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ill reco)mpend a brand, a company, a
eague, a family member ...?”

. Since Prof. Dr. Wﬁﬂlaunched the idea a few years ago that
recommendations in ce actual purchase (and proved it with real

_ market data), more and more resVrch is done in that field.

is it that'y
t to a friend, a

i-merge/bBondoggle* - an interactive agency - promotes already
the growing value of “human ight form the start of the

: company in Europe in 19 1
since 200

We wanted to know whet i nda
also exist@d in China amanhg the 72 million in ers and how
weak or strong it was. No specific research has been done yet in
that field.

Therefore i-merge & Sinomonitor ** recently held a.n online survey
in China among a sample of 1200 internet users (20-24 yrs old |
_ having a monthly income of >1000 yuan/month). [The detailed
\ sample profile is at the end of this article.} .
. . . . .
h we didn’t measure nor matched the sales results / market"
share year'after year for specific recommended brands, the findings
" *  of these study in mainland China underline the truth and the value
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of Prof. Dr. Reichheld’s NPS - théory and are hopefully a prelude to
research on a larger scale.

. » .
The results also confirm what wasshas been claimed so often

already by Booz | Allen | Hamilton, McKinsey, Edelman and many

others in the field like H Business Re\gew Doubleclick,
cICdata’e.a. They illustrate thatalso in China a historical and global

shift from “media” to'“humangmedia” is going on.

o X '

But thesmarketing pra“ce of the first years of thi;entury proves

that it will take a whilé*before the majority of the marketing

" community acts aeeording to what “facts” (and not only their guts)
tell them to do. ‘

/ Indeed, one of th striking overall results is that marketers in

- est of the world) continue to
.‘ ate the
/ mate the power
14

ustomer recommendation and
dvertising (and)(in) old media.
oweve in China!) are more and more built on really
positive experienc d fanatic consumers talking to each other
7 about these brands. ™ \

These eva'gellsts influencers, advocates seem to become the real
driving force behind big brands In reality “human media” dwarf
) what we usually call “me

Have a look at some of t
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»
1. Consumers communicate with other consumers about brands.
Not permanently, not as muc‘as marketers might wish but quite
often. And they influence each othe\
.

Not all consumers however are equal. On average, a Chinese
consumer communicates“e month with 8 people about brands.

W17%of the consumers howeveralk about brands with more than 10

Mle rgonthly. L ‘ - .
- . »

- ~ ! »
» / Interpersonal Communication
o

m  On average, one consumer communicates in one month with 8 people about brands.
I m  17% of the consumers talk about brands with more than 10 people monthly.
[ 5 ]
J

-

Mean:
8 people

More than 20
No one 1-5 people 6-10 people 11-20 people people

17
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.
2. These consumers who communicate monthly with more than 10
people about brands not only'have the highest communication
index they also score the highest in@ence index.
.
Women communicate mori than men, but men have a higher
infLLl.(encing power. ‘

Also those aged in between and 39 have a greater influencing
pober. Also, the higher the ation level, the higher the

comm%cion probﬂty and'the influencing power.
- e 1 \‘

.
/ Interpersonal Communication
-
Comparison of different people
m Females are more likely to be a communicator compared with males, but their influence power is less.
m The consumers aged between 30 and 38 have a higher probability to communicate with a greater influence.
m The higher the education level, the higher the communication probability and the influence power.
m The consumers who monthly communicate with more than 10 people about brands have the highest
' communication index and influence index.
‘[ Influence index +Male
Femrale
A.20-29 years old
M 30-39 years old
. 4045 years old
106, 115
98, 105" 101, 103 105, 107 * W Master or above
Ay - =
! UZL Communication 'Ende'gmfale
.?'88 . index @ Junior colege or below
97, 85
98 70" m Communication circle
>10 pers.
+ Communication circle
<10 pers.
* Values of influence index
. 18
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3. 31% of all respondents in the‘..tudy are sure their peers bought
something that was recomme‘ded by them.

26% are sure they convinced theiripeers not to buy a certain brand

or to give up.
- B
’ sﬁs%g-b‘d experience (‘a dissatisfying one) is a lot more

anerful than posmﬁe or negative brand reputation.
» .

- U T ’

-
’ Y
- ’ Interpersonal Communication

i'

m The influencers are more likely to communicate about brands because of their using experience rather

‘ than the brand reputation.
Influence power

of the influencer
[' (%) (%)
84 Recommend because of
My peers have
bought something |
recommended Recommend because of
. positive brand repytation
v
R e - 77 Complain because of
given yp something dissatisfving experience
| complained about
44 Complain because of
negative brand reputation
Base=all consumer respondents Base=influencers 16
' T
»
» 4" B . » N ‘ PR »
. » ‘R » .
\ .
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4. The vast majority ofithe communication about brands is

face2face. Nearly 90% is com‘micated during conversations.
o

Using instant messages and phone calls are also common ways
people communicate.
o 5

_—e-
— ‘\ . L

- ea
Interpersonal Communication
-
J

m Nearly 90% of the consumers communicate with others about the brands face to face, which is
" »
31
. 18 ’

the most popular way.
m Using instant messages and phone calls are also common ways people communicate.
Face to face Use instant messages Phone them Send SMS Send an e-mail  Blog about it

(%)

19

'
-
) g " " W ' 9 »
_ » e - ’ .
.
-

Copyright i-merge China — Fenyang Lu 138 — Shanghai — mobile 136 2179 9450 — Jan Van den Bergh
.




.
-

5. But although they use mainly face2face to communicate with
their peers the internet is declared ‘being the most important
medium in their life » >

g — . -

I m  80% of the consumers think that the Internet is the most essential medium in their life.

I Newspapers BTV M Mobile phone © Internet

\ N eraciive

- - —
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»
6. The Internet is the most imp&tant medium for consumers to
learn -for the first time- aona new brand or a new product,
followed by TV commercials. \

Comparatively, male consumers tend to choose the Internet and the
new‘spa ers. Women are more TV- mm‘ed

- .
Older pe.ople are more likely to get the information from the
kpapers. ‘ » .

The h%he educa&, the higlﬁpercentage of people
using the Internet. .

’ -~
‘ - ‘
Information Channels
To learn a new brand or a new product
m  The Internet is the most important medium for the consumers to learn about a new brand or a new product, followed by TV
commercials.
' m  Comparatively, male consumers tend to choose the Internet and the newspapers. Women are a bit more TV-minded.

m  Older people are more likely to get the information from the newspapers.

/ = The higher the education, the higher the percentage of people using the Internet.

Total Sex Age Education

the Internet

TV commercials 81
Newspaper ads

Outdoor poster

Magazine ads

Friends

B Master and

above Base=113

®  Bachelor

fundergraduate
Base= 757

B Junior colled®
and below

Base=330

= 20-29
Base=520

sales material/ salespeople M 3

- \ Radio commercials § 5 Ba:;:";éo
» » - ¥ 2 0» .
. . B . .

= Male
Base=711

= 30-39
Base=521
m 40-45
Base=159

m Female
Base=489
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»
7. For further information on these newly discovered products, the
Internet again is the most important medium:
o for all age-groups 5
o for all education levels -
o for both men and waomen.

oﬂengalthwh the internet'sgores here*ighest too - are more

Iihsly to go to the shop or askitheir friends with experien'ce.
»

Older% prefer tﬁt further information frogthe newspapers
|

rather than from thei ends. *.
- -
. -

For more information

- m Forthe consumers, the Internet is the most important medium to get more information about a brand.
m  Women, compared with men, are more likely to go to the shop or ask their friends with experience.
’ m Older people prefer to get further information from the newspapers rather than from their friends.

' Total Sex Age Education

/ Internet

Go to the shop

gg (%)

Ask friends with experience
TV commercial
Newspapers

) Magazines

Family and friends

B Master and
13 above Base=1132

= 20-29
Base=520

Phone manufacturer
= Bachelor

fundergraduate

1
8
Outdoor poster g = Male = 30-30 Base= 757
Total Base=711 i " Junior collegT1
Radio g 5 B - -?2500 5 = Female m 4045 and below
e 4 | Base=480 Base=150 Base=330
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»
8. Again a vast majority of the Espondents also want to stay
informed about a brand after*uey bought it. Again it’s the web that
is their preferred medium. = 5

-

- a.
-

For regular information

m  98% of the consumers want to stay informed regularly about a brand after they buy it.
m The Internet is the main medium people use to get regular information about a brand.

Want to stay informed Ihe ways to stay informed

-

Consulting the Internet

Watching TV
v Going to the shops
% Asking friends with experience

Yes

2%  gg— Reading newspapers
Reading magazines

Phoning the manufacturer

Watching Outdoor posters

. Listening to the radio
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.
9. . -
To discover brands.
To find more information on brand
To keep oneself informed after the sales.
...it’s the internet which we most important tool.

But dpparentlysit’s also the mosteffective m%dium when they decide

to buy a brand. The second st influential medium being their
riends. I‘ » .

Our re%ﬂents deehat for thei ily and frgnds, friends’

recommendations.are the most impertant influencing factor and the
Internet is the secon ‘

»
/ 7% of the respon ink that they themselves can influence

- 'tbeirFily and fri most oqpurchasing decision.
’ »
’

m  As for the respondents themselves, the Internet is the most effective medium when they decide to buy a
brand, and the second most influential medium is their friends.

m However, the respondents deem that for their family and friends, friends' recommendations are the most
important influencing factor and the Internet is the second one.

m 7% of the respondents think that they themselves can influence their family and friends the most on

Media Influence on Purchase

. purchasing decision.
Top 5 influential media
For the respondents For the respondents’ family and friends
""" nternet 49%  Friends %
“““ Frends 2% ntemet 3%
. ......... ™v ;;% ™v 19%
N Salespeople 4% ve ™%
\ Newspaper 2% ' Newspaper 5% S )
\ 13 ’ .
.
.
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10. Again the internetiis considered having the most influencing
power in all age-groups, education levels and for both men and

women. .

~
Comparatively speaking, women are more likely to also be
infLLl.(enced by their friends,"men by the Intewet.

e Internet, and they are 18ss influenced by their friends.

The h%he educaa level, th

" by the Internet. «

“ I . ‘
Media Influence on Purchase
~

m Comparatively speaking, women are more likely to be influenced by their friends, men by the Internet.
’ m Compared with the older people, the younger are influenced more by the Internet, and they are less
[ |

-
Cgﬁpared with the older pecﬂe, the younger are influenced more
y

e the peopﬁe are influenced

influenced by their friends.
' The higher the education level, the more the people are influenced by the Internet.

Sex Age Education

’

(%)

Internet

. Friends
35
) 15
TV
12
3 3 ®  Master and
above Base=113
Salespeople ﬁ48 R I37 B Bachelor
) fundergraduate
u Male = 30-39 Basze= 757
LAl 2 s 4 " Junior college
Newspaper m Female 1 m 40-45 2 and below 14
. Base=489 F 8 Base=159 4 Base=330
-
. \
. . .
.
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The sample
»

‘ Research Introduction

. Consumer sample profile
59% Master or above 9%

Junior college and below 28%

2024 7%
- g 2529 2% Bejjing 10%
. ‘ hd ‘ n 30-34 21% ‘Shanghal 10%
‘ 3539 7% 10%

4045 13% Shenzhen 6%

Hangzhou 6%

‘ - RMB 1000 - 1999 15% m Nanjing %
\ Monthly N 25% Wuhan %

personal RMB 3000 - 3999 18% Xian 6%

Income RMB 4000 - 5999 18% Chongging %

'RMB 6000 - 7999 14% ‘Shenyang 6%

'RMB 8000 - 9999 6% Chengdu 6%

‘Over RMB 10000 5% Qingdao 6%

Others 14%

- :
. -

.’ Addltlonal literature ‘

1. Booz | Allen | Hamilton

arketing 2010: Sharpening the conversation
2. Mc Kinsey

How companies are marketing online.
Doing business in China.

3. Reichheld, Fred

The one question

4.Doubleclick Touchpoints 1V study
5. Harvard Business Review

/ . - How valuable is word of mouth
\ 6. Edelman - Stakeholder Study (2007)

7. http://www.cicdata.com/
) Do you wan e complete stu

t you la/e been

/ u’re interested i
ho did the same

**Sinom:)nitor

il : . . ¥, ) . .
. Sinomonitor is China’s leading business database supplier

, and the main market and media research supplier.

e
*i-merge/boondoggle

» . »
y www.i—.merqe.com.'cn ; the agency in Shanghal’
. www.boondoggle.eu: the European agencies
‘ http://blog.boondoggle.eu/: the blog of both i-merge & boondoggle

-
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