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Today's consumers 

are increasingly connected 

in the way they are living 

their lives

Source: Kantar Consumer View: Devices and Subscriptions Survey, May 2019, N= 2700, Kantar Profiles Network a, US, BR, UK, DE, 

FR, ES, AU, IN, SG, CN. All bases are relevant to the online population for each country. On left UK Data only.

1

85%
own a laptop computer

91%
own a Smartphone

41%
own a desktop computer

72%
own a tablet
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We live in a data-filled world
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But having a wealth 

of data doesnôt mean 

anything unless itôs 

connected
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Taken too far?
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Be more relevant 

than ever and cut 

through the ocean 

of generic content
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https://vimeo.com/312638640
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1. Enriching survey data with 

appended consumer segments

2. Validating audience segments for 

future campaign use

3. Creating unique, targeted 

audiences for media buying

Connecting data can lead                                

to new revenue opportunities 

& added value in behavioural knowledge,

letôs explore howé
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1. Enriching     

Survey Data         

With Appended 

Consumer     

Segments
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First thing first, 

what data sources

are we connecting to?                   

And why is this of                      

interest to you?
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Connecting to other data sources

Demographic 

enhancement

Digital behavior & 

metering insights

Multi-party data 

linking

To create a 360 view of your audience profile
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Going beyond a survey 

By adding more questions to surveys              

you risk boring or disengaging respondents,           

resulting in lower quality of the dataset.

But by adding layers of connected                  

data you can achieve richer, deeper               

audience understanding.

14



Case Study: Improving the Accuracy of Consumer Segments through Data Appends

CHALLENGE

Consumer segments built off a U&A 

study from a leading beverage brand in 

China:

ÅNeed to enrich these consumer 

segments for targeting

ÅApproached Kantar to help establish 

a link between digital platforms and 

consumer segments to enrich these 

profiles for targeting.

APPROACH INSIGHT

Effective integration of survey data and 

behavioural data of each profile, through 

Kantarôs connected technology and 

third-party digital partnerships:

ÅCoverage

ÅVolume

ÅRichness

ÅPermission

IMPACT

ÅGuide targeted communication for the 

clientôs consumer segments

ÅMore effective & differentiated 

segments, that were previously 

considered to be similar

ÅImproved understanding of the 

audience through a connected 

approach

Challenge Approach Insight Impact

Linking survey-driven consumer 

segments to Baidu Ecosystem

Greater data accuracy by building the 

linkage with the individual:

ÅIdentify

ÅExtract and clean

ÅProfile
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2. Validating Audience 

Segments For Future 

Campaign Use
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Validation helps answeré

Å How accurate the segments are, be it Syndicated, Third 

party or Custom?

Å How can I compare similar segments and vendors?

Å What is my segment rating compared to others?

Å What is the make of my segments?  

Å Who am I targeting when this segment is used

Å How can I monitor a campaign thatôs in flight and 

optimize it?

Å Can these targets help us reach the right audience?
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Use third-party data sources and survey data to validate the quality 

of your audience segments, evaluating:

Digital Audience 

Quality 

Accuracy Of Defined 

Segments

Confirmation Of 

Segment Makeup

Syndicated Platform 

Integrations
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Case Study: Reach more Relevant Targets for more Effective Campaigns

CHALLENGE

Pet food company

Looking for audiences across the 

syndicated segments related to pet 

ownership

More than one DMP vendor is identified

Need to limit media waste and improve 

in-market accuracy

APPROACH

ÅWhich DMP provides a more relevant 

audience?

ÅKantarôs deterministic accuracy 

analysis

ÅKantarôs probabilistic audience 

effectiveness

ÅScore to assess relevance when 

targeting on multiple vendor 

segments

INSIGHT

ÅAll of DMP Aôs segments have a 

Kantar Quality score of 60% or higher

ÅDMP Aôs segments are the most 

accurate with higher scores across all 

compared to DMP B

IMPACT

ÅIncreased client confidence in using 

DMP A for ad targeting and/or ad 

measurement

Challenge Approach Insight Impact
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3. Creating Unique, 

Targeted Audiences 

For Media Buying
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Research is often conducted to report on 

the target audiences to identify for specific 

marketing purposes, such as Advertising
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But why stop there?
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Effectiveness and Efficiency ïtwo sides of the same coiné

Reaching audiences has become faster and 

cheaper. But are we reaching the right audiences 

through our siloed, interpretation of data?

Does living within 20 miles of a Shell services 

make me a potential new customer?

Yes, I shop at Waitroseé

ébut I donôt have a car!

Could we reduce waste and inaccuracy by taking-

data-driven actions?

Connect first party data to your ad campaign to 

define your audiences.
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