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Ipsos, a global market research company 
... and so what?

YOU ACT BETTER WHEN 
YOU ARE SURE
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BIG AND YET INNOVATIVE 
– SOMETHING THAT WE 
ARE PROUD OF! 
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“We’re not effectively 
collaborating across 

different teams”

“We’re struggling to be 
truly creative”

“We need be agile and be 
able to assess many 

different propositions and 
pivot accordingly”

“We’re not integrating 
consumer understanding 

effectively into the entire 
innovation process”

“Early exploration is 
difficult. Discovery phase 

is often skipped. Too many 
little ideas in the 

pipeline. New insights & 
disruptive ideas are 
needed for business 

growth.”

Businesses are 
facing an array of 
challenges when it 
comes to 
their innovation 
process
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Succeding with new innovation is difficult

30,000 new products launched every year in the US

Average consumer sees

4,000-10,000 ads/brand stimuli in a single day

When it comes to adopting innovations in today’s world 
of distractions, consumers have adapted by making 

fast, intuitive and effortless 
decisions.

Hyperconnected consumers are so distracted today that 
predicting their choices is difficult and risky for marketers.
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Why you shouldn’t try and 
innovate like a start-up

9 ‒ © Ipsos
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Today you’ll hear three things

1. Why big 
companies need to 
rethink innovation

3. How we do it on 
the ground

2. Going from broad 
to narrow, shallow 
to deep – a better 
way to innovate
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Consumer companies have traditionally used this business 
model for winning growth

Relationships 
with mass 
retailers

Early entry into 
developing 

markets 

Mass market Centralised to 
push costs 

down

11 ‒11 ‒ © Ipsos
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This has been fueled by a very linear stage gated process, 
(still present in many companies today)

12 ‒

Concept Market 
research

Product 
Development Go to market

$ $ $ $

$ = cost

Usually one qual or 
one quant

Usually R&D led, 
sometime consumer 

opportunity
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However, the World changed

13 ‒

1. Cheaper start-up 
costs

2. Ability to avoid 
key distributors and 
go D2C

3. Lower investment 
methods to initiate 
and scale marketing

4. Greater viability of 
‘nicheified’ business 
models
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This spawned lean start-up approach to innovation, focused 
on iterative in-market experimentation

14 ‒

The scientific approach to 
innovation: 

1. Opportunity for iteration and 
course correction

2. Human centred 
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This has led many large companies to feel they should follow 
a similar approach

15 ‒

P&G – time to market = 
1yr (vs. 3 standard)

Incubator type 
ventures

GE fast works (‘poster child’ 
for Lean start-up at scale)
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Despite the obvious advantages, there are fundamental 
issues with this approach for large companies

16 ‒

Lean methodology 
harnesses 

benefits of small 
companies not big 

ones

Need to factor in 
that lean start-up 
is an eco-system

Lean start-up isn’t 
applicable to many 

challenges

16 ‒16 ‒ © Ipsos
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1. The majority of start-ups fail. Iterating can only get you so 
far - a large company should not jump to ‘eggs in one entity’

17 ‒

Idea and 
market 

opportunity
Seed Series A Series B

$ $

$ = investment

$ $

$

$
$ $

$
$

$
$ $

$

$

$

$
$$ $

Series C

Failure to ever exit: 97% 84.1%

$

$

$

$
$$

$

$

88.7% 80.7%

$
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2. Challenges that require high up-front 
investment are the future

18 ‒

`

1985-1999 2000-2015 2016 - present

First Wave: 
Building the 
internet
Companies like 
IBM build 
underlying tech

Wave 3
Internet fully integrated 
into everything, in 
higher cost and more 
regulated sectors

Second Wave:
App economy 
and mobile 
revolution
Companies can 
launch with very 
minimal 
investment, on 
top of 
underlying R&D

Level of 
financial 
investment
required “What’s becoming 

increasingly clear is that the 
breakthrough applications 

of the future will not be 
based on a single 

technology like a digital 
microchip”
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3. Lean methodology harnesses benefits of small companies 
not big ones

Big companies can 
afford and have 

capabilities for large  
investment in front end 

understanding

‘In market’ 
experimentation can 
carry large levels of 
reputational risk for 

large companies

Large companies are 
typically not ‘able’ to 

move as fast

19 ‒19 ‒ © Ipsos
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So, how to do 
a human centered 

approach designed for 
scale?

20 ‒
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Therefore we have developed an approach to leverage the 
benefits of iteration and consumer feedback – an iterative 
approach in an early stage and ‘safe’ environment

21 ‒

Idea and 
market 

opportunity
Validation Development Go-to-market

$
$ $$$
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Through benchmark testing we see that this approach 
delivers results

Innovations with 
early concept 

validation had a trial 
index of 107 vs. 96 
for concepts that
skipped this step.

For a large tech 
client, we saw 

number of failing 
ideas go down from 

21% to 13%. 

22 ‒22 ‒ © Ipsos
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The Ipsos process - 3 Sprints, with iteration at each phase

D I S C O V E R
Identify unmet needs & prioritize opportunity areas
Explore the spaces worth playing in grounded in consumer understanding 
and strategic prioritization based on your teams’ aspirations and capabilities

D E F I N E
Ideate solutions, define ideas and prioritize leads
With a deep understanding of the opportunity space, dive into ideating 
solutions and identifying the ones worth progressing

D E V E L O P
Add fidelity to ideas and create potential business propositions
Add meat to the bones and turn ideas into fully considered concepts with 
consumer validation to identify and refine the largest business opportunities

23 ‒

D I S C O V E R

D E F I N E

D E V E L O P
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Detailed 
Planning

Identifying 
Milestones

CLUSTERING IDEATE

FEASIBILITY 
AND 

VIABILITY

IDEA
TEST

Ideate 
solutions, 

define ideas 
and prioritize 

leads

PRIORITIZED & 
VALIDATED 

IDEAS

PRIORITIZED & 
EVALUATED 
CONCEPTS

INNOVATION 
TERRITORIES

Innovation 
Pipeline

Identify 
unmet needs 

& prioritize 
innovation 
territories

CONCEPT 
WRITING

ITERATE WITH 
CONSUMERS 

& EXPERTS

CONCEPT 
TEST

FEASIBILITY 
AND 

VIABILITY

CONSUMER 
INSIGHT

INSIGHT 
CARDS

OBJECTIVES 
& SCOPE

STAKE-
HOLDER 

INTERVIEWS

Add 
fidelity to ideas & 
create potential 
business props

# 1
DISCOVER

# 2
DEFINE

# 3
DEVELOP

We draw from a comprehensive protocol that we can customize to the exact challenge

ONLINE 
COMMUNITY

Access to consumers 
throughout

24 ‒
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How do we do on 
the ground

25 ‒
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Ensuring good ideas go into the funnel is key – we have a lot 
of creative exercises

Related 
worlds

Celebrity 
ideation

Re-
expression

Revolution

Trends
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Ipsos’s Global Trend Survey uncovered 36 values – trends that 
are playing out in the world today
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Let’s try and example with a trends exercise



Arla &
Plant-based



About arla

4 GLOBAL 
BRANDS

9,406
OWNERS

THE 4TH
LARGEST

20,020
COLLEAGUES

LARGEST ORGANIC
DAIRY PRODUCER

IN THE WORLD



(mnEUR)
Milk Alternatives Category Value

~ 650

~ 1.350

2020 2025

+10,3% 
CAGR

Internal & external data 



Why Arla?



95%
of Plant based consumers 

also buy milk



OUR FARMERS live 
with THE nature



The board of directors gave arla the 
mandate to enter plant-based…

… with a new stand-alone brand



LOTS OF 
PRODUCTS, 
FEW TRUE 
BRANDS

VO



NEW   
HEALTHY

SUSTAINABLE



Any successful brand…

Functionality Aspiration

Trustworthiness










A third way?



Craft learning plan 

• Qual immersion & 
iterative screening

• Concept
• Product & Pack

• Positioning 
immersion

• VI immersion & 
screening

• Comms 



Maximize consumer immersion  at the beginning of the 
journey 

Take a calculated risk  on  the later stages  - not  over-
research

Research informs - not validate 

Learnings 
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The art of writing consumer-centric concepts

Add fidelity to ideas and create 
potential business propositions
Add meat to the bones and turn ideas into 
fully considered concepts with consumer 
validation to identify and refine the largest 
business opportunities

44 ‒

DEVELOP
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To explain the product to 
consumers clearly and 
realistically so that we 
might understand their 
likelihood to buy in the 

future

For a consumer it must 
answer the question …..

“What’s in it for me 
and why should I 

believe it?”

45 ‒

The role of the ‘concept’
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For a successful concept: BE CONSUMER CENTRIC

HEADLINE – The one thing you want people to 
remember

INSIGHT - WHY?   This is important to you [consumer] 
because …

SUPPORTING INFORMATION: RANGE, PACK SIZE, 
CHANNELS + PRICING

SOLUTION /BENEFIT – WHAT?  I promise you ….

SUPPORT/RTB – HOW – And you can believe me 
because ….

Commercial aim Consumer aim
(what will they be thinking?)

Encapsulates product 
main idea/ benefit

Express the consumer’s 
frustration of the unmet 

need

Communicate singular 
consumer benefit

Supports how the benefit 
is delivered

Grab my attention

Prove that you understand 
my needs and know what 

is going on in my head

How can you answer my 
needs better than anyone    

else?

Why should I believe you?

Range/ variants, pack 
size, channels + Pricing Anything else
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Good Insights

You know you have it right when you get 
the universal head nod and flow of personal 
examples.

Great insights should:

1. Make him/her feel something, 

2. Compel him/her to act,

3. Be competitive- something the 
competition doesn’t already know 
or leverage

YOU 
OBVIOUSLY
UNDERSTAND 

ME.
THAT’S 

SOMETHING 
I COULD 

HAVE SAID!

THAT’S 

SOOOO
TRUE!
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From insights ….To sticky insights

Little Boost - Not Heavy
When I reach for a snack it’s often 
as a little boost rather than 
through hunger. I need something 
that is delicious without being too 
heavy to lift my mood

Why is everything so heavy when 
all I want is a little boost?

INSIGHT - WHY?   This is important to you [consumer] 
because …
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Benefits: one size does not fit all!

The lightest 
texture chocolate 
with the maximum 
flavour 

Functional Benefits

Emotional Benefits

This chocolate offers 
you a moment of 
relaxation

Light texture and intense 
flavour brings a moment of 
escape 

SOLUTION /BENEFIT – WHAT?  I promise you ….
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The role of reasons to believe (RTB’s)

To convince the consumer that he/she 
will receive the benefit being promised.

How to Write RTBs:
• Must support the main benefit statement 
• Don’t get too technical – everyone must “get” it! 
• You can have more than one.

The RTB
PRIMARY FUNCTION

The RTB
SECONDARY FUNCTION
To provide distinctiveness vs. other 
products/services offering similar 

sounding benefits.

1

2

SUPPORT/RTB – HOW – And you can believe me because 
….

Endorsements 
/ recommenda-

tions

Stories
/ 

Brand heritage

Logical 
explanation

“Expert teams travel around the world to learn 
about local kitchens and ingredients…”
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Keep it about the 
consumer

Keep it simple

Be unique

Don’t over 
promise

• Use friendly and consumer language
• Use positive attributes
• Show empathy and understanding of 

the situation 

• Start with a unique product idea that 
delivers a new benefit or an existing 
benefit in a new and better way

• What is it about your idea that truly 
sets it apart?

• Differentiation should be obvious in 
the visuals, headline, first and last 
paragraph

• Clear and single minded
• Aim for 80-120 words, max 140
• Read and understand the concept 

in <30 sec

• Align expectations with what you 
can truly deliver

• Avoid jargon, technical terms and 
marketing speak

• Superlatives are most powerful 
when used sparingly
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Set up for success?

REAL PEOPLE + 
REAL BEHAVIOR = 
REAL SUCCESS

By engaging consumers in a 
way that as closely as 
possible mimics the 
decisions real people make, 
we gather better information 
and build stronger 
recommendations that drive 
real-world innovation.

LOSSES:
Any perceived loss 

from switching to 
innovation

GAINS:
Advantages gained 
by trying/using the 
innovation

STATUS QUO BIAS

ATTRACTION OF NEW

BARRIERS

BENEFITS

PRODUCT
CHOICE

E
X

IS
T

IN
G

 P
R

O
D

U
C

T

N
E

W
 P

R
O

D
U

C
T
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Innovation must be evaluated through two lenses

Consumer Lens
How We Do It:
RED Measures

Competitive Lens
How We Do It:
Consumer-defined competition

1

2
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Beyond go / no-go decision 
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NOW IT IS YOUR TURN 
– GO INNOVATE!

© Ipsos
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Q&A

64 ‒
Ipsos.dk

NEXT EVENT
25th November 

Portfolio 
Management & 

Optimization 
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