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IPSOS KNOWLEDGE CENTRE: THE DIRECTORY

The Ipsos Views programme presents Ipsos’ latest thinking and analysis through a series of general and
specialist white papers. We also produce reports, country profiles, and the Ipsos Encyclopedia. This
interactive documents provides direct access to the full range of material available.

TOPICS RESOURCES TO EXPLORE

Ipsos Flair: in-depth reports
providing detailed analyses of
various countries.
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lpsos Update: our monthly
round-up of the latest research
and thinking from Ipsos teams
around the world.
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CONSUMER & SHOPPER

This white paper sets out the
definitive Ipsos View on how brands
can grow, or halt decline, building on
our latest research and thinking. It
aims to help clients in their quest to
answer the ultimate question: 'What
makes a brand successful?'

Ipsos Knowledge Centre

Brands Don’t Buy Brands -
People Do

Businesses want to know how they
can grow their brands. This is a
simple question with complex
answers. And it all starts with
understanding people in real life —
how they choose brands. We look at
how you can influence them to
choose your brand more.

IPSOS

VIEWS

Black Friday: The story so far

By Tim Denizon

A history of this prominent date in the
retail calendar. We identify some
successes (and failures) experienced
along the way, and some thoughts on
what the next few years might bring.
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https://www.ipsos.com/sites/default/files/2016-10/Building_Stronger_Brands.pdf
https://www.ipsos.com/sites/default/files/2016-09/Brands_Don't_Buy_Brands.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-11/Black_Friday_2017.pdf
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Douwe Rademaker | Marco Vriens
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In this white paper, we describe an
alternative “incremental” approach to
decision-making that’s in tune with
the pace of business in today’s
rapidly changing world.

Ipsos Knowledge Centre

An Efficient Alternative to
Concept Optimization _

You’ve narrowed down the best
insights, benefits, and reasons to
believe to include in your concept.
What you need to know is: which
combination of these elements will
yield the greatest consumer appeal?

This paper will help you on your way.

Lee Markowitz

Breakthrough innovations are critical
to future success because they can
yield more than double the returns of
non-breakthrough innovations. We
look at how to avoid making the
wrong choices and missing out on
their potential.
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https://www.ipsos.com/sites/default/files/2017-01/Incremental_vs_Monumental_decision_making.pdf
https://www.ipsos.com/sites/default/files/2016-10/Don't_Let_Promising_Breakthrough_Innovations_Die.pdf
https://www.ipsos.com/sites/default/files/2017-03/Concept_optimization_Digital.pdf
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#NotaJoke. Branded Make your brand rock Is Love All That Matters?

Entertainment Oscar Style 5 tips to rock your communications
Eleanoe Thornton-Fukdn & Lesh McTierman using multi-touchpoint campaigns Gillen Drewet

o Amaud Debia c
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There ie & lot going on in the mind of someone choosing & brand, all this activity s taking place

Branded entertainment made an To succeed, brand communications The relationship status between

appearance at the Oscars in 2016. must reinvent itself to even get a people and their brands should, like

An introduction to the world of chance to earn people’s attention. human relationships on Facebook,

branded entertainment and how you They need to rock. Literally. sometimes be labelled “It's

can win at it. complicated”. We look at the lessons
to be learned from the Marmite brand
communications heritage.

Ipsos Knowledge Centre
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https://www.ipsos.com/sites/default/files/2016-12/Is_Love_All_That_Matters.pdf
https://www.ipsos.com/sites/default/files/2017-03/NotaJoke-Branded_Entertainment_Oscar_Style.pdf
https://www.ipsos.com/sites/default/files/2017-05/Rock_your_brand-Connect-08.06.17.pdf
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Reality check

Drive growth, by understanding the
reality of how people choose brands

Keith Glasspoole

The pace of technological and social change is bewilderingly fast. In the world of
brand and communications, we fesl this particularly keenly, with the digital revolution
" acok

y to connect
At the age of 45, | am not partculary Oid — and yet when | smbaried on My career in e Mid-
10008, meant rying . and “social
Networks” meant 18 peopie | met in 1he pub.

S0, when age-reiaed epresSion reatent 10 Set i, and | am tempisd 1 writs mysek 0F as a
anosaur, t & comiortng 0 remembar #nat peopie and her benaviour doN't changs as fast as
technology doss.

Criticaly, y categoriss, sampe,
back in the Mid-1090s, | woukd Not Nave had e-Commerce apps inctalled on My Smarkehons,
alowing M8 0 Order My grocenes at 16 ouch of a button. INJBed | woWaN't have kNown wnat
YO Meant Dy “app" or “SManpNoNG”. However, whan My grocenes reached e kichan, | was stil

g em 100 now. (A Sighty Detter quality Chef f16ce.
daye. panaps;

So, whit grocery brands have @ kot Of New ways in which 1 gan my attsnton, and influence my
£hi0s — he underlying facors drving My COICe have Not Changsd. | know hat partoutar brand
©f brown Sauce St tasies great on a bacon sandwich, and $hat expenence will Stay loaged in My
mental Network for inat brand, regardiess of 76 fact that | can order & 0Niine 11600 Gays. AS long as

The pace of technological and social
change is bewilderingly fast. In the
world of brand and communications,
we feel this particularly keenly, with
the digital revolution transforming
the way that brands seek to connect
with people.

Ipsos Knowledge Centre

Are you leveraging
your path to purchase
as a path to growth?

To help gain an understanding of
today’s retail opportunities, we need
to define a clear framework of the
path to purchase and identify what
needs to be influenced to help
marketers and retailers develop a
successful path to purchase strategy.

Future-Proof Your Brand

In this white paper we discuss a four-
step Ipsos Brand Future-Proofing
approach to formulate and execute a
brand growth strategy in a disrupted
category.
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https://www.ipsos.com/sites/default/files/2017-06/Reality_Check- 14.06.2017.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-11/Future-Proof_Your_Brand_11.17.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-10/Ipsos_Marketing-Path_To_Purchase.pdf
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Getting Sticky
Emotional attachment
and profitable customer
relationships

Brand managers want emotionally
attached customers. They know
intuitively that an emotional
connection is a ‘higher level’ of
relationship; it equates to more
valuable customers — customers who
stay longer, spend more and
recommend the brand to others.

Ipsos Knowledge Centre

re’l,fail Welgle

Failing to leverage an omni-channel
approach to mystery shopping
represents a dangerous “blind spot”
that could have costly ramifications —
particularly as it relates to reducing
customer churn and increasing
conversion, satisfaction, sales and
lifetime customer value.

Designing a
‘Smarter’ Mystery
Shopping Program

Seven Steps to Success

Research studies show that brands
which put the customer first and
deliver a superior experience relative
to their competition achieve greater
customer loyalty, higher profits and
better returns for shareholders. We
set out the essential building blocks
for a mystery shopping program.
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https://www.ipsos.com/sites/default/files/2017-02/Getting_Sticky-Feb_2017.pdf
https://www.ipsos.com/sites/default/files/2017-07/Mystery_Shopping_Digital.pdf
https://www.ipsos.com/sites/default/files/2016-07/Omni-channel-Thought-Starter.pdf
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Which text-analytics
tool is right for you?

So, you have your unstructured data
in hand. Now what? How do you get
started? There are so many tools out
there - which do you use?

Ipsos Knowledge Centre

Why the-auternated. brain
of text|analytics still needs
a human heart

This white paper reminds us that
most text analytics projects involve a
combination of fully automated and
analyst-driven techniques. The
balance between these techniques
will depend on the nature of your
guestion.

The guestions to ask

The number of text analytics tools
has proliferated. The market is no
longer concerned about accuracy and
is more about ensuring the outputs
will fit your needs.
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https://www.ipsos.com/sites/default/files/2016-10/Making_the_Most_of_Text_Analytics.pdf
https://www.ipsos.com/sites/default/files/2016-09/Getting-Started-in-Text-Analytics.pdf
https://www.ipsos.com/sites/default/files/2016-06/005.1_Decisions-Decisions.pdf
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Avoiding the pitfalls and delivering
better insights

Successfully unearthing text analytics
insights does not need to be
complicated. In this paper, we set out
some of the potential risks involved in
starting a text analytics project,
including the best ways to avoid
these to ensure the results deliver
action-orientated insight.

Ipsos Knowledge Centre

How lpses Loyalty
appliestext-analytics

Text analytics plays a key role in
Enterprise Feedback Management
(EFM), which is about collecting and
reporting customer feedback within
organisations in real-time to drive
action and growing at a very rapid
pace.

The key tenets of the roadmap for
target-setting success, addressing
the importance the right overall VOC
(voice of customer) measures and
laying the right foundations.
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https://www.ipsos.com/sites/default/files/2016-06/008.1_five-top-tips_feb2016.pdf
https://www.ipsos.com/sites/default/files/2016-07/Dont_Kill_Analyst-Feb2016.pdf
https://www.ipsos.com/sites/default/files/2017-02/Target_Setting_Analytics-Feb_2017.pdf
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Healing the Pain

Jean-Frangois Damais | Roger Sant

customer_ onalty

This paper introduces the concept of
‘Smarter Closed Loop Feedback’,
helping companies maximise the ROI
of customer feedback programmes. It
explores the importance of
responding well to bad experiences
and looks at how this can actually
boost customer loyalty.

Ipsos Knowledge Centre

Smarter Closed
Loop Feedback

Jsan-Frangois Damae | Roger Sant A

In Smarter Closed Loop Feedback,
we explore how to optimise the
design of Enterprise Feedback
Management (EFM) and Voice of the
Customer (VOC) programmes to
maximise the ROI and reduce
customer complaints and churn.

Are Your Customers
Working Too Hard?

Customer'Company Effort Ratio
to maximise Loyalty

Ipsos’ research has found that over
half of customers believe they are
working harder than companies to fix
problems following a complaint or
incident. This white paper outlines
what companies need to do to
optimise the Customer: Company
Effort Ratio to maximise Loyalty.
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https://www.ipsos.com/sites/default/files/2016-07/Smarter_Closed_Loop.pdf
https://www.ipsos.com/sites/default/files/2016-07/Healing_the_Pain-Feb2016.pdf
https://www.ipsos.com/sites/default/files/2016-06/004.1-Customers-Working-Too-Hard-Feb2016.pdf
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Brand Purpose:

What's the point of you? Getting Brand Assets Right

Leveraging your distinctive brand
identity to grow your brand

Audience Measurement 5.0
Pushing the Boundaries

Brand purpose has been one of the most hotly debated  substance. It s therefore a good time to also examine the

marketing topics of the last ten years, celebrated as @ concept of brand purpose with a level head and from the

business modal for growth and debunked as cod cuateqy  percpective of wht realy rves Drand growen — peop.
in equal

Behaviourally, people are more indined to punich than
its fair share of global brands

3 n ° Ikeiy 10 be dredged up

repsatsdly and shared in ad fail compiatons. Sony has.

are-writs of es brand marke! ] mayboo had a poitically i coﬂw brboarc ad from 10+ years o0
Suct nilation_alonaside mora recer

In this white paper by Andrew Green, Brand purpose has been one of the In this white paper, Steven Naert

he looks into the five ages of audience most hotly debated marketing topics of ~ shows how Ipsos has developed a

measurement, with a focus on the most  the last ten years, celebrated as a new approach that helps clients

recent, and the five core principles business model for growth and prioritise a set of unique brand assets

underlying this evolution. debunked as cod strategy in equal that strengthen the brand and which
measure. can then be reinforced through

communication, packaging, etc.

Ipsos Knowledge Centre
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https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-12/audience_measurement_5.0.pdf
https://www.ipsos.com/sites/default/files/ct/news/documents/2017-12/Brand_Purpose_2017-Ipsos_Connect.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2018-01/getting_brand_assets_right.pdf

The Rise of Fakism
From fake news to hacking advertising...
and that Dove advertising hack

O DISREORMATION
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It should not 58 any wonder anymore for any marketer  Indeed, Fake News. a CONCept introduced by Donald
that advertising and craativty thrive on echoing real e Trump durng he 2016 US Presidental campaign, has
trenas o gat peopie’s attention and engage. Thus SN0t DECOME 2 COMMON CurranCy 11668 days. Fake News takes
a surprice 0 566 5o many of this year's Cannes Creativty  many forms, far beyond postcal propaganda, despe it
WiNNGrS 6MOracing e CONCapt of fake News n theirown  DENg Put t0 LS S year Dy Mr Tump, Ms Ciinton, km
special way. Jong Un. Viagimir Putin, Emmanusi Macron, Marine Le

Pen, 1 precs (sl 798 to Gaets any Of tne above that

This thought piece investigates the rise
of ‘fakism’ in advertising and how
brands are using — and in some cases
misusing — the concept for their own
ends.

Ipsos Knowledge Centre

There is a better way:
Moving beyond the claims of fast, good
and cheap digital measurement to

help build stronger brands

In this latest white paper by Andrew
Bradford, digital measurement is under
the microscope, and specifically the
challenges facing clients today.

Breaking the Stereotype:

Empowering women in advertising in developing markets

Pinaki Banerjee

Given the role that they play in deciding on the everyday  For example, Nirma, a laundry powder brand in India,
brands used in households, women are central  showcased the impartance of clean clothes for family to
r.haracxem in many advertisements. Tradiionally in  gtand outin a crowd’.
developing markets, stereotypes were often used

m pon ay the role women played. Most advertisements F“"'“‘B'f a couple of decades have passed, and some
were centered around activities performed by women
at home 1o make the family happy, portraying their advemng n uevatm‘g malkais At launched ther “Is
dependency and not making any important decisions.
While growing up, when TV was the most dominant  typical ﬂﬂmmwaswmmb'msmswas
media, every commercial break out would show  followed by their Cannes Lions winning “Share the Load”
agvertisaments with_yomen _either doing laundry o ampaion which not ool achieved results for the branc

This thought piece points out that
while stereotypes are a reality in
society, nearly half of women
surveyed agree that TV commercials
show too many outdated gender
stereotypes. Advertisers need to
seize this opportunity and portray the
true roles they are playing today.
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https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-11/Fake_news-2017.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-10/Ipsos-Connect-There-is-a-better-way_Digital.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-10/Breaking_the_Stereotype-10-2017.PDF

It’s About Time:

Advertisers need metrics across
platforms and media. Reach and
frequency have long been at the
heart of media trading and evaluation.
Yet the link between these metrics,
potential exposure and cut-through
varies between media. So, what other
metrics should be considered?

Ipsos Knowledge Centre

Emotion, Attention and
Memory in Advertising

Gailynn Nicks and Yannick Carriou

How can brand campaigns leverage
the interplay of attention, memory and
emotion to influence people’s
choices? A comprehensive overview
of the issues at hand.

Diamonds are
No Longer Forever

Gallynn Nicks and Yannick Carriou

REAL%IS RARE

REAL 1S>ATDIAMOND
| AT

The Diamond Producers Association recently
. They
tothe of
Millennials. This is a group for whom “forever” is a
meaningless concept along with tradition, eternity
and commitment. Their focus is the journey, not
the destination.

The new theme is about honesty, authenticity and truth,
‘saparating the faka from tha real. The campaign moves
away from "A Diamond is Forever* which was used by
De Bears from 1047, 1o the new, “Real is Rare. Realis a younger i i

Diamond" theme. It is a thoroughly emotional campaign tionships and 1 adapt

at every lavel and leverages storyteling in both traditional

2 dil ot So, how can brand campaigns today levarage the

interpiay of attention, memory and emotion 1o influsnca
In some ways diamonds symbolise the dlemma of peopla's choioas?

The Diamond Producers’ Association
recently released a new set of ads.
They reintroduce the idea of
diamonds to the relationships and
aspirations of Millennials.
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https://www.ipsos.com/sites/default/files/2016-12/Its_About_Time.pdf
https://www.ipsos.com/sites/default/files/2016-11/Emotion-Attention-and-Memory-in-Ads.pdf
https://www.ipsos.com/sites/default/files/2016-10/Diamonds_Are_No_Longer_Forever.pdf
https://www.ipsos.com/sites/default/files/2016-10/Diamonds_Are_No_Longer_Forever.pdf

A Prognosis for
Programmatic

“Programmatic” media buying can be
defined as the use of software
programmes to buy advertising
space. The software replicates and
automates what, in some media, can
be a lengthy manual process. We
review the landscape.

Ipsos Knowledge Centre

Adam Sheridan | Agnes Gilbert

Programmatic buying has led to a
revolution in advertising. These
cloud-based platforms allowing the
automated buying and selling of
digital advertising have come with the
promise of near nirvana; but at what
cost?

Andrew Green and Daniel Blackwell

This white paper separates myth from
reality by highlighting the ‘perils of
perception’ in the communications
world. We look at whether or not the
decision-makers in advertising are
thinking and acting in line with the
people they’re advertising to...
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https://www.ipsos.com/sites/default/files/2016-09/Feeding-the-Machines.pdf
https://www.ipsos.com/sites/default/files/2017-01/Confessions_of_the_Admen.PDF
https://www.ipsos.com/sites/default/files/2016-07/AdBlocking_Purgatory.pdf

Micro-target or target
everyone?

Balancing reach with precision in your media strategy

The Age of the Algorithm

Andrew Green and Mario Paic

Andrew Green

What Is the best way to get the right amount of Foor it your compaTions v misking bater uso of naw
big tings" than you am. Foar, ahove of, of baing 5oon a5
are seduced by the promise of micro-targeted bohind tha cuna.

precision theough digital media spend. Others

This soar has lod 50mo Marnkters ko deckscns which,
90 broad and target everyone. What is the right wih hindsight, they might congldor msh - honce the
balance for your brand? Frustrating though it may RCHNt COMMOnts by what i th perhape the most rlabie
e =the mnewer s R depends”. bobwotner of achertioer Hirking.

Marc Prtchard, chiot brand oficer of Procter & Gambe,
for (M0s chanpoea and ovolas, thar varaga %.num 5 on WO QUORT I & FOCeNt IMorviow as Iolows:
tha cocira.’

S0, 1'% 00 zurproe that, et o o soon medis Laled
congumans Thoy M 1AHEtNG, MAions &9 sUbect ©

What is the best way to get the right Some predictions for the future of In this white paper we investigate
amount of reach and the right audience measurement, including how:  how data science techniques are
precision? Some mar_keters are - panels will remain paramount being used in the media . .
seduced by the promise of micro- measurement world to provide clients
targeted precision through digital media ¢ out-of-home measurement will be with better quality information while
spend. Others go broad and target enriched by mobile ‘Big Data’ keeping the burden on respondents
everyone. Whatis the right balance for . new cross-platform metrics will to a minimum.

your brand? emerge

Ipsos Knowledge Centre
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https://www.ipsos.com/sites/default/files/2017-06/The_Age_of_the_Algorithm-06.2017.pdf
https://www.ipsos.com/sites/default/files/2016-08/Audience-Measurement-in-the-Data-Age.pdf
https://www.ipsos.com/sites/default/files/2016-10/Micro-Target_or_Target_Everyone.pdf

Advertising, Reality,
the World - according to
Pokémon Go

Amaud Debia

Pobémon Go has bean this summar's most striking global
5U000ss slory, gossng more then $440 millon In two
monthe. Businecs andysts and moble game specialsts
#ame Fokémon Go's masons for suocees in femms of
technology - augmented realty mads widely avalabio. The
Fuman side 10 112 5UC00es was many pecple's nostalga for
chidhood Poleimon fun.

@ Vulpix  ¢c2190

Eut & t more han that? Doss Pokémon Go st at the
confh. ho word
In 20167 Can Pokémon Go Husyat how brands could best
angwar pecple's cTent aspratons?

trands that ol have a

achantage, as i Pokiman Go and other recent ground
broskors (selocted among this year's Cannes Advertsing
Featval winners)

T ———. % ’
- 4 ME

ars ]
F’lr*,'-
k

s0fies and twoeting. Many oslebriios 0 tho nows auempiy
ME focuzed seff-adverizement, #om Cristiano Ronaldo o
end Twiter addict, Donald Trump, whose poltical agenda.
largely revohves the cult of Donekd: ‘part of the boauty of mo
s that I'm raakly ich’.

Ancther recent example & Under Ammour, which hes

. ©
» suoceastuly hamessed e cut of ME, both mentaly end
@ physkoady, t be salent and strengthan thek relaonship

40 -

with pecpla. From Gisdle Birdchen, 1o Michast Pheips, the

Who else is Going for Gold?

Sponsors join athletes aiming for the podium

The Reality of Rio

Was this really #Apocolympics Now?

Who eise is Going for Gold?
Jobv Hadwa!

The bar was set on August 12, 2012
The numibers were: 3.6 bifian, 100,000, 500 and 220.

To sat the context, acoording 10 the 10C Marieting Fepart
for the London 2012 Games. the giobal reach wes 38
biflon, wih over 100,000 hours of oortent on mare than
500 channels acoes 220 oountries. Those fgures do ot
Includo the 19 bilon

ar 19 2,700 hours of e or an-demand YouTube content
(geneming 505 milkn views from 64 tertioriod. The
Histoioal cortiet ks even more dramatc: the 1948 London
Games rached ~500.000 most wihin & §0-mie
machus o the clty wih ~60 hours of content.

Tt takes someons sroag

Or wers the Games the catalyst for a fresh look and a new

remained unsold just prior to the opening ceremories, with
- D

crganisers,
aihistes that reflects the participative nature of brands and
citizenship in the connected world?

#Apocolympics has certainly been one of the trending

have meant audiences have booed medal cersmonies

~ taking on the role they feit the 10C should have played;

sponsors have feit cbiiged to spask out when they woukd

typically stay quist. Furthermore, there was a Twitter storm
: i

the Games,
of the Olympics. In Apocalypss Now a mad man (Kurtz)
creates his own renegade amy, a movie based locsely on
Joseph Conrad's "Heart of Darkness” and using many of the
themes from T.S. Eiiot's “The Holow Men".

A ot has happened since London 2012 Economic
concams about Brazil and the cost of the Games have kept
the sponsor’s approach muted while the Zika virus meant

over pejorative reporiing on female athietas
despite this being the mast successful Games ever in terms
of femals participaion. One way or another pecpls have
spoken and the power of their voices hes been felt

Gicbal ardl

10 face up to thess new realities. After seling more than

US §1.2 Bilion in advertising, NEC Universal faced lower
than expected ratings throughout ths games with several

Does Pokémon Go sit at the
confluence of new trends shaping
advertising and the world? Can it
illustrate how brands could best
answer people’s current aspirations?

Ipsos Knowledge Centre

Before the 2016 Summer Olympics,
we took a look at the other battle for
supremacy. The one away from the
athletics track and the swimming pool
— the one involving the big brands
and their sponsorship and
advertising.

Were the 2016 Olympic Games really
#Apocolympics Now? Or were they
the catalyst for a fresh look and a
new tone to the link between
sponsors, organisers, audience and
athletes that reflects the participative
nature of brands and citizenship in
the connected world?
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https://www.ipsos.com/sites/default/files/2016-09/Advertising_Reality_World-According_To_Pokemon_Go.pdf
https://www.ipsos.com/sites/default/files/2016-08/The_Reality_of_Rio.pdf
https://www.ipsos.com/sites/default/files/2016-08/Who-else-is-going-for-gold.pdf

Christmas in Cannes
Lions praise Penguins

Christmas in Cannes
Bearcr Tertr £k & Lash McTlaman

fod 1 an “"ana race:” Shartly
ao0d thowr annual Thet

mnumwnmwmmmnmwnu«mummwwrus
7 Tho Day

bogna
fuma o wator cocker

chan of upmarket rtment

Lol i o gt e st cona RONTYS
ey tid Deck 1 the wondor of the holday and if
©cousel how John Lawe can play an natnumental me

Not to be outdone by the Super Bowl
held every winter in the USA, the UK

has its own annual advertising event.

Shortly before the holidays the buzz
begins as advertisers, primarily large
retailers, seed their annual holiday
creative online.

Ipsos Knowledge Centre

Passive Simplicity
The Future for TV & Radio
Audience Measurement

In the field of audience measurement,
the greatest understanding comes
from observations which have the
least impact on behaviour. This paper
explores the opportunities for
evolving these systems towards
better measurements for the future.

Using Social Intelligence
for a Sharper Vision of
Your Brand and Category

By Inga Havemann

Category dynamics ars in constant mation. New entranta come in, sstablished bronds

and blurring. For sxampie, large hotal chain ;mbangmmmbymhm
“athlsisure” wear:
] s ia th

Marketers need to understand the category's dynamics to optmaly poston themsehves and
ly. To do this, they
mtmma are definng todsy’s markets, As researchers, mmmwmmnmm
strategic tooks

brand & mwmmmmnmmmmlmmnmam

In this thought piece, we look at how
we can build market structure maps
using social media data. Negative
events can erupt that impact how
consumers view the brand,
competitive brands, and how

the category is defined.
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https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-08/Passive_Simplicity.pdf
https://www.ipsos.com/sites/default/files/Christmas-in-Cannes.pdf
https://www.ipsos.com/sites/default/files/2017-07/Ipsos_Marketing-Social_Intelligence.pdf
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NEW METHODS & TECHNIQUES

October 2017

IPSOS

VIEWS

Device Agnostic:
Why You Need to
Transform Now

By Frederique Alexandre, Cecile Carré,
Allyson Leavy, Jim Leonick

Migrating to device agnostic is not
just about using a new technical
platform; it requires a new way of
thinking about research. This paper
looks at how we can adapt traditional
surveys to stay connected to
consumers.

Ipsos Knowledge Centre

June 2018

IPSOS

VIEWS

Is the Behavioural Lens
Qut of Focus?

How to make behaviour
work in CPG, financial services,
technology and retail

In this white paper, we look at
behavioural science and show that
the lens we use is often out of focus
A simpler and clearer view of how)
behaviour works is needed, informed
by various areas of behavioural
science.

June 2017

IPSOS
VIEWS

The role of surveys in the
age of behavioural science

g

We go on a tour of how behavioural
science techniques are being applied
to market research practice, looking
particularly at how they can be used
to improve and refine survey-based
programmes.
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https://www.ipsos.com/sites/default/files/Ipsos_Views-Behavioural_Lens.pdf
https://www.ipsos.com/sites/default/files/2017-06/The_role_of_surveys_in_the_age_of_behavioural_science.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-10/DA_WhyYouNeedToTransformNow_Oct17.pdf

July 2016

Februzry 2018

IPSOS IPSOS
VIEWS VIEWS

Clearing the Fog Ethnography: An Unfiltered

on Neuroscience View of Reality

By Elissa Moses. . . 8y Olliver Sweet
CES, ipsas Neuro and Behavioura! Soiance Centre Head of Ehnography

This paper provides an essential Big Data has become a feature of Ethnography is a research method

briefing on the subject, addressing many workplace discussions about made for investigating cultural

some of the misunderstandings strategies and business plans. This practices, rituals, consumer

around what neuroscience is and white paper provides a guided tour, behaviour, routines and social norms.

what it can and can’t do. including a definition, characteristics This paper provides an introduction
and types of Big Data, and how it on its applications to market research
should (and should not) be used. today.

Ipsos Knowledge Centre
GAME CHANGERS


https://www.ipsos.com/sites/default/files/2016-06/020.1-Neuroscience.pdf
https://www.ipsos.com/sites/default/files/2016-06/006.1_BigData_March2016.pdf
https://www.ipsos.com/sites/default/files/2016-08/Ethnography-An-Unfiltered-View-of-Reality.pdf

IPSOS
VIEWS

Lost in a data jungle?

Nurture your research ecosystem
to find your way out

By Fiona Moss
Resgarch Directar-

Do your tracking studies feel more
like jJuggernauts than nimble research
vehicles? Are you drowning in data
but still left with unanswered
questions? This white paper can help
you to find the answers you need.

Ipsos Knowledge Centre

Do we still need to ask questions?

Is it the end of surveys as we know it? Or do they still play a
meaningful role in managing and growing brands?

Frangois Guérin and Charlie Ballard

‘When Arthur Sadoun became CEO of Publicis, the workis third largest communicatons group,
sarly June, Nis initial comments were, “This is a race. 152 ra0e to ba relevant™* He's not wasting
me. His announcement during the Cannes Lions Festival of tha Gevelopment and proritzation of
Marcel, an Articial Inteliganca (A1) -powered “professional assistant’, for mora than a year over all

awards, Thsistoba
expectsd from Cannes: & tepot i
‘whare the industry Should b going. Beyond the buzz from Cannes, this announoemant refiedts the

y
inGustry. The increasing Presence of and recogniion of data Griven Campaigns at Cannas (Hps:/

‘Whils Greativity ramains a powerful 1001, Pamaps Mors valuabie than bafors, iers is NO doudt hat
‘Gata and technology are changing the way brands inferact, 8Ngage . and CommMunicate witn
peopie. Tne Market Research industry is NOt immune 1o the shift. For example, in 2016, Esomar
taunched its Big D: it5 20t annivercary.

Tne growih of behavioural SCENCS, he CevelopMEnt of New Passve echNques, and e growing
i i SOUrCes for Marketers
to gatner insights about their brands and communicatons.  Witn all his rich information, one can
&ven wonder does market research still need to ask questions of people? Or, is asking
questions becoming old-fashioned?

Is it the end of surveys as we know
it? Or do they still play a meaningful
role in managing and growing
brands? There is no doubt that data
and technology are changing the way
brands interact, engage with, and
communicate with people.

Device Agnostic:
A Researcher’s Guide

Drawing on recent Research on
Research, this paper explores the
trade-offs associated with length of
surveys on mobile. Based on the
findings, it suggests 20 minutes as a
maximum limit and representing a
good compromise across all
measures.
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https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-08/Do_we_still_need_to_ask_questions.pdf
https://www.ipsos.com/sites/default/files/2016-11/Lost_In_A_Data_Jungle-Nov-16.pdf

Virtual Reality (VR) has been around
for at least a decade but has not yet
hit mass adoption. This new white
paper explores why, and what the
future holds.

Ipsos Knowledge Centre

Sensory Spatial
Segmentation

inho Cho | Josef Zach

Consumer-based preference
segmentation studies can be complex
and costly undertakings. Prompted by
this, Ipsos has developed a new
approach — Sensory Spatial
Segmentation (SSS) — to deliver a
segmentation solution on a smaller
incomplete test design.
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https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-10/Virtual_Reality-2017.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-12/sensory_spatial_segmentation-2017.pdf
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Perils of Perception

5 Bobby Duffy
Globs! Director, fosos Sooal Research Instifufe

A checklistior successful gorporate
sustainalility programmes

How accurate are people in How did Donald Trump manage to This white paper explores the
estimating a range of key social confound so many pundits, observers benefits that corporate sustainability
realities? This international survey and critics, who failed to anticipate his or social responsibility programmes
shows just how wrong we often are. rise to the Presidency? have beyond being a responsible

member of the global community.

Ipsos Knowledge Centre
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https://www.ipsos.com/sites/default/files/2016-06/015.1_PerilsOfPerception_March2016.pdf
https://www.ipsos.com/sites/default/files/2016-09/Its_Nativism_Explaining_the_Drivers_of_Trumps_Popular_Support.pdf
https://www.ipsos.com/sites/default/files/2016-08/Doing-The-Right-Thing.pdf

UNDERSTANDING
SOCIETY

Bringing together leading Ipsos
experts, this collection of papers
looks at the state of opinion polling in
the world today.

Ipsos Knowledge Centre

UNDERSTANDING
SOCIETY

UNDERSTANDING
SOCIETY

This edition examines the state of
health at both a national and global
level, drawing together some of the
research carried out in 30 countries,
across 5 continents.

In this special edition of
Understanding Society, the Ipsos
Social Research Institute brings
together a wide range of influential
voices to explore the major political
and social shifts around the world.
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https://www.ipsos.com/sites/default/files/2016-07/Understanding-society-death-of-polling-may2016.pdf
https://www.ipsos.com/sites/default/files/2017-02/Understanding_Society-Global_Attitudes_to_Health-Jan_2017.pdf
https://www.ipsos.com/sites/default/files/2017-07/Understanding_society-beyond_populism-2017.pdf

Opinion Polls:

Henri Wallard

The last year has seen opinion and
election polling subjected to both
criticism and praise. Here we review
the evidence, looking particularly at
recent experiences in the US, UK,
France and the Netherlands.

Ipsos Knowledge Centre

This in-depth publication from the
Ipsos Public Affairs team provides
answer to some frequently asked

guestions about corporate reputation,

CSR, and how we help clients to
avoid crises.

June 2017

IPSOS
VIEWS

What Worries the World

By Michael Clemence and Harriet Fowler

Aggregate analysis of the flagship
Ipsos survey using a full year’s data.
Unemployment is the issue people
around the world worry most about,
but concerns in large emerging
economies about the environment
and cost of living, seems set to rise.
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https://www.ipsos.com/sites/default/files/2017-06/What_Worries_the_World-Ipsos_Views.pdf
https://www.ipsos.com/sites/default/files/2017-06/Opinion_Polls-21.06.2017.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-08/Reputation_Centre_FAQs-190717.pdf

SOCIETY & POLITICS

The cybercrime threat ot 017

to corporate reputation W

VIEWS

The Future of Mobility
On the road to driverless cars

Peter Otio

With a number of high profile attacks At a time when technology has the
bringing cybercrime to the forefront of potential to change the way we travel,
corporate minds, this while paper this new white paper reveals global
investigates the threat to company consumer attitudes towards the
reputation. prospect of fully automated cars.

Ipsos Knowledge Centre
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https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-10/Ipsos Public Affairs - Cybercrime.pdf
https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-10/The_Future_of_Mobility.pdf
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https://www.ipsos.com/en/flair-collection

The last year has been marked by a
fluctuating, complex situation, hard
for citizens to decode. There is a
perception that the country’s
economic situation is tending towards
improvement, but not so much as to
truly improve the deep sentiment of
Italians.

Ipsos Knowledge Centre

Currently, Brazil’s situation is hectic.
And, this is not the first time that the
country faces a difficult situation like
this. Some could say this country is
definitely condemned to live like in a
rollercoaster. But, this time, it may be
different.

“Reviving” is the word of the year in
Colombia and in all Colombians’
hopes and dreams. Despite 28% of
the Colombian population living in
poverty, the conditions are conducive
to open a new way.
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https://www.ipsos.com/sites/default/files/2017-05/Flair_Italy_2017-report.pdf
https://www.ipsos.com/sites/default/files/2016-09/Ipsos-Flair-Brazil-2017.pdf
https://www.ipsos.com/sites/default/files/2017-01/Flair_Colombia_2017.pdf

“‘Discontent”, “mistrust”, “pessimism”,
“crime”, “poverty”, “corruption”... The
list goes on. But when it comes to
Mexico, whenever things seem to be
reaching a breaking point, the country
finds a way to stave off the bad and

cultivate the good.

Ipsos Knowledge Centre

"From informality to modernity”
explores the individual facets of the
Peruvian individual, whether as
consumer, citizen, spectator or
employee, with the aim of overturning
stereotypes and thinking in a
profound and innovative way.

“Beyond the concerns”, offers a
unique perspective on the mood of
Thailand. This is a crucial year for the
Thai economy which has suffered
from weak growth.
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https://www.ipsos.com/sites/default/files/2016-06/013.1_Ipsos-Flair-Mexico-2016.pdf
https://www.ipsos.com/sites/default/files/2017-04/Flair_Peru-2017.pdf
https://www.ipsos.com/sites/default/files/2017-02/Ipsos-Flair_Thailand_2017.pdf

For many Brazilians, it's the “Time for
Truth”. Years of political scandals,
government corruption and the
omnipresent “false news” have
become too numerous - people now
trust only themselves to discover
reality.

Ipsos Knowledge Centre
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https://www.ipsos.com/sites/default/files/ct/publication/documents/2017-11/Flair_Brazil_2018.PDF
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IPSOS
ENCYCLOPEDIA

The Ipsos Encyclopedia is a unique glossary

developed for everyone interested in the practice of
market research.

Explore the full directory on our website.
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Ipsos Knowledge Centre
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https://www.ipsos.com/en/ipsos-encyclopedia

IPSOS ENCYCLOPEDIA — EXAMPLES

Facial
Coding

An extract from the
Ipsos Encyclopedia

Facial Coding uses automated
software and webcam capture and
has become one of the most relied
upon methods for quantifying
emotional response to ads and digital
videos used in market research.

Ipsos Knowledge Centre

Concept
Testing

An extract from the
Ipsos Encyclopedia

A concept test is the stage in the
product development process where
a detailed description of a product
(and its attributes and benefits) is
presented to prospective customers
or users, to assess their attitudes and
intentions toward the product.

Sensory
Evaluation

An extract from the
Ipsos Encyclopedia

Sensory Evaluation is a scientific
discipline used to evoke, measure,
analyse and interpret reactions to
those characteristics of foods and
materials as they are perceived by
the senses of sight, smell, taste,
touch and hearing.
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https://www.ipsos.com/en/ipsos-encyclopedia-sensory-evaluation
https://www.ipsos.com/en/ipsos-encyclopedia-facial-coding
https://www.ipsos.com/en/ipsos-encyclopedia-concept-testing

IPSOS
UPDATE

Ipsos Update is our monthly round-up of the latest
research and thinking from Ipsos teams around
the world.

Explore the content on our website.

IPSOS
UPDATE
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https://www.ipsos.com/en/ipsos-update
https://www.ipsos.com/en/ipsos-update-january-2018
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