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• Nielsen: client service

• Nielsen sviluppo prodotto

• Wavemaker: direzione strategica

• Havas Media: direzione strategica

• Havas Media: direzione strategica, content, data 
room, sport, sviluppo prodotto

• A tempo perso: comitato tecnico Audiweb, consiglio direttivo 
Osservatorio Branded Entertainment

GUIDO
CHI?

FOTOGRAFO

SCENEGGIATORE



SE AVESSI CHIESTO 
AI MIEI CLIENTI 
COSA VOLEVANO,
MI AVREBBERO 
RISPOSTO:
UN CAVALLO PIÙ 
VELOCE

Henry Ford
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IL VERO PROBLEMA DELLE RICERCHE DI MERCATO È CHE 

LE PERSONE NON PENSANO CIÒ CHE SENTONO,

NON DICONO CIÒ CHE PENSANO

E NON FANNO CIÒ CHE DICONO…

David Ogilvy



Daniel Kahneman
Nobel per l’Economia 2002

Richard Thaler
Nobel per l’Economia 2017
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Facciamo un passo indietro…
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Siamo animali.

Animali pigri.
(con l'obiettivo di arrivare a sera, vivi)
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Pensiero
lento

Pensiero
veloce



LE RICERCHE 
DEVONO SEMPRE 

AVERE COME 
OBIETTIVO 

L’AZIONABILITÀ 
DEI RISULTATI

OBIETTIVI

METODOLOGIA

RISULTATI

IMPLICAZIONI
STRATEGICHE



DUE MONDI A 
CONFRONTO

QUALITATIVE

QUANTITATIVE

INTERVISTE  

INDIVIDUALI

V I S - A - V I S  o  V I A  

Z O O M

DA FOCUS GROUP A

COMMUNITY ON LINE

ETNOGRAFICHE

N ET -N OG RA FICH E  

R ICERCH E  D ESK

PANEL ADVANCED

ANALITYCS

AD HOC

DA CATI A CAWI

DA UN PUNTO DI VISTA 

METODOLOGICO 2 SONO I 

MONDI ALL’INTERNO DEI QUALI 

SI SVILUPPANO LE RICERCHE DI 

MERCATO. 

LA DIGITALIZZAZIONE DI QUESTI 

ANNI HA PORTATO 

INNOVAZIONE NEI MEZZI MA 

ANCHE NELLE METODOLOGIE 

STESSE



The world is hard.



• MX INTELLIGENCE: Consumers

Which are relevant shopping behaviour insights? 

Which are their meaningful choice drivers?



2 CONCETTI 2



PEOPLE WOULD NOT CARE IF 
77% OF BRANDS DISAPPEARED
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UNDERSTANDING WHAT MATTERS
DEFINING MEANINGFUL

FUNCTIONAL

PHYSICAL

GOV/ETHICS

ENVIRONMENT

COMMUNITY WORKPLACE

ECONOMY

ORGANISATIONAL

FINANCIAL

INTELLECTUAL

SOCIAL

EMOTIONAL

NATURAL

MB INDEX = Brand Performance + KPIs

Does the product or 

service deliver?

Functional benefits

Personal benefits

How brands improve 

peoples’ lives?

Collective benefits

What’s  their role 

in society?
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THE AGENCY DATA PLATFORM THAT FEEDS THE FULL PROCESS

GET SMART INSIGHTS ON 
RELEVANT CONSUMERS

DEFINE BRAND’S TARGET 
PERSONA

ACTIVATE ADRESSABLE ID 
BASED AUDIENCES INSIDE THE 
MOST MEANINGFUL CONTEXT

INCREASE CAMPAIGN 
EFFECTIVENESS

Mx INTELLIGENCE Mx BRIEF Mx DEVELOPMENT Mx MEASUREMENT

ENABLES



THE SECRET IS IN DATA SOURCES

3rd PARTY DATA

70M DEVICE ID

50M COOKIES

15.000 tracked websites

1.000+ interests/intent

2.500+ used app

Geolocation

ID-PANEL SURVEY

2 PANELS

50K INTERVIEWS

300 Media touchpoint and 

statements

500 brands

20.000 variables

ZERO PARTY 

DATA

COMMUNITY

60K WEOPLER

Personal data platform:

Amazon purchases, Netflix 

streams, Loyalty programs data, 

Facebook likes and interests

1ST PARTY 

CLIENT DATA

CLIENT DATA 

ONBOARDING

Site, ad pixeling, CRM

USER GENERATED

CONTENT

LIVE UNSOLICITED 

CONSUMER OPINIONS

Conversations, interests and 

reactions on brands



• MX INTELLIGENCE: Consumers

Which are relevant shopping behaviour insights? 

Which are their meaningful choice drivers?



Consumers are conflicted 
Shopping is a lot more complicated—and 

fraught— than it used to be. People are torn 

between values and value. Retailers need to 

navigate these emotional labyrinths with care.

THE SPARK: A CULTURE 
INSIGHT

Its crucial to solve the conflict
that consumers live when facing

the choice of a food retailer



A BESPOKE APPROACH TO DISCOVER ACTIONABLE PERSONAS

Havas Media

Ad hoc research

Cluster analysis 

on purchase 

drivers

Data fusion in 

Converged

Crossmedia

Actionable 

Personas



21

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Relevance AVERAGE COMPETITORS

Competition composed of: Conad, Coop, Esselunga, Auchan, Crai, Simply, PAM, Famila, Sigma, Iper, Il Gigante

Q16 – TOP 2 BOX: You said you know the sign (BRAND Q10), indicate which attributes you recognize

WE HAVE CLASSIFIED CHOICE DRIVERS ON THE BASIS OF 
THEIR CAPABILITY TO ADDRESS DIFFERENT BENEFITS

FUNCTIONAL BENEFITS:

Does the product or service deliver?
PERSONAL BENEFITS:

How brands improve peoples’ lives?

COLLECTIVE BENEFITS:

What’s their role in society?



WE HAVE MAPPED BUYERS AND STORES ON THE BASIS
OF SHOPPING CHOICE DRIVERS RELEVANCE

PRIMARY NEEDS

EXPERIENCE NEEDS

VALUE NEEDS

ON TOP OF PRIMARY AND EXPERIENCE NEEDS THIS CLUSTER 

CHOOSES BRANDS ON THE BASIS OF THEIR CAPABILITY TO 

DELIVER VALUE TO THE SOCIETY

ON TOP OF PRIMARY NEEDS THIS CLUSTER IS DRIVEN BY ITS 

NEED OF A SATISFYING SHOPPING EXPERIENCE

PRIMARY NEEDS ARE STRONGLY CONNECTED TO 

FUNCTIONAL BENEFITS LIKE QUALITY AND PRICES

The map highlights how there are different needs when it comes to 

identify the best shopping retailer

Source: Converged

23 MIO

11 MIO

6 MIO



WE HAVE IDENTIFIED THREE CLUSTER

Source: Converged

23 MIO

11 MIO

6 MIO THE PROSUMERS

THE HUMANIZERS

THE PRAGMATICS
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PRAGMATICS
She is strongly driven by the research for 

quality at the right price. She loves to take 

care of her family, especially during special 

occasions, and of her house

Acqua e Sapone

Promo Qui

Lista Spesa

Eurospin

Lidl 

Volantino Facile

Ricette Mania

Trova Prezzi

Groupon

APP USERS

Beauty

Budget travel

Couponing

Contests_&_Freebies

Home repair & DIY

Comparison

Cleaning Supplies

Credit/Debit and Loans

Cooking & Baking

INTEREST/INTENT

PROSUMERS
Her shopping behaviour is strongly linked to 

values like preservation of the natural 

environment and social responsibility. For these 

reasons she is willing to pay a higher price.

Cortilia

iCoop

Conad

Instagram

Linkedin

Yoga

APP USERS

Health Cooking

Specialist Food

Ethically Source

Groceries

Garden Plants

Furniture & Equipment

Environmental Safety

Green Economy

Alternative Medicine

INTEREST/INTENT

HUMANIZERS
Experience is a key value in her decision 

framework, she likes to be taken care of. She 

is ambitious and for her is very important to 

excel in everything she does

MyCarrefour

Esselunga

Iper la grande I

Gustissimo, 

Ricette per Bimby

Linkedin

Skype

APP USERS

Gourmet Food

Cooking & Baking

Home Organization 

Kitchen Equipment

Appliance

Women’s Fashion

Running

INTEREST/INTENT



AND CHECKED HOW MAIN COMPETITORS BUYERS ARE 
WEIGHTED IN EACH CLUSTER

23 MIO

11 MIO

6 MIO THE PROSUMERS

THE HUMANIZERS

THE PRAGMATICS

Source: Converged

26% CARREFOUR Profile

31% COOP Profile

28% CONAD Profile

28% ESSELUNGA Profile

31% CARREFOUR Profile

29% COOP Profile

28% CONAD Profile

30% ESSELUNGA Profile

43% CARREFOUR Profile

40% COOP Profile

44% CONAD Profile

42% ESSELUNGA Profile



CLUSTERS ARE TURNED INTO ACTIONABLE GROWTH TARGETS

CONCEPT MESSAGE:

QUALITY & EXPERIENCE

CONCEPT MESSAGE:

PRICE & QUALITY

CONCEPT MESSAGE:

QUALITY & ITALIANITY

CONTEXT

PROMO LEAFLET LOYALTY PROGRAM CSR/ESG ACTIVITYCONTENT

CONNECTION

THE PROSUMERSTHE HUMANIZERSTHE PRAGMATICS

9,9 MIO 3,4 MIO 1,5 MIO



ALTRE METODOLOGIE UTILIZZATE 

Ricerche di 

mercato 

quantitative per 

dimensionare 

categoria e 

marca

Ricerche 

qualitative su 

creatività e 

messaggi ADV

Buzz 

Monitoring e 

analisi legate 

al Sentiment 

Analisi di 

scenario e 

consulenza 

strategica
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Valutazione di 

Sponsorizzazioni 

e progetti di 

Branded Content 



EVALUATION OF A MULTICOUNTRY CAMPAIGN

OBJ

Determine brand awareness in 
different markets to measure the 
impact of TV and digital campaign 

METHODOLOGY

PRE /POST ONLINE
1.000 people: 80% men and 20% 

women who have to purchase 
work clothing. 

RESULTS

+7pt prompted awareness, second 
place in the ranking of favorability 

in 2 most performant country.

HOW MY CAMPAIGN PERFORMED IN EUROPEAN COUNTRIES?



AN EXAMPLE OF OUTPUT



RESULTS

+2% awareness and growth of the 
premiumness in 2 of the 3 target 

profiles. 

OBJ

Measure the brand visibility on 
different targets audience and 

discover the role of the radio for 
clusters

METHODOLOGY

1.000 cases: 500 pre + 500 post 
between 25 54 yo, divided into 

different brand personas

THE ROLE OF RADIO ON MEDIA PLAN

WHAT IS THE IMPACT OF A RADIO CAMPAIGN?



AN EXAMPLE OF OUTPUT



RESULTS

Identified the best creativity to 
reach the target: interesting for 

88% and clear for 76%

OBJ

Analyze the Allergan’s digital 
campaign 2020 in order to 

understand the appeal and the 
efficiency of the message

METHODOLOGY

2 focus group + a quantitative 
research with more than 500 in 

target respondents

A CREATIVITY TESTING FOR THE NEW DIGITAL CAPAIGN 2020

WHAT IS THE MOST EFFECTIVE CREATIVITY?



AN EXAMPLE OF OUTPUT



OBJ

Increase the visibility of the brand 
in a moment of high seasonality 

(Easter)

METHODOLOGY

EXPOSED / UNEXPOSED: 700 
respondents: 50% fan of the 

program, 50% non-fan of the tv 
program

RESULTS

+4% prompted awareness, +11% 
favorability of the brand, + 3pti 

Intention to buy during the Easter 
week.

THE EVALUATION OF A PRODUCT PLACEMENT 

WHAT KPIS IMPACT ON BRANDED CONTENT ACTIVITY?



AN EXAMPLE OF OUTPUT



RESULTS

Identified the weaknesses of the 
actual organization and selected 

new virtuous  solution for the 
digital communication 

OBJ

Define the state of art of the brand 
in 36 countries, create a new 

global communication strategy,
re-design the relationship between 

global and local dept

METHODOLOGY

Analysis of worldwide brand 
communication + strong focus on 

his digital proprieties + 7 
in-depth interviews in the selected 

top countries

A NEW DIGITAL COMMUNICATION STRATEGY 

HOW WE CAN COMMUNICATE A GLOBAL BRAND?



AN EXAMPLE OF OUTPUT



NON SOLO METODOLOGIE CLASSICHE

LA RICHIESTA:

Valutare 3 format commerciali 

"transit food" in 10 paesi in 3 

continenti…
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Q&A



LO SPORT 
MARKETING È IN 
GRADO DI 
CAMBIARE LE 
ATTITUDINI DELLE 
PERSONE?
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Tassi di criminalità per tipologia di crimine
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If  he scores another few

Then I'll be Muslim too

If he's good enough for you,

He's good enough for me.

Sitting in a mosque

That's where I wanna be
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Q&A


