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WE CAN LEARN BETTER
AND DEEPER FROM
VIDEO. SO SHOULDN’T
WE PUT VIDEO AT THE
CENTRE OF MORE OF OUR
CONSUMER RESEARCH?



RESEARCH WITH A TWIST
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GETTING CLOSER TO REAL

Consumer insights need to be grounded
in reality. Video enables us to capture

real situations, language and emotions to
give a more rounded, richer evaluation of
consumers’ experiences.

Developments in smartphone technology are
helping us: increasing access to smartphone
technology means that more people can
Create and share video, and 360° video
capture is becoming more available to help
us collect more information at a single point
in time. Developments in society are helping
us too: people’s increasing familiarity and
comfort with video as a social medium mean
that barriers to providing feedback in this way
are coming down. Overall, we have more
opportunity than ever to learn about people’s
real lives in their real contexts — in-home, at
work, at play and on the go.

Open-ended explorations, captured by video,

allow us to learn what is most meaningful and

F
”

important to consumers. What, when and
how they tell us about their experiences gives
us important insight into their priorities, as
does what they don't say. What we see them
doing, which may be counter to what they
tell us, can be just as revealing. And when
consumers give us feedback on their own
terms, we create the opportunity to learn
things that we might not have thought to
explore at all.

This real, consumer-led feedback means we
are more likely to shift our hypotheses about
what matters to our audience, and better align
our products and services with their priorities.
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CAPTURE REAL SITUATIONS,
LANGUAGE AND EMOTIONS
TO GIVE MORE ROUNDED,
RICHER EVALUATIONS OF
CONSUMERS’ EXPERIENCES



STRENGTH AND FLEXIBILITY




THE DENSITY OF VIDEO
DATA ALLOWS US

TO START THINKING
DIFFERENTLY ABOUT
STUDY DESIGN, SCALE
AND ‘ROBUSTNESS’

VIDEO CAN ENABLE
MORE AGILE RESEARCH

THE ‘TIME TO INSIGHT’
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TWISTED TOGETHER

Used well, video responses can replace most
closed-ended questions, but not all of them.
The combination of data from closed and

open video gquestions increases the potential g

for insight.

Headline scalar measures such as overall
opinion provide a helpful anchor point

for analysis. They allow an initial sorting

of those that are positive or negative
towards a particular stimulus, and a way of
understanding whether there are broadly
different reactions across a range of
stimuli. They also provide a dependent
variable to determine drivers of opinion
from the ideas and attributes mentioned in
the video responses.

e

Clients will always have some key measures
they know to be meaningful, as do we.

There will also be areas or attributes central

to the project where it is important to get a
direct read, e.q. asking about perceptions of
sweetness makes sense if testing products
designed to have a reduced-sugar formulation.

However, adding multiple extra questions

“in case X isn't mentioned” leads to longer

and more repetitive survey experiences and
reduces the benefits of aqility that video
brings. Video can be the majority of the survey
experience. We should have the confide

to let participants guide the content and learn
from what they tell us, not what we think they
might or should say.
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THE COMBINATION OF DATA

FROM CLOSED AND OPEN
VIDEO QUESTIONS INCREASES
THE POTENTIAL FOR INSIGHT
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THE BIG REVEAL

An additional advantage of video data is the
impact it brings to delivery. Research insight
is all the more powerful by being obviously
driven by the target audience.

Our video content management platform,
powered by Big Sofa Technologies, makes
it easy to explore, analyse, edit and share
the data that we collect. Video [and audio
and image] data is transcribed and tagged
for easy identification of key language and
themes across and within videos. Intuitive
sorting and editing capabilities allow custom
playlists to be created.

For Ipsos, this means we can extract
themes and meaning from a large data
set quickly and easily. Highlights from the

v

video data can be collated and woven
into reporting to emphasise key points and
enhance our storytelling.

Increasingly, we are using our platform for
co-learning workshop sessions — ‘video
excursions’ — where clients and 1psos
researchers explore video together, getting
closer to consumers and building hypotheses
and ideas to test in subsequent qualitative
and quantitative work. ‘

Our technology also enables clie

and re-mine existing video, giving va
beyond the lifetime of any individual profect
and maximising return on investment. \
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STILL FEELING PUMPED

While | didn't make my millions as a twister,

| can still produce a recognisable balloon
monkey. The fact that | can remember how
to do this many years after watching the
instructional video, and recall the exact
name of the website to give it a plug,
demonstrates the power of video as a tool
for learning and communication. For insights
that will last much longer than an inflatable
sculpture, it makes sense to put video at the
centre of your research.

TO FIND OUT MORE

lpsos has already used video to bring
additional insight to consumers’ reactions
to products, customer journeys, patient
experiences, creative development and
many other areas across the globe. If you
would like to learn more about how we
can bring the power of video to your
organisation, please contact us.
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ABOUT THE AUTHOR

Alex has more than 20 years’ experience in
the market research industry, and leads the
development of Ipsos’ product and pack
testing approaches in the UK. He is no longer
available for children’s parties o

+44(0)7977 196 144

1 Also see: YouTube https://www.youtube.com/user/balloonanimals or Twitter https://twitter.com/mbfloyd

2 hitps://www.youtube.com/watch?v=j]NQXACIIVRw — ‘Me at the zoo' was the first video uploaded to
YouTube, on 23 April 2005.

3 https://www.youtube.com/intl/en-GB/yt/about/press/ — every day people watch over a billion hours of
video and generate billions of views.

* https://www.forbes. com/sites/natalierobehmed/2018/12/03/highest-paid-youtube-stars-2018-markiplier-
jake-paul-pewdiepie-and-more/#5b9b4144909

2 https://newsroom.cisco.com/press-release-content?type=webcontent&articleld=1853168 - Video is
forecast to represent 80% of all Internet traffic by 2021, up from 67% in 2016.

© https://business.instagram.com/a/stories — 500 million Instragram accounts use Instagram Stories every
day; https://blog.globalwebindex.com/trends/tiktok-music-social-media/ — there are 500 million active
Tik Tok users worldwide, 53% uploaded a video in the last month




Ipsos |pSOS MORI

ABOUT IPSOS MORI

Ipsos MORI, part of the Ipsos group, is one of the UK’s largest and most innovative research
agencies, working for a wide range of global businesses, the FTSEI00 and many government
departments and public bodies.

We specialise in solving a range of challenges for our clients, whether related to business,
consumers, brands or society. In the field of data science, we have a large and diverse team
of experts including mathematicians, statisticians, data scientists and behavioural economists.
We are constantly seeking to break new ground in the understanding and application of
large and complex data sets.

We are passionately curious about people, markets, brands and society. We deliver
information and analysis that makes our complex world easier and faster to navigate
and inspires our clients to make smarter decisions.
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