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6 Faces of 

Buying Behaviour 

Source: Richard Stokes & GroupM Next study 



Ultimate Guide to Pay-Per-Click Advertising – Richard Stokes 

1. Basic Digital 

Consumers 

6 Faces of Buying Behaviour 

• Comfortable making purchases 

online. 

• Use search, retail sites and brand 

sites. 

• NOT highly mobile or social. 

• Buy like ‘good old days’. 



Ultimate Guide to Pay-Per-Click Advertising – Richard Stokes 

2. Retail Scouts 

6 Faces of Buying Behaviour 

• 22% 

• Fast purchase decisions 

• Average of 3 steps per purchase 

• Prefer search & retail sites (eg 

Amazon / Walmart) to brand sites 

• Use mobile / tablet, even at home 

• Most receptive group to digital 

coupons 



Ultimate Guide to Pay-Per-Click Advertising – Richard Stokes 

6 Faces of Buying Behaviour 

• 20 % 

• Fast decisions 

• Relies heavily on paid search 

• Prefers specific brand sites (loyal) 

• Decision depends on perks (free 

shipping & money-back guarantees) & 

less on price. Consider this in your 

paid search campaign. 

3. Brand Scouts 



Ultimate Guide to Pay-Per-Click Advertising – Richard Stokes 

4. Digitally 

Driven 

6 Faces of Buying Behaviour 

• Value convenience; avoid going to store 

• Highly mobile & social 

• Most receptive to advertising 

• 30% more likely to find ads valuable than 

other groups (especially paid search ads). 



Ultimate Guide to Pay-Per-Click Advertising – Richard Stokes 

5. Calculated 

Shoppers 

6 Faces of Buying Behaviour 

• Average 14 steps to purchase 

• Consider ALL options for best deal 

• ‘Showroomers’ - use mobiles to price-

compare close to purchase. 

• Highly likely to use search 

• Pretty responsive to advertising that 

offers discounts and specials. 



GroupM Next Study cover this 6th group 

6. Eternal 

Shoppers 

6 Faces of Buying Behaviour 

• 2% 

• Average 35 steps to purchase 

• Research purchases on every online 

channel but typically use paid search to 

navigate between them 



Notice that they 

all ‘search’! 

Can’t ignore paid search! 



Starting with 

Google Plus 



Why Google Plus 

Can’t ignore paid search! 

• G+ users will see your posts only upon adding you to 

circles 

• More your profile shows up in circles, greater the 

chance of being noticed. 

• Being in more circles gives you higher page rank. 

• SEO benefits to pages shared by a higher ranked G+ 

account 



Some nifty free 

tools for G+ 

CircleCount 

• Track profile / page 

ranking 

• Examine follower 

distribution 

• Check who shared your 

posts the most (follow 

active / genuine people) 

• Track growth of past 2 

years 



Some nifty free 

tools for G+ 

Timing+ 

• Schedule posts 

• Determine which time 

works best 

• Measure impact and 

tweak strategy 

accordingly 

• Track 2 years’ growth 



Some nifty free 

tools for G+ 

Timing+ 



Some nifty free 

tools for G+ 

Timing+ 



Some nifty free 

tools 

G+ Ripples 

• Gives a data 

visualisation graph 

• Is for posts shared 

publically 

• Useful when watching 

the spread of a highly-

engaging post 



Some nifty free 

tools 

Look who has you in their circles! 

• Important qualitative info 

• Number of times G+ profile 

shows up in a circle = how 

engaged it is with Google+ 

network. 

• Large following correlates to 

high engagement 



Circloscope 

• Your followers 

• Most relevant in your circles 

• People who follow or don’t 

follow you back 

• Who have shared, +1’d or 

commented on your posts 

• Bulk following & un-following at 

€34 per year. 

• Free limited feature trial version. 

 

Some nifty free 

tools 



Facebook 



Tracking 

Facebook 

Who are they? 



Tracking 

Facebook 

Who are they? 



Who are they? 



Likes, Post Reach, Engagement 



Tracking 

Facebook 

Where are they coming from? 

USER INSIGHTS 

• Websites that people are using to get to our 

page. 

• Ideally, top result should be our own 

company website. 

• Mostly, Google will also be on the list, making 

strong case for using Facebook for SEO data. 

• See if we can improve how people get to our 

page. 



Tracking 

Facebook 

Where are they coming from? 



Tracking 

Facebook 

Where are they coming from? 



Tracking 

Facebook 

Where are they coming from? 



Tracking 

Facebook 

Did they get what we wanted them to? 

TAB VIEWS 

• What are fans doing on our 

page? 

• Are fans getting the info we 

want them to have? 

• Note what fans are spending 

most time on 

• Adjust app icons or re-design 

to user experience 



Tracking 

Facebook 



Tracking 

Facebook 

Did we reach them? 



Engaging to sell 

on Facebook 

Quiz them 



Engaging to sell 

on Facebook 

Quiz them 



Engaging to sell 

on Facebook 

Quiz them 



Engaging to sell 

on Facebook 

Videos shared 12X > links + text posts 



Engaging to sell 

on Facebook 

Gamify by all means! 



Engaging to sell 

on Facebook 

Gamify by all means! 



Engaging to sell 

on Facebook 

Use applications cleverly 



Engaging to sell 

on Facebook 

Can you make it a deal? 



Engaging to sell 

on Facebook 

Be topical 



Engaging to sell 

on Facebook 

Be interested 



Engaging to sell 

on Facebook 

Help them decide 



Twitter 



Open a Twitter account 




 

Tweet 


 

Re-tweet 

Twitter basics 




 

Mention 


 

Twitter basics 

Hashtags 



Direct Message 

 

 

Unfollow Following 

Trends 

Twitter basics 



Bare basics must-

dos on Twitter 

Be prolific 

• Tweet at least 8-10 

times a day 

• DM, reply, RT, +1, 

follow – do it all 



Bare basics must-

dos on Twitter 

Use your bio well 

• Clear bio with exact 

info in 160 characters 

• Change bio to cash in 

on your current 

hashtag. 

• Add links to your bio 

• Keep hashtags that 

help you be found. 



Bare basics must-

dos on Twitter 

Take Twitter wherever you go 

• Get Twitter on your 

phone / tablet 

• Runs via API on 

android, iOS 

• Toggle between 

multiple Twitter 

handles 



Some nifty tools 

for Twitter 

TWEETDECK – comprehensive multi-Twitter 



Some nifty tools 

for Twitter 

SPLITWEET – agency account for many 



Some nifty tools 

for Twitter 

SPROUTSOCIAL – Gives you analytics 



Some nifty tools 

for Twitter 

SOCIAL OOMPH – multiple platforms  



Some nifty tools 

for Twitter 

BUFFER – precise scheduling & change patterns 



FEATURE HOOT 

SUITE 

SOCIAL 

OOMPH 

TWEET 

DECK 

Scheduling ✔ ✔ ✔ 

Bulk schedule ✔ ✔ ✗ 

Analytics ✔ ✔ ✗ 

Multiple accounts ✔ ✔ ✔ 

Multiple platforms ✔ ✔ TW, 

FB, LI, 

BLOG 

✗ 

Live feed display ✔ ✗ ✔ 

Auto-responders ✗ ✔ ✗ 

URL shortening ✔ ✔ ✔ 

@ / RT notification ✗ ✔ ✗ 

Which is your 

priority? 

Choose the tool that makes your life easy 



Live by FB-Tw, 

die by FB-Tw 



Monetising social 

media 

Convert to money! 



Spend per Internet 

User by 2016 



Different people 

leverage social media 

differently 



Bigger than Barack Obama campaign 

Winning Elections 

through social media 



Winning Elections 

through social media 



Gujarat VS  

Elections 2007 

Sadbhavna  

Mission 

Self-driven  

Propaganda 

Gujarat VS  

Elections 2012 

LS 2009 LS 2004 

Visa Rejected 

Team Modi seeded content & people on social months before election campaign even started. 

Perception 

management via 

social media 



The chef who 

monetised social 

media 



Nigella Lawson of 

Asia 
 

• 1993 

• Cookery show Khana Khazana - 

more than 2000 episodes 

• Running nonstop for 20years – 

longest weekly show 

• Website followed the TV show  

1993 – started cookery show 



2009 – started YouTube channel 

 

• Tried & tested recipe videos from 

around the world 

•  3,15,950 subscribers 

• 101, 119, 050 views 

Chef turned 

entrepreneur 



Business queries on YouTube Channel 

Monetising 

YouTube 



Questions about cooking on ‘answer’ tab  



Product 

innovation 

2010 – Ready to cook meals 

 

• 2010 

• Line of ready-to-eat meals 

• CD ROMs and books to explain his 

recipes from the show 



Cross-selling 

2010 – Ready to cook meals 

 

• January 2011 

• India’s first 24X7 TV channel 

dedicated to food. 

• HD channel – FoodFood 

• Endorsed cooking related products 

– ingredient brands / pressure 

cookers / grills etc 



Acquired and 

still monetising! 

2010 – equity exchange 



Any questions? 

Ask @Anomillie 

 

Thank you! 

Millie Khanna 
ICMA – Show me the money 

21st to 24th May 2014 
Helsinki, Finland 


