
66%

use expert review, 
news or comparison 

sites

The world has changed. The shift in control from organisations to consumers has never been so  
pronounced. Consumers are vocal in their likes and, of course, dislikes and have the power to say what, 
where, when and how. They demand more, and are quick to change if their expectations are not met.

As our recent Global Consumer Pulse Research and research in association with Ipsos MORI showed, they 
want organisations to be multi-channel, yet they’re concerned about the use of their data and are less 
willing to converse socially with brands than you might imagine. This is the world of the consumer and 
their ever changing interactions, expectations and points of view.

The changing consumer dynamic

26%
use Facebook, Twitter 

or blogs when  
learning about a 

company

‘Word of mouth’ and ‘expert’ sources provide information and help 
consumers make decisions about products and services.

The Community

While information is gathered from various sources, there’s still ambiguity about 
direct dialogue with brands in the social space.

The Data

8 1 %

of consumers are 
concerned by how 
their personal data  

is used
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0101001010011There’s still considerable unease about the use of personal data,  

and therefore a reluctance to allow further sharing of information.

surveyed believe that one or more 
types of organisation asked about 
are not using data they hold on 
them to provide targeted or  
improved products or services*

2
3

4 %
would not be happy, in principle, 

to share additional data in order to 
receive more targeted or improved 

products or services*

70%
learn about products 
and services through 

word of mouth

The Social Circle

do not like seeing brands getting

42%

involved in discussions on social

media, a rise  of 14 pts in 1 year

There is a great sense of frustration at organisations who don’t deliver on their 
promises – and that has led to consumers switching providers. However, it’s clear 
that loyalty can be gained if organisations live up to expectations.

The Expectations

FREE DELIVERY could have been  
retained if their  
provider had resolved 
the issue first time or 
recognised loyalty in 
some way 

are re-evaluating 

providers more  

frequently than 2 

years ago

84%

73%
8 5 %

1
in

2

consumers did actually 
switch providers last year, 

but...

We believe that companies can better connect with consumers  
through the following five recommendations:

So how do organisations respond?

12%

with their current provider

believe that social media

has increased engagement

Less than 1 in 10 are influenced to do business  with a company  
because they can interact with them in social media

67%
would change provider if they did not get what they were promised

are frustrated by  
organisations not  
delivering on their  
promises

Earn trust through recommendation

Be transparent about data
Deliver on promises, every time

Listen and respond to consumer preferences

Focus on building a lasting relationship

For more insights into this ever 
changing world, visit Click.  

accenture.com/click

This document makes reference to trademarks that may be owned by others. The use of such trademarks herein is not an assertion of ownership of such trademarks by 
Accenture and is not intended to represent or imply the existence of an association between Accenture and the lawful owners of such trademarks.

*Ipsos MORI surveyed 1,010 GB adults (16 – 65) online between 8 – 14 January 2013. Quota sampling was used based on age/gender/region in line with the profile of this audience. Data averaged across 11 different types of organisation; Banks & credit 
card companies, insurance companies, supermarkets, high street retailers, online retailers (e.g. Amazon), mobile phone or telecoms companies, local councils & other Government offices, TV or other entertainment providers (e.g. Sky, Virgin, etc.), airline or 
holiday companies, utility companies (e.g. energy, water, etc.).
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