
UCH HAS BEEN written about
the transformation that comes
from the incorporation of tech-

nology into people's daily lives.
Advances in technology have provided

an unlimited possibility of access to infor
mation, delivering a broader range of
advertising messages and different means
of control over them by individuals. This
transformation has also changed the way
consumers have social and personal rela-
tionships, and their relationship with
brands and marketing consumption.

The key question is whether it is the
consumer or supply that determines tech-
nological demand. In either case, the con-
sumer adoption curve of digital products
is accelerating, resulting in a changed
shopping process, which implies that we
need new models to understand and pre-
dict consumer behaviour. IntenTrack™
has allowed us to understand how this
transformation affects the relationship
between people and technology.

Simplifying the consumer journey
In parallel to technological development
is greater access for all demographic
groups, due to lower costs, expanded avail-
ability across geographies and increased
functionality. In Latin America, the retail
environment has advanced. In major
cities, there are at least two or three rele-
vant retail options (composed of global
and regional/local companies) that pro-
vide more shopping choice.

These two components together trans-
form the consumer journey. A consumer
can simply go to a store and subscribe to
an internet provider, or switch their
mobile phone service without losing their
number. It is also possible to buy a PC/lap-
top for $200; the low cost of replacing or
upgrading equipment means constantly
evolving technologies can reach larger sec-
tions of society than ever.

This situation outlines a challenge for
the creation of loyalty and advocacy for
brands. Historically, this situation com-
pares to when the technology companies
commoditised their services. Their distri-
bution chain is now extended and the rev-
enue generated from models is evolving
all the time.

For the consumer, the process is simply
'plug and play'. IntenTrack™, which
demonstrates the journey from considera-
tion stage to final purchase, shows that the
technology category is simplifying. We
have seen this change since we began the
IntenTrack™ study in Latin America.

The paradox with technology is that,
unlike other categories, what the brand
stands for is known, and distinction from
other brands in the category is critical. In
Figure I, brand sensitivity across different
categories was measured through the
IntenTrack™ study in Latin America.

When we look at the internet service
category (Figure 2), we can see brand eval-
uation is key in the purchase process and
significantly influences final behaviour.

The IntenTrack™ LatinAmerica mod-

els reflect the fact that brand value is criti-
cal for the generation of a final behaviour,
with many other brands commoditising
their services. It means the brand assures
the consumer that it will meet the tech-
nical requirements and minimum func-
tional standards of a service or product.
However, as mentioned before, this cat-
egory has, in many Latin American mar-
kets, at least three players that can deliver
a similar product in functional terms
(technical features) or purchase character-
istics (such as price and promotions).

IntenTrack™ measurement helps us to
understand this developing situation in a
context in which there are several brand
players, resulting in a complex, dynamic
and competitive category. We see via mul-
tivariable regression models that brands
are affected by their own activities as well
as the strong, empirically derived compet-
itive marketing efforts over their own
brand (Figure 4). Although brand prefer-
ence can be accelerated by brand com-
munication, competitive efforts to im-
prove a product's key attributes also have a
direct negative impact on other brands in
the category. The marketing commun-
ication battle is strongly based on func-
tional attributes, so consumers are identi-
fying as category drivers the rational and
functional features that brands are pro-
moting. That means the category is at risk



of being seen as a commodity. Because so
many players can deliver the same feat-
ures, differentiation is very difficult.

Looking at the overall purchase process
in Figure 3, IntenTrack™ shows that
'exploration' (active information search-
ing) is the key stage before purchase in this
category, and that the internet plays an
important role as a source of information.

But the most important learning from
regression models (Figure 2) is that it is not
functional brand attributes that define the
purchase; behaviour is accelerated by the
emotional brand involvement, derived
from actual brand experience, which is
what impacts significantly on ad aware-
ness and final behaviour.

The analysis shows the need to build
emotional bonding with consumers. Stat-
istical models identify that the internet,
personal recommendations, ads on TV
and other trusted sources of information
and product demonstration drive a tech-
nology brand's ability to build affinity
with consumers. Consumers are demand-
ing credibility and trust as values for brand
bonding at an emotional level.

Intentrack™ has taught us that,
although the telecommunications indus-
try tends to commoditise go-to-market
strategies with a strong focus on price and
functional attributes, consumers demand
a different context and specific content in
order to relate to brands. We have learned
that this requires a new perspective on
consumers and their experience with the

brand. This demonstrates the importance
of not only focusing on the technology,
but building evidence of a deeper under-
standing of the meaning of the technolog-
ical benefits to improve and transform the
day-to-day life of consumers.

At SMG in Latin America, we have cre-
ated a number of regression models using
IntenTrack™ data to understand the key
variables that affect brand preference as
the dependent variable. We have found
that it is not only the brand's commun-
ication efforts that explain variations, but
also the consumer's perspective on the
efficacy of brands on performance-based
attributes (mainly related to technology,
innovation and brand quality). Figure 4
shows the relevant brand preference varia-
tions and effects to explain the evolution
of this variable over time.

We occasionally see that competitive
communication affects the specified
brand evaluation, but it's fairly unusual to
see that this impact is as direct and high in
the model. This reflects two key insights:
• The importance of creating a model that
uses some broad category level measures,
so it's based on a similar environment to
what the consumer is experiencing.
• In this category, brand preference is
highly vulnerable to competition because
it is based on functional features that other
brands can deliver over time. It is critical
for the brand to build an emotional bond
with consumers that cannot be cancelled
out by external competitive pressures.

Summary
IntenTrack™ allows us to identify key
consumer insights for brand evaluation
and the optimisation of communication
touchpoints. Including brand experience
will significantly affect the different stages
of the customer journey that explains the
path to final purchase.
• The technology purchase process is
becoming simpler for consumers.
• Brand loyalty is difficult to achieve but
brand preference is key.
• In a highly dynamic category, compet-
itive brand efforts and performance im-
pact negatively over all brands.
• Historically, the category has commun-
icated functional and rational attributes,
but emotional brand bonding is key to
influencing final consumer behaviour.
• It is critical to focus on what technology
could do to make consumers' life better,
not on what technology is.
• This needs to build the relationship via
trust and credibility values over time.
• It is important to keep measuring these
factors and modelling the data continu-
ously because in developing markets and
quickly evolving categories, marketing
models and consumer responses are
changing rapidly. It is no longer sufficient
to rely on old practices. New ones must be
researched, tested and evolved to meet the
constantly changing landscape.
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