. WHAT HAS THE
. INTERNET REALLY
_ CHANGED?
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WHAT WE BUY HASN'T REALLY CHAI

THAT MUCH

87%

79% 78%

63%
61% 5904

44% 44%
35%
24% 24%

47%
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WHAT WE BUY HASN'T REALLY CHAI
THAT MUCH
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WHAT WE BUY HASN'T REALLY CHAI

THAT MUCH
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LESSON #1

WHAT WE BUY HAS NOT BEEN
TRANSFORMED BY ONLINE



HOW WE BUY HAS CHANGED

—= Buyers
MOMENT
PURCHASE

ME AND
PEOPLE LIKE ME

N’

&
ps\o“

Aoy ©
e Consumes voict K2

4y, ov>
“ome EMOTIONAL connEcE

COPYRIGHT 2009

THE MODERN PURCHASE FUNNEL IS NOT A LINEAR ONE
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http://holytornado.files.wordpress.com/2009/11/working-file.png

THEMCKINSEEXAMPLE

The consumer decision journey

Active evaluation

Loyalty loop
Initial-
consideration
set

Postpurchase experience

Number of brands in consideration set actually increases as
brands interrupt the decision making process

For Automotive purchases, a further 2.2 brands are added-by
consumers in the active evaluation stage

specificmedia



HOW VITAL IS THE INTERNET WHEN
CONSUMERS ARE BUYING A CAR?

1IN 3 SAY IT IS VITAL
ON 5 POINT SCALE, 74% PUT IMPORTANCE IN TOP TWO QUIN
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WHAT HAS THE INTERNET
CHANGED?

Independence to gather information

66%

Access to a wide range of opinion

Less dependence on visiting dealer

CONSUMERS ARE NOW RESEARCHERS @
EMPOWERED CONSUMERS
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HOW IMPORTANT IS ON AND
OFFLINE?

WE STILL VISIT THE DEABE®R VITAL
WE GO ONLINE FOR OUR INFORMADBKIN VITAL
FRIENDS ONLINE b WMAKE US BUY A CARD% VITAL

pppppppppppppp



WHAT DOES THE PURCHASE
PROCESS LOOK LIKE?

V]vina spend a lot of time thoroughly researching (io—naetew sure, | know exactly what brand
9
8 5.91
! |
6
5 Is the average number of
4 brands considered by
3 consumers when thinking
5 about what brand their
1 next car will be

HNOO-PU‘ICD\JOO@

Would spend virtually no time researching Completely unsure, have no idea what brand

(s")
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LESSON #2

THE CONSUMER IS EMPOWERED
THE CONSUMER IS A RESEARCHER

EMPHASIS SHIFTED TO ACTIVE
EVALUATION VS. MOMENT OF PURC

DIGITAL OFFERS AN OPPORTUNITY
REACH CONSUMERS IN THIS STAGE
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A CONSUMER VIEW OF THE
PURCHASE PROCESS?

ossful important frustrating
Stressiu complicated
fun convoluted
Nervous
difficult time consuming
easy . Interesting
fulfilling daunting enjoyable
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A CONSUMER VIEW OF THE
PURCHASE PROCESS?

- | important | frustrating
@ complicated

fun convoluted
nervous
difficult <_time consuming>

casy o |
fulfilling daunting enjoyable

INTERESTING (38%) ENJOYABLE (31%)
TIME CONSUMING (52%) STRESSFUL (25%)
IMPORTANT (47%) @



LESSON #3

UNDERSTAND THE CONSUMER
DIGITAL REMOVES THE STRESS

DIGITAL REACHES THE CONSUMER
RESEARCH PHASE

USE CREATIVE INTELLIGENTLY TO Il
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target audience
qualities
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LESSON #4

INTELLIGENT APPLICATION OF DATA
INSIGHT DRIVES SUCCESS
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UNDERSTAND THE R
DIGITAL CAN PL
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UNDERSTAND TI-‘@ a\
CONSUMERS BEHAVE ONLI[SH=
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WHO CARES WHO CLIC \
WHAT DOES IT MEAN?



DIGITAL DISPLAY ADVERTISING WOF

Averaged Advertiser's Site Page Views
% of users visiting advertisers sitg,,, (Pages Per 1,000 Users) roLs

1.1%
177.6

0.9% 149.0
0.7%

100.3

0.4%

0.3%
0.2%

0.1% 289
17.8

6.8 111

Week 1 Weeks1-2 Weeks 1-3 Weeks1-4 Week 1 Weeks1-2 Weeks1-3 Weeks1-4

% Advertiser Page Share Among Competitive Set
Weeks 14

4.7% 18.6%

Il Control Group [l Exposed Group specificmedia



AND SWOEYIDEQ FURTHER UP THI
FUNNEL

Efficient +10.2

Fits my lifestyle +8.6

A car for the city +6.5

A car | would want to drive +3.2
A fun experience +2.9

An affordable drive +2.7
Innovative -2.6

® Exposed M Unexposed
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LESSON #5

DIGITAL WORKS!

DRIVES BRAND CONSIDERATION AT
ACTIVE EVALUATION STAGE

SHIFTS BRAND PERCEPTION TO INC
CONSIDERATION
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/8% OF CONSUMERS WOULD BUY A GREEN CAR?

"

57% OF CONSUMERS WILL NOT PAY A PREMIUM TO GO GRE




CONSUMEROTIVATORS



