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It's not what you do...OR...the way that you do it...

It's what you do after you have done it...
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In other words...

The industry focuses on shiny new pebbles and
techniques, but there is a much greater prize in using
what we have in smarter ways




Searching for the answers...
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So, what happens if we have answers...

I'm buying because of
that TV ad




It is what we do after the research that matters...
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Success requires that you transform information

From this... To this...

“Using a scale from 1-5 rate
these communication
channels”
_ . E)—




Success requires that you combine information

Communication b .
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Success can mean supporting a business process
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Communications Planning Enabled
g A
File management ¥
Briefing - objectives
Setup -3
Objectives
i Eriefing
| Formats Hows innpartant iz it for the brand to increase awareness? |I| L E 147
[¥] Channel candidates Relatively unimpartant Wery important
Ehannel data How innpartant iz it for the brand to maintain brand |I| L E 77
Halo effects SWAIENENESS? H =, : ; L ey B8
5 Fielatively unimpartant Wery important
Briefing 2~ How much is the campaign about providing product |I| L E ;37
information’? i tl i ' ! ! J 5 ! i
ot at & ery muc
&l Consumer v
& [rand How innportant iz it bo increase consideration’? |I| [ E 37
*“l}l Objectives Relatively unimportant Wery important
. Creative ldea How innportant iz it bo gererate an enguing of rezponze? |I| L i 7
Wy Activation Relatively unimportant Wery important
Q’ Lammunication |2 the campaign about a specific offer or promotion? |I| [ E 17
Profiles ¥ Mot at all Absgolutely
Insights : Are we tying to generate an immediate zale? |I| [ ; - . . . . 17
Mot at all Abgolutely
Planning guideli... ¥ &
Are we tying to change the image of the brand? |I| | y 17
Sy Mat at all Abzolutely
Reports ¥
Help ¥ »
Hext Page 1 of 2
Mew project 17/411/2009 09:33
]




re ¢ecls o9t

L1
£
w4
L)
=
(2l
m
=
al

Pre-testing: OTX & Pointlogic
Case study

Traditional pre-tests have a score out of 10 approach
Operates as a filter to say Go/No Go
Serves no purpose in subsequent planning

OTX MediaCEP measures ads in various media combinations
= TV only
= Magazine only
= TV & Magazine together

Ill

Pointlogic package the pre-test results with “real” reach & costs
and transformed to include diminishing returns and synergy

Deliver in a planning tool, so the pre-test feeds the media
planning process with information from live creative

Combination of technique with analytical wrapper
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What we believe

Some research challenges are simply
about an insight

If so, go crazy on technique

Many more are about a process or
complex system

Consumer funnels
Brand tracking
Pre-testing

Media effectiveness
Pricing

NPD

Segmentation

For these cases, we believe that analytics,
modelling, data organisation and tools can
offer more benefits than technique alone



