
How to survive

(and thrive)

in the connected 

insights era 



Ryan Barry
Dad. Husband. Friend. Skier. Consumer. 

President at Zappi

Passionate about ‘modern business’



Creators build the future.

We empower creators.

Bringing insights 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
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Easy to Use. Proven Methods.
Always Learning.

Screen

Prioritize

Optimize

Activate

SHAPE 
winning innovation

Innovation Advertising

Territory

Storyboard

Finished Film

AMPLIFY
creative effectiveness



Agency era: 20th century — 20101

Age of mass marketing: Consumers talked at, not to 

Insights teams managed vendors, suppliers,
procurement



2 Digital era: 2010 — 2022

Agency era: 20th century — 20101

Age of accessibility: Customers join the 
conversation

Insights teams forced to move faster



We’re entering

a new era
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AI 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
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Data-driven decision-making

Integration of AI 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 

What is the future 
of the insights 
industry?

Ask ChatGPT:

1

2

3

4

5

6

7

8
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Understanding target audience

Market segmentation

Competitive analysis

Brand perception 

Consumer trends and preferences

Optimal communication channels

Campaign performance measurement

Product development and innovation 

What does 
marketing want 
from insights?

Ask ChatGPT:

1

2

3

4

5

6

7

8



3 Connected era: 2023 —

2 Digital era: 2010 — 2022

Agency era: 20th century — 20101

Age of authenticity: Consumers vote with their wallets

Insights teams need to understand the whole consumer



Data alone is no longer
a differentiator

The new division of labor:

● AI does the heavy lifting

● 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 

FEAST

When feedback can only micro-optimize

there is an abundance of data to manage & 

optimize experiences post launch.

FAMINE 

When feedback is most actionable

businesses are missing systemized, comparable 

data to maximize the success of their creations 

pre-launch.  

Launch

Opportunity to 

maximise ROI 

on creation 

MANAGEMENT PROCESSCREATION PROCESS

EXPERIENCE 

MANAGEMENT 

DATA

CRM Data

Social Media Data

Ad Tracking Data

Click stream data

ANALOG AD HOC DATA

(not usable in tech stack)



2018: ACME CORPORATION
Team of 30 people
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TODAY: ACME CORPORATION
Team of 30 people
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2026: ACME CORPORATION
Team of 30 people
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So…

How do we get here? 
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Audit

1

Evaluate everything: 

your relationships, 

systems, KPIs, and 

vendors
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Integrate

2
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Build your data 

sandbox 
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Democratize

3

Give creators the 

keys with self-

service tools
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“
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The brands 
pioneering the 
future of insights

Matt Cahill

Sr. Director Consumer Insights, McDonald’s

When we looked into how to 

transform the insights 

function, it was a how to act 

as strategic consultants to the 

business.
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“
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The brands 
pioneering the 
future of insights

Matt Cahill

Sr. Director Consumer Insights, McDonald’s

When we looked into how to 

transform the insights 

function, it was how to act as 

strategic consultants to the 

business.
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Meet the people powering 

the future of insights

Come see us at 

booth 718
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Meet the people 

powering the 

future of insights
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Questions?
Questions?


