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What we would like to share with you today...
It's the perfect time
\ for research:

‘Research using curation...




Joining you on the webinar...

Ipsos 2020 & 4



What is curation?

Emma Grand

Director, Global Product Manager Ipsos




what is...

Emma Grand | Global Curation Lead

Ipsos Cenfie o, Cumralion
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amplified

FROM INFLUX TO
BOMBARDMENT

With so much information already available, how can we make
sense of it all for our brands?

How do we keep up when its changing so rapidly?

With reduced budgets or capacity, can we make the most of
what we already know?

Which sources can we trust? Do we have the full context?

Can we enable the whole organization to make full use of our
insights and align our actions?

Ipsos



don’t start from

FROM COLLECTING
TO CONNECTING &
BRINGING INSIGHTS
TO LIFE




KNOW WHAT
WE KNOW

Synthesize available information
into digested insights that can

guide the way forward

Z B

DISCOVER & SOCIALIZE
CONTEXTUALIZE

Explore a broader context to identify insight stories across the

Cascade & activate compelling

meaningful insights, trends and organization

opportunities
Ipsos




DECODE

2coding culture

Marion Hoek-Koudenberg
Sr. Lead Consumer Insight EMEA
Under Armour
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New insights without new research

Marion Hoek-Koudenburg



Do what you can, with what you have,
where you are







UNDER ARMOUR.

THE HUMAN PERFORMANCE COMPANY

THAT GIVES YOU THE EDGE TO PUSH
BEYOND ANY LIMIT.




UNDER ARMOUR AMERICAN SPORTSWEAR
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WHAT

GLOBAL
TRENDS

: - Prioritizing themes .

knowledge trends IPSOS researchers









ALWAYS CONNECT

Marion Hoek-Koudenburg@underarmour.com



Knowing what we know

Anne Craninx
Research Director, Ipsos MORI
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Fully interactive weekly digests for LTCH — esk
cascaded down the organisation to ensure congruence

Welcome to the sixth edition of our COVID-19 Spotiight.

In ths dm n we examine the potential chan ges n shopping
behav untries begin the lowp of exiting
Ickdwn df e the threat of enteri gad p ecessionary
phas

This edition will explore potential behavi changes across the
different ¢ nmlhpp egmtfrmthsetht e happy
to StayClm nd Camry on’ vs the, ‘Cut Deep’ segment which,
hav bee hardest hit by the p nde: m ic. We will look at thos: ’
bh jours whi hh e chan gd and those that have been

el rated by the current ¢ and will look at some of the
implications for GSK brandsA

Whilst the current situation is challenging, companies that are
agile, have a growth mindset and place the consumer and
customer at the heart of what they do, will be the ones that are
best placed to win in this new environment.

T
. Thank you and stay safe.

Crispin Haywood
EMEA Commer cidl Excellence Director

Introduced each week
by senior stakeholders
addressing evolving
business needs

.\J

Snapshot of § COVID-19 & People
the global socio- B sentiment:

situation Sigrromic The Cultural
leldes

Viewson W GSKinthe 4
life after Spotlight Cigntact us
lockdow! ~ = Help us shape
0 #i next Spotlight
4 - -r vious editions
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Setting the Scene
Sentiments,

behaviours in lockdown
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: Communication

. USA

. Europe

. Shopper & recession
. Lessons from China
: Experts
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Multi-media... and multi-sources. Backed by data &

Stocking upis &
part of
everyone's
lockdown
routine.

Fear and
anxiety
dominate.

Fresh
ingredients
matters to the

Ipsos ECE Codeatch

[0 B cightened
i awareness
of the gravity
of the
situation.

Keeping
inside and
outside
separate is
key.

No stockpiling,
but shop daily
to get out.

o Opportunities created @

Brand -
Stretch {/

Communi-
cation
channels
adapted
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Other examples
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L] *OrealParis digital

+ Harbin Beer launching their own livestream
platform

« Shede encouraging to capture shared
moments

+ Increase in CSR activities by big brands
and communicating these

Powered by M

Concise so that even those

McKinsey
& Company

ICANTAR
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We"@ World Health
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All news sources

Free sources

35% 27%
SAVE AND CUT DEEP
STOCK PILE

Not so concerned about the
pandemic, but worrled about

thelr famllies. Pessimistic
about the long-term effects,

hodology
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with ADHD read it!
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- [psos curators;:n l,psos Eentrichjus e
- COllabOI‘ ion [clie t'& their research agenmes]
- Weekly' q: l stakeholders ___
- Alignmentwith evo business question
- Established dissemination plan in place™™
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Discovering &
Contextualizing

Patricia Verhoelst

Associate Research Director, Ipsos Market
Strategy & Understanding




Helping a candy client make

sense of all the COVID1s insights

BRAND RITUALS IN A
LOW OUGH WOBLD
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Ben
How can brands respond to the n.page@ipso; LA ool
coronavirus crisis? @benatlpsosmon




This resulted in a short story with clear category insights

. . . Also more stress

More time with More time for . !

. anxiety & sense

family yourself . .
of isolation
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Influence of COVID19
on how consumers
behave

People are quickly
adopting new routines
& rituals

Acts of kindness
(!

Get through the
crisis in style

Relieve Stress

Brands can react in
different ways

© Ipsos 2020 & 30



We collected inspiration from different categories

Help people

pass time Acts of kindness Go virtual

Going for a (virtual) pint

After switching up their UK bars to
click & collect via their Hop Drop
app, craft brewer BrewDog will now
open 102 bars online this 27
March, with the new virtual bars
offering beer tastings,
homebrewing masterclasses, pub
quizzes, live music and comedy.

@)

Under Armour making protective gear
for Maryland hospital workers during —
Coronavirus pandemic CHEERS TO MAKING SOCIAL DISTANCING, SOCIAL.

WITH LOVE,
JACK

IT'SIN ALL
OUR HANDS
TO MAKE

A DIFFERENCE

e S
© Ipsos 2020 31
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Different phases of the COVID19 crisis & the potential impact for
our client’s business

\
Disbelief ) Preparation Acclimation © Endurance
/

Lock Down phases “‘New Normal” phases

Low Touch — Economic  Vaccine administered —
Lock Down phases ) : :
recession continued recession

Occurring/
Expected
behavior

Increased awareness of personal
space
ncreased awareness on hygiene

Possible impact
for the Candy
category

Source: Ipsos opinion defined together with global experts © Ipsos 2020 M 32



But does behavior actually change this quickly-

True behavioral change

Behavior does not easily change

Major events do not impact in major
trends

Even major events like 9/11 or the financial
crisis in 2008 did not strongly impact macro
trends in the past 10 years.

Behavioral change only truly sticks if...

Behavioural science experts have defined when
behavioral change actually sticks for a longer
time. This only happens when...

Values hold true over the medium term

% Net agree 3% United Kingdom internat penatration

[ It s up 10 evarybody 10 work out thair own
* set of principles to guide their decisions.

— —— 257 Itoar that technical progress Is destroying

1% i —m

There needs to be a real motivation wo change

People need to have the dbilil’ym change

The change needs to occurfl"equerﬂ' enough

Covid-19 on its own will not be the main instigator,
combined with other influences long lasting effects can
occur

ethinking sweet Increased focus on health

69% in the US are concerned about their sugar in take when it
comes to candy

Rise of vegetarianism
- 31% of flexitarians started 6 months ago or less

*!‘"r'&

the UK, glolsally,

Rise of climate concerns
82% globally agree that the climate change

llWl\iIe&_Z%gIohallyagree A .
that the climate change we are we see is the result of human activity
witnessing Is largely the result

of human activity, sentiment

varies widely across the world »»

© lpsos 2020

33



Impact of Covid-19 on general trends
What industries do

we expect to truly
change-»

The travel industry:

This is a no-brainer during the Covid-19 situation. But even
afterwards, (airplane) travel will be seen more as an
unnecessary indulgence — no just because of lingering
health fears but in combination with increasing climate
change awareness. Can “flight shame” lead to an upsurge in
staycations, more local activities and increased involvement
in community?

E-Commerce:

Corona has been a boom to the large e-tailers, as previously
offline shoppers are dipping their toes into buying online.
Provided e-tailers can get their logistics right (supply and
delivery), can this be a watershed moment in converting a
large volume of consumers to the convenience of online?

Digital service migration:

This pandemic has forced people to adopt digital tools for
previously offline services — which has led to a surge in new,
creative digital solutions in fields from telemedicine to
remote working practices. Once the crisis has passed, at
least some of these services will now remain online... so will
you have your next dental visit via Zoom?

What about your category»

Indulgence and comfort eating
increases... but people will want a
return to health

During times of crisis, people draw comfort and reassurance
from familiar and indulgent foods. In home candy
consumption may spike. but if the situation continues for a
prolonged period, will consumers feel a need to control their
weight and their health?

Sharing versus safety

Candy jars in communal spaces, where anyone can grab a
handful of sweets, have obviously lower appeal right now.
Assuming the concerns around hygiene continue to linger, will
we face a backlash against sharing packs?

Individual packs versus environmental
concerns

If we turn to individually wrapped treats to reassure ourselves
about contagion, how long will it be before we worry about
the excessive packaging that individual portions require? And
how will we resolve this tension?

© lpsos 2020 & 34



Always On Socialization
Insight Cloud

Janneke van Veen

Strategy & Insight Manager, Danone Nutricia Early Life
Nutrition




Nutricia Insight Cloud NUTRIC) Alﬁ







Welcome to the Nutricia
Insight Cloud!

B umaninsigt B Categoryinsigt M Brandinsight W Obsenvation O Theme / Similar / Inspired by | Tension
9]

curate our insights
link insights from various sources



The mirror has two faces

Rosemary Landeweerd
Sep 22nd 2017
Human Insight

Inge Van Bremen
Aug 30th 2017
Category Insight

Mums in control

Rosemary Landeweerd
May 22nd 2017
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easy find
intuitive
insightful ©
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Our Suite of Curation Solutions

)

KNOW WHAT DISCOVER &

ALWAYS ON
WE KNOW CONTEXTUALIZE

Digested Insights In-context Insights

SOCIALIZATION

Actionable Insight Stories

© lpsos 2020 & 42



QUESTIONS?
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