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BUYING INFLUENCES:
CONSIDER THE SOURCE

I~ ounr information-saturated society,
it’s not always casy Lo sort oul which
sources of information have the gre

sl
influence on consumer decision making,

The most important thing for commu-
nicators Lo remember is that no single
medium can reach all potential customers.
A recent survey by Wirthlin Worldwide
ghaows that there is no substitute for a
[hul'ull,-_{h Llllm']i'il;_ﬂ' of vour largel auli-
ence, and an understanding of their media
habits as they relate to your specific
product or service calegory, so you can
provide persuasive information through
those sourees where they are most likely
to be looking lor it

BUT FIRST, THE NEWS

Let’s start |r}' looki 1z al where |1|'u|r|1* ol
their pews information. 11's not surpris-
ing that for most Americans, lelevision has
become the primary news source, Over
hall of those surveyed (589) sav they zet
their news mostly from TV, evenly divided
between network and cable television,
Newspapers are the primary news source
for about one-fourth (239:) of all

Americans, followed by radio (13%), the
Internet (4% ), and news magazines (196).

As often discussed, the influenee of
the Internet is bound o grow, even though
still slight now. One evidence: Among the
voungest adults (age 18-24). 11% say the
Web is their primary news source,

Women are signilicantly more likely
than men 1o r'{'|!|' on television, and less
likely to rely on newspapers and radio 1o
find out what is going on in the world,

Even more pronounced is the strong cor-
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relation between education and primary
news souree, As shown helow, Americans
with lower levels of educational attain-
menl tend Lo zel their news from televi-
sion rather than newspapers. As eduea-

Lion increases, reliance on lelevision

PRIMARY NEWS SO0URGE
DIFFERENCES BY EDUCATIONAL ATTAINMENT
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decreases, so that among people with a
post graduate education, newspapers are
named more often than TV as their pri-

MAry news souree,
INFLUENCES ON PURCHASING

We know rom our rescarch that
Americans are conscientions comparison
.h-hnp'u'!‘h. The majority (879 ) of those
surveyed say “Before | make a major pur-
chase, I spend a lot of time finding out as
much information as 1 can about which
brand is hest.”

One could argue that shoppers are not
consciously aware of how they are influ-
enced by various tyvpes of communication,
But by asking, “What source inflluences
vour buving decision the most?” we learn

H:rilli'thill;_r about the kinds of sourees peo-

1r|.1~ delilie

d!:'l}' .\I‘i'[\. ol “hvu ui'ﬁu'[!.'
considering a purchase,

For information about products and
services, the mix of sources is more hal-
anced than it is for news, but depends a

lot om the type of product.  Magazine
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SOURCES VARY BY PRODUGCT
WHICH WOULD INFLUENCE YOUR BUYING DECISION THE MOSTY
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articles tend to be the most influential source to
somehody shopping for durable goods where in-
depth comparison of features is part of the buying
process, such as a computer or a new car. Television
advertising has the biggest impact on purchases of
less expensive consumables like cold medication and
athletic shoes. And newspaper articles have the
higgest influence when purchasing certain items like
appliances, as well as making investment decisions,
for example buying stock in a certain company,

As it is with news, television is the predominant
source lor product information among less educated
Americans, On almost all of the items listed, people
with less formal education rely more heavily on tele-
vision, while the highly educated are influenced more
by the print media, particularly magazines,

Again, the Internet appears to have a big influ-
ence. Significant numbers of people look Lo the Web
o help them make decisions about buying a new car,
a computer, or investing in company stock.,

ADVERTISING V5. PUBLIC RELATIONS

For a long time, one of the *Haoly Grails” of market-
ing communications has been the seareh for a formu-
la by which the persuasive value of earned media can
be directly compared with that of paid media: Which
is more effective, a front page article in the Wall
Street Journal or a full page ad in Business Week?
What is the value of being mentioned on Qprah ver-
sus a paid endorsement by Michael Jordan? Does a
positive mention on 20/20) have more influence than a
60 second commercial on the same broadeast?
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These kinds of questions are difficult 1o answer.
Research can provide good measures of the impact of
communications efforts—Wirthlin regularly uses a
number of approaches to help identify what it is that
drives people’s changes in attitudes and preferences.
But it is not a simple procedure, and the findings are
relevant only for a specific product category among a
specilic audience. Nobody has found the magic for-
mula for how to weigh advertising against publie
relations across all eireumstances.

Fl."ﬂllH}; a lot of wasted effort has been spent
chasing this formula, usually in an attempt to prove
that PR is worth doing. That hardly needs any
proof. Everybody knows that money can’t buy the
kind of exposure a company gets by, say, making the
cover of Fortune magazine. That is why we recom-
mend a eoordinated communications program, which
combines paid media and earned media, to achieve
the hest resulis,

SOURCE CREDIBILITY

When talking about sources of influence, eredibility
is always one of the central issues, People are more
strongly influenced by sources they consider to he
eredible, so believability is an important indicator of
communications effectiveness, Our survey lound
that believahility varies widely among sources,

Generally speaking, Madison Avenue faces the
biggest credibility hurdle. Only one in four
Americans leel that “most advertisements do their
biest o tell the truth about the |H'Ul|lll‘.‘l5 they adver-
tise.,” Three oul of four lean loward the opposile
view, that “most advertisements deliberately stretch
the truth about the products they advertise,”

DISTRAUST OF ADVERTISING

most advertisements deliberataly
stratch the truth about the
products they advertise

most advertizemants do kel
best 1o tell the truth aboul the
products they advertise
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Fortunately for advertisers, this skepticism is Fairly
soft. Only 18% of those surveyed are strongly dis-
trustful, while the majority (569) only feel “some-
what” this way. Women over age 35 are hall as likely
(1082) 10 express strong distrust as are younger
women (229) and men of all ages (23%%).
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Relative to advertising, editorial content in the
media has much greater credibility. More than eight
out of ten 5ur!.'t“_|r'f-d agree thal “news articles are
more believable than advertising.” This is one rea-
son why publie relations efforts are such an impor-
Llant parl of any communicalions program.

THE POWER OF PR
"MEWS ARTCLES ARE MORE BELIEVABLE THAMN ADVERTISING®
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We asked respondents Lo rate a number of specil-
i sources as to their believability in general when it
comes Lo information about products and services.
The results confirm that broadly speaking, editorial
content is more eredible than advertising. The [ol-
lowing chart divides rather neatly between earned
media on the high end and paid media on the low
end of the believability seale.

BELIEVABILITY OF SOURCES
FOR INFORMATION ABOUT PRODUCTS/SERVICES
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®  Consumer Reports has successfully positioned
itsell through the years as an unbiased source of
consumer information, and remains the gold
standard lor credibility.

m Web sites hold their own alongside traditional
forms of paid media, and in fact score higher on
“very believable.” One reason may be that the
user controls the medium, approaching a web
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sile as an active seeker of information, instead of
a passive recipient of an advertising message.

m Few [n'nplfr wanl Lo admit lhf.'}' are H-'tr-::-ngh' per-
suaded by celebrity endorsements, yet more than
half find them at least somewhat believable.

m Consumers reveal a high level of distrust toward
two much-maligned television lormats, talk
shows and infomercials,

®  Direct mail is often eriticized, and has one of the
highest negative ratings. On the other hand,
two-thirds find it at least somewhat believable, so
don’t throw it out of the marketing mix.

B While seminars cannot reach the same number
ol consumers as mass media, their relatively high

|H'.|Il'."-':l]li|it}' SlgEesls that lII{'_\' can be among the
mast convineing types of “advertising” when tar-
geling niche markets.
Advertising’s low credibility relative to other types of
messages is nol unexpected. People are just natural-
Iy resistant to being persuaded. In our Internet
usage survey last month, for example, 80% of web
users claimed they “usnally ignore™ hanner ads. Yel
9% ol these same users have clicked on a web ad 10
find out more. The bottom line is that advertising
works. Through sound strategy and creative execu-
tion, advertisers can clear the believability hurdle
and persuade cffectively,

PEOCPLE AS SOURCES OF INFLUENCE

In addition to messages carried through the media,
we should not ignore that people are often the most
powerful sources of buying influence. Word of
mouth is, alter all, the oldest form of advertising,
The chart on the left indicates that a recommenda-
tion from a friend carries more weight than just
aboutl any other source.

What about family members? Among married
I'c:-i|:-lln{|l'lllﬁ, hoth men and women agree that the
wife has more influence on til'h'.i:ling_', a restaunrant,
deciding which brand of clothing to buy, and where
to shop. Women also usually pick out the breaklast
cereal, although 29% say children have a lot of influ-
ence here. Both sexes recognize that hushands take
the lead when selecting a computer or a new car.
Auto dealers take note: The woman's influence on
car buying is not as insignificant as some would
think: 58% of husbands say their wife has “a lot™ of
influenee. Other decisions are shared evenly. Both
spouses feel they have an equal say in choosing a
vacation destination or which TV show to watch. m
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