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Using real consumer behavior to grow brands

Bottleneck™ 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.

Why Bottleneck?

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.
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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.

Does Bottleneck also work for Consumer Packaged Goods
(CPG) brands?

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 (“l 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).

Relationship with the brand Brand switching
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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.
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An approach that combines qualitative and quantitative research

Key outputs of a Bottleneck analysis

Bottleneck is built around proprietary consumer qualitative and quantitative research,
and optimization tools.
The actual steps people take when purchasing the product or service

Qualitative research Quantitative survey Budget Optimizer The barriers to conversion along this purchase pathway for each brand
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g M@“ v\‘.‘w««‘“ A their behaviors — not just their demographics
An optimal budget allocation across the selected touch points
Links to WPP and GroupM global surveys Potential strategic alliances / properties thanks to a link with the BrandZ™ and
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Progress of the campaigns by keeping track of purchase KPIs along the pathway
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 a|0ng the pathway, and assess which communication touch points are most Purchase Pathway Map Brand Relationship Purchase Barriers Touchpoints Power Score
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

Barrier
Bottleneck is also linked to the two largest WPP research studies on brand loyalty (BrandZ™)

and sport and entertainment properties (PartnerZ™).

Touchpoint Map Brand Perceptions Touchpoints Budget mix KPIs Tracking




