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“regret their
television
purchases.”

Many consumers ultimately regret their purchases
of big-ticket items and wish they'd opted for a less
expensive alternative. Nearly 1in 6 regret their
television purchases, wishing they’d gone with

a lower priced option.

The most commmon items consumers regret
purchasing include:

Furniture - 23.72%
Vehicle e 22.02%

Gaming Console - 18.76%

Laptop/Desktop [ 17.05%

Televisions - 14.04%

Smartphone - 13.61%



are highly prefer

are either trustworthy or very trustworthy.
urchasing from a brand they find untrustworthy.

The top reasons consumers consider
a brand to be untrustworthy:

Low quality _
Poor value _

Poor customer support -

Lack of transparency -

Too expensive -

Unknown brand name -

Unclear value proposition .

‘ sntial toward purchasing
ds that they find trustworthy. In fact, 75% of
ers say the brands they purchase products

s than 20% of consumers are likely to even consider

60.95%

37.69%

34.87%

18.29%

15.63%

13.28%

9 1%

“90.89% of
people don’t care
about your ‘value
proposition.”




“agree most
advertising is
nonsense.”

Most consumers wish brands would spend fewer
resources on advertising. In fact, 86% of consumers
agree that they'd rather brands spend money and
resources on the products they produce rather than
advertising. Furthermore, 82% think there are too
many advertisements these days. Nearly 3in 5
agree that most advertising is “nonsense.”

“82% think there
are too many
advertisements
these days.”



“consumers can'’t
name a purpose-
driven brand.”

More than half of consumers (51%) consider brands
that present themselves as “purpose-driven” as solely
marketing jargon. Additionally, nearly 1in 4 aren’t at all
familiar with the concept of a purpose driven brand.

2 in 5 consumers can't name one brand that they
consider “purpose-driven.”

“51% consider
brands that present
themselves as
‘purpose driven’
as solely marketing
jargon.”




I

any television brands pride themselves
r brand purpose, fewer than 5% of consumers
der brand purpose to be among the top two
siderations when making a television purchase.
fact, it's ranked the lowest when compared to other
considerations such as value, features, quality, specs,
price, brand recognition and brand reputation.

The top things consumers considered when
purchasing a television:

value - 39.92%
(balance of quality, features, and price)

Specific features - 34.87%
High quality - 32.33%
Specifications - 31.09%
(ex: screen size, image quality)

Lowest price - 17.69%

Well-known brand name - 16.62%
Premium brand . 9.34%

Brand purpose alighs I 4.06%

with my values

Value



mes to the most popular television brands,
ners were more likely to associate the “brand
bse” statements with fashion brands than they

e with television brands. Additionally, few felt
ongly about the brand purpose statements for the
op television brands, least of which being Sony.

Influence of brand purpose statements on consumer
purchase intent:

“To fill the world
with emotion.”
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Factors considered
unimportant

Brand purpose

. _ Factors considered
important
% ’ 34% '

Value Features

Reflecting on the last time a consumer purchased
a television, the most common two factors they
considered “unimportant” in their final choice of
brand were commercials (44%) and brand purpose
(32%). Meanwhile, the most common factors they
considered “important” were value (41%) and
features (34%).



n =400 Samsung owners
n = 400 Hisense owners

While only 30% of consumers are aware of Hisense
televisions, 93% are aware of Samsung televisions.
That said, the rate of satisfaction amongst Hisense
owners is nearly the same as that of Samsung
owners (75% vs 80% satisfied, respectively).

Hisense

VS

Samsung

y






Why less talk
means more TV.

We let our technology do
the talking, not our ads.

) Quantum
=\ DotColor

One billion+ colors, we've counted

) Google TV

The smartest, smoothest way to
navigate your favourite shows

y/ Variable Motion
//\j Refresh Rate

Refreshing the picture hundreds
of time a second to give you a
picture as smooth as butter.

PEDolby

ATMOS

Blockbuster audio in your very
own home

K Full Array
® Local Dimming

Contrast managed in real time
to give you brighter brights and
darker darks
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