
  

Consumers are overwhelmedConsumers are overwhelmed

• 2,828 TV stations

• 13,000 commercial radio stations 

• 2,567 major consumer magazines

• 10,086 daily/weekly/Sunday newspapers

• ½ million billboards

• 5,000 websites accept advertising

Source: MindShare 2003



  

They are tuning outThey are tuning out

Source: The Henley Centre
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Making them harder to reachMaking them harder to reach
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They are also harder to persuade: 
“The Consumer Paradox”

Source: The Henley Centre



  

Consumers are wealthier

Value is more important

Source: The Henley Centre
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More choice

Less time to choose

Source: The Henley Centre

They are also harder to persuade: 
“The Consumer Paradox”

Source: The Henley Centre



  

More satisfied

Complain more

Source: The Henley Centre

They are also harder to persuade: 
“The Consumer Paradox”

Source: The Henley Centre



  

Demand personal attention

Resent intrusion

Source: The Henley Centre

They are also harder to persuade: 
“The Consumer Paradox”

Source: The Henley Centre



  

Want personal service

Demand value for money

Source: The Henley Centre

Source: The Henley Centre

They are also harder to persuade: 
“The Consumer Paradox”



  

Loyalty is keyLoyalty is key
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Loyalty is keyLoyalty is key
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In this example, bonded consumers allocate 50% 

of their category spending to that brand.
Source: WPP BRANDZ Study
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Loyalty is keyLoyalty is key
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Loyalty is driven by brand experienceLoyalty is driven by brand experience

Source: WPP BRANDZ Study



  

Brand experience driven by Brand IdeaBrand experience driven by Brand Idea

Brand Idea How we behave 
(e.g. customer service)

How we communicate 

(e.g. advertising)

How we perform 
(e.g. product performance)



  


