


AGENDA

Artificial Intelligence for Insight & Action

COMO EVITAR LA INFOBESIDAD
Javier Carrera, Chief Client Officer @ Ipsos Peru

ARTIFICIAL INTELLIGENCE FOR INSIGHT & ACTION
Rich Timpone, Global Lead de Data Science & Al @ Ipsos y
Global Head del Ipsos Science Lab

COMO Al CAMBIA EL PARADIGMA DEL MARKET RESEARCH
José Vega, Brand Health Tracking Head @ lpsos Peru

Q&A

2 — © Ipsos | Atrtificial Intelligence for Insight & Action



https://youtu.be/8CFz9gJW2Ss
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La vacunacion avanza por el mundo a pasos desiguales

Percentage of Population Vaccinated by Country*
(Minimum 1 Dose)
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*Source: Our World in Data.
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https://ourworldindata.org/grapher/covid-vaccination-doses-per-capita?tab=table&time=earliest..2021-04-09

Y en Latam nos seguimos adaptando a un lento proceso

“Which one of the following phases do you feel best describes your current situation
regarding the COVID-19 pandemic?”

PRE
PANDEMIC PREPARATION ADJUSTMENT OPENING UP RE-START NEW NORMAL

The pandemic | am getting ready | am reacting | have adapted It seems | am starting to | am doing most | feel the
has not reached for possible new day-by-day to to the restrictions will do some things of the things | pandemic is
my area, so there restrictions the restrictions restrictions and soon be lifted again that used used to do pre- behind me, and
50% have not heen and settled into new in my area. to be restricted. COVID. I am moving on
any restrictions establishing routines. with life.
so far new routines.
40%
30% -3
+2
2 +4
+
20%
\ '2
\
N = —~—
0%
NA EMEA —APAC LATAM *Difference vs Mar 25 - Mar 28. Only shown it >1pt.

Q. Which one of the following phases do you feel best describes your current situation regarding the COVID-19 pandemic?
Base: EMEA: 6006, APAC: 5008, NA: 1998, LATAM: 1499
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Para algunos, trabajar desde el hogar es ahora parte
de la rutina diaria

Working Situation — Primarily Working From Home

29%
25% 25%
0,
20% 19%
18% 0
16% 17%
15% 15% 15% 15% 15%
12%
10%
7%
2%
Global §Canada United | Brazil us South France |India Australia Italy Spain Germany| Mexico | Russia Japan South  China
Country Kingdom Africa Korea

Average:

“The Global Country Average” reflects the average result for all the countries where the survey was conducted. It has not been adjusted to the population size of each country and is not intended to
suggest a total result

Q: Which best describes your workplace right now? Base: Employed: 9627
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Las actividades sociales siguen restringidas en
Ameérica Latina

Activity Participation: Socializing In-Person
(% Already Doing This)

0, |
27% 1 23% 23% o
. C o . 18% 18% | 19% 16%
Social activities with 0 12% |
people outside my 2 0 /o . . . | . .
household |
22% , .
Going to outdoor 0 12% 17% . | 6% 18% 18% 14%
gatherings with people 1 7 /o . . 8% | . . . .
that | don't know ] |
21% |
Going to indoor 0 10% 13% | 14% 15% 15% 11%
gatherings with people 0 ] . l 6% | . . . -
that | don't know [ | :
Global Country NA EMEA APAC LATAM | GenZ Millennial Gen X Boomer
Average i (Under 24) (24 to 38) (39 to 55) (56 to 74)

“The Global Country Average” reflects the average result for all the countries where the survey was conducted. It has not been adjusted to the population size of each country and is not intended to suggest a total result
Q: For the following, when do you think you'll feel comfortable participating in each of these activities again? Base: 14511 M
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Y ahora la mayoria socializa en el espacio virtual,
especialmente en Latinoameérica

Met With Friends Virtually Instead of In-person
(Past 4 Week Participation)

64%

0,
58% 550,

48%

39%

in-person

Global Country
Average

0,
500/0
Met with friends
virtually instead of

NA EMEA APAC LATAM GenZ Millennial Gen X Boomer

(Under24) (24t038) (39to55) (56 to 74)
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ol GLOBAL DIGITAL GROWTH

THE YEAR-ON-YEAR CHANGE IN DIGITAL ADOPTION
INTERNET USER NUMBERS NO LONGER INCLUDE DATA SOURCED FROM SOCIAL MEDIA PLATFORMS, SO VALUES ARE N

TOTAL UNIQUE MOBILE INTERNET
POPULATION PHONE USERS USERS®

+1.0% +1.8% +7.3%

JAN 2021 vs. JAN 2020 JAN 2021 vs. JAN 2020 JAN 2021 vs. JAN 2020
+81 MILLION +93 MILLION +316 MILLION

OMPARABILITY ADVISORY

BLE WITH PREVIOUS REPORTS

ACTIVE SOCIAL
MEDIA USERS®

+13.2%

JAN 2021 vs. JAN 2020

+490 MILLION

%d ﬂe




COVID-19: INCREASE IN ONLINE AND DIGITAL ACTIVITIES

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 IN SELECT COUNTRIES* WHO REPORT SPENDING MORE TIME ON EACH ACTIVITY DUE TO COVID-19

WATCHING MORE SHOWS & SPENDING LONGER SPENDING LONGER ON LISTENING TO MORE MUSIC
FILMS ON STREAMING SERVICES USING SOCIAL MEDIA MESSENGER SERVICES STREAMING SERVICES

S54% 43% 42% 37 %

SPENDING MORE TIME SPENDING MORE TIME PLAYING CREATING AND LISTENING TO
ON MOBILE APPS COMPUTER OR VIDEO GAMES UPLOADING VIDEOS MORE PODCASTS

16%

URES REPRESENT THE FINDINGS OF A SURVEY OF INTERNET USERS AGED 16 TO 84 IN
AND, ROMANIA, SINGAPORE, SOUT : ~ B

L GAPORE. SO
LY, 2020 SEE GLOBAIWEBINDEXCOM FORMORE DETANILS




Hay un incremento significativo en volumen de datos por
la digitalizacion de compras y transacciones financieras

Reported Participation in O20 & Transactions

by Country
m Mobile payment service m BOPIS or curbside pickup Searched online for what is open/closed near me

100%
80%
60%
40%
- ' I I l I I
0%

Global Australia| Brazil | Canada China France Germany India Italy Japan |[Mexico| Russia South  South Spain  United

Country Africa  Korea Kingdom

Average

“The Global Country Average” reflects the average result for all the countries where the survey was conducted. It has not been adjusted to the population size of each country and is not intended to suggest a total result
Q: Have you done any of the following over the past four weeks?
Base: Global Country Average:14511, AU:1003, BR:999, CA:998, CN:1002, FR:1001, DE:998, IN:1001, 1T:1002, JP:1000, MX:500, RU:500, ZA:501, SK:1002, ES:1000, UK:1004, US:1000

11 - © Ipsos | Atrtificial Intelligence for Insight & Action




The winners of the
Low Touch Economy,,

How companies can recover and grow

in the new normal 1 . ‘ ‘ : 2 02 1
3T 4. Irillones
board »f boardofinnovation.com - e 4 LT b

Valor del #EC Global, segun Adobe

innoy ation lowtoucheconomy.com

McKinsey
& Company

The Next Normal
The recovery will

be digital

Digitizing at speed and scale

2020
$ 3.5 Trillones

© Ipsos | Call to A -

Board of Innovation, Mckinsey, Estadisticas Adobe (citadas en Peru Retail
https://www.peru-retail.com/ventas-e-commerce-nivel-mundial I' IP
[2021/04/27/global les-to-hit-42-trillion-as-online-surge-continue: :
adobe-reports/?sh=17d82b6350fd



https://www.peru-retail.com/ventas-e-commerce-nivel-mundial/

#EC Peru: 4 anos en 1 ano (Bench USA: 10aiios en 3 meses)

Valor del Comercio Electronico en Peru, en millones de doélares

. 6,000
4,000 e

2020

2019

2015

Fuentes: CAPECE - CCL y McKinsey Ipsos



U T.2meicaicd Diaital dintalicents i A

| Futuro es Tecnologico, Digital e Inteligente

McKinsey
& Company

The future of shopping:
Technology everywhere

Ipsos



DO YOU SUFFER FROM

INFOBESITY?

Information Overload
(a.ka. infobesity or infoxication)

refers to the difhiculty a person
can have understanding an
Issue and making decisions that
can be caused by the presence
of too much information.
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La capacidad humana para procesar los
datos ahora disponibles es limitada... la
Inteligencia artificial nos permite sacar

provecho del incremento significativo en

el volumen de datos, ‘extraer insights y

transformarlos en conocimiento para la
toma de decisiones




Como la Al transforma |la banca para un cliente Retail

ﬁ Name: Anya
Age: 28 years
LN

Occupation: Working professional

J R l- '_“" ."..'.Z__-_:--.. --.: -_..--Z J
Soamless 1O-pay 10 Analytics- oI itizes card Anarenated :
integration with nitiate paymant backed _ mﬁfgwgnfda by 3
nonbanking apps parsonalized offars l activities 1

o e /\ s

n\@/

Facial recognition | Anya get ff | Personalized 53:'”'35tﬂ'1d
Z for frictionlass n haalth money-management mvastmean r.;u:_nrn_
P payment nsuUrance solutions mendations

Ld

,..a
I.'l%
\‘v/

-
(=

Intalligent Personalzed Omnichannel Banking and beyond banking
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Al FOR
INSIGHT & ACTION

Rich Timpone
Global Lead of Data Science & Al and
Global Head of the Ipsos Science Lab

Ipsos




COMO Al CAMBIA EL
PARADIGMA DEL
MARKET RESEARCH

Joseé Vega
Brand Health Tracking Head
Ipsos Peru
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Es hora de sacar el diseno de |la marca de la mesa de los ejecutivos de
marketing y ponerlo en la cancha de los consumidores

e E‘:l N\
N t" / \/\i’ \\ :
T i

OLD W/ \\/
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Y no se trata solo del uso de nuevas tecnologias, sino de nuevos enfoques

NATURAL AND . ANALYSIS OF EVERYDAY _ PROMINENT MENTAL
SPONTANEOUS LANGUAGE ~ BRAND ASSOCIATIONS

FEEDBACK

It is recommended by dentists.
It has d'good flaver and a great
variety of products for different |
oral health needs. It has products
for specific problems and for
overall care

I also remember|ads or commercials I've
seen on TV about this brand. They make |
reference to a healthy breath and the
confidence of using this toothpaste

g -

open-ended question /
Social Listening

- e - ‘/"‘

Red color comes to my mind and the white Colgate font. L-also
think of and a clean mouth, a tooth brush; smiling with
confidence, and I also rememberads orcor’nmercigls'f'uéseén on
TV about this brand. They-make reference to a-healthy breath
and the confidence of using this toothpaste

White smiles, freshibréatht

Freshne:_;s, green color,mint flavor,
the image of a couple in the
packaging, flowing water, nice
ensations, my childhoag

22 -
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La espontaneidad de las respuestas es vital para poder descifrar lo que
realmente esta en la mente de los consumidores

Recolectar Insights para orientar
los componentes emocionales y
racionales de la marca

Revelar asociaciones
distintivas que pueden
usarse en la comunicacién

Construir el posicionamiento
de la marca a partir de inputs
genuinos del consumidor

Encontrar lo que la
marca significa
frente a los
competidores

Identificar posibles “
asociaciones
negativas

Comprobar si lo que esta en la

mente de los consumidores

sobre la marca era lo que

realmente intentdbamos que sea

© Ipsos | Essential Report April 8 to 12, 2021 Fieldwork: For the Exclusive Use of Subscribers

Definir los atributos en
las propias palabras del
consumidor

Revelar
dimensiones
desconocidas




No solo revelando lo que significa
competitivo

Smooth Refreshing fresh Memaries
® Parties
Green botllq.-"
Drunk
/ / ports games .
Goad tasting . -

-

- " College
Good or-fun times o

— Weekends, nights

Light, low_calories
Friends .
| Quality

? Expensive
Makes me happy, pleased
Enjoyable Famnily Easy to drink, simple
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Meal, food

una marca para ellos, sino todo el set

Green bottle .

Mexico
| Good or fun times
Furni \ .'
- Model Heineken
a
Meal, food Especial Smaath
Crisp
ples, Angry Family
cider Orechard Easy to drink,
Good Friends simple
Swest tasting Stella Quality
Artois
Refreshing, W — Bar
fresh Miller *
® Lite -""'--l-ﬂgas Classy,
premium
Relaxing, B ""'d "
after work Light Budweiser

.___Epmrnercia|5
Camping, Coars Light, | .
campfire, river _ Light low calories
. . American
) Classic, tradition
Maountains Cheap
Cold, Cool




¢Que, cuandoy
cdmo esta ccurrencas

hablando la gente
SObre Ias marcas? Patterns

Daily

Correlations




CONVERGENCE AND DIVERGENCE

Los Social Brand Insights mejoran los obtenidos a partir de los KPIs con diagndsticos mas ricos y las acciones para reforzar el camino actual de
la marca

KPIs comparables, consistentes
y especificamente disefiados

para tu negocio BRAND
HEALTH

DIVERGENCE
Extienden los insights de las
EXTENDED encuestas revelando nuevos
|NS|GHTS caminos a través de la
identificacion de “desconocidos
desconocidos”, senalando

oportunidades de crecimiento o
posibles nuevas amenazas

ENHANCED
INSIGHTS

KPIS

CONVERGENCE

Los Social Brand Insights mejoran los obtenidos a partir
de los KPIs con diagnésticos mas ricos y las acciones
para reforzar el camino actual de la marca

© Ipsos | Brand Signals Activation | Apr 2020 | FINAL | lUO



INTEGRAR INSIGHTS DE SOCIAL MEDIA TE AYUDA A...

. 7 A
P amn Vo

, ldentificar
Estar mas L Proveer ALERTAR
CONECTADO 2 c6mo ldentificar TEMPRANAS sobre DISRUPCION,ES en la
tu marca es usaday OPORTUNIDADES de el desempeno de la categoriay
crecimiento futuro AMENAZAS

percibida marca -
competitivas
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iComo lo hacemos? Pues...

E

statistics

I

Machine Learning

S

28 -
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...En realidad es mas complejo que eso

Machine

fomputer™ ™ Math and

Science/IT Statistics
IEE

Science

Software Traditional
Development Research

Domains/Business
Knowledge

29 -
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GAME CHANGERS




