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Dad. Husband. Friend. Skier. Consumer.
President at Zappi

Passionate about ‘modern business’




Creators build the

We empower :

Bringing to data.

To inspire, optimize, and validate
their ideas.
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A software platform for customer-obsessed
insights and marketing teams.

Inspire | optimize | validate new products
and ads while you create them

Leverage current and historical data to improve
your effectiveness over time




Easy to Use. Proven Methods. -
Always Learning.

Innovation Advertising
@ Screen © Territory
@ Prioritize
© Storyboard
@ Optimize
@ Activate © Finished Film

SHAPE AMPLIFY
winning innovation creative effectiveness
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@ Agency era: 20th century — 2010

Age of mass marketing: Consumers talked at, not to

Insights teams managed vendors, suppliers,

procurement o N




zappi
1) Agency era: 20th century — 2010

(2) Digital era: 2010 — 2022

Age of accessibility: Customers join the
conversation

Insights teams forced to move faster




We’re entering
a new era




zappi

Al can produce a
more unique ad

concept than
most innovators
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Humans are no
longer needed for
day-to-day
research tasks
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You’re not in
consumer

Insights to be a
project manager




what is the future of the consumer insights industry?

The future of the consumer insights industry is likely to be influenced by a range of
factors, including technological advancements, changes in consumer behavior, and
evolving business needs. Here are some possible trends and developments that could
shape the industry in the coming years:

Data-driven decision-making: As businesses increasingly rely on data to inform their
strategies, the demand for consumer insights will continue to grow. The industry will
need to provide more sophisticated and actionable insights to help companies make
informed decisions.

Integration of Al and machine learning: Advanced analytics powered by Al and machine
learning can help process vast amounts of data and uncover deeper insights. This
could lead to more accurate and personalized marketing strategies, improved
customer segmentation, and better prediction of consumer behavior.

Emphasis on privacy and data security: As consumers become more aware of privacy
concerns and data protection regulations, the industry will need to focus on
maintaining consumer trust while collecting and analyzing data responsibly.

4. Real-time insights: The ability to gather and analyze data in real-time will become
increasingly important. Businesses will seek insights that can help them adapt to
rapidly changing market conditions and consumer preferences.

Omnichannel approach: As consumers engage with brands across multiple channels,
the consumer insights industry will need to develop a comprehensive understanding of
the customer journey by integrating data from various touchpoints.

Focus on customer experience: With heightened competition across industries,
businesses will prioritize customer experience to differentiate themselves. The
consumer insights industry will play a key role in helping companies identify and
address customer pain points.

Increased use of automation: Automation technologies, such as natural language
processing and computer vision, can help streamline data collection and analysis
processes, freeing up resources for more strategic tasks.

Collaboration between humans and machines: As Al and machine learning become
more integrated into the consumer insights process, the industry will need to find the
right balance between human expertise and machine efficiency.

Overall, the future of the consumer insights industry will likely involve continuous
innovation and adaptation to new technologies and evolving consumer needs.

Ask ChatGPT:

What is the future
of the insights
Industry?

Data-driven decision-making
Integration of Al and machine learning
Emphasis on privacy and data security
Real-time insights

Omnichannel approach

Focus on customer experience
Increased use of automation

Collaboration between humans and machines




Ask ChatGPT:

What does
marketing want
from insights?

Understanding target audience
Market segmentation

Competitive analysis

Brand perception

Consumer trends and preferences

Optimal communication channels

OEOOOO

Campaign performance measurement

(8) Product development and innovation

What does marketing want out of consumer insights?

Marketing teams rely on consumer insights to inform and optimize their strategies,
campaigns, and communications. Here are some key aspects that marketing professionals
typically seek from consumer insights:

Understanding target audience: Marketers want to know who their potential customers
are, their preferences, needs, pain points, and behaviors. This helps them create
tailored messaging and offerings that resonate with the target audience.

2. Market segmentation: By identifying distinct consumer segments, marketing teams can
develop targeted campaigns and strategies for each group, leading to more effective
marketing efforts.

Competitive analysis: Consumer insights can provide information on competitors'
strategies, strengths, and weaknesses. This helps marketing teams understand their
position in the market and make informed decisions to maintain or improve their
‘competitive advantage.

Brand perception: Understanding how consumers perceive a brand in terms of its
values, image, and reputation is crucial for marketers. This information helps them align
their marketing strategies with the desired brand identity and messaging.

5. Consumer trends and preferences: Marketers want insights into emerging trends and
shifts in consumer preferences to adapt their strategies and stay relevant. This
includes understanding cultural, technological, and social factors that influence
consumer behavior.

Optimal communication channels: Knowing which channels are most effective for
reaching and engaging with target audiences is essential for marketers. Consumer
insights can help identify the platforms and media where marketing efforts are likely to
be the most impactful.

Campaign performance measurement: Marketing teams need consumer insights to
evaluate the success of their campaigns and initiatives. By analyzing key performance
indicators (KPls) and consumer feedback, they can make data-driven decisions to
‘optimize future marketing efforts.

Product development and innovation: Insights into consumer needs and desires can
inform product development, helping marketers create products and services that
address unmet needs and drive customer satisfaction.

Overall, marketing teams seek consumer insights to better understand their target

audience and the competitive landscape. These insights enable them to create and

execute effective marketing strategies, ultimately driving customer engagement, brand
loyalty, and business growth.







Data alone is no longer
a differentiator

The new division of labor:
e Al does the heavy lifting

e Humans bring empathy to the data to
make a lasting impact
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Most of the data you get on how your creations perform

IS too late

FAMINE FEAST
When feedback is most actionable When feedback can only micro-optimize
businesses are missing systemized, comparable there is an abundance of data to manage &
data to maximize the success of their creations optimize experiences post launch.
pre-launch.

v vy

.

EXPERIENCE

ANALOG AD HOC DATA MANAGEMENT
’ (not usable in tech stack) DATA

CRM Data

. Social Media Data
Ad Tracking Data
. Click stream data

CREATION PROCESS MANAGEMENT PROCESS
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Team of 30 people

CoE: 2 people

Business Unit Consultants: 28 people
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Doesn’t exist yet
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JeANE ACME CORPORATION

Team of 30 people

Frozen Goods
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Salty Snacks USA

Business Unit Consultants: 25 people

Wellness

Salty Snacks EMEA

Beverages

09
Y

zappi



~t=s ACME CORPORATION
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Team of 30 people
CoE: 15 people
Business Unit Consultants: 25 people
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Frozen Goods Beverages
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ResOps: 10 people
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So...

do we get here?
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@

Integrate

Build your data
sandbox
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The brands
pioneering the
future of insights

cP COLGATE-PALMOLIVE @ PEPS'CO

° 900 The Clorox
SoFi & Jue Clore.
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The brands
pioneering the (o 4
future of insights

When we looked into how to
transform the insights
function, it was how to act as
strategic consultants to the
business.

Matt Cahill
Sr. Director Consumer Insights, McDonald’s
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Meet the people powering
the future of insights

i
S 0 DY o N s e | I_J_ Ly
b | iy | [ zarunm| 2| C
- ome see us at
Session Room 2 b Networking wp
’ o T booth 718
-— o -] L
P e i ferte B = [ Gwl. =2 i
B g
E Session Room 1 S ewiod S X Sohlx iala% cale o ag’
b - B =l e HEw N
= o Ll
L 105 20 25 0 05 am a5 4 505 604 -
| 101 200 00 ™ 301 o s 600 N
= o - s @ a-- |  Session Room 4

R S N T t————t

|—

e - L

Registrati ion Work ounge s L
—
. g P (] ] n n _— .
S o aker
A Fo I ¢ g Ready Room .
o ) = - . = . B g




Meet the people
powering the
future of insights

Zappl Hour

with tasty bites

Monday, March 27
6:30 - 8:00pm

CHI Bar at Sheraton Grand
Chicago Riverwalk




Questions?




