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decision-ready insights in real time
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The world
IS evolving

Did you know that according to the

the most cited unmet
need was speed to insights?

GRIT report,




Data driven
decisions using
validated solutions
at every stage

of the product
development
process

Monitor advertising
effectiveness
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Measure digital effectiveness
and impact on brand

Design creative based
on the messages that
resonate with consumers

(onnl)

. ‘v
N @)4

Supercharge your brand strategy
and how you will win in market
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Screen ideas and claims with
the strongest potential

Optimise concepts
with fast consumer feedback

Screen pack options to ensure

packs stands out and drives sales
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Myth busting

Creative work won't test well! N
“There was this preconception internally that you AR ‘ i g »
That almost testing is S R ol \
a bit of a blocker. That was a myth we really bk
wanted to overcome. \ ‘,.
: i Y
We found this more < performed a lot 3 R . o5
, it met all the KPIs we wanted it to and drove ‘ o, {3
the equities we were looking for on the brand. / N i
The research enabled the team to influence the e Vi :_sf‘
, pushing the decision to shift & Al
plans in favour of the creative route, and make A
ahead of launch.” '
—Caroline Cookson
Consumer and Shopper . _ y .y
Insights Manager, Heineken ; ! k _; n
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Consumers expect so
much more from brands

Gender

Inclusion and diversity

Sustainability

Purpose

Authenticity... ;
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Getting the Brand ‘power contribution’
sustainable
messaging
right is difficult 79% 27%

Simply talking about brand
purpose and sustainability
doesn’t equal success.

With ‘purpose’ With ‘purpose'
and fits but weak fit
with brand with brand

:) Affectiva
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Myth busting

Complex/deep brand problems
can't be solved with agile tech

“When you try to do purpose with a functional brand
> {o create one.

We sat down with our Kantar team, used the

alysis. And within
days we put together a framework, created 3 new
ideas and had to pick an idea very quickly.

chartered waters
pital the insight,
1ely powerful.”

— Georgios Papadopoulos
Insights and Analytics Lead,

Reckitt Health, UK

KANTAR

ACE



Myth busting

Complex/deep brand problems
can't be solved with agile tech

“Even though all of these tools are
iIncredibly useful right now, you
still need capital.

You still need the human brain to come
In and look the data. Help you
the data and make sense of the
data, and help you ry and make
an ision.”
— Georgios Papadopoulos

Insights and Analytics Lead,
Reckitt Health, UK
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Have it your way

-

Self-serve Assisted by a
Kantar expert

Fully managed in
partnership with
a Kantar expert
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Let's share a quick example

Marmite’s ‘Flippin Tasty’
pancake post ranks
among most effective
Facebook ads

NV

marketingweek.com

ADVERTISING
ASSOCIATION

ICANTAR

FLIPPIN’ TASTY
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KANTAR

Projects

Solutions v Help center

Hi katy

Recent projects Start a new project

¥ Link Now for TV Single Ad - Nov 52021 02:06:57 PM
‘ (GHATY: Betonsr Saved for later + New project

Concept eValuate - Nov 5 2021 01:52:24 PM (GMT) Quick start:
s Saved for later

Link Now

Link A
Link Now for TV Single Ad - Nov 4 202111:13:56 AM
Saved for later

 ev

Kantar Marketplace solutions

)

Ad testing and Innovation and Media planning and Brand insights

development product effectiveness
Test your TV, digital, print development Get the data you need to Measure and evaluate your

and outdoor advertising (Get valiable constimer plan and execute more brand performance

feedback across the effective campaigns

13:56
08/04/2022
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From umm to aha!l

Straight through to intuitive analytics: Survey based, behavioural,
neuro and Al. Your current project and your whole library

CALCULATION TYPE © @

KANTAR | LINK ) MARMITE PANCAKE DAY FB x=] . ~
= ALTERNATIVE @  PERCENTILE

VIDEO PLAYBACK SUMMARY

INVOLVEMENT

SUB METRICS

PERCENTAGE

MARMITE PANCAKE DAY FB @ @ reeo2 36

VIDEO PLAYBACK SUMMARY
PLAYED WHOLE AD

" AV. % OF AD VIEWED PLAYED AD % PLAYED AUDIO % AV.TIME OF SKIP (5)

%
70TH PERCENTILE ORABOVE [l 31STTO 69TH PERCENTILE 30TH PERCENTILE OR BELOW A
o 100%
O
o" 0%
w
® Significantly above current norm ot 95% confidence & so%
® Significantly below current norm ot 95% confidence >
In line with the current 'm ot 95% confidence I
Significance testing is not done when sample size <30/norm not VI 0%
[+ 4
w
- .
< 20%
W
>
o% ' 1 I I )
0o 5 10

DURATION OF AD (SECONDS)
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Powerful technology, built for brand owners to enable growth

Chind

I
/ \

Industry-leading
analytics

@

Deep brand-building
expertise

o

Best-in-class
methodology

Ongoing
Investment

O
e
Unmatched
survey sample

>©<

Always-on
24]/7 support

&

Global
footprint

ICANTAR MARKETPLA:!

20



Have your cocktall
whichever way you like it

Self-serve Assisted by a Fully managed in

Kantar expert partnership with
a Kantar expert

It will always be perfect with
the right quality ingredients

People Experience

ICANTAR MARKETPLA
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Talk to us at Stand 30
find out how you can

from the 'Umm to th
Ahal’




