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THE CHALLENGE:

CHANGE IS EVERYWHERE.

DATA WORLD BUSINESS WORLD

Explosion of Need for Speed
u|]|]|] Information ﬁ & Agility
L=, Unstructured & Ny v Hyper
- Messy @ Competition




THE CHALLENGE:
WE LIVE IN THE AGE OF

MORE DATA R e

DEMANDS

FEWER

RESOURCES




CURATION: THE CURE FOR INFOBESITY.

Curation pares down and transforms disparate data and data types into consumer
centric insights and ideas to create sustainable business impact.

Five Key Elements
SIMPLIFICATION
Pare down to reveal the simple truth

@ PERSONALIZATION
Show the consumer at a human level

CONNECTION

Integrate data and video sources in one seamless format

STORYTELLING

Bridge consumer insights and biz implications in a memorable way

ACTIVATION

Identify strategies for business impact
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GET MORE FROM WHAT YOU HAVE.

Increase the
Return on
Existing Insights

Improve Socialize Your Accelerate

Speed to Market Intelligence Activation
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MOVE UP THE KNOWLEDGE HIERARCHY.

',
Q)

- . .
IMPACT a Better, faster decisions

¥ ACTION
;§. Elevate and Activate Meta-level insights
()é é Tech-enabled human curation in
INSIGHT the context of business
Integrate and Connect guestions

KNOWLEDGE

Store, organize and access Project level findings

é Tech/ smart platforms organized to

DATA search, find and reuse

Primary research, secondary data, social, trends...
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TECH + HUMAN CURATION = MAX IMPACT.

Al can start to curate facts and data but the experience of understanding the human narrative is missing. Itis in
asking why, and in putting these things together, that real understanding and innovation starts.

important human curation is. That
technology by itself wasn’t enough —
that it was the marriage of the two
that would really be great...”

| " ... the insight early on to know how

Tim Cook, Apple CEO Both iTunes and Apple
Music use technology and
human curation

Technology makes us more effective and efficient and human curation adds a crucial layer to drive business
Impact and inspire activation.
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APPLICATIONS
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EXAMPLE: DRIVE DECISION-

MAKING AROUND TARGET.

RTUNITY AREAS SUPPORTING DOC
il ol *i
N

® Curated over 50 data sources from platform

| .
Supplemented to fill gaps
COHORT PP Jap

EFFECTS " Delivered interactive microsite

“ Uncovered tensions, trends, opportunities

¥ Used in mgmt. and brand decision-making

MEDIA &
MESSAGE
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EXAMPLE:
CONTINUOUS INSPIRATION.

. Ongoing curation program

. Insights socialized and incorporated

in brand plans, continuously refreshed COMMUNITIES
OF PRACTICE

: PRAN

® In its second year, highlighted at ESOMAR

Curation allowed us, and all of our INSIGHTS THAT MOBILIZE BROADLY
marketers, to sharpen our insights that

we use for brand positioning and W"“"W-'m
improve our brand performance. It's a nja .

quick and efficient methodology to do

big piece of analysis work.”

- Jacobine Lotgering, Global
Director Marketing Capabilities, Heineken
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GUIDE THE WAY FORWARD.

Sample Obijectives

QA

S
C,
o

Ideation

Innovation portfolio
planning

Priority setting

Guide campaign or
project development
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IDENTIFY ACTION
AROUND A HOT TOPIC.

Sample Objectives

" How to meet the needs of
Boomers

" Strategies to win in
Naturals

¥ Should we act on the
trend towards
Experiences vs Things?

" What does Authenticity
mean in different countries?
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CONTINUOUS CONSUMER
CENTRIC LEARNING.

Sample Objectives

® Create aregular consumer
Inspiration program using
existing knowledge

Continuously synthesize data
as it comes in on knowledge
management platform

® Connect the dots in DIY
interview findings to identify
action
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HOW TO CURATE
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APPOINT A LEAD STRATEGIC CURATOR.

Skills Needed Role

« Understand stakeholder needs

» Lead the CURATE process
including crafting of story

* Pull in specialists as needed

 Strategic & integrative
thinking

* Intellectual curiosity

« Comfort with data types
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ASSEMBLE THE TEAM.

LEAD
STRATEGIC ey 4
STORYTELLER/ SPECIALIST CURATOR CATEGORY

ACTIVATOR EXPERTS DESIGN
MASTER



FOLLOW A PROCESS.

oy @
Unite Assess Elevate
2 Q )
Craoft Refine i Tell i
o o

GAME CHANGERS M



FILL GAPS.

DESK RESEARCH SOCIAL NETWORKS

Ipsos Public Affairs TOPIC EVOLUTION @ USAGE & APPLICATION @
] |

Ipsos.
WORRIES N —————— BREAKFAST
o Lorem ipsum dolor sit amet, consetetur
Customer centnctty_: sadipscing eliti diam nonumy eirmod
i o From stance to reality tempor invidunt ut labore et dolore magna

Mare: P Byl aret Thasery Ladrte aliquyam erat, sed diam voluptua.

ES
)

” 4
4 FOOD BOWLS
. : Lorem ipsum dolor sit amet, consetetur
d | sadipscing elitr, sed diam nonumy eirmod
tempor invidunt ut labore et dolore magna

aliquyam erat, sed diam voluptua.

ASSOCIATED THEMESH APPLICATION BARRIERS
I
Lorem ipsum dolor sit amet,
consetetur sadipscing elitr, sed diam

GAME CHANGERS s AMARANTH nonumy eirmod tempor invidunt ut
. . SUPERFOOD BAKING
l : - oo TEFF Lorem ipsum dolor sit amet, consetetur

sadipscing elitr, sed diam nonumy eirmod
tempor invidunt ut labore et dolore magna
5 -~ aliquyam erat, sed diam voluptua.
Lorem ipsum dolor sit amet,
consetetur sadipscing elitr, sed diam
nonumy eirmod tempor invidunt ut

CONSUMER CONFIDENCE GLOBAL SNAPSHOT
Ipsos Consumer Confidence Index
June 2018

v

Poiane

Sessen
Carmte ) L

= : GLOBAL
HOW FOOD SHOPPING i ‘ TRENDS

HABITS ARE BEING - \ i FRAGMENTATION

TRANSFORMED BY TECH: | _ , " P -l e e s
Conversational commerce, chat, ¥ - : “ 1 ” o R Ipsosw& 6 ;{;;

bots and all that : VX ~, : ; sl
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LEVERAGE FRAMEWORKS.

View existing data through a new lens.

HUMAN MOTIVATION

—  social dimension —

— uosuowtp  [euosiod —

V%

NEEDS & MOMENTS

@ ¥ NEED STATE
Categories

Who? Motivation consumed

Where? [} it §) whav Functional o. Erotanal Brands ... Medias

needs B needs consumed
Wihen? G Ads
o Og®u s Og@®
frequent? e Social involvement
What needs Brands
after? exposed

aad MARKETING
ENVIRONMENT

BEHAVIORAL SCIENCE

Loss aversion
Losses loom larger
than gains - people feel
losses more intensively
than equivalent gains,
and thus go the extra
mile to avoid losses,
rather than obtaining
the equivalent gains.

REGULATORY FIT

PROMOTION PREVENTION

BRAND EQUITY
What the brand IS (what it stands for}

FUNCTIONAL BENEFITS

How it helps
me

rersanaure | socaLioemry |

What What it
character it reflects upon
shows me

BRAND ICONS
what the brand HAS {what it is famaus for)

— —
1 2
—— e -
—_— —

3 4
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CRAFT A STORY.

Humans are hard-wired for stories

“A story is up to 22X more

memorable than facts alone.”

Jennifer Aaker, General Atlantic Professor of
Marketing, Stanford Graduate School of Business

Core Storytelling Principles

» The consumer is the heart and hero of the story

 Solve for the tension/conflict

 Stories are more than words

 Stories should be created by a team with a diversity of ideas

« Creating a story is also about destruction — refine, edit, cut — make
it simple and to the point

« Stories should be crafted around the action you want to drive
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DELIVERY &
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ADAPT DELIVERABLES TO AUDIENCES.

Webinar/ Podcast

Playbook

\BRANDS

Swoox @ sumver Q smor © e

wornatovssino: 72, TREND:

T .| °! ANAAAL 7P IA THFLIPWIE VIR AP naIn] T
MMERCE

SELF-DETERMINATION

Today people donotwanttobe  WHAT THESOCIALLISTENING SAYS:
Z00M-IN

[+]
UNIVERSITY

wentions, age

COMMUNITIES
OF PRACTICE

(cmg all i and
out of life, on

P 4 oocsiotor Ca i INSIGHTS THAT MOBILIZE BROADLY
Giobal test of Mainsiream losights. g g >
@'B o m—— o > Chocola
Ask 3 question (you will recaive an answer via email) 5 chocoll

Askquestion

4 » 00:41.98 )

Orscovery EE  Recommended

KEY INSIGHTS MEET GENERATION

¥ COHORT
EFFECTS

HER SKIN / J - - PERIOD
x " w g EFFECTS

Xyt

S William

Segment Name e . MEDIA &
Yoy ihotthiogmst - ( MESSAGE

R mp———
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ADAPT TO AUDIENCES: EXAMPLE.

One Project Multiple Audiences, Multiple Outputs: Book of Knowledge, One Page Takeaways, Video Chat
Sessions, and Film for Marketing and Brand teams:

o e NEINEK(N ‘
‘'WINNING

BRAND ,, BOOK OF
© vew (é

n PROVE
A CourumITY or eeacTICE

Emox @ sumvey Q seanon

COMMERCE

UNIVERSITY =

Tu GLOBAL ~ i i B

THE PREMIUM BOOK OF KNOWLEDGE S

ID.THE WORLD, MANY TRADITIONAL STATUS SYMBOLS LACK THE MEANING
AS A ANDS AL

COMMUNITIES
OF PRACTICE

> @ wowuoomn ‘ INSIGHTS THAT MOBILIZE BROADLY
Global st of Malnsiream Insighis
Ask 8 question (you will recaive an answer via email) Qm o
Ask question 4 e [;— . enlarge side
—o [Tl © |- (e |[=u
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CONSIDER AN INNOVATIVE FORMAT.
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ELEVATE WITH A WORKSHOP THAT’S
CURATED 4 IMPACT. ol il

CURATED 4 IMPACT

Al
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e Catlion

CURATED 4 IMPACT

5 KEY STEPS.

] wew ) w3 w4 wewm 5 o

Define the Pre-Session Develop Execute the Follow-Up
Purpose Activities Inspiration Session
Specific Inspire diverse Design provocative Divergent thinking

thinking stimulus Activation is a
Clear Creative/ lateral journey

Based on curation Break into chunks thinking
Relevant discoveries

Convergent thinking
No surprises!
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PRE-SESSION TASK EXAMPLES. -Z;uimu.m[p;m

CURATED CONSUMER COLLISIONS CATEGORY STRETCH
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DEVELOP INSPIRATION. Wiﬁﬂ -MIP;cT

STORYTELLING STYLE VARIETY OF VOICES OUTSIDE INFLUENCES MULTI-SENSORIAL

Bring the story to life.

Avoid death by PPT!
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EXECUTING YOUR WORKSHOP. Lok Sntlion

STAGE 1 STAGE 2 STAGE 3

Create Evaluate Develop
60% of time 10% of time 30% of time
Think creatively Converge Synthesize
Stimulus-Ideate Pitch Work through top
Cycle Evaluate vs ideas in teams
Diverge objectives & Identify essence and
No critique feasibility best elements
LOTS of ideas Themes & best Small list of clear
ideas ideas & actions
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EXECUTE: COLLABORATIVE

LATERAL THINKING.
S.C.A.M.P.E.R. - IDEA INSPIRATION

SUBSTITUTI

Wihat con yvou substhabed

What else O B included irglead?

Wihat other tfams/ingredients con be veed
nslkead?

COMBINE

Wihal oan be combired or odded?

an prochichs e combined?

Coan ngredisnls be combirsd?

Can you combine pumpsosas®

Can packaging maledak ba combiredy

Witial are comgeelilan sebo hidwva 1akean i

space dorg orsd P Con wou
difereriioied

Wihat s o reesw Pewish on ik Ideas
Hiwy o you chargs he cokord
Hows con you change the shope?
Hows oon you change the feel?

Heny oo you increass o decissrs he
wikght or sieey

Henay can youw add mlensilyd
Hevar cam yow add cormeenisnce]
Honas can youl bring waraky®

of Cutnalien

CURATED 4 IMPACT

Oaoes thks hawve otter opplications §
Wheal athar usas might B aalicatEla il
changed?

Winhat con yau 81 dd of or amiky

What an il do wilboul®
What can your kargel do withoud?

Wihal can you Iransposesd
Witk com vau recormachy

What con youreverss®
What can you lurn updde downdinsight oul$



EXECUTE: CURATED 4 iMPACT
INTRODUCE A SCIENTIFIC LENS.

EXAMPLE:
STAGE 1 STAGE 2 STAGE 3

Create Evaluate Develop
Stimulus- BeSci lens to Co-create visual
Co-Create Cycle converge narratives

BeSci mindset

REGULATORY FIT

‘:" - )
PROMOTION PREVENTION \ \ st

Behaviors Emotions Simulation Time
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| Remember stories are not just words!
Include visuals to help socialize & stay true to ideas

35



of Cutnalien

CURATED 4 IMPACT

CURATED 4 IMPACT EXAMPLE.

" Recreate experiences
" |deate
® Pitch
® Screen
. N Tadtans s 7 " In 1 example, generated 100 ideas, screened 20,
¢ e, ST @ﬁﬁ“} pursued 3 new initiatives

-a
e test your ability to think and
et under pressure!
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GETTING STARTED WITH CURATION.

Insight Ecosystem

o

Curation with
Insight Cloud or

: : Knowledge Platform
Hot Topic Curation ’

0
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QUESTIONS?

KARIN O°NEILL

Karin.Oneill@lpsos.com

ROBYN CLAYTON

Robyn.Clayton@Ipsos.com
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THANK
YOU!
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