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FOTOGRAFO
e Nielsen: client service

* Nielsen sviluppo prodotto
SCENEGGIATORE

* 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
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SE AVESSI CHIESTO
Al MIEI CLIENTI
COSA VOLEVANO,
MI AVREBBERO

RISPOSTO:
UN CAVALLO PIU
VELOCE

Henry Ford

mediagroup



IL VERO PROBLEMA DELLE RICERCHE DI MERCATO E CHE
LE PERSONE NON PENSANO CIO CHE SENTONO,
NON DICONO CIO CHE PENSANO
E NON FANNO CIO CHE DICONO...

David Ogilvy




Thim

ﬁ

Richard Thaler
Nobel per I'Economia 2017
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Siamo animali.

Animali pigri.

(con I'obiettivo di arrivare a sera, vivi)

7 H havas
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Pensiero Pensiero
lento veloce
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OBIETTIVI

METODOLOGIA

RISULTATI

IMPLICAZIONI
STRATEGICHE

LE RICERCHE
DEVONO SEMPRE
AVERE COME

OBIETTIVO _
L’AZIONABILITA
DEI RISULTATI



DUE MONDI A

CONFRONTO

DA UN PUNTO DI VISTA
METODOLOGICO 2 SONO |
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

QUALITATIVE

INTERVISTE DA FOCUS GROUP A ETNOGRAFICHE
INDIVIDUALI COMMUNITY ON LINE NET-NOGRAFICHE
VIS-A-VIS o VIA RICERCHE DESK
Z00M
QUANTITATIVE
PANEL ADHOC ADVANCED
DA CATI A CAWI ANALITYCS
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The world is hard.






2 CONCETTI 2

: MEANINGFUL @
BRANDS

CONVERGED



: MEANINGFUL
BRAN DS

PEOPLE WOULD NOT CARE IF
77% OF BRANDS DISAPPEARED

-_—



DEFINING MEANINGFUL
UNDERSTANDING WHAT MATTERS Lo L
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THE AGENCY DATA PLATFORM THAT FEEDS THE FULL PROCESS

€

CONVERGED
............ V -.%
.......... W o EOED ...
P » sy ., «— e .
Mx INTELLIGENCE Mx BRIEF Mx DEVELOPMENT Mx MEASUREMENT
|
GET SMART INSIGHTS ON DEFINE BRAND’S TARGET ACTIVATE ADRESSABLE ID INCREASE CAMPAIGN
RELEVANT CONSUMERS PERSONA BASED AUDIENCES INSIDE THE EFFECTIVENESS
MOST MEANINGFUL CONTEXT




THE SECRET IS IN DATA SOURCES

3 PARTY DATA

70M DEVICE ID
50M COOKIES

15.000 tracked websites
1.000+ interests/intent
2.500+ used app
Geolocation

ID-PANEL SURVEY

You
wek::
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

USER GENERATED
CONTENT

KPIA

LIVE UNSOLICITED
CONSUMER OPINIONS

Conversations, interests and
reactions on brands

@ataHome

CONVERGED

15T PARTY
CLIENT DATA

=

CLIENT DATA
ONBOARDING

Site, ad pixeling, CRM

H harizys
mzdiagraup






Retail

Prosumer Report
HAVAS GROUP

Forward

THE SPARK: A CULTURE
INSIGHT

! ! 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.

Its crucial to solve the conflict
that consumers live when facing
the choice of a food retailer



A BESPOKE APPROACH TO DISCOVER ACTIONABLE PERSONAS

Cluster analysis .. Crossmedia
Data fusion in )

on purchase Actionable

Converged

Havas Media

Ad hoc research

drivers Personas

@ CONVERGED




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

i MEANINGFUL FUNCTIONAL BENEFITS: PERSONAL BENEFITS: 252\ COLLECTIVE BENEFITS:

BRANDS Does the product or service deliver? How brands improve peoples’ lives? S5 What's their role in society?
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h havg_s Q16— TOP 2 BOX: You said you know the sign (BRAND Q10), indicate which attributes you recognize
media
Competition composed of: Conad, Coop, Esselunga, Auchan, Crai, Simply, PAM, Famila, Sigma, Iper, Il Gigante




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

COOoP
Environmental
Efficient client  Extra services protection
communication {renting, Local
travel..) PAM community ~ COMNAD
Brand SRR
Trust ESSELUNGA
Private Local
brands suppliers Foreign /
Online shopping CARR SIMPLY Ethnic
with home products
delivery
Attention to food
5| chai
Loyalty PRV EN3IGY GIGANTE |n-store
Well-know brands program f Point | Shopping
collection AUCHAM PER . ili
Store enjoyability
organization
SIGMA FAMILA ALDI
PEMNNY MARKET
Transparency
Qualified
staff LI DL
MD Products
ual
Parking DIPILf Quality Freshness
Good Cleaning
EUROSPIN /3. for
Cheap Prices Money
Proximity

Promos and
Offers

Leaflet offers

The map highlights how there are different needs when it comes to
identify the best shopping retailer

I
7\
/

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

/ \

EXPERIENCE NEEDS

ON TOP OF PRIMARY NEEDS THIS CLUSTER IS DRIVEN BY ITS
NEED OF A SATISFYING SHOPPING EXPERIENCE

23 MIO y

/I PRIMARY NEEDS

PRIMARY NEEDS ARE STRONGLY CONNECTED TO
FUNCTIONAL BENEFITS LIKE QUALITY AND PRICES



WE HAVE IDENTIFIED THREE CLUSTER

COOoP.
Environmental
Efficient client  Extra services protection
communication {renting, Local
travel..) PAM community ~ COMNAD
Brand SRR
Trust ESSELUNGA
Private Local
brands suppliers Foreign /
Online shopping CARR SIMPLY Ethnic
with home products
delivery
Attention to food
5| chai
Loyalty PRENAI) GIGANTE in-store
Well-know brands program / Point I Shopping
collection AUCHAM PER . ili
Store enjoyability
organization
SIGMA FAMILA ALDI
PEMNNY MARKET
Transparency
Qualified
staff LIDK
MD Products
ual
Parking DIPILf Quality Freshness
Good Cleaning
EUROSPIN /3. for
Cheap Prices Money
Proximity

Promos and
Offers

Leaflet offers

6 MIO

11 MIO

23 MIO

THE PROSUMERS

THE HUMANIZERS

THE PRAGMATICS



PRAGMATICS HUMANIZERS PROSUMERS

Credit/Debit and Loans
Cooking & Baking

Trova Prezzi Green Economy

She is strongly driven by the research for Experience is a key value in her decision Her shopping behaviour is strongly linked to
quality at the right price. She loves to take framework, she likes to be taken care of. She values like preservation of the natural
care of her family, especially during special is ambitious and for her is very important to environment and social responsibility. For these
occasions, and of her house excel in everything she does reasons she is willing fo pay a higher price.
,___AP_P_ USERS ___, I---.'NJ-_E_R_E_S_T/J_NT_ENI _____ : APP USERS INTEREST /INTENT APP USERS INTEREST /INTENT
| ¥ | geegmmeE et L e ettt ittt |
: ,:\cquq gs‘qpone i | Eeju'r):” I o MyCarrefour 11 Gourmet Food i + Cortilia | i Health Cooking :
1 1 [ I | ST !
I Li::g el:q ' i Cl;uginirzave E ! Esselunga 11 Cooking & Baking 1 iCoop i ! Specialist Food :
. p v e ) ' | lIper la grande | i 1 Home Organization : , Conad i Ethically Source :
i Eurospin 1! Contests_&_Freebies . i L. . X ! 1 i G : 1
' Lidl ! : H ir & DIY i 1 Gustissimo, 11 Kitchen Equipment ' ! , 2roceries !
: VI S :: c:ome re.pcur : i Ricette per Bimby :i Appliance Lo Instagram i1 Garden Plants :
, Yolantino Facile if SCIREHEE I 1 Linkedin '\ Women’s Fashion i ! Linkedin i1 Furniture & Equipment [
1 q o 0 o q | | | i | ]
: Ricette Mania ¥ Cleaning Supplies |1 Skype ' Running : ' Yoga : i Environmental Safety |
b 1 f ' :
i ¥ . ¥ . B t |
1 ! (| ! 1

Groupon




Private
brands

Well-know brands

Good Cleaning

Source: Converged

AND CHECKED HOW MAIN COMPETITORS BUYERS ARE
WEIGHTED IN EACH CLUSTER

CooP

Environmental
Efficient client  Extra services protection
communication {renting, Local
travel..) community ~ COMNAD
Brand PAMY SRR
Trust ESSELUNGA
Local
suppliers Foreign /
Online shopping CARR SIMPLY  Ethnic
with home products
delivery
Attention to food

51 chai
Loyalty PO CRE CIGANTE in-store
program J Point Shoppin
colection  AUCHAN  IPER ooty

Store

si organization FAMILA ALDI

PENNY MARKET

Transparency
Qualified

staff LIDK
MD Products
T DIPIU ‘o Freshness
EUROSPIN Value for

Cheap Prices Meney
Proximity
Promos and

Offers
Leaflet offers

6 MIO

11 MIO

23 MIO

THE PROSUMERS

THE HUMANIZERS

THE PRAGMATICS

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

CONNECTION

CONTEXT

I I@ I rd

CONTENT

THE PRAGMATICS

9,9 MIO

Di-Lei

MAM MEOG%

V:RGILIO

LY
AR

BAKE OFF ITALIA
A o

7

CONCEPT MESSAGE:
PRICE & QUALITY

PROMO LEAFLET

THE HUMANIZERS

acomza i € e

d esil‘
Ofpl @

CONCEPT MESSAGE:
QUALITY & EXPERIENCE

LOYALTY PROGRAM

THE PROSUMERS

1,5 MIO

s SOLUZIONIBIO

PER IL TUD BENESSERE NATURALE

reenstyie [N

SUEALETE,
£ )
i

CONCEPT MESSAGE:
QUALITY & ITALIANITY

CSR/ESG ACTIVITY



ALTRE METODOLOGIE UTILIZZATE

Ricerche I Buzz I
quantitative per qualitative su Monitoring e
dimensionare creativitd e analisi legate
categoria e messaggi ADV al Sentiment
marca

h havas
media group

Ricerche di
Analisi di
scenario e

consulenza
strategica

mercato Valutazione di

Sponsorizzazioni
e progetti di
Branded Content

27
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OUNTRY CAMPAIGN

A2 L

RESULTS

METHODOLOGY

OoBJ

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

Determine brand awareness in +7pt prompted awareness, second
different markets to measure the

impact of TV and digital campaign

place in the ranking of favorability
women who have to purchase r in 2 most performant country.
work clothing.




AN EXAMPLE OF OUTPUT

Consideration

Negli altri Paesi, anche se a conoscere 'l-I'cwor sono in meno, | punteggi assec “afi s¢ 10 sicuramente
elevati, spesso anche maggiori rispcio ¢l talla dove il brand é leader di merc 1t

b

Livello di conversione

U-Power sempre primo come Indice di conversizn», 3.~1:scere 'awareness del brand aumentera
quindi gli intenzionati all'acquisto con magg'on: prog orzionalita rispetto agll altri brand.

76
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Relevance map - ltalia 1

Incrociando 2 ra | principali KPI (awareness [X]e intention fo buy !Y]), Upower e Diac "a si d. nostrano | brand
leader del mercato per rlevanza.

.

LB 0 _powed

Il ricordo spontaneo "

Alto gradimento dello spot corporate andato on-uir. 'l é
adeguato al momento storico e fa leva sul = zns> 2sponsabilita

1141% ricorda di
aver visto lo spot.

166% =l : y 20%
e B ENE ‘'R &

di gradino*
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WHAT IS THE IMPACT OF A RADIO CAMPAIGN?
THE ROLE OF RADIO ON MEDIA PLAN

OBJ METHODOLOGY RESULTS

Measure the brand visibility on 1.000 cases: 500 pre + 500 post +2% awareness and growth of the

different targets audience and between 25 54 yo, divided into premiumness in 2 of the 3 target
discover the role of the radio for different brand personas profiles.
clusters




AN EXAMPLE OF OUTPUT

Dvivef di ucqulsto dei ciocceintini
n ve ricevere praline di cioccolato |11 >gai

ano per sé stes . & | er | 7_m.

mmnincnti nel

Promozioni, varicia e wkoglng dete

Mipruce regolofi ol partner g gor

© od omiche/amici

Miplace fcev ainre ok 3.

I poslzlonameMo di Lindt
i to e brand pieivucin, adath a condivisione « «n ar ici e
do gustare sia neba quotidianita che in mor-e1 ¥ sg 2c' %

Amedei
e ® =
Ampo
emigott

Da solo
Tuth gomi Moments specall

BASE: 1003
Pro: 522; Post: 311

BASE 1,063
Fre: 522 Poct

Brand Awareness

Lindt primo per owareness

cioccolato

Femoro e Kinder non

associati allHec ¢«

ToN Awareness Spontanea ‘ware ‘e: Sollecitata
Undt 41% Lndt 7. nder 3%
wou 20% Nowvi 639 Lndt 93%
| Mika 8% Peryoin= 45% femero IR
Peruging 8% i ka 2t Petuging 7%
Kinde 7% Fer o A% Novi 1%
Ferrero 5% nG 1 0% Mika 8%
verchi 1 Nostl 12% Pemigoth 8%
Nutelia 1% Pemigoth 12% Catfarel 0%
Permigo!* " Riltor n% Sastie 0%
Nestt % venchi 8% Venchi 56%
~ile 7% Callarel 5! vitor's 45%
Cattare % Loacket A% Crispo A%
Non o % Nutela 3% Majani 19%
Wi % AltroMercato 14%

AN Nu SO 3%

e

La percezione dello spot

antendo

percepito inoit

T ficord G over

wento oo

questa pot?
vesszne nlegrale]

«Sin
39%

1 & ploc’ »?
«Si"n
647

Fiacks0 « Fackso Mok

BASE: Past: 511

t per inte

2 137% lo riconosce il 64% lo Lppt 'zzc e

= comprensibile e credibile, cte im\ hglia 2l acquisto
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WHAT IS THE MOST EFFECTIVE CREATIVITY?
A CREATIVITY TESTING FOR THE NEW DIGITAL CAPAIGN 2020

OBJ METHODOLOGY RESULTS

Analyze the Allergan’s digital 2 focus group + a quantitative Identified the best creativity to

campaign 2020 in order to research with more than 500 in reach the target: interesting for
understand the appeal and the target respondents 88% and clear for 76%
efficiency of the message




AN EXAMPLE OF OUTPUT

Sampie. Or.vers and needs

I‘
\

- 74,2%
60,9% i

Poople who make  Ofien people hido the

Iumhbotl'wy Iwant 1o tuow %20 1think itis worth
relaior o m ag beauty treatmonts t
spending money 1o fct that they made
impeove the are judged by others  iraatmants to improve
sppesrance her appearance

«You Look Nice» is the inact beautiful, interesting a . cl. ar creativity

For 87,5% it | [4,3% Usit
is interesting sear to me | - Tummy
3
73y | Vh8%its |6
not clear to
intoresting o

For 79,5% it

s interenting

'9" ome. III II II |
wear to me | o I

Bave: 511 poeple

e U vt e 0 Abargan

Do 311 pope

The creativity is very iniercsting, it communicates the ri- it mass ‘ye o it
drives people (78%5) io Izok for more information ab. ut tr. atment

for 87,5% it is interesting* |

bl LI

«You Look Nice» is 2's0 \he most effective. “Pensas’ a'red I»* [~ f.s away
from others
Toe0l S0 € ot alectie? (Frem 1105
@ You Look Nice
Feel Freeze @
. ! - '; FEB PEE
© Pensaci a freddo
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WHAT KPIS IMPACT ON BRANDED CONTENT ACTIVITY?

THE EVALUATION OF A PRODUCT PLACEMENT

OoBJ METHODOLOGY RESULTS

Increase the visibility of the brand EXPOSED / UNEXPOSED: 700 +4% prompted awareness, +11%

in a moment of high seasonality respondents: 50% fan of the favorability of the brand, + 3pti
(Easter) program, 50% non-fan of the tv Intention to buy during the Easter
program week.




AN EXAMPLE OF OUTPU

SCAVALCA KINDER DI 3 PUNTI %

1
|
folow s NOT FOLLOWERS ]
Unat % -— Kinctor Lol
Kind « o8 I~—— unar 89
Vorugna % Ponn )
L reena 8% ) "%
| Neostié e Pe w0 s
Parrigotti 7= | Ne %6 75%
Nowi % io ne
tok ” Boul “%
raa s )ik on
Catfarel «% Cofforel 5%
o un Venchi on
Wi’y ¥»% Wgt's 7%
L ¥% CHpe 4%
lcam s Magni 8%
|L__taciont 13 | Icom 15%
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SCaustare
Diche marco
GLI ACQUISTI DICHIARAY! DI enol
PASQUA 2019

Vo guesti il 54% ha scelto un vovo Kinder. » 13%
un uovo Lindt ed # 28% un uovo P .ugs »

Tra chi ha seguito 13 serie tv ‘sc. .m0 un.
maggiore propensiom.  “acqu Mo 'ele uova di
cioccolato (#4 . % % . W su, ‘otale
campione), | on perc M . S0 pu..o in favore delle
uov . we..dt zonben n + 11 punti% rispettoa chi [\
n0 1 ha seguiL. 'ass o

Q8 - WA DETIO [ AVER COMPRATORCEVUTOREGALATO
*]  UNAOPU UOVA DI GOCCOLATO. [ CHE MARCA ERANO?

™
Ry
87

veltapunts

"%

%
-
%

5%

SUNILU»
* Baull
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. Cufand
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2 Veachl.
Ha la miglior selarios
dagli altri .

*+ Lindt prafine
3

7D GAAGD T AZCONDO #ER CUSCUN MM

SPETTATORIRIZONDUZE Al PRODOTTILINDT.
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prodoL L.ndt nell ambito di una serie seguita ha
attribuito correttamente il placemert
in Un Posto al Sole

T W,

UN"/e) e
B

A

~C)

1162% di chi si ricorda Lindt nel programma

A dice di aver visto Uova di Cioccolato

“’ 11 854", & chi si ricorda Lindt nel programma

dice di aver visto | Gold Bunny

11 31% d chi si ricorda Lindt nel programma
dice di aver visto Ovetti di cioccolato

"1 Q91 VISTO UMD O F3) PRODOTT LNOT ALLBTERMD D1 UNA DELLE SEGUENT FICTINSERE TV ITAUNEY

G190 - GUAL FRODOTT LINOT REORDI O1 AVER WSTO?
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HOW WE CAN COMMUNICATE A GLOBAL BRAND?

A NEW DIGITAL COMMUNICATION STRATEGY

OoBJ

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

RESULTS

Identified the weaknesses of the
actual organization and selected
new virtuous solution for the
digital communication




AN EXAMPLE OF OUTPUT

THERE IS MORE THAN ONE WEBSITE IN "10CT
HIGH-BUDGET CCUNTRIES

FIMLND

1 hpss/ %
2. hito. w e vicura dii

DENMARK
&/

ACTUALLY THE DIGITAL CCMMUNICATION IS LCTALLY

MANAGED

WUSSIA

In each country *he loc I distri ito has

impleme=*ad its Srand  trateg,, using own social
pre”iss al 1. 7, g bra.id properties locally.

Th. ret- ers has followed own local goals, and
without a common guidelines many different profiles.

are present on social platforms, withouta
creativity consistency.

THE SEO STRATEGY IS RIVEE2GENT FROM COMPE 7'TCRS

The number of avarage mornly Lrad searches made on Google for the keywor
rome «0rs urands in the 5 high-budget countries:

suisse» and the main

2 STRATEGY ARCHITECTURE

«cres nas, « ‘'efinas, «labo

DIFFERENT LOCAL. i ACCOUNTS ACCORDIIG TO

GLOBAL GUIRELINES

“Independent” 5 ~Zunk. Can confuse users and
create & m .6, tanding

(5)) Fuusa

© S

@ o~ @?
r.l o —— % ‘D
@ 'e /

“hanks ‘0
o

© moy

@
@
9
@

introc. <tion of the Giobal guidelines there

f possitaty to create a Local Awareness of

brand and cal 10 8C50N on Products.

———_

ok —
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NON SOLO METODOLOGIE CLASSICHE

Datalnsight approach: Qualitative interviews to
Havas Insiders

LA RICHIESTA:

In order to reach the objectives, Datalnsight will implement a qualitative
analysis consisting in interviews to strategist and communication
managers who work in Havas Media offices based in the following ten
countries: France (Paris), Italy (Milan), UK (London), USA (New York), United

Valutare 3 format commerciali

“transit food" in 10 paesiin 3 Emirates (Dubai), India (Mumbai), China (Shangai).
T- 1. Each local insider will receive a document to complete (with topics to analyze
continentr. .. and questions to answer ) and after 1 week Datalnsight Italian team will collect

all the local papers and will elaborate a meaningful report with strategic
implications for Autogrill.

@ DATAINSIGHT

H havas
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Tassi di criminalita per tipologia di crimine
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Months relative to treatment

— Hate cnmes Other crime categories
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If he scores an.ofhe.r few
« Then Fll be Muslim too

If he's good enqt'Jgh for you,
He's good enough for me.

Sitting in a mosque
«  That's where | wanna be
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