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BottleneckTM

A new solution to grow brands
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BottleneckTM is Mediaedge:cia’s new research based solution, specifically designed to identify
barriers – or bottlenecks – in the consumer’s purchase pathway and organize communications
in order to reduce them. 

It is fueled by real consumer behavior with the brand, the category and communication touch
points, as reported through proprietary qualitative and quantitative research.

For decades, the purchase process consumers go through to buy a product or service has
been defined as a “linear purchase funnel”. This typically includes steps such as
Attention > Interest > Desire > Action, or some similar variant of  this.

At MEC, we believe this model is not enough, on its own, to fully describe the reality of  how
purchase decisions are made. It has served brands and the advertising industry well for a
long time  – when choice was scarce  – both in terms of  brands and media. The multiplication 
of  choice in the media as well as in brands has now put the consumer in control. Marketing 
is no longer a “mass” affair, but increasingly ‘one-to-one’. Each consumer is unique. 

So, when planning communications for brands, we need to take a more personal,
consumer-centric view. We need to understand not only what is happening, but why.

Why Bottleneck?

Using real consumer behavior to grow brands
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Bottleneck looks at the purchase pathway from the perspective of  what consumers actually
do from the beginning to the end. For example, purchasing a mobile phone may involve
“talking to friends”, “browsing new products on websites”, “comparing plans online”, “talking to
a sales person in-store”, etc before a purchase is made. Recognizing that some people may
do two of  these things in one week, others may do all of  them three times over, and take 6
months in the process, is equally important. The pathway is no longer the same for all, and is
no longer linear.

The task for communications then becomes how to get people engaged with the brand by
doing more of  these things, which increases the chance of  the brand being bought. This
means measuring how well each brand is performing along the purchase pathway, and also
understanding which barriers are preventing consumers from ultimately choosing to 
purchase the brand.

Model
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Compare
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Online
forums

Car Exhibitions

Example: Purchase pathway map for luxury cars

Consumers buying brands in CPG categories (detergents, toothpaste etc) rarely
go through a sophisticated purchase process. Decisions are more often made on
impulse, driven by emergency (“I ran out of toiler paper”), habit, long term loyalty
or short term incentives (new product, promotion…).

In this case, Bottleneck looks at the relationship between consumers and the
brand (the “love pyramid”) combined with the history of the consumer’s brand
switching. Both sets of data are then used to understand barriers and which
communication touch points can be used to convert switchers back to the brand
(purchase) and to take them to a higher level relationship (love).

Does Bottleneck also work for Consumer Packaged Goods
(CPG) brands?
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Bottleneck, a completely integrated approach

Most importantly, Bottleneck is not just a piece of research, or a “tool”. It is a process that brings
together everyone involved with the brand, from beginning to end: the client team, MEC specialists
in insight and ROI, planning, digital, sponsorship and other partner agencies. The outcome of
Bottleneck is the activation of a new or improved plan for the brand, not just a set of findings.

Qualitative
exploration

(DigiFacesTM)(DigiFaces )

Identify purchase
pathway steps,
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why, current brand

and competitors
perceptions

w

Quantitative
survey

Quantify the brand’s
performance in the
purchase pathway,
quantify barriers
and reasons why

across brands and
target groups
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Clarify project
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Ideas generation
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A multi-functional
team led by MEC’s
comms planners

leverage the
learnings from the
project to generate

activation ideas

KPIs Tracking

The new campaign,
budget, ideas are
implemented and

activated. Tracking
is put in place for
future reading of
Bottleneck KPIs
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“I found the presentation of the models on the website very confusing. And
whenever I tried to look into the details, it was sooo slow!”

“In the end it came down to an Audi A4 convertible or a Merc SLK or CLK. We
particularly liked the Merc's and could get a good deal on them through the company

we worked for so that ended up separating them from the Audi”

“The aggravation of getting someone to tell me how much they would give me for
my old car and when I would receive my new one started to take the shine off the whole

experience”

Insert in press
See car in films
Local dealer ad

Internet ad
TV car program

TV ad
See  car in a showroom

Magazine ad
Dealer website
Car brochures
Driving the car
Test magazine

Advice from friends/family   
Online reviews

Manufacturer website
Test drive

See car on road

Steps in dotted
line are optional,
but highly
recommended
for full
effectiveness of
the project.
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Key outputs of a Bottleneck analysis

• The actual steps people take when purchasing the product or service

• The barriers to conversion along this purchase pathway for each brand

• The most effective touch points mix to engage specific brand audiences based on 

their behaviors – not just their demographics

• An optimal budget allocation across the selected touch points

• Potential strategic alliances / properties thanks to a link with the BrandZ™ and 

PartnerZ™ studies

• Progress of  the campaigns by keeping track of  purchase KPIs along the pathway
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Bottleneck is built around proprietary consumer qualitative and quantitative research, 
and optimization tools.

1. We use DigiFaces™, our unique online blogging qualitative research tool, to understand 
the stages of  the purchase pathway for different people, and why some consumers resist 
specific brands at different stages

2. Then we use a quantitative survey to measure what the strengths and weaknesses of  
the brand are along the pathway, and assess which communication touch points are most 
powerful in the category

3. Finally we combine this research data into our optimization tools in order to determine how
much should be invested against each touch point for the given target group

Bottleneck is also linked to the two largest WPP research studies on brand loyalty (BrandZ™)
and sport and entertainment properties (PartnerZ™).

An approach that combines qualitative and quantitative research


