
Leverage owned, 
bought and 
earned media 
A global retail study shows that owned, bought and earned media 
play difíerent roles in purchase consideration, so optimising the 
mix is crucial, advises Microsoft Advertising's Beth Uyenco 

purchase. Categories covered were 
clothing, grocery, fast food, and home 
electronics in 17 countries, plus a fifth in the 
US: home improvement centres. 

Across ali the four retail categories 

covered, we found a common consumer 
journey that was less linear than what 
classic advertising models would suggest. 
This was a process characterised by frequent 
reiterations as shoppers sought 
information from bought, owned and 
earned media touchpoints. 

What is new with today's shopping 
behaviour is the post-purchase stage, which 
can influence future shopping, especially in 

highly-researched categories, like home 
electronics. So the new schematic in 
consumers' paths to purchase is one where 
post-purchase activity - typically word-of-
mouth - loops back to influence succeeding 
purchases (Figure I). It is at this stage where 
digital media are key enablers. 

But a frequent conundrum for marketers 
is determining the right mix of channel types: 
Owned, Bought (or Paid), and Earned media. 
Through our channel planning approach, our 
study identified specific points when shoppers 
turn to the various types of media 
touchpoints. We asked each respondent to 
recall the different phases leading up to the 
most recent purchase or shopping occasion 
in the different categories. 

MAPPING TOUCHPOINTS 

To simplify our analysis.we grouped ali the 
channels by type to see how and where they 
play within a journey. 

OWNED: retailer websites, brand 
websites, email newsletter, coupons, video 
demonstrations, and online circulars 

BOUGHT: search, magazine websites, 
online shopping sites such as Amazon, auction 
sites such as eBay, and price-comparison sites, 
web portais, and sponsored links on websites 

EARNED: customer reviews on websites, 

n 2010, Microsoft and Carat jointly 
published a global retail study, New 
Shopper Journeys, which defined the role 
of different online and offline 
touchpoints in shoppers' path to 
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expert reviews/comments, trusted blogs, and 
messages on online blogs/forums 

The influence of these different types of 
media varied by country, by vertical and by 
type of shopping journey: Impulse, Habitual or 
Research-led. For instance, among research 
journeys in the home electronics category, we 
found that bought media actually has a slightly 
heavier influence than owned or earned 
media when it comes to choosing brands or 
stores. 

As illustration, Figure 2 compares these 
three types of touchpoints by their ability to 
shift shopper choices across the four regions. 
It shows that bought media channels were 
best at influencing choices on brands and 
retailers.The one exception is in the US, 
where it was the retailer-owned media that 
can shift store choice. 

What is also particularly interesting is the 
difference across countries in terms of 
sourcing information prior to purchasing. As 
an example,for FMCG, we find that newer 
consumer markets such as China and índia 
are exceptionally open to hearing about 
products through both advertising and 
word-of-mouth.This higher receptivity to 
advertising has been noted in a number of 
recent global studies by Microsoft. 

As Figure 3 shows, their receptivity to 
advertising is almost on par with 
word-of-mouth product information in Brazil, 
China and índia. In developed consumer 
markets such as the United States and the 
United Kingdom, we found word-of-mouth 
sourcing of product information to be lower 

in incidence. In fact, only half as many 
Americans rely on word-of-mouth as those 
who have relied on any form of advertising. 

Social networks attract considerable 
attention among marketers because of the 
large audiences they draw and their perceived 
lower cost. Our study found that when it 
comes to influence, it is actually personal 

one-to-one conversations via phones.email 
and instant messaging that are more heavily 
relied upon in purchase considerations than 
comments or reviews in social networks. 

When we ranked the different social 
media platforms by levei of influence within 
people's shopping journeys (Figure 4), mobiles 
and home phones consistently topped lists 
across the four regions and across ali four 
categories with one exception: email in the 
US among home electronics shoppers. 

The second most-used social channels 
were either email or instant messaging. Only 
in the US do social networks rank among the 
top three and these were number two for 
groceries and third for fast food. 

Social networks get the greatest usage in 
Asia where at the start of the journey, 
content read in a social network site may 
trigger the intent to purchase a product or 
service. However.the incidence of this is quite 
low (4% or less) in other regions. 

What this new data suggests is an inverse 
relationship between size of contacts and 
influence. One-to-one communication is 
more personal and therefore the most 
persuasive in comparison to modes that are 
one-to-few or one-to-many. 
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CONCLUSION 

A 2010 Nielsen study of Bought and Earned 
media advertising found a .72 correlation 
between the engagement rate of the 
advertising campaign and the number of ad 
impressions. 

The US media agency Initiative recently 
published a global report which showed the 
impact of owned media to generating earned 
media.Through its modelling analytics, it 
discovered that half of earned media was 
influenced by Bought and Owned media 
efforts. 

It is clear that to generate any levei of 
Earned media, Bought media is necessary. 
Contrary to conventional wisdom, there is 
still great value in Bought media advertising 
beyond the usual considerations of audience 
reach. For stores in particular, Owned media 
such as retailer websites are criticai to 
building preference. 

Our studies have shown that people are 
drawn to the web primarily to fulfill 
communication needs, making it the best 
venue for co-creation and, in many instances, 
conversations about brands. 

The web is the most accessible source for 
news and views about products and retailers. 
And by its interactive nature, the web 
provides marketers great opportunities to 
target these individuais more accurately than 
offline channels, as well as spark brand 
conversations both online or offline. 

So at Microsoft, we have operationalised 
this balance of Owned, Bought and Earned 
media by providing Bought media solutions, 
designed to grow communities and 
relationships and spark well-targeted brand-

'getting it right' improve marketers' abilities 
to build meaningful brand connections among 
consumers. 

DETAILS ON METHODOLOGY 

week compared to adults overall: 78 brand 
conversations a week on average versus 65 
conversations for the average adult. 

Brand conversations among users are even 
higher within the automotive and financial 
categories; within FMCG and technology 
categories, MSN users rank second. Perhaps 

"To generate any levei oí Earned media, 
Bought media is necessary.,. Contrary to 
conventional wisdom, there is still great 
value in Bought media advertising" 

• Qualitative Study: Fifteen in-depth shopper 
interviews and shopping observations were 
conducted in the US, México, France.Japan 
and China covering the five retail sectors. 
In addition, respondents completed 
shopping diaries. 

• Quantitative Study: Online surveys among 
17,000 shoppers aged 16 or older were 
completed in 17 countries. Sample sizes 
are as follows: the US, Canada, Brazil, 
México, Argentina, Colombia,Taiwan, 
China, Japan, índia, Hong Kong, Singapore, 
Italy, Germany, Spain,the UK, and France. 

relevant discussion. One simple example is 
hot-linking peer reviews within a brand's 
display ad. 

An analysis of data from Keller Fay 
Group'sTalkTrack® found that MSN users 
have 20% more brand conversations per 

this is because one out of every four brand 
conversations among the MSN audience is 
driven by advertising, i.e. Bought media. 

While it takes more work to establish the 
optimal mix of Owned, Bought, and Earned 
media for a campaign, the rewards of A ut
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Text Box
Fonte: Admap, Washington, v. 47, n. 1, p. 14-16, jan. 2012.




