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THE'/ ARE ALSO HARDER TO PERSUADE:
"Tue Conoumer Paravox
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THE/ ARE ALSO HARDER TO PERSUADE:
"Tue Conoumer Paravox
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Consumers are wealthier

<—
Value is more important
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THE/ ARE ALSO HARDER TO PERSUADE:
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N
More choice

e —————————————————————
Less time to choose
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More satisfied
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Complain more

Source: The Henley Centre




THE/ ARE ALSO HARDER TO PERSUADE:
"Tue Conoumer Paravox

N
Demand personal attention

—
Resent intrusion
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THE/ ARE ALSO HARDER TO PERSUADE:
"Tue Conoumer Paravox

N
Want personal service

—
Demand value for money
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BrandDynamics™

Pyramid
/\ Bonding 7
Advantage o8
Performance 36
Relevance 37
|| Presence 50
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BrandDynamics™ Share of Category

Pyramid Expenditure
/\ Bonding 7 50
Advantage 28 20
Performance 36 17
Relevance 37 16

|| Presence 50 i 12 *

Source: WPP BRANDZ Study




LOYALTY 1S DRIVEN. BY BRAND. EXPERIENCE

Kodak Nike Wal-Mart
(2002) (2000) (2001)
Bonding 65 48 29
Advantage
86 72 49
Performance
86 73 50
Relevance
94 80 84
Presence
100 98 98
(Base) (400) (403) (400)

Source: WPP BRANDZ Study




BRAND EXPERIENCE DRIVEN BY Bravo L oea

How we communicate

/ (e.g. advertising)

How we behave
(e.g. customer service)

Brand ldea

How we perform
(e.g. product performance)
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