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glossary developed for everyone
involved in the practice of market
research.
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round-up of the latest research
and thinking from Ipsos teams
around the world.

CONSUMER
& SHOPPER

CONSUMER & SHOPPER

This white paper looks at five
changes we’re experiencing in
shopper behaviour, why it’s
happening and reflects on how Ipsos
is adapting to the situation.

Understanding and explaining how
brands grow is top of mind in the
industry. This new thought piece
presents our research findings into
the importance of ‘more people’
versus ‘more often’

CONSUMER & SHOPPER

Painting a picture of Africa’s
consumer landscape, this Ipsos
Views paper examines topics
including household finances,
shopping, nutrition, brand
relationships and media usage.

In his book, How Brands Grow: What
Marketers Don’t Know, Byron Sharp
asserts that it is penetration growth
and not loyalty that is critical to brand
success. This white paper finds that
Sharp’s work cannot blindly be
applied to innovations.

This paper explains how to judge
what incidents are critical, which
customers are expendable and what
the most suitable, cost-effective
response or intervention will give you
a competitive advantage.

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?'

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.

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.

CONSUMER & SHOPPER

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.

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.

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.

CONSUMER & SHOPPER

Branded entertainment made an
appearance at the Oscars in 2016.
An introduction to the world of
branded entertainment and how you
can win at it.

To succeed, brand communications
must reinvent itself to even get a
chance to earn people’s attention.
They need to rock. Literally.

The relationship status between
people and their brands should, like
human relationships on Facebook,
sometimes be labelled “It’s
complicated”. We look at the lessons
to be learned from the Marmite brand
communications heritage.

CONSUMER & SHOPPER

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.

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.

In this white paper we discuss a fourstep Ipsos Brand Future-Proofing
approach to formulate and execute a
brand growth strategy in a disrupted
category.

CUSTOMER &
EMPLOYEE EXPERIENCE

CUSTOMER & EMPLOYEE EXPERIENCE

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.

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.

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.

CUSTOMER & EMPLOYEE EXPERIENCE

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?

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
question.

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.

CUSTOMER & EMPLOYEE EXPERIENCE

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.

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.

CUSTOMER & EMPLOYEE EXPERIENCE

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.

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.

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.

MEDIA
& ADVERTISING

MEDIA & ADVERTISING

Why is the mood of the crowd so
important? How can it influence the ROI
of your advertising? In this paper we
explore the risks and benefits for the
advertisers investing in communications
for their brands.

In this thought piece, we unpick the
challenge of how to develop creative
ads in dull categories, sharing
examples of successful ads that have
beaten the dull category challenge and
setting out a framework for success in
transforming adversity into a creative
opportunity.

The promise of online advertising was
to deliver more relevant, timely and
targeted communications for the
mutual benefit of consumers and
advertisers. It hasn’t turned out like
that. Yet.

MEDIA & ADVERTISING

In this white paper by Andrew Green,
he looks into the five ages of audience
measurement, with a focus on the most
recent, and the five core principles
underlying this evolution.

Brand purpose has been one of the
most hotly debated marketing topics of
the last ten years, celebrated as a
business model for growth and
debunked as cod strategy in equal
measure.

In this white paper, Steven Naert
shows how Ipsos has developed a
new approach that helps clients
prioritise a set of unique brand assets
that strengthen the brand and which
can then be reinforced through
communication, packaging, etc.

MEDIA & ADVERTISING

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.

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

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.

MEDIA & ADVERTISING

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?

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.

The Diamond Producers’ Association
recently released a new set of ads.
They reintroduce the idea of
diamonds to the relationships and
aspirations of Millennials.

MEDIA & ADVERTISING

“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.

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?

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…

MEDIA & ADVERTISING

What is the best way to get the right
amount of reach and the right
precision? Some marketers are
seduced by the promise of microtargeted precision through digital media
spend. Others go broad and target
everyone. What is the right balance for
your brand?

Some predictions for the future of
audience measurement, including how:
• panels will remain paramount

• out-of-home measurement will be
enriched by mobile ‘Big Data’
• new cross-platform metrics will
emerge

In this white paper we investigate
how data science techniques are
being used in the media
measurement world to provide clients
with better quality information while
keeping the burden on respondents
to a minimum.

MEDIA & ADVERTISING

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?

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?

MEDIA & ADVERTISING

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.

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.

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.

NEW METHODS
& TECHNIQUES

NEW METHODS & TECHNIQUES

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.

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.

This paper presents a framework for
understanding and assessing the
decision-making process, based on
the multi-attribute model.

NEW METHODS & TECHNIQUES

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.

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.

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.

NEW METHODS & TECHNIQUES

This paper provides an essential
briefing on the subject, addressing
some of the misunderstandings
around what neuroscience is and
what it can and can’t do.

Big Data has become a feature of
many workplace discussions about
strategies and business plans. This
white paper provides a guided tour,
including a definition, characteristics
and types of Big Data, and how it
should (and should not) be used.

Ethnography is a research method
made for investigating cultural
practices, rituals, consumer
behaviour, routines and social norms.
This paper provides an introduction
on its applications to market research
today.

NEW METHODS & TECHNIQUES

Do your tracking studies feel more
like juggernauts 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.

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.

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.

SOCIETY
& POLITICS

SOCIETY & POLITICS

With a number of high profile attacks
bringing cybercrime to the forefront of
corporate minds, this while paper
investigates the threat to company
reputation.

At a time when technology has the
potential to change the way we travel,
this new white paper reveals global
consumer attitudes towards the
prospect of fully automated cars.

Every month our What Worries the
World survey series asks people in
26 countries about the biggest
worries for their nation, from a list of
17 concerns ranging from crime to
childhood obesity. This white paper is
a summary of responses from 2017.

SOCIETY & POLITICS

How accurate are people in
estimating a range of key social
realities? This international survey
shows just how wrong we often are.

How did Donald Trump manage to
confound so many pundits, observers
and critics, who failed to anticipate his
rise to the Presidency?

This white paper explores the
benefits that corporate sustainability
or social responsibility programmes
have beyond being a responsible
member of the global community.

SOCIETY & POLITICS

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

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.

SOCIETY & POLITICS

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.

This in-depth publication from the
Ipsos Public Affairs team provides
answer to some frequently asked
questions about corporate reputation,
CSR, and how we help clients to
avoid crises.

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.

IPSOS FLAIR
The Ipsos Flair collection presents a vision of
society founded on observation and interpretation
of the behaviours, attitudes and opinions of people
in a given country. These in-depth reports provide
detailed analyses of the countries.
Explore the full collection on our website.

IPSOS FLAIR

In this eighth edition of Ipsos Flair
Italy, we focus on 10 key points to
report on what's happening in the
country, including the reactions of
Italians and how they feel about their
place in the world.

Ipsos Flair’s purpose is to do justice
to Indonesia by revealing the deep
dynamism of society and the
opportunities offered by its variations
of local and international brands. It is
also an opportunity to discover the
innovation potential of its
entrepreneurs.

A bite-sized version of the full Flair
Indonesia 2018 report.

IPSOS FLAIR

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.

In 2018, the Indian economy will be in
fifth place worldwide, ahead of
France and the UK. Flair India 2018
captures the latest trends and
thinking in this in-depth report.

This year Ipsos Flair explores three
possible developments: a France that
will simmer out of anger at
undelivered promises, shudder at
how fast the world is changing or
quiver with joy at the idea that future
could again mean progress.

IPSOS FLAIR

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.

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.

IPSOS FLAIR

“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.

"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.

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.

IPSOS ENCYCLOPEDIA – EXAMPLES

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.

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 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.

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.
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