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Hello everyone, I’m Menaka Gopinath. I lead the Social Media Exchange at Ipsos, a global market research firm. I’m excited to be here today! 



IPSOS
SOCIAL MEDIA
EXCHANGE

@out uﬂ

We enable brands to get
closer to consumers
through agile, online
research methodologies,
uncovering not only what
you want to know, but
helping discover what you
hadn't thought to ask.
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Before I jump in to the Trend Briefing today, just a quick note on Ipsos and the Social Media Exchange… Ipsos is one of the largest market research and consumer insights firms in the world. The group I oversee specializes in consumer generated research in the form of private, online insight communities, as well as social media intelligence and analytics.




How can science help brands
enhance digital and social
engagement with the next
generation of consumers?

DATA
SCIENCE

STORY
SCIENCE

ADVERTISING
SCIENCE

BEHAVIORAL
SCIENCE
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So for today’s presentation, I’m going to talk to you about some of the digital and social media trends that we’re seeing with consumers. To ground the discussion, we’ll focus on what we’re seeing with the younger generation, namely Gen Z, and discuss how these trends apply to more broadly engaging with consumers as a whole. 

Specifically, we’ll talk about these trends and think about how SCIENCE can help us better engage with consumers in the digital world. 




UNDERSTANDING

4EN 2

“I really don’t think that | can imagine
a world without technology.”

The first truly fast-internet enabled generation

The most connected age group, with 71% online.

Getting a mobile phone is one of the biggest
moments in their lives.


Presenter
Presentation Notes
So like I said, I’m going to focus on research done with the Gen Z audience – defined as people born in 1996 and later. 

They are the first truly fast-internet enabled generation with their earliest memories linked to using technology. 

They are the most connected age group, with 71% online compared with 48% of the total population. 

And they cannot live without their mobile phone. In a recent study we did with Google, we found that getting a mobile phone is one of the biggest moments in their lives only behind graduating from school.

Sources:
Ipsos Thinks: Beyond Binary: The Lives and Choices of Generation Z
Ipsos Gen Pop: You Can Stop Hating on Millennials, Now Make Way for iGen
PBS News Hour – Teens on Being Tethered to Their Phones and Social Media - https://www.youtube.com/watch?v=mDjII0aOCAY
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Simply put, they are a smarter generation of social media users.

Let’s look at a few of the ways they are smarter when it comes to using social media… 


So(JAL MEDIA
AWARE DIVERSIFI(ATION

OF THE
I M P LI C ATI O N S of 13-17 year olds use Instagram

use Snapchat

use Facebook

“Like my grandma, my aunt are on Facebook.”
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First, they are aware of the implications. For many of us older folk, we probably didn’t think a picture we posted on myspace 15 years ago would still be searchable on Google… but oh yes they are! For the younger generation, they are much more aware of hte possible implications of broadcasting a POV or certain image of yourself that you might later regret... 

You can see this play out in their usage of social media sites. Just 4 years ago Pew reported that 71% of 13-17 year olds used Facebook with no other platform coming close – about half used Instagram and 41% used Snapchat. Now in 2018 there’s been a complete reversal, with 72% of 13-17 year olds using Instgram, 69% using Snapchat and just half using Facebook... Probably just for the obligatory engagement with their older family members! 


Sources:
Ipsos Thinks: Beyond Binary: The Lives and Choices of Generation Z
YouTube, PBS News Hour, Teens on Being Tethered to Their Phones and Social Media (2016) https://www.youtube.com/watch?v=mDjII0aOCAY



of 18-29 year olds have disabled
SAVVY ABOUT

THEIR DATA

privacy settings

have provided fake information to
N ENES
“My top tip for keeping your data safe online is as soon as you set up like a
Facebook or Twitter or Instagram or any account, go to your privacy settings...”



Presenter
Presentation Notes
Second, they are savvy about their data. In the same way they are aware of the implications, they are also more knowledgeable about how their data is being used. While everyone is increasingly thinking about how their data is being used, especially with the onslaught of new regulations like GDPR, this generation is not necessarily worried about sharing their data, they just want to have control and a say in how it’s being used. 

49% of US Gen Z say they have taken action by disabling cookies on their browsers compared with 41% of their older counterparts. 

33% of them have adjusted the privacy settings on their phone compared with just 25% of millennials and Gen X. 

And 19% have provided fake information to companies compared with 13% of millennials. 

Sources:
Ipsos Thinks: Beyond Binary: The Lives and Choices of Generation Z
YouTube, Anti Bullying Pro, Teens Discuss Online Privacy (2016) https://www.youtube.com/watch?v=7WSl2Zfj7kM
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And finally, they expect authenticity and purpose. And they show this not only through engagement, but actual spending power as well. They are willing to spend 10-15% more on sustainably produced clothing, and overall 75% of Gen Z will pay more for sustainable products and brands with clear purpose compared to only half of Baby Boomers.

I couldn’t do a trend briefing without mentioning the recent Nike campaign- it’s a perfect example of this generational shift at play. You may have seen in the news a study that clearly shows a generational divide in favorability of the advertisement – with engagement way higher for the Gen Z audience. And while the campaign was polarizing – did you see how to burn your Nikes safely? – despite an initial dip in their stock, Nike saw their online sales grow 31% a couple days after the campaign launched. Nike made a clear play to engage with their future consumers, and it’s already paying off.  


Sources:
https://www.thefader.com/2018/09/07/nikes-online-sales-jumped-31-following-kaepernick-announcement
Ipsos Thinks: Beyond Binary: The Lives and Choices of Generation Z
Ipsos Gen Pop: You Can Stop Hating on Millennials, Now Make Way for iGen
https://www.adweek.com/brand-marketing/gen-zs-passion-for-sustainable-products-is-fueling-the-shift-toward-streetwear/ 
http://adage.com/article/cmo-strategy/watch-nike-s-kaepernick-ad-expose-a-generational-divide/314874/?utm_source=daily_email&utm_medium=newsletter&utm_campaign=adage&ttl=1537017260&utm_visit=2157323




THE INTERNET I§ INREASINALY THE
MEDIVM THROVGH WHI(H ALL INFORMATION
WILL BE DELIVERED FoR 4EN 2.

Brands of the future must adapt their
marketing to the changing behaviors
and values of their audience
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So knowing this is a generation of smart social media users where the internet is the medium through which all information will be delivered for Gen Z, it’s clear that our strategies for using this medium need to permeate much more beyond just a platform to research decisions, but to enable all aspects of how consumers engage with your brands. 
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How S(IEN(E HELPS
BRIDGE THE GAP

UNDERSTAND CONSIDERATION

DRIVE ENGAGEMENT

EXPLORE CONTENT

ENHANCE TRUST

RELEVANCE

AWARENESS

DIFFERENTIATION
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For us at Ipsos, our approaches are rooted in science, and in more recent years this rigor has been applied to the digital and social realms. We know that consumers are increasingly more diverse, individual, savvy and purposeful, and we know that for brands to connect with consumers they need to be relevant, build awareness and ensure differentiation. 

How can we use science to help bridge the gap between consumers and better understand consideration, drive engagement, develop content and enhance trust? 

Let’s take a look at some examples… 
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First, understanding brand consideration. With social media we have a wealth of data at our fingertips about how people talk about brands, and with every category today being disrupted and further nichified, having a proactive understanding of your category landscape can be a daunting task. 



2-STEP SOCIAL INTELLIGENCE PROCESS

MARKET
LANDSCAPE TREND RADAR
MAPPING
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At Ipsos we’re using data science to apply analytical approaches we’ve been using with quantitative data for years to define market structure, but applied to an unstructured, consumer-generated data set. Essentially, the conversations people are having every day in social media about brands. 

Using both social and search data, we’re able to map a category landscape and assess trends in the category that are building or losing momentum. 
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First, we look at the conversations people are having about multiple brands in a category – we start with a set amount of brands (usually between 30-50), but because we use a bottom-up analytical process, we are able to identify brands that might not be in our original query base. 

Our analysis of these social conversations consists of two dimensions – first, the brand mental availability, essentially how people are talking about brands in context with one another. We call these co-mentions. So in this QSR example, maybe someone talks about how they always go to McDonald’s for coffee, but love the fries at Wendy’s more. Second, we look at the associations linked to these conversations – convenience, taste, price, the list could go on. 

These two elements allow us to map the landscape and zone the map to look at how brands layout in the landscape linked to key consumer ‘craving’ areas, which then allowed us to double click into each cluster to better assess the opportunities for our client to further differentiate and engage with consumer needs. 


UNDERSTANDING BRAND POSITIONING
The positioning of the brands on the map is based on shared associations and co-mentions.
Brands that are in the same Domain are more uniquely similar to each other.
Brands that lie closer together are more similar in general.
Brands further away from the center of the map (i.e., on the peripheral) are generally more distinct.
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Next we move beyond brands into broader category trends or product areas. Using our Trend Radar methodology, we analyze each trend by indexing social conversation and search data. This gives us a better look at what might be more buzz than substance and how these trends are shifting over time – maybe some are more of a drop in the pan, while others truly have staying power. This gives brands context on what could be truly compelling and relevant to consumers as they consider innovation priorities. 
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Next, let’s look at how we can learn to drive better engagement through the lens of Story Science. 



Jonah Berger’s Six Stepps To Virality

Social Currency Triggers Emotion Public Practical Value Stories

People talk about Top of mind, tip of When we care, Builttoshow,built Newsyoucanusel Build a Trojan
things that make tongue. What we we share. Focus to grow. The more Useful things get§ horse, a narrative
them seem smart talk is what we on "high arousal”™ public something shared. or story people
and cool. think. emotions. is, the more likely want to tell, which
people are to imi- carries your idea
tate it. along for the ride.

Source: www.jonahberger.com
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You may have seen Jonah Berger’s book, “Contagious: Why Things Catch On,” but in it, he decodes the science behind why some things go viral, and Stories are an integral part of what makes people share. Simply put, if you can tie a narrative around your message, the likelihood of it being shared is higher.

http://knowledge.ckgsb.edu.cn/2014/03/20/marketing/contagious-jonah-berger-on-why-things-catch-on/




DOES

‘hhs‘rzjll)/ll

DRIVE
EFFECTIVENESS?

Do Super Bowl commercials
that follow the full five-act
dramatic form have
significantly higher consumer
ratings than those that do not
follow the full five-act form?

Is there an additive effect
of the number of individual
acts inacommercial on the

consumer poll ratings?
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So let’s look at research that puts this theory to the test – does a good story truly drive more effectiveness in advertising? 

Marketing professors Keith A. Quesenberry and Michael K. Coolsen decided to try and answer this question by conducting a study of ad performance during the 2013 and 2014 Superbowls.
�They coded over 100 advertisements to address two key questions – do commercials that follow the full five-act dramatic form have higher consumer ratings than those that do not, and is there an additive effect of the number of individual acts in a commercial on their rating.
�Though the study did not evaluate ad impact on purchase interest, recall, or other metrics that translate to consumer action, other research has shown that likeable ads are more likely to be shared, generate buzz, and thereby increase recall, recognition, and emotional response.
�Their study did, however, underscore the close link between effective storytelling and audience response to advertisements... 
 




SToRY STRUCTURE IS WELL ESTABLISHED

Act 3 : Climax

(turning point)

Act 2 : Complication Act 4 : Reversal

(rising action) (falling action)

FIGURE 1:

4 FREYTAG'S
Act 1 : Exposition PYRAM I D Act 5 : Denouement

(inciting moment) (moment of release)
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The basis of this study build from the five-act story structure, which you might all remember from Freshman English. Freytag’s Pyramid, published in 1863 is used by storytellers to this day in developing strong narratives. 
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DRIVE EFFE(TIVENESS? Ads without

five-act structure

Aggregate Measure of Mean Ad Favorability
Rating Was Significantly Higher in Ads with Full

Five-Act Form Compared with Ads Without a
Full Five-Act Form

Ads with
five-act structure

-0.53

Source:Journal of Marketing Theory and Practice, Volume 22,2014 - Issue 4; Quesenberry & Coolsen
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The research was incredibly simple. Coded all of the advertising for the number of acts and then looked at those with five versus less than 5 (complete versus incomplete), results show – ads that told a complete story were more effective those that didn’t. 
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DRIVE EFFE(TIVENESS?

Acts

One
Act

Aggregate Measure of Mean Ad Favorability
Rating Increased as the Number of Acts Present
in the Ad Increased

-1.11

Source:Journal of Marketing Theory and Practice, Volume 22,2014 - Issue 4; Quesenberry & Coolsen

-0.67

Two
Acts

0.11

0.38

0.68

Four
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Five
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Further, success of a story is directly correlated to how complete it is… stories that have one act are less favorable than ones with four or five acts... 
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Next, let’s go a step further and look specifically at branded content. 



WHAT ROLE DoES
DIGITAL BRANDED
(oNTENT PLAY IN
BVILDING BRANDS?
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Specifically, how do we use advertising science to understand the effectiveness of branded content which we know is the predominant advertising form in social media… “Branded content” and “native advertising” have grown significantly in the digital world, yet measurement remains problematic. We have not as an industry applied a scientific approach to understanding content effectiveness until recently. 
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SUCCESS METRI(S wmes | ENGAGEMENT e
IN DIGITAL
BRANDED (ONTENT Does brand content drive brand lift?

TIME SPENT AWARENESS
HAVE EVOLVED IMPRESSIONS PAGEVIEWS oy i

CTRS VIDEO VIEWS SHARES INTENT
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In fact, as late as 2013, effectiveness was just a measure of how many people saw and clicked... Then moved beyond impressions to views, and finally to “engagement” which is about time spent and shares. Only today are we finally applying research science to understanding on a granular level the effectiveness of branded content and delivering to marketers the type of metrics they need to make purchase decisions – for example around awareness and purchase intent. 



Methodology
overview

DESIGN.

Respondents browsed an Ipsos owned
and curated website where they were
exposed to one piece of tested
branded content. They then completed
a short survey on Brand KPI’s

SAMPLE SIZE.

N=100, adults 18-64
Total sample: 3,600

INDUSTRIES.

CPG, tech, financial services,
consumer electronics & home goods

DIMENSION

Level of Content

DESCRIPTION

Level of brand integration

CATEGORIES

(3) sponsored editorial, brand

Integration into branded content feature, custom content
Content type Type of content (3) text, images, video
Whether companion display ads are e e AR
Advertising surrounding the branded content mpant Py
. filler display
itself
Platform Which device the user engages with el e el

the branded content on
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At Ipsos, we conducted a study to better understand building engagement with branded content. 

We defined and looked at four key dimensions of branded content and included 36 cells to cover the different dimensions and categories within each. 

Specifically we looked at [READ TABLE]. 

Respondents were able to browse an organic site for a few minutes before answering questions. 



BRANDED (ONTENT WoRKS FoR BRANDS

Branded content
works for brands

Awareness to 19% and

purchase intent to 51%.

T

Advertising
support is
beneficial

Companion display ads
improved purchase
intent by 17% with no
negatives.

T

Screens matter
and thereis
opportunity

for mobile

Purchase intent higher
on desktop by 17%:
mobile under-
leveraged.

A pictureis
worth a
thousand words

Infographics and image
galleries performed the
strongest, driving a
12% difference over
Text & Videos

@?

Less is
more

Heavy-handed brand/
product messaging not
impactful. Sponsored
Editorial is 18%
stronger than custom
content

<
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And here’s what we learned – you won’t be surprised to hear, branded content works for brands! 

Specifically, it helps to push awareness up 19% and Purchase Intent up 51%. 

We also found that it’s helpful to have supporting display ads with branded content – it improved purchase intent by 17% with no negative impact. 

We found that desktop had 17% higher purchase intent than mobile – but this really indicates that we need to better optimize mobile for purchasing which we’re seeing increasingly happen in social platforms. 

A picture is worth a thousand words – while video is great, don’t abandon images – infographics and image galleries performed 12% better than text & videos. 

And finally, less is more. You all probably know that heavy handed brand messaging is not effective in content, and here’s some data to support that. Simple sponsored editorial was 18% stronger than custom content. 



HANCING
UST

Through Behavioral
Science
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Finally, let’s wrap things up with the most integral component of engaging with consumers – building trust. Ultimately this comes down to the fact that we’re all HUMAN. 



MULTIPLE PERSONAL
PERSPECTIVES DECISIONS

CREDIBILITY
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As we’ve been discussing, the internet is integral to the new generation of consumers and how they engage with brands. Using the internet allows for a platform to drive key components that build trust with consumers – where information is sought from multiple perspectives and ultimately people make a personal decision based on what they think is credible, entertaining or interesting. 

How can we build on basic human motivations to drive these reactions with our consumers? 




BVILDING TRUST
IN A
S50 (oMMUNITY SETTING

Behavioral Science Community Rules of Engagement

"Reciprocity” "Build Relationships"

"Authenticity” "Be Transparent"
"Social Belonging” "Show Impact"
"Participatory Feedback" "Recognize and Reward"

"System 1 Design" "Develop Engaging Content"

LWL
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In our community practice, we use behavioral science to inform our engagement strategies.  My background spans social media and public marketing-focused communities as well as private, insights-focused communities. Either way, these basic principles can be applied to improve consumer engagement. 

For example: 

Reciprocity: Members will want to mirror the involvement community partners, so it’s important to show empathy & respect
Authenticity: There exists a “reason” for communication beyond profit – you want to engage in “real talk” (Wendy twitter feuds) and encourage uncensored feedback (allowing participants to say what they want to say)
Social belonging and social status: One of our most basic motivations is to belong. Active recognition reaffirms this belonging. 
Participatory feedback - Further, special rewards for “good behavior” such as badges or gamified engagement, encourage habitual behavior - when we get positive feedback or when we’re rewarded for participation, the drive to engage deepens in intensity
Finally, we live in a System 1 world – we are moved by content that is visceral – incorporating motion, sound, visual and emotional elements… when we lean into this type content we get better results..






WHAT Do€e§ THE (oMMUNITY MEAN To Yoy?

CONNECTION

ADVOCACY

‘A place where | can go and

identify with a host of other

women who share a similar
passion for fashion...”

“It's a safe space...
| trust the voice...”

‘Aside from being a resource
to me, it allows me to be a
resource to my friends...”
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To bring this to life, if you put these principles to practice, you’ll see the impact on your consumers. Here are just a few quotes from members in our communities that reflect that. 





Menaka Gopinath

President
Ipsos SMX
Menaka.Gopinath@lpsos.com
(310) 736-3331

THANK You
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Thank you everyone for your time today. I’ll be at the reception if you have any questions. I hope I gave you something to think about and some practical ideas you can implement in your own marketing strategies! 
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