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~The Future of Research

New Censydiam

Connecting Brand With People In A Fast Moving World



Censydiam:
Connect brands
with deeper human
motivations —

you will accelerate growth.

Ipsos



A HUMAN-CENTRIC APPROACH TO MARKETING

What is Censydiam?
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BRAND PLANNING DOESN’T HAPPEN IN 3-5 YEAR CYCLES ANYMORE kl;ﬁgg
From BIG IDEA to micro-strategies 4

Brands operate in a dynamic fast-
changing context
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This means that planning their
brand strategy needs to be much
more fluid; brands need be ready to
respond quickly to changes in the
brand context
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Ipsos
HELPING MARKETEERS TAKING ACTIONS IN THE DYNAMIC MARKET Fresh

LF®rward‘
The New Censydiam Offering

& £

A quick status update Making sure your brand is
of your cdrrent brand delivering the right social
equity & positioning media content

What it
does?
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Censydiam Mobile
Brand*Dip



Ipsos

BRAND*DII? IN ANUTSHELL. . . &’g‘g‘
What is Censydiam Mobile — Brand*Dip?

Censydiam MObile Censydiam Brand*Dip is a simple &

concise device-agnostic marketing tool

Brand*Dip that quickly tests the water on your
brand.

Censydiam Brand*Dip enables brand
managers to make fast decisions on their
brands without needing to know all the

details.
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Fresh
CONDUCT BETTER CONSUMER RESEARCH THROUGH s F®rward‘

Device-Agnostic Surveys

Connect with consumers on their terms
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resh
WE OFFER THE RESPONDENT A MUCH MORE ENGAGING EXPERIENCE rward‘

The questionnaire is built for mobile first

1. The questionnaire is developed for mobile first, allowing device agnostic access.
2. Length: 10 minutes (MAX 15 IN ENGLISH)

3. Respondent engagement through the use of more intuitive scales, variety, dialogue &
shorter questions.

eseee Proximus 06:32 710 .
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) ) n . z . . " @ staging01.ipsosinteractive.com @ staging01.ipsosinteractive.com
@& staging01.ipsosinteractive.com C & staging01.ipsosinteractive.com ¢

We will go through a set of Try to visualize Brand 18? Can please
statements that describe how people describe in words or load an image
feel about different

that comes to mind .
How close do you feel to <procuct/category> brands.

What is your gender?

Green

5
Please select the brands you

. associate with the statement.

o

Cosmopolitan

¢l puelg
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Brand 7 . B rand NONE

(O UPLOAD PICTURE? - next page
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YOU CAN TRY OUT THE QUESTIONNAIRE YOURSEL.F
Structure of the questionnaire

. Screenefl
. Brand awareness, age
consideration & us

. Brand EQUIYY
« Brand

perception

. Stan
funct\oﬂa\

beneﬁts

\isual icons
profiling data
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DEMO LINK

https://staging01.ipsosinteractive.co

m/surveys/?pid=S2005078&id=

dard omotional &
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Censydiam Mobile
&5 Brand*Dip

KEY BUSINESS
QUESTION

OUR APPROACH

- Y,
P n=200 '}’7/L§

KEY INSIGHTS

* Build
pleasurable

DEVICE AGNOSTIC

How can i JUICE DRINKERS experiences,
grow in @ refreshment, full taste
I i 9 MINUTES and health
B mcreasmgly * Rejuvenate the brand;
fragmented =] PRE-SCRIPTED QNR | create a
market? . brand identity
|

(communication &
packaging)
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1. Understand the current equity and
salience of Ocean Spray

TODAY OCEAN SPRAY HAS A DECENT BRAND EQUITY, WELL BEHIND
MARKET LEADERS TROPICANA AND INNOCENT, BUT ABOVE NEW
PLAYERS LIKE VITA COCO AND CAWSTON PRESS

Attitudinal Equity

Ipsos Marketing

cAmE cHancens [

4. ldentify current and potential brand
assets
CRANBERRIES & THE WAVE ARE IMPORTANT VISUALICONS FOR THE

BRAND

VISUAL BRAND ICONS

Ipsos Marketing

5. Review visual language used in current

@ 5 innocent Trupkana_‘

WATER (27%)

*‘ ¥ WHITE (12%)
B

] fFrEslEe sorEE (] SUN, SUNSHINE
PURE (5%) 0%} %)
FRESH (20%) SIMPLE (8%) o
REFRESHING [17%) Y (5%) P—
= (12%) 2
s O = e ey
7% = S
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2. Understand which Motivational Strategies

Ocean Spray is reaching

OCEAN SPRAY DOESN'T REALLY OWN ANY MOTIVATIONAL TERRITORY — Ipsos Marketing
ALTHOUGH IT PERFORMS RELATIVELY STRONG IN THE CONTROL HEALTH
MOTIVATION

Brand Anchor @ Tovam
. C‘?Dlnnaoenl
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Ocean Spray issomewhat
anchored inControlling Health
Innocent strongly differentiates.
inOnlytheBest.

Tropicana hasrelevance across
many motivations.

Cawston Pressconnectswell
with Sharing Together and
UnigueMe

.
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3. Identify user profile of Ocean Spray

Ipsos Marketing
OCEAN SPRAY 15 ASSOCIATED WITH HEALTHY CONSCIOUS, ACTIVE

PEDPLE
SOCIAL IDENTITY

&

0|dfjl’ Selective
Health conscious
Fit stylish Young

ACtive Attractive g|jm Sporty

Healthy

'8 sophisticated

Middle aged
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6. Understand which emotional & functional
drivers can increase Ocean Spray’s relevance

_ o _ Ipsos Marketing
HERE ARE MANY OPPORTUNITIESFOR OCEAN SPRAYTO GROW

THE BRAND
Performance vs Relative Importance
CONSIDER CONTINUE

EBS. Repienishes 05t Tigis, B0 More, B0 w  © T E52. Provides puts plessne withast (mits
hess EED Eohacon: the piessce of seing fopetnar
EB10. Allows me ta have controd overmy -

esith 2ng

£57. Helns me come 1o My senses
EB1Z. Maikes me feel unique B different
EB13. Gives me & mental kick

EB15. Stimulates me to push my limits

FC3. Feels refreshing in your mouth

FC5. Goes wedl together with food

FC5. Good for your besith

FC7. Provides an invigorating taste experience

BRAND PERFO RMAGNC

FCS. 15 20 American brang
FC11. Low on sugar
FC2. 15 for the whobe fermi AE GROW
iz Hesagoodrugedrrﬂmws R [MPORTANCE

£81. Lifts up ey mood
NO FRIORTY EB4. Share £00d times with others

£83. Share vakusbile moments witn loved ones
EB11. Helgs me to distinguish myse’ £85. Miskes me feel st home
from the masses E53. Miskes me fieel less stressed
EB14. Hels me express my superiar EB13. Mzkes me feel like 'm Duying the best
iestyle

FOL attrective proeging

FC1Z Mzey witaming and minerats Fo4. Filling, nourisning

FoLn. Urique taste FC2. 15 worth paying mare for @
FT18. Natursl ingradiants FC10. I & brand | trust

FC14. Full fruity taste
GAME CHANGERS
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Censydiam Mobile
&5 Brand*Dip

Tam really impressed
because it tells a lot of things
that feel intuitively right, but
now we have all these insights
In one piece of research.”

Beth Jordan
Senior Manager, Global Insights
at Ocean Spray Cranberries
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Censydiam™*Social



How Does the Censydiam ®
Framework Apply to Social Data?




CENSYDIAM* SOCIAL

People don’t share facts,
they share emotions

20



CENSYDIAM* SOCIAL

Data lives 1n silos
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CENSYDIAM* SOCIAL

Reports are not actionable

ENVIRONMENT

Lorem [psum
dolor sit amet,
TILE PLACE HERE

i y consectetuer p
i adipiscingelit %
3 Maecenas EEEEE

S portttorcongue [

5, z massa. Fusce ot
Ode - postiere, magna

966

0w

23



CENSYDIAM* SOCIAL

Our Solution

Unstructured Data Cognitive Cultural
Unfamiliar Formats Psychology and Integration
Linguistics
Frameworks

[Tube
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THE CENSYDIAM FRAMEWORK

In 2011 Asics changed their
creative strategy

Based upon a survey driven Censydiam study
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THE CENSYDIAM FRAMEWORK

Passionate

Players

Unlimited
Competitors

Healthy
REIEVGIES

Skilled
Experts
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THE CENSYDIAM FRAMEWORK

Before the study:
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THE CENSYDIAM FRAMEWORK

After the study:
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THE CENSYDIAM FRAMEWORK

Asics Corporation
Tokyo Stock Exchange:

2,321 (+0.61%)

3000

2000 ———

1000 - 7

I I I I I
2010 2011 2012 2013 2014

CENSYDIAM NEW AD
STUDY CAMPAIGN
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THE CENSYDIAM FRAMEWORK

In 2015, Censydiam is
delivering again

this time with social data driving the framework



THE CENSYDIAM FRAMEWORK
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Coded 250,000 mentions in hours
Validated by human experts with
00% agreement”



CENSYDIAM* SOCIAL

. ; AsicsS
ASICS with Fatima Leite E ‘ a
lanuary 10 at 9 46am &

Stay in shape. whatever the weather.
See the gym workout for runners.

A L /TTL E RA /N Running Training - a Complete Gym Workout - ASICS
UK
AIERVﬁﬁ RU/NED r:mo a ook a thie ASICS complate e : i
i1h Stephan LI

GET A RUNNING START:
AT YOUR NEW YEARS
RESOLUTIONS .

Like - Comment  Share 131546 [123 A>103

FACEBOOK

@ 1672 REACTIONS
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For more detail, please contact:

rattaya.kulpradith@Ipsos.com
nawajit.thanaboon@Ilpsos.com




