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Digital is no longer a buzz word, it's a reality and yet confusion still exists on how to harness its potential. In December 2010, IMI International completed
its latest ConsumerTrack™ study on the Digital Environment across Canada, USA, UK and Australia. This study of 2,800+ consumers helps shed some
light on consumers’ digital behaviour, how various ad units perform, how consumers interact with brands online, attitudes toward the digital medium and
online purchasing behaviour. Below you will find excerpts from both the global and USA reports as well as an overview of the key issues examined in the

full report.
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About IMI International

« Full-service marketing ROI consultancy leveraging
consumer research

« Proprietary database of 10,000+ case studies

» 23 proprietary products to measure and evaluate
brand activations

« Offices in Canada, USA, Australia and the UK
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Marketing Tactic Effectiveness Online Product-Related Research
% consumers who have purchased a product % of consumers who take part in product-related
due to... research online
Coupon Redemption 65% E 37% % 49%
Sampling 51%

iqi 0
Digital Coupon 34% m 49% ﬁ 468%
Branded Viral Video 15%

Our global study shows that though consumers may not necessarily purchase a product directly due to
certain online content, close to half of online consumers will use the digital space for product research.
There are, however, strong differences that emerge depending on the product category which dictate
how often and why digital is used in the purchase process.

Key Study Perspectives ¥

« ldentify what consumers are doing in the digital environment 4 Swe el
and what they feel are the best and worst things about the : -
digital environment R et O

For select categories, the role that online plays in the
purchase process — is it used, how is it used, is it enough
to finalize a purchase, what else must be done to cement a
purchase

Identify potential effectiveness of various online advertising
mediums, both hard and soft metrics (awareness to
click-through)

Determine how consumers are currently interacting with
brands online and what they are looking for brands to do —
what tactics will lead to the highest likelihood of interaction
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« Analyze consumers’ attitudes toward the digital environment e
— how they feel about their current and planned usage, : ::";-'}j:;.:;_“m
their thoughts on their ability to gather information online, e aseeC e
brand interaction, skepticism with the medium and current o e

marketing tactics employed by brands |

About ConsumerTrack™ Contact Us

« Syndicated quantitative studies (10+ annually) Talk to IMI International for further details on this study:

« Conducted consistently in Canada, USA, Australia and UK
since 2004 Tim Bishop

« 40+ topics, 80+ categories and 20+ countries studied to-date 1-800-784-5757 x341

« Key insights across consumer demographics and purchase tbishop@consultiIMI.com
segments




