Three strikes and you're out!

/5% of Brits would change their mind about @
purchase after reading three bad reviews

70% of British consumers have read a review for a
product or service on the Internet in the last month, according to the latest survey by Lightspeed
Research.

The survey showed that consumers are influenced by the information they read in online reviews.
A third (33%) of respondents said they would be dissuaded from buying a product after reading
just two negative reviews and 75% of respondents would be deterred from buying after reading

three bad reviews.

‘Please rate how much trust you place in reviews of products / services from each of R

these sources

m Not Trustworthy m Neutral m Trustworthy

74% 75%

‘Professional reviewers Other consumers Friends/fami ly/ work Which? (consumer
colleagues association)

\_ Source: Lightspeed Research Y,

The survey probed which reviews consumers trust the most. At 75%, the consumer advice body
‘Which?’ topped the list as the most trusted source. In an age of user generated content,
consumers rely on the opinions of strangers — 58% said other consumers were either ‘very
trusted’ or ‘trusted’ sources of information. Professional reviewers employed by publications and

websites were at the bottom of the list.
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Where do you look for product / service reviews?

Via a search engine eg Google, Yahoo 79%

On shopping sites eg amazon, play.com,
Comet

Shopping comparison sites eg
pricerunner

Specialist websites with reviews eg
gaming sites, CNET

Forums/ blogs
Which? (Consumer association website)
Magazines

Newspapers

\_Source: Lightspeed Research Yy,

Respondents cited a wide range of sources of reviews, from search engines at the top, to

shopping websites like Amazon and play.com, to shopping comparison websites like Pricerunner.

Specialist websites offering reviews such as CNET as well as forums and blogs were also
popular destinations. Magazines and newspapers were the least used sources of reviews.

The product purchases where reviews are most sought are personal technology items - cameras,

MP3 players, mobile phones - followed by white goods, then computer hardware and software.
For services, consumers were reading reviews on utility providers, ISPs, banks and financial
services.

Thirty two percent of respondents have posted a review online. The good news for marketers is
that 82% of these reviews were positive — with women tending to write more favourable reviews
than men.

David Day, Lightspeed Research CEO Europe said, “It is clear from this research that many
consumers rely on reviews and make decisions to buy or not to buy based on them. Interestingly,
the fears voiced by many people about reviews being predominantly negative have not been
borne out, with the vast majority of consumers writing positive reviews — suggesting that
companies need to encourage customers to share information and experiences of their products
and services if they want to gain and retain consumers’ trust.”

- Ends -
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Lucy Green, PR Consultant Greenfields Communications
lgreen@greenfieldscommunications.com Tel: +44 (0) 7817 698366

Ralph Risk, Marketing Director Europe — Lightspeed Research
Tel office +44 (0)20 7896 1950 mobile +44 (0)787 650 7689 rrisk@lightspeedresearch.com

The survey was carried out by Lightspeed Research on their UK online panel in between the 25"
and 29" July 2008. There were 1,000 respondents.

Lightspeed Research is a global interactive data solutions provider delivering market research
results through global panels. Lightspeed Research provides access to household members
across 34 countries in Europe, North America and Asia-Pacific.

Lightspeed Research's proprietary panels are recruited and maintained to ensure quality and
representative sampling — supporting studies that range in scope and complexity across most
industry sectors. The company operates panels covering healthcare, financial services,
automotive, B2B, telecommunications, family and more. Lightspeed Research is a member of
Kantar and WPP (LSE: WPP) (NASDAQ: WPPGY), one of the world's leading communications
services companies. For more information, please visit www.lightspeedresearch.com.
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