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WHAT WE BUY HASN'T REALLY CHANGED 
THAT MUCH
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WHAT WE BUY HASN'T REALLY CHANGED 
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WHAT WE BUY HASN'T REALLY CHANGED 
THAT MUCH
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LESSON #1

WHAT WE BUY HAS NOT BEEN 
TRANSFORMED BY ONLINE



HOW WE BUY IT HAS CHANGED

THE MODERN PURCHASE FUNNEL IS NOT A LINEAR ONE

http://holytornado.files.wordpress.com/2009/11/working-file.png


THE McKINSEYEXAMPLE

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



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

1 IN 3 SAY IT IS VITAL
ON 5 POINT SCALE, 74% PUT IMPORTANCE IN TOP TW0 QUINTILE



CONSUMERS ARE NOW RESEARCHERS ς
EMPOWERED CONSUMERS

WHAT HAS THE INTERNET 
CHANGED?



HOW IMPORTANT IS ON AND 
OFFLINE?

WE STILL VISIT THE DEALER ς64% VITAL
WE GO ONLINE FOR OUR INFORMATION ς54% VITAL
FRIENDS ONLINE ²hbΩ¢ MAKE US BUY A CAR ς20% VITAL
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Completely unsure, have no idea what brand

5.91
Is the average number of 

brands considered by 
consumers when thinking 
about what brand their 

next car will be

WHAT DOES THE PURCHASE 
PROCESS LOOK LIKE?



LESSON #2

THE CONSUMER IS EMPOWERED

THE CONSUMER IS A RESEARCHER

EMPHASIS SHIFTED TO ACTIVE 
EVALUATION VS. MOMENT OF PURCHASE

DIGITAL OFFERS AN OPPORTUNITY TO 
REACH CONSUMERS IN THIS STAGE
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A CONSUMER VIEW OF THE 
PURCHASE PROCESS?
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INTERESTING (38%) ENJOYABLE (31%)
TIME CONSUMING (52%) STRESSFUL (25%)
IMPORTANT (47%)

A CONSUMER VIEW OF THE 
PURCHASE PROCESS?



LESSON #3

UNDERSTAND THE CONSUMER

DIGITAL REMOVES THE STRESS

DIGITAL REACHES THE CONSUMER IN 
RESEARCH PHASE

USE CREATIVE INTELLIGENTLY TO INSPIRE



UNDERSTAND THE CONSUMER 
MINDSET



LEVERAGE THIS WITH DATA AND 
INSIGHT
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LESSON #4

INTELLIGENT APPLICATION OF DATA AND 
INSIGHT DRIVES SUCCESS



CAN DIGITAL ADVERTISING 
SELL MORE CARS?



UNDERSTAND THE ROLE 
DIGITAL CAN PLAY



UNDERSTAND THE WAY 
CONSUMERS BEHAVE ONLINE



5hbΩ¢ D9¢ 5wh²b95 Lb 5LDL¢![ 
NUMBERS

WHO CARES WHO CLICKS? 
WHAT DOES IT MEAN?



% of users visiting advertisers site
Averaged Advertiser's Site Page Views 

(Pages Per 1,000 Users)

% Advertiser Page Share Among Competitive Set ς
Weeks 1-4

DIGITAL DISPLAY ADVERTISING WORKS

4.7% 18.6%

Control Group Exposed Group
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AND SO DOES VIDEO ςFURTHER UP THE 
FUNNEL



LESSON #5

DIGITAL WORKS!

DRIVES BRAND CONSIDERATION AT  
ACTIVE EVALUATION STAGE

SHIFTS BRAND PERCEPTION TO INCREASE 
CONSIDERATION



A NOTE ON THE GREEN 
DEBATE



78% OF CONSUMERS WOULD BUY A GREEN CAR?

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



CONSUMER MOTIVATORS


