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Building on 360 in a fragmented world

Client Demand

Ipsos ASl



brandj|shout examines 18 touchpoints ‘in the moment’

Newspaper
or magazine

Leaflet or
letter in
the post

Sponsored

Conversation
event

Online

News story, | Brand’s own SIS Brand’s Brand’s Email/text Search (e.g.
As a sponsor . . Facebook . . Youtube .
blog or review website page Twitter feed | mobile app from brand | Google, Bing)




How it Works
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How the diary works

Brand Shout

NoSenice = 10:24 AM
Brand Shout

Brand Shout Brand Shout
Which brand did you see or hear

Where did you see or hear about
something about?

What did the brand appear in
this brand?

Using the slider scale below, please
online?

tell us how positive or negative what
you saw or heard made you fesl about
the brand.

Go Comparg Convarsation

Adver <- More Hegative 0 More Positive ->
Compare the Market T

e
Moy Supermarkat Radia

News story, réview or in a blog
Confused.com MNewspaper oF Magazine

Acemiiray Oinline

A5 a sponsor
Aviva On your phions
Diirasct Liries Postar Mentionsd an a social network (8.9
Facebook, Twitter), forum or chat
Previous

Prevwious Pravious

Prawious

brand media touchpoint

feel about the
brand

Ipsos ASl



How the diary works

s UK = 1027 AW~ i3 Mo Servn = 10:24 A

si.. WOdalone UK 5 10:27 AM s

Brand Shout

Which of these emotions, if any, is
closest to the one you felt when
you saw or heard about the brand
on this occasion?

Tense
Angryfoutraged
Contertad
Calm
Excitad

Bared

emotion

Ipsos ASl

Brand Shout

How much did what you saw or heard
remind you of things you really care
about or enjoy? Please tell us using a
scale where 7 means “a lot” and 1
meaans “not at all”.

B

Previous

personal

resonance

Brand Shout

How would you describe content of
whatl you saw or heard and the
impression about the brand that you
got from this?

Proyioars Mt

o|wlefr|T|v]u|1]o]p
Als|olFla|nla]K|L

_lz|x|c|v[B|n|m
123 m return

impressions

Brand Shout retoke protn

-~ R B

Collect one of
six exclusive
meerkat toys*! |

Find out mare !

Previous m




Brand shout gaining a granular view of... Car Insurance

the moment emotion
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Using what the device knows about us to

capture in the moment insight...

Ipsos ASI




What does my mobile know about me?

chrs I . e to i,

e starts his working day in earnest

The majority of

He spends the working day either Calendar

location. His busiest days are Thursday and Friday when his diary is

most full.

Media Player

and his is one o

he listens to is a mix of 90’s alternative and modern pop, listening to

Snow Patrol more than anything else.

Ipsos ASl E



Geo & URL Fencing

wil. T-Mobilg... 26 19:20

Ipsos ASI Ipsos ASI

The Advertising Research Company The Advertiiing Research Company

New Survey Available

o T e ﬂ-.prj Eheck

- ,r

il aynity

"L""‘"“

M Iﬂll

lpsos App downloaded. GPS

When App user goes near to Different surveys can be
locations of for study are GPS co-ordinate a survey is triggered for each location
collected and loaded triggered

Ipsos ASl E



New approaches need new partnerships

Ipsos ASI




Everything Everywhere & Ipsos MORI Partnership

2

Ipsos ASl

Aim
The partnership has been setup to open the

possibilities for cutting edge research from a
Mobile Operator’'s Customer Base

Why is this exciting

Live, granular and geo-location driven insight
has been the reserve of Online, Retail and
CRM environments. This project will open
these opportunities to many research
questions



Everything Everywhere’s Customer Database

Demographically Profiled Phone Usage

Time of day
Level of usage
Domain name

Advertising domain

D.O.B,
Postcode & Call Category
gender

Geo Location

Identified
live
Identify location ——
inreal timeon ’
calls/SMS/ Polling

7/

|
followe /

Ipsos ASI F— . 4./




Endless opportunities for behavioural data

Ipsos ASI




URL Behavioural Data

— -

391 went to
LinkedIn

364 went to
Pornhub

T

Ipsos ASI BBC: 4,508, Wikipedia: 3,652, TFL 3,048 nationalrail: 1,264, ebay: 1,036, dailymail.co.uk: 868




Apps Apps Apps!

@ 6 locations during Wk 1 Olympics , after
search the 10 most popular sites are Apps

(london.2012 most popular site)




James Randall, @IpsosMori
THANK YOU




