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The Liverpool Fan site
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Redandwhitekop.com

• 25,000 members
• 3.4 million posts
• 90,000 page views/day
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Anfield Road: 45,000 seats

1.4 mln

Shared Offline
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Anfield Road: 45,000 seats

1.4 mln 70 million35 million

Shared Offline Shared OnlineOnline
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Luxury brand Panerai: Sharing can be huge
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A bank

13 million 28 million

Shared Offline Online
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Agenda

• The Net enhances the brand experience

• How will this affect your bottom line?

• What will be the effect in 2010?
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Brand Loyalty keeps dropping

Price is for me more 
important than brand names

When I find a brand I like, 
I stick to it

Source: Forrester’s European Benchmark Study 2002, 2003,2004, 2006, and 2007
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Ads don’t drive sales

Consideration BuyersAwareness Preference Purchase LoyaltyEyeballs

46% 44% 41%

“Ads are a good 
way to learn about 

new products.”

32%
25% 23%

“ I don't mind 
ads if they relate 
to my interests.”

9% 10% 7%

“I buy products 
because of their 

ads.”

Bloggers

Critics
Other

Source: Forrester’s European European Media & Marketing Online Study Q3 2007
Base: 7,107  European online users



14 Entire contents © 2007 Forrester Research, Inc. All rights reserved. 

Consumers never walk alone

0% 10% 20% 30% 40% 50% 60% 70%

A review by a blogger/on a Weblog

Email newsletters

Information on a retailer's website

Consumer review on a product review site

Information you find via a search engine

Consumer review on a retailer's site

Information on a manufacturer's website

A review of the product or service in a
newspaper or magazine or on TV

Opinion of family/friends/colleagues

Bloggers

Critics
Other

“For product information, I trust:”

Source: Forrester’s European European Media & Marketing Online Study Q3 2007
Base: 7,107  European online users
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Bloggers and critics spread the news

0% 20% 40% 60% 80% 100%

Written a customer review

Forwarded a promotional email

Read a customer review

Sent a link to a friend

Searched for product information

Bloggers
Critics
Other

“Which of the following activities have you done online in the past 4 weeks?”

Source: Forrester’s European European Media & Marketing Online Study Q3 2007
Base: 7,107  European online users
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Defense   or   Offense?
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Offense: Dove

Product
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Agenda

• The Net enhances the brand experience

• How will this affect your bottom line?

• What will be the effect in 2010?
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TV
Web site

Youtube

Retail
Print ads

Online video

Billboards

Gmail
MySpace

Blogger

Search Maps
IPTV Mobile Orkut

Talk

Books
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AdWords
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Jaap Favier

jfavier@forrester.nl

Thank you


