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Market research has long been accused of I.(ill'ing
creativity. Many in the creative world now look back
with nostalgia to the days when market research
was the point of contention. With so much more data
available now and so many exciting applications for
it, data and creative are at loggerheads.

Data doesn't kill creativity; people kill creativity.
Likewise, just because creativity can be more difficult

to measure, it doesn't-mean it is‘not working.

So what do data-driven content and communications
bring? They are pushing the industry in new
directions, where people already are. Our Tech
Tracker shows that nine in ten British adults are
accessing the Internet and over three quarters of
these users are accessing on mobile'. Seven in ten

own a smartphone. Figures are even higher among







for any brand. Fame is still important and creativity
(and emotion] critical in driving success. Most 15 year
olds cannot afford a Rolex, but when today’s 15-year
old turns 40 or 50, they are most likely to spend a
large sum on something that comes with long-held

brand associations and status.

The challenge is this: the ‘data’ side can be better
understood by the boardroom. Highly targeted
data-driven comms and content are fast, with easy
measures and promises of minimal wastage.
What CFO or CEO wouldn't want that?

It can be much harder for long-term

brand building — which is more often
driven by creatively expressed ideas
and values — to get a look-in.

Not everything that is necessary to

build brands is easily measured, and

not everything that is easily measured is
necessary to build brands. The consumer,
the audience, the people are an essential part of
brand success. Without thought and context behind it,

data is just numbers.

Like all of the best tensions, the data vs. creativity
tension can resolve into a sparky relationship. The
question should not be either / or but how they can

both work together to build an individual brand. The
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truth is that a wide array of tools will be needed. We
help many clients to find ways to make these work
together and also to anchor long-term brand building

in measures that the boardroom can understand.

Insight, properly used, can act as a rudder to steer the
brand. This goes beyond the technology measured

in ‘data’; insight is needed to bring those people to
the heart of building brands. Brands must be present,
remembered and relevant in the moments that matter.
This is not about a single number but about

the overall picture — to understand the

individual and aggregate effects of media

as well as creative effects. Well thought-

out insight can fuel creativity and helps

drive data down the right paths — not
just in the next minute but for the

future too.

There are many ways that insight can and
should help, whether in creative or data-driven
campaigns or some combination thereof.

Insight can help build strong campaigns in the first
place. We know from our extensive client research,
that early stage screening of ideas is more likely to
lead to successful and effective campaigns. Data-
driven campaigns can benefit from big ideas and

underpinning insights too.




Emotions are important in brand building. The IPA
analysis shows that many of the most creative ads
are emotional (or a blend of rational and emotional
aspects, rather than just rational)®. Brands that are
successful also evoke emotion. Good research can
help unpick whether a campaign, content or brand is

truly emotional.

For example, in a study we did on Kenco’s Coffee
vs. Gangs campaign, the emotions helped. What's
more we found that those who are open to the idea
of brand purpose were more likely to feel positive
emotional effect — and also more likely to buy — than
those not open to a brand having a purpose®.
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We can help to see whether targeting is doing more
than just make a brand noticed but making the brand
relevant in the moments that matter. For example,

we found for Bird’s Eye that reaching people with a
time-targeted fish finger message created three times
more desire to “eat fish fingers now.” More recently,
the success of Black Friday shows us that marketing
around events can work — but can work much harder
if they are timed for when people are in the market for

particular things.

The opportunities are endless to leverage insight to
build better campaigns. Like the tension between
creativity and data, there will be no single right
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answer, but a blend of sources and information
to build and sustain the knowledge that will fuel

SUCcCess.

At Ipsos Connect, we believe that there will never

be one single number to tell you the right answer
but rather that art must meet science to create
something relevant, distinctive and memorable. We
work closely with our clients to ensure that research
unites data and creativity. By measuring at the point
of people receiving the communications not the
point of transmission, we can understand the true
impact and help creativity to have a stronger voice in
the boardroom.
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ABOUT IPSOS CONNECT

Ipsos Connect are experts in brand, media, content and communications research. We help
brands and media owners to reach and engage audiences in today’s hyper-competitive
media environment.

Our services include:

Brand & Campaign Performance: Evaluation and optimisation of in-market activities
to drive communications effectiveness and brand growth.

Content and Communications Development: Communications, content and creative
development from early stage idea development through to quantitative pre-testing
alongside media & touchpoint planning.

Media Measurement: Audience measurement and understanding.

Ipsos Connect are specialists in people-based insight, employing qualitative and quantitative

techniques including surveys, neuro, observation, social media and other data sources. Our o .
. T . . Mixed Sources

philosophy and framework centre on building successful businesses through understanding s/,_) el

brands, media, content and communications at the point of impact with people.




