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Most predictions are wrong
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KEY PREDICTIONS  

#1 PASSIVE DATA COLLECTION WILL BE KEY 

#2 FROM BIG DATA  TO BIG INSIGHTS

#3 MOBILE AT THE CENTRE OF MR

#4 INTEGRATION, COLLABORATION & COCREATION 

#5  SPEED



FRAMEWORKS (THEORY, METHOD, ETC)

TOOLS (DATA  ACCESS, COLLECTION, 

ANALYSIS)

FROM INSIGHT TO IMPACT

Racing to the future



Fragmentation



Now



NowNow
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WHAT’S ON OUR MIND

WHAT WE’RE INTERESTED IN

OUR INTENTIONS



WHAT WE LIKE. AND DON’T



WHAT WE BROWSE. AND BUY



WHAT WE SAY ONLINE
(SOCIAL LISTENING)
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WHAT WE SAY ONLINE
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WHO WE KNOW

WHO WE INTERACT WITH

WHO INFLUENCES US

WHAT WE SHARE



WHERE WE ARE
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WHAT WE ARE DOING

WHERE WE ARE GOING



WITH WHOM WE ARE
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HOW WE INTERACT WITH OBJECTS

AND HOW THESE OBJECTS ARE DOING WITHOUT US
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SMART OBSERVATION



WHAT WE HEAR



WHAT WE SAY
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WHAT WE SEE

WHAT WE HEAR

WHAT WE 

SMELL

WHAT WE FEEL

HOW ENGAGED 

WE ARE

WHERE WE ARE

WHAT WE SAY

WHAT WE 

THINK

WHAT WE 

LIKE

WHAT WE 

BROWSE

WHAT WE BUY

WHO WE KNOW

WHAT WE 

CONSUME

WHAT WE SHARE

WHO INFLUENCES 

US

HOW OUR ‘THINGS’ 

ARE

WHAT WE 

INTEND



LESS MORE

ASKING

DATA COLLECTION

OUT OF CONTEXT

PROCESS

SLOW

ONE OFF

ONE SHOT

LINEAR

MONOLOGUE

AVERAGE

ISOLATION

CONSUMER OUTSIDE 

SILO

INACCESSIBLE

SLOW DOWN

TRANSPIRATION

OBSERVATION

DATA CONNECT + SELECT

IN CONTEXT

AUTOMATION

FAST / REAL TIME

ONGOING

RAPID ITERATION

FLUID & DYNAMIC

DIALOGUE

INDIVIDUAL

CO-CREATION

CONSUMER INSIDE

INTEGRATED 

ACCESSIBLE & INTUITIVE

ACCELERATOR

INSPIRATION
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TARGET 
MARKET

LEAD USERS

INNOVATE 

HERE 

PRODUCERS

OPERATE

HERE 

Looking ahead of market 
trends & needs
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Valuable 

consumer 

problem to 

solve

Convenient

user experience

Alternative 
innovation
strategies
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Slow No guaranteesExpensive

The problem?
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ELECTRIC 
HYDROFOIL

FOIL 
PUMPING

AQUA 
SKIPPER

DRONE
SURFING

Find the 
insight
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Partnering with MIT
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The pilot
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Multi-step 
process
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Multi-step 
process
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Multi-step 
process
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ELECTRIC 
HYDROFOIL

FOIL 
PUMPING

AQUA 
SKIPPER

DRONE
SURFING

Multi-step 
process
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KITE SEAT FOR

DISABLED PEOPLE

Some improvements
some radical changes

DRONE

KITESURFING
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HIGHLY SCALABLE 

ALGORITHMS

NEED-SOLUTION 

PAIRS
FASTER & CHEAPER

SCIENTIFIC, 

EVIDENCE-BASED

Benefits of
this approach



Voice assistants:

leveraging the power of voice



Passive:

accessing in-the-moment for 
deeper and more valid insights
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NFC

SENSOR



GEO

LOCATION



GEO LOCATION
BRINGING THE HERE AND NOW



MIXED REALITY:

BRINGING REALITY 
TO CONCEPTS, 
ENVIRONMENTS 
AND SITUATIONS



KEY RESULTS



What is 
reality?

41



Context is key
We need to focus on bringing reality to life. From concepts, environments and situations

42
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Understanding emotional engagement of

theatre, live cinema screening and VR experience
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Is the emotional 
engagement of watching a 
play live at the theatre the 
same or different watching 
it streamed live to cinema, 
or in fact via VR

The Question
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Emotional engagement - measurement

In the moment
Participants wore a heart rate monitor fitted on their 
wrist throughout their experience.  The device also 
provides a time stamp.

Immediately post performance
Immediately following the performance participants completed 
a short recall interview which included: video questions 
(analysed using text and voice analytics - to understand 
strength reaction and engagement), sentence completion
questions, anchored closed questions and then some specific 
questions for the cinema and VR test cells to understand if at 
any point if they felt like they were actually at the theatre and 
then for what proportion of the performance they felt this.
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Heart rate response at key moments
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Individuals heart rate and key moments during the performance

Laughter 19:34-19:39

Lavinia’s attack 

20:08-20:12
Start of 2nd half 

21:09

Cardboard box 

scene 21:57-22:06

Both the ‘fight or flight’ 

response to threatening or 

sudden events and the 

physiological effort associated 

with laughter can be seen to 

raise heart rate across the 

performance
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Titus Andronicus raised heart rates to a level 

equivalent to a cardio workout of 

5 minutes
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VR creates a sense of 

presence
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A VR participant kicked off his shoes and then went to 
look down at his feet, and jumped when he didn’t see 

his legs/feet

Illustrating that he had forgotten where he was
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Many of the VR participants laughed and clapped during 
the experience



VR and AR Shopper Experience

Participants engage with a live consumer environment so we 
can understand in-the-moment decision making

Participants enter 
a VR 

supermarket

They’re asked to 
look to complete 

a shopping 
journey e.g. 

buying for a night 
in with their 

friends

They then go to 
checkout to pay 
for their products 
& complete end 

of journey survey

Participants’ 
behavior helped 

the client 
understand how 

they make 
choices in the 

moment



AR Package & product concept testing



Persistence



It is not the strongest of 

the species that  

survives, nor the most 

intelligent that survives. It 

is the one that is most 

adaptable to change”
Charles Darwin



The challenge for all leaders–

TRY SOMETHING NEW



Thank you
ben.page@ipsos.com

benatipsosmori


