
Consumer Revolutions: The Recent 
Shift in Purchasing Power



What are we going to cover?

•The Previous Web Consumer

•The Previous Pricing Environment

•The Previous Interactive Behavior

•The Change in Economic Environment

•The New Web Consumer

Overview



•Educated
•Web provided information
•Search, research and reviews

•Lack of Pricing Power
•At the mercy of price(ors)

•Independent
•Purchase decisions were 

unique

•Price-proof
•Price wasn’t primary factor
•The experience ruled: goal was

finding the best experience

The Previous (2007) Web Consumer



•Supplier Control
•Price integrity 

•Price based on competition
•Competitive set determined 

pricing
•Inventory control 

•Peak pricing
•Consumer spending peaked
•Demand at all time highs

The Previous (2007) Pricing Environment



•Supplier direct
•Consumers were being driven

to supplier website

•Suppliers optimized web presence
•SEO and SEM ruled
•Online spend offset 3rd party fees

•One to one interaction
•Consumers learned to go direct
•Last minute purchasing was fading

The Previous (2007) Interactive Behavior



•2008 Online decline
•First reported decline in online 

retail sales since 1996*

•Inventory surplus
•Decreased consumer spending 

lead to excess in inventory

•Consumer price sensitivity
•Consumer spending plummets
•Demand at all time low

*U.S. Census Bureau, Statistical Abstract of the United  States: 2011

The Change in Economic Environment



•User generated content takes over
•Pier reviews mitigate purchase

decisions more than ever

•Explosion of Social Media
•Fortuitous timing
•ecommerce impact unknown 

•Promotion and deal sites
•Direct reaction to economic 

situation

The Change in Online Search Behavior



What is it?

• In a word, reviews

• Rankings and reviews driving 
consumer opinion

• Consumers trust their own 
comparative purchasers

User Generated Content



• Facebook – 800M+ accounts

• Twitter – 550M users, 140M Tweets per Day, 500,000 
new accounts opened per day

• Youtube – 125M+ monthly users. Billions of monthly 
views.

Social Media



•Currently over 100 deal sites
•Geographically and industry 

specific

•Groupon vs. Living Social
•The two biggest players

•Surprising statistical differences

Promotion/Deal Sites



•The shift in purchasing power
•The consumer in empowered

•Supplier pricing
•Consumers setting the price point

•Loyalty loosens
•Consumers will betray brand loyalty

for a better deal

•Consumers will wait
•Less pressure to purchase early
•Last minute deals growing

The New Web Consumer



• Understand the importance of 
social media
• Integrate into all marketing 
• Use it to find new customers

• Manage your online reputation
• Know what is being said

• To deal or not to deal
• Consider your existing 

customers
• Structure deals to encourage 

additional spending

• Increase focus on loyalty

How to React?




