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Our highlights today

Market Research is a 
growing, transforming  

and exciting place to be

With Total Understanding, 
Ipsos is the best positioned 

company in this industry

Ipsos is more than ever 
committed to deliver 

shareholder value through 
total growth and return
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Aligning with changing client needs

In a dynamic environment
Fast changing

consumer needs

Impact of societal

trends on consumer 

behavior

Increasingly

competitive and 

fragmented

markets

Be a trusted partner

Data relevance and 

reliability

Innovative 

solutions to 

complex needs

Confident business decisions

Data integration and 

experienced analysis

Accessible and  

stimulating insights 

Re-balancing of 

local and global

Security

Simplicity

Speed

Substance

п{Ωǎ
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The data world is a fast -moving market

Research market
(Core market)

Data World: Survey, social media, passive, qualitiative, 
big data, unstructureddata

Ipsos wants to control 
the full Data production chain 

from data capture to data analytics, prediction and advisory

Platforms Consulting



6 © 2018 Ipsos. InvestorDay 2018ςNov7, 2018

Ipsosõ Total Understanding

Society              Markets People              
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A full -fledged transformation 

Growth including

through acquisitions

Specialised

Service Lines

Client 

organisation 

Strong local 

operations and a solid

global positioning

Comprehensive

Capabilities
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Audience Measurement

Brand HealthTracking

Clinicsand Mobility Labs

Creative Excellence

Healthcare

Ipsos MMA

Ipsos UU (Qualitative)

Innovation

Market Measurement

Market Strategyand Understanding

MysteryShopping

Observer

Public Affairs

QualityMeasurement

Social Intelligence Analytics

OtherSpecialistServices

CorporateReputation

Service Lines addressing specific business 
questions

4 cornerstone Service Lines with a leading global position and high growth potential

Å Deliver the full range of market research services

Å Reinforce competitiveness in each market segment

Customer Experience

© 2018 Ipsos. InvestorDay 2018ςNov7, 2018
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Unlocking growth opportunities with
the client organisation 
through client-centricity and quality improvement

Operate Globally 

and Locally 

Address the C-suite 

and operate at the 

highest level of 

organisations

Work with Service Lines 

to b ring the best 

solutions to clientsõ 

business needs

Infuse client 

knowledge and 

perspective within 

Ipsos
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Strong local operations and a solid global 
positioning

89 local teams offering

locally-relevant 

solutions

Deploy global solutions 

leveraging operational

efficiency
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A comprehensive ecosystem of 
capabilities

Applying science to better understand groups and individuals 

and measure their behaviour

Innovative and powerful 

technologies to harness the 

full range of data formats

42 years,

in 89 countries, 

200 cities, 

5,000 Clients 

8,000 researchers

Knowledgeable teams of expert
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Todayõs agenda

Brice Teinturier
Deputy CEO Ipsos in France

New trends in global opinion

Didier Truchot  
Chairman & CEO

Behind Total Understanding

Bruno Schmutz 
Media and Innovation Lead

Transformative out-of-home 
audience measurement 

Helen Zeitoun 
CEO Ipsos in France

The New research paradigm

Leendert de Voogd 
Global Service Line Leader 

Social Intelligence Analytics

Chris Vitti
CMO Synthesio

Ralf Ganzenmüller
Chairman Customer Experience & 
Mystery Shopping Service Lines

Picasso ςWhat GfK brings

Craig Bradley 
Global Service Line Leader, 

Mystery Shopping
Building a strong position in 

Mystery Shopping

Laurence Stoclet  
Deputy CEO & Group CFO

Business Perspectives

Henri Wallard
Deputy CEO

From Big Data to Big Analytics

Cristina Craciun
Ipsos UU Transformation Leader Latam

Driving local integration through a global 
Insight Cloud

PART 1
The new needs of clients

PART 2
Case Studies

PART 3
Ipsos: an attractive consolidator

PART 4
Business perspectives

Artificial Intelligence powered Social Intelligence 

Questions
&

Answers
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New trends in 

global opinion 
Brice Teinturier

Deputy CEO Ipsos in France
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What worries the world, Global Advisor 

A unique tool to monitor global 
public opinion

Produced monthly by Ipsos in 28 
countries

Over 250,000 people interviewed 
per year

Provides critical insights to political 
decision-makers and business 
leaders worldwide

Global

Advisor
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World: are things 

heading in the right 

direction or are they 

off on the wrong 

track? 

© 2018 Ipsos. InvestorDay 2018ςNov7, 2018
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World: things are heading off
on the wrong track
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Source: Global Advisor 

Base: Representative sample of adults aged 16-64, c.18,000 ς20,000 per month.
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Generally speaking, would you say things in this country are heading in the right direction, or are they off on the wrong tra ck?

60%
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World
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Comparing countries: sharp contrasts

Source: Global Advisor 

Base: Representative sample of 20,787 adults aged 16-64 in 28 participating countries, August 24th 2018 - September 7th 2018.
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China: absolutely in the right direction 

Source: Global Advisor 
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Base: Representative sample of Chinese adults aged 16-64. c.1000 per month
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Generally speaking, would you say things in this country are heading in the right direction, or are they off on the wrong tra ck?
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Brazil: absolutely on the wrong track

Source: Global Advisor 
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Base: Representative sample of Brazilian adults aged 16-64. c.1000 per month

88%

Generally speaking, would you say things in this country are heading in the right direction, or are they off on the wrong tra ck?
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US: on the wrong track

Source: Global Advisor 
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Base: Representative sample of American adults aged 18-64. c.1000 per month

59%

Generally speaking, would you say things in this country are heading in the right direction, or are they off on the wrong tra ck?
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France: after hope, on the wrong
track again 

Source: Global Advisor 

24%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

sept
2010

sept
2011

sept
2012

sept
2013

sept
2014

sept
2015

sept
2016

sept
2017

sept
2018

Right direction Wrong track

Base: Representative sample of French adults aged 16-64. c.1000 per month
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Generally speaking, would you say things in this country are heading in the right direction, or are they off on the wrong tra ck?
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Italy: closing the gap between right 
direction / wrong track

Source: Global Advisor 
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Base: Representative sample of Italian adults aged 16-64. c.1000 per month
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Generally speaking, would you say things in this country are heading in the right direction, or are they off on the wrong tra ck?
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Germany: on the wrong track 

Source: Global Advisor 
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Base: Representative sample of German adults aged 16-64. c.1000 per month
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Generally speaking, would you say things in this country are heading in the right direction, or are they off on the wrong tra ck?
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What worries the world, future perspectives

Giving essential 
information to conduct 

change
and reforms !

In order to successfully onboard
citizens / employees in a transformation 

project it is crucial to understand whether
their vision of the future is positive or 

negative
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Economic optimism: BRIC
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Economic optimism: developed countries
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What worries the world:
are things headingsê 

Uneven rebound since the 2008 crisis depending on 
the country : fast and strong in Germany, USA and 
China. Slow and moderate in France, Spain and Italy

The feeling that things are going in the right 
direction does not only depend on economic 
optimism : correlated in the USA but not in 
Germany

Other factors must be taken into account

Key lessons
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What worries
the world
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34%

33%

33%

31%

24%

20%

18%

15%

15%

13%
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11%

11%

9%

9%

4%

2%

Financial/political corruption

Unemployment

Poverty & social inequality

Crime & violence

Healthcare

Education

Taxes

Immigration control

Moral decline

Inflation

Threats against the environment

Terrorism

Climate change

Rise of extremism

Maintaining social programmes

Childhood obesity

Access to credit

Mentioned in September 2018 (%) 

% change compared 

with previous month:

Which three of the following topics do you find the most worrying in your country?
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Source: Global Advisor 

Base: Representative sample of adults aged 16-64. September 2018: 20,787; August 2018: 19,642.

What worries the world

Aug 2018
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The system is blocked. Need for renewal and need 
to break the rules

WHAT WORRIES THE WORLD

STRONGLY AGREE

SOMEWHAT AGREE

NEITHER AGREE 

NOR DISAGREE

SOMEWHAT 

DISAGREE

STRONGLY 

DISAGREE

DONõT KNOW
Base: 17,203 adults aged 16-64 across  Argentina, Australia, Belgium, Brazil, Canada, Chile, France, Germany, Great Britain, 

Hungary, India, Italy, Japan, Malaysia, Mexico, Peru, Poland, Russia, South Africa, South Korea, Spain, Sweden, Turkey and the 

United States. June 26 ðJuly 9 2018

To fix [country], we need a strong leader willing to break the rules

28% 24% 21% 6% 11% 10%

At a time like the present, we should stick with political parties and 

leaders who have been in power before

7% 14% 29% 8% 19% 24%

© 2018 Ipsos. InvestorDay 2018ςNov7, 2018
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Negative attitudes towards immigration
WHAT WORRIES THE WORLD

Base: 17,903 adults aged 16-64 across  Argentina, Australia, Belgium, Brazil, Canada, France, Germany, Great Britain, Hungary, India, Italy, Japan, 

Mexico, Poland, Russia, Saudi Arabia, South Africa, South Korea, Spain, Sweden, Turkey, United States, Serbia, Peru, New Zealand,  July 2017

75%

20%
6%

INCREASED

STAYED THE SAME

DECREASED

Over the last 5 years, in your opinion has 

the amount of migrants in your countryê

21%

34%

42%

3%
POSITIVE
NEUTRAL
NEGATIVE
DON'T KNOW

Would you say that immigration has generally had 

a positive or negative impact on your country?

44%

28%

24%
4%

AGREE
NEITHER
DISAGREE
DON'T KNOW

òImmigration is causing my country to 

change in ways that I donõt likeó

48%

27%

21%
5%

AGREE
NEITHER
DISAGREE
DON'T KNOW

òThere are too many immigrants in our 

countryó

Base: 12361/17903 adults aged 16-64 across  Argentina, Australia, Belgium, Brazil, Canada, France, Germany, Great Britain, Hungary, India, Italy, 

Japan, Mexico, Poland, Russia, Saudi Arabia, South Africa, South Korea, Spain, Sweden, Turkey, United States, Serbia, Peru, July 2017
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Immigration : pressure on public services and 
jobs/economy

WHAT WORRIES THE WORLD

Immigration has placed too much pressure on public services in your country

Immigrants in your country have made it more difficult for people of your 

nationality to get jobs

23% 26% 27% 11% 8% 5%

19% 22% 27% 15% 12% 4%

STRONGLY AGREE

TEND TO AGREE

NEITHER AGREE 

NOR DISAGREE

TEND TO DISAGREE

STRONGLY 

DISAGREE

DONõT KNOW

Base: 17,903 adults aged 16-64 across  Argentina, Australia, Belgium, Brazil, Canada, France, Germany, Great Britain, Hungary, India, Italy, Japan, 

Mexico, Poland, Russia, Saudi Arabia, South Africa, South Korea, Spain, Sweden, Turkey, United States, Serbia, Peru, New Zealand,  July 2017
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What worries the world

Inequality and social divide are increasingly central 

Worries around health, environment and climate are 
emerging; they are still in the minority but increasingly 
important 

Strong contrast with 2008, when belief in progress and 
extension of liberal democracy were at the highest

The world is increasingly globalized but people express a 
growing need for walls and fences (demand for borders, 
suspicion towards migrants) 

Political systems are at a stalemate:  leaders are discredited 
or viewed as corrupt,  thereõs a need to break the rules and 
a growing demand for renewal

Key lessons
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What worries the world

In this context, new business opportunities are emerging: 
the example of organic and local products... 

....and global groups need to be increasingly aware of their 
social responsibility as well as their employer brand 

Key issues
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Current top 5 worries in France: 
long -term trends
Which three of the following topics do you find the most worrying in your country?

Source: Global Advisor 

29%

Poverty & social inequality Unemployment Taxes Terrorism Immigration control

Base: Representative sample of French adults aged 16-64. c.1000 per month

TAX
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Growing environmental worries: 
long -term trend in France
Which three of the following topics do you find the most worrying in your country?

Source: Global Advisor 

Threats against environment Climate change

Base: Representative sample of French adults aged 16-64. c.1000 per month
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Source : ©Ipsos ðLes 4500, Observatoire des modes de vie et de consommation, Ipsos, 2016

« I prefer spendingmore and buy food that

has been producedaccording to the rules of 

organic farming »

For 62% of French people , organic

products are of better quality (2016)

2006 2008 2010 2012 2014 2016

Systematically or often

41
32

37
36

39 45

Buying products that are environment-

friendly, green products, ecolabels, etc. 

(cleaning agents, food productsê) 

60% of French people are increasingly

interested by systems allowing them to 

buy things directly from local producers

(without intermediary)

Proactive consumer : green purchase 
and short circuits

© 2018 Ipsos. InvestorDay 2018ςNov7, 2018
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When it comes to social engagement, consumers 
have strong expectations on companies and brands

It is important for brands to take care of:

Source : Ipsos study for LinkUpon brandsõ sustainable wellbeing (2016) 

© 2018 Ipsos. InvestorDay 2018ςNov7, 2018

BRANDS

81%

89%

89%

87%

86%84%

84%

Environment

Preservationof Natural Resources

Clients

Employees

Society

Local footprint

ProducersΩ ƭƛǾƛƴƎ ŎƻƴŘƛǘƛƻƴǎ 
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Overall, brands are not meeting consumersõ 
expectations 

In your opinion, to what extent do brands take care of: 

Source : Ipsos study for LinkUpon brandsõ sustainable wellbeing (2016) 

© 2018 Ipsos. InvestorDay 2018ςNov7, 2018

BRANDS

36%

34%

55%

35%

30%29%

38%

Environment

Preservationof Natural Resources

Clients

Employees

Society

Local footprint

Employeesõ living conditions 
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New Paradigm 

with Integration 

of Data
Helen Zeitoun

Group Associate Director 

2018 INVESTOR DAY

NOVEMBER 7, 2018
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The Data Journey in the 
Industry and at Ipsos: 
moving to a transformative 
paradigm of research
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Our Clients Data Strategies come 

from their obsession to Transform 

towards true Customer Centricity in 

a changing world
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Customer Centricity starts with

understanding people.

How do people buy , as consumers ?

òUber is efficiency with elegance on top.Thatõswhy I

buy an iPhone instead of an average cell phone, why

I go to a nice restaurant and pay a little bit more.Itõs

for the experience.ó

Travis Kalanick , Founder of Uber

òòIfyou do build a great experience, customers tell

each other about that. Word of mouth is very

powerful .ó

Jeff Bezos, founder of Amazon

PEOPLE SEEK EXPERIENCES
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Customer Centricity is also about 

understanding people as citizens of 

this planet

PEOPLE SEEK MEANING
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TRANSFORMATION

SOCIETY CONSUMPTION

UNDERSTANDING NEW 

ASPIRATIONS
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Data Implications for our Clients
CUSTOMER CENTRICITY STRATEGIES

Breaking silos with 360 

Customer Intelligence Models :

Å Better understanding

Å Better ROI

Considering all available

data, currently lying in silos

Å Digital

Å Sales,Marketing

Å Quality

Å R&D

Å Consumer 

Insights (survey)

Å Society Trends

Å CRMê
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Implications for the 
industry:
Understand People 
behind Data
Total Understanding of the society, markets 

and people with Data Integration

Data is everywhere : in voice, in pictures, videos, 

online navigation, physical trips, answers to 

questions, facial coding of emotions, usage of 

connected objects (IoT)...
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Transformative Implications for the Industry
IPSOS, AN MR PIONNEERIN THE DATA JOURNEY

Consumer, citizen knowledge, 

direct access

Declarative information only, 

survey-based

Traditional MR 

paradigm

Improved insights, real time 

data on top of survey

Disconnected from massive 

data sets 

« New Research » 

paradigm

Management of massive data 

and its activation

Non intuitive results, difficult

usage for strategies : « so

what »

No sizing of the impact

Quality and Ethicsconcerns

Big data 

paradigm

Hybridation using AI AND HI 

(Human Intelligence) combined: 

Å True data agnosticity, neutral 

selection of the « right and 

ethic » data  (GDPR)

Å Consumer & Citizen Knowledge

Å Sizing of the phenomenon

Å Humanized approach to « big 

analytics»

Evolutionary

« Research & Data » paradigm

AI= Artificial Intelligence
HI= Human Intelligence

-

+
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Ipsos is now integrating and 

synchronizing all technologies and 

data sources to support this new 

client need



52

THE INPUT: DESIGNING THE APPROPRIATE DATA LANDSCAPE

Harnessing the Data World for « total 
understanding »: neutrality, relevance, ethics of 
data   

Qualitative 
research , or 
Quantitative
Text, photos, 

Videos

Social 
conversations, 

web visual 
contents, e-
ŎƻƳ ǊŜǾƛŜǿǎΧ

Survey 
Data:
Panels 

and 
polls

Requested data Unrequested data

Structured

Unstructured

Behavioural 
data , passive
IoT
Open Data
CRM data
Χ

Å Platforms

Å Data lakes
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Differentiating value by the combination 
of AI and HI 

No/ lessbias in input and 

algorythms

Large volumes of data

Strong analytics, « Big Analytics »

Understanding of the 

business question

Consumer and Citizen

knowledge, and access

Focus on Interpretation , 

MR culture

Relevance and Ethicsin Data 

selection

MR Culture of anonymous data

BUILDING «BIG ANALYTICS» OR SMART DATA, NOT BIG DATA

HI         AI 

New platforms
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TUP scales it up
DATA INTEGRATION MEANS @ IPSOS

Å Platforms
Å Data Lakes

Å AI
Å Data Science

Å Consumer,
Å Citizen knowledge
Å Researchcapabilities

Å New profiles (Data Scientists, CuratorsΣ /ƭƛŜƴǘ hŦŦƛŎŜǊǎΧύ

Å Evolvingculture
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Addressing to modern CMI and shifting to an audience of 
CMO, CEO or Transformation officers 

New briefs we never had before

BENEFITS FOR IPSOS

CMI CMO CTO CEOCGO

Extended pockets of client investment
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INTEGRITY

CURIOSITY

COLLABORATION 

CLIENT FIRST

ENTREPREUNARIAL SPIRIT

Ipsos and Data values: an excellent fit
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From big data

to big analytics

Henri Wallard 
Deputy CEO

2018 INVESTOR DAY

NOVEMBER 7, 2018
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BigSurv18
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From Big Data to Big 
Analytics 
Automated Analytic Platforms for Data 
Exploration

Rich Timpone, Ph.D. Ipsos

Jonathan Kroening Ipsos

Yongwei Yang, Ph.D. Google

Prepared for the BigSurv2018 Conference

October 2018



62



63



64 © 2018 Ipsos. InvestorDay 2018ςNov7, 2018

From hypothesis testing
to data and model mining

òThis ready availability of diverse data is shifting 

scientific approaches from the traditional, 

hypothesis-driven scientific method to science 

based on exploration.ó 

Gannon and Reed 2009



65 © 2018 Ipsos. InvestorDay 2018ςNov7, 2018
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Automated Analytic Insight
Exploration Platforms

IPSOS

RESEARCH

INSIGHT 

SCOUT
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Tens, Hundreds of Thousands of modelsê
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Public Opinion Case Study

Ipsos

Global Advisor Survey

28 countries

Monthly survey 

Started March 2010

Image source: Yahoo News 

https://www.yahoo.com/news/world -headlines-reaction-trumps-exit-slideshow-wp-141618242.html
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Exploration
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Google Business Case

Partner to understand 

business environment and 

opportunities for various 

brands and products


