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Consumer Insights to Market to Women

During These Turbulent Times

Originally Presented by Jules Diamond, President of IMI International, on April 15, 2009

Consulting since 1971

Tim Bishop 416-440-0310 x 341 tbishop@consultIMI.com
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IMIôs Core Focus & Guarantee:
Drive Marketing Effectiveness & ROI

Consulting Through Insights

9,000+ program optimizations;

80 categories; 15 countries

Best Practice Immersion

300 companies; 400 agencies;

50+ conferences; 6 countries

Predictive ROI modelling across brand activation tactics

Selection : Pre-Launch : Launch Optimization : Market Impact : LTV
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Trends

Mobile

Social Networking

User-Gen Content

Non-Traditional

Entertainment

Cause

Environment

Education

Health

Food

Lifestyle 

Sports

Themes

Shopper 

Marketing

Turbulent 

Times

Brand 

Names

Channel

Innovation

Segments

50+ 

Categories

Kids

Women

Moms

Luxury

Cultural

Database of 

Brand Activation

Sponsorship

Event/Experiential

Sampling

Product Placement

New Product

Line Extension

Advertising

Promotion

Creative

Direct

Digital

LTO

IMIôs Database and Experience
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IMI Fundamentals

Å Consider óhow little you need to spendô to get the desired change in attitude, 

behavior and sales

Å In order to be effective, all measurement must consider:

1. all marketing initiatives measured using the same ruler

2. quantifiable changes from pre- to post-campaign

3. relative dollars per impacted consumer or ROI

Å You will receive financial gains from your optimized marketing efforts far in 

excess of the cost of using our services.  We guarantee it.
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Attitude 
Shift

Behavior 
Modification

Increased 
Sales
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IMI Action Standards

Å Program potential is evaluated using IMIôs action standards which are 
sourced from our database of comparable:

Å IMI action standards are targets that provide powerful benchmarks for 
decisions on an initiative and are communicated as shown:

Categories Targets Scope Geography

Winner ïLaunch!     Go To Market     Revise Plans     Donôt Launch



©
 I
M

I 
In

te
rn

a
ti
o

n
a
l 
2
0
0
9
 ï

n
o
t 

fo
r 

re
p
ro

d
u
c
ti
o

n
 i
n

 p
a
rt

 o
r 

in
 w

h
o
le

 w
it
h
o
u
t 

e
x
p
re

s
s
e
d
 w

ri
tt

e
n
 c

o
n
s
e
n
t 

o
f 

IM
I

6

IMI Guarantee

Å When you choose IMI International, you gain our commitment to you:

ï A focus on better ideas that work in-market to maximize ROI

ï Identify trends and facts your brand can leverage

ï Innovative approaches to uncover consumer insights

ï Understand your brand, category, target and country

ï Isolate success from other parts of the world via other categories

ï Syndicated and proprietary learning to optimize cost efficiency 

ï Real-time results with trending capabilities

ïLeverage IMIôs proven best practices and training modules

Ultimately, gain a sustainable competitive advantage that can be used 

across your brand, category, target, company and country
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7

Drive Your Brandôs 

Sales & Share in 

Turbulent Times
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What is Your Perspective?

Glass Half Empty

Å Negative news everyday

Å Consumer confidence low

Å Job losses every day

Å Most categories discounting

Glass Half Full

Å Interest rates at historic lows

Å 92% of people continue to be 

employed

Å Retail sales at 95%+
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January - April 2009
3,500 Consumers Surveyed in 15 Countries
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Global Economic Confidence

May 2010

April 2011

March 2010

January 2011

May 2010

May 2011

August 2010

October 2011

June 2010

June 2011

December 2009

November 2010

Perceived Decline Until...

Perceived Growth Begins...

Rest of World Includes:

Russia, Japan, India, Brazil, Germany, 

France, Poland, Austria, Greece, Spain
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Financial action taken to date and what they will doé 

Consumer Perceptions:
How I Feel About Todayôs Economy & Outlook

First Word

Second Word Afraid AfraidAfraidCareful Careful

USA        CAN UK IRE AUS ROW*

Concerned

Careful

*Combined, Rest of World

Have Will 

Going Further into Debt 32% 17%

Using Savings 48% 36%

Delaying Spending on Non-Essentials 64% 72%
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ñEssentialsò Are Relative...
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2009: Consumers May Buy If Youé

Demonstrate Engage

...Or You Will Be Ignored

Activate

13
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IMI Internationalôs Spontaneity & 
Switching Continuum Matrix

Consulting since 1971
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IM
IñRather than purchasing the same product all the time, 

I like to switch between a few brands ò  % Agree

Propensity to Switché
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Social Media

Consulting since 1971
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Consumer Purchase Receptiveness:
As a Result of Social Media

17

Female

Male


