











Many existing studies of purchase journeys suggest communications
touchpoints can be grouped into typologies - reflecting a general role for
touchpoints which can be applied to all purchase journeys, irrespective of the
category or purchase cycle. Results from MEC Momentum studies across
multiple categories demonstrate this is not the case.

There is no single ‘black box" answer to the role of touchpoints at different
stages of the purchase journey.

Each category is different. And MEC Momentum shows that touchpoints can
have surprising effects beyond the role they are traditionally perceived to play.
We quantify them using Touchpoint Power Scores (TPS].

MEC Momentum also quantifies the different role of touchpoints at both the
Passive and Active Stage of the journey. In the US example on the right, we
look at the five most influential touchpoints for people looking to get a new
credit card.

There are clear differences in the media that people use to help them make
a purchase (in the Active Stage) and the media that helps build Passive Stage
Bias, before people are actively thinking about purchasing a new card.

There is no one-size-fits-all answer to planning the use of touchpoints. It
depends entirely on the context in which they are used by the consumer.

CONTEXT IS EVERYTHING

MEC Momentum demonstrates that Paid, Owned and Earned
communications play different roles not only in different brand
categories, but at different stages within brand categories.

Buyers of Flat Screen TVs in
Germany develop Passive Stage
Bias from TV, print and online ads;
but seeing the product in store and

third-party opinions drive Active
Stage Bias.

ACTIVE STAGE TOUCHPOINTS (guiding purchase)

1. Bank or credit card issuer website
2. Email from credit card issuer

3. Ad on a website

4. Online search results

5. Comparison website

PASSWE STAGE TUUCHP'JINTS (building Passive Stage Bias)

1.TV ad

2. Ad on a website

3. Magazine ad

4. Letter from credit card issuer
5. Email from credit card issuer

Source: MEC Momentum, credit cards, USA, 2013

Planning for brand growth across touchpoints
1. Harness the most powerful Paid, Owned and Earned touchpoints and
synchronize their roles.

2. ldentify opportunities in the purchase journey where touchpoints can
work harder:

a. To generate more positive Passive Stage Bias
b. To leverage purchase journey triggers where your brand underperforms

c. To target more powerful places, spaces or conversations in the
Active Stage
d. To address the biggest barriers to purchase for your brand
3. Ensure the integration of message, media and context: integrated planning
is more important than ever!

4. Leverage respondent level data from MEC Momentum to target the
audience that matters most for your business. Seamlessly optimize
campaign weight and phasing through MEC's ‘Crossmedia’ tool.



UNDERSTAND YOUR COMPETITORS'
PURCHASE JOURNEYS TO
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number you need to know: your brand's MEC Momentum Score.

All companies want growth. However, finding genuine opportunities to grow
your brand in a competitive marketplace is tough when rivals aggressively
target the same consumers.

Weak Strong
PASSIVE STAGE BIAS

MEC Momentum helps identify the best possible prospects for increasing
market share and the value of your brand. It allows you to compare your
brand’s performance throughout the purchase journey against your main
competitors, revealing their weak points and where they present the
greatest threat.

. Hiitsg‘rge/no idea they would buy your brand Didn’t plan to buy your brand ...and didn’t

. Expected to buy your brand ...and did Thought they would buy your brand ...but
didn’t

Source: MEC Momentum, Body Moisturisers, Germany, 2013

MEC Momentum shows who should have bought your brand (based on
Passive Stage Bias which failed to convert to an Active Stage purchase),
which brand they bought, why they didn't buy your brand and which
touchpoints you should use to influence them (as shown opposite]. MEC
Momentum also provides summary scores for each stage of the purchase
journey and gives an overview of your brand performance within the category.

MEC Momentum measures the whole purchase journey across the category
1. Quantify consumer biases in your category and by brand.

2. Quantify the beliefs people have about brands and how these influence them.
3. Quantify the actions people take during the journey.
4

. Quantify the influence of Paid, Owned and Earned touchpoints
encountered at different stages along the way.

Flat Screen TV cycle

ACTIVE SCORE 148  MEC MOMENTUM SCORE 136  PASSIVE SCORE 102

5. Fuel strategies to unlock growth and help you measure results
over time.



UNDER THE HOOD
OF MEC MOMENTUM

MEC Momentum methodology incorporates the latest thinking in
decision-making psychology.

MEC Momentum's two-stage research process uses qualitative research to identify people’s
buying behavior, followed by a custom-designed online quantitative questionnaire to understand
a single category and country in detail.

The research is designed using the latest studies on the psychology of choice:

Automatic and reflective thinking: MEC Momentum identifies the effects of consumers’
instinctive, automatic thinking as well as the more obvious rational, deliberate thinking because
both are involved in decision-making.

Confirmation bias: People look for information that confirms their beliefs. For example, people
use Active Stage touchpoints to confirm their biases about brands.

Mental availability: “The propensity for a brand to be noticed and/or thought of in buying
situations™.* What associations do people have with your brand and do they help people
make a purchase?

Brand distinctiveness: Which of your brand’s properties make it distinctive? Which assets
should your communication support to make your brand stand out from competitors?

Heuristics: MEC Momentum identifies rules-of-thumb people use when buying - what it is
they're looking for from the brands they choose.

*"How Brands Grow”, Byron Sharp
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THE QUESTIONS MEC MOMENTUM
CAN HELP YOU ANSWER

v Are my customers’ journeys shorter and faster or longer and slower than other people’s?

v" Which customers have a bias towards my brand or its competitors before starting the buying process?
v" How are people’s perceptions of my brand affecting their purchasing behavior?

v Which Triggers are more likely to get people to buy my brand?

v" What can | learn from my competitors’ purchase journeys?

v" How can | quantify the roles of Paid, Owned and Earned touchpoints at different stages of the purchase journey?
v How do | quantify the role of recommendation and social influence for my brand’s buyers?

v" How does my brand’s behavior in-store influence people beyond the immediate sale?

v" How can | plan more effectively for brand growth?
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