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Insight into the challenges we've had at
Samsung to cut through to stakeholders

Inform on our ‘Effective Insight Communication’
workstream we've introduced to drive impact

Give you free tips and tricks — we
want you to use them too!
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Effective Insight
Communication

Insight Professionals

In 41 Markets



2022 2023 2024 2025
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»  Resources & Best Practice »  Awards »  Podcasts
»  Agency training »  Agency training (visual > Al
(storytelling) comms) »  Formal training

2022 2023 2024 2025
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WhatsApp / Support Board / Induction
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Three core questions

1. Who?
Appropriate

2. What?
Storytelling

3. How?
Visual / verbal
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Who?

Commit.
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There is no single solution




What they need to know...

EOCMI
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So, how do we stay on track?

Situation

* The stable state of the world
* (Most likely...) What is the commercial background?

Complication

* The change in the stable situation
*  What's the current problem from our stakeholder’s perspective?

Question

* The question raised by the complication
« Commercially grounded, consumer first

Answer

» Directly answer the question
« Use minimum necessary evidence
* Recommend action
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How?
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Keep 1t stupidly simple



Chocolate is the favourite ice cream flavor by overwhelming majority (98%)

2% of children preferred strawberry

Svawvery N

Chocolate
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Space to breathe



£16,800,000

Increase Iin sales compared to 2024
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Take numbers away untll
someone asks



Rugby as a sport is declining while football is growing

Football popularity is set to keep growing

Preferred sports activity

100™

2022 2023

Rugby decline is increasing

Rugby decline (2022 - 2024)

2022 2023

2024
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Break the rules



Dimension 2 (22.2%)

Correspondence analysis of brand personalities
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0.4+
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Dimension 1 (34 .4%)

® Brands
® Personality
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Birds in a zoo are most liable to fly away

Zoo Animal Perception Map

&

3 » Liable to fly away

Beautiful, unique

Playful, fun

This perception map shows that animals of the same family are the most alike
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Be direct
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Can we get the point across more economically?

Poor understanding of specific models and ranges hampers recognition of car features

9in 10 consumers Know nothing!

Familiarity is based on car appearance

89%

of consumers couldn't
spontaneously name a
specific Audi car

7 don’t know the names..  only
know the newest onhes like the
sports one..

France

Spontaneous
awareness

22%

Portfolio hierarchy

Aware of
body style

Aware of at
least one
Range by

name

Aware of at
least one
Number by
name

%

9 in 10 consumers cannot name a specific Audi model

Cannot spontaneously hame any
specific Audi model

89%

b b

Those who could were aware of the range

too




Get off the fence



Most people are still worried about inflation, but are less worried than
last year.

Perceived Inflation Worries

Agree that inflation will likely get worse.

62% m

53%

Consumers (2020) Consumers (2021)




The majority of consumers are still worried about inflation. We need
to work on increasing their confidence.

Perceived Inflation Worries

Agree that inflation will likely get worse.

62% m

53%

- | Consumers (2020) Consumers (2021)




Active implications



Consideration is 8pt higher among participants who have tried a trial session of
boxing. 40% had never tried boxing before.

| have attended a trial class at this
club

| have seen this club before

Oct '22

Nov 22

Consideration among those who have
considered boxing before

Average

+0\,

Dec '22 Jan '23 Feb '23 Mar'23  Apr'23  May'23  Jun'23

‘Seeing’ Vs.

Is there a way to introduce more trial
sessions at the boxing club to increase
consideration amongst customers?

E.g., 2-3 daily trial classes every 2 days

“Ever wondered what it’s like to really be in
the ring?”



We should implement daily trial classes. Those who attended a boxing trial class
are nearly 4x more likely to consider a membership at the club.

| have attended a trial class at this
club

| have seen this club before

Oct '22 Nov '22

Consideration among those who have
considered boxing before

Average

Dec '22 Jan '23 Feb '23 Mar '23 Apr 23 May '23 Jun'23

Is there a way to introduce more trial
sessions at the boxing club to increase
consideration amongst customers?

E.g., 2-3 daily trial classes every 2 days

“Ever wondered what it’s like to really be in
the ring?”




What tools do we use to help us?

Can D-ID} samsung @ X B

Gauss The noun
Project
Presenters
[
E/ {8 mailchi ) w
mallchlmp (4' Unsplash

Flaticon Power User
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Canva x DD,

3 Focus Areas:

CONTENT
IDEAS FOR
SOGIAL
MEDIA

1.Enhancing Personalisation

2. Ethical Al & Humanisation

3. Addressing Al Risks

@reallygreatsite .
www.reallygreatsite.com

Freelancer |
checklist °
, addressing Al related risks.
ECONOMIC ot

*Made with Al

Build a portfolio

«
Find your first client ‘

THE LATEST IN GLOBAL ECONOMICS
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Country comparison 2

e ¢

LOREM IPSUM

Loremipsum
consectetur

DUV’US SGCIITTIS COHVO”IS eget
eu tellus

Circles 17

Lorem ipsum dolor sit
amet, consectetuer
adipisging elit.
Lorem ipsum dolor sit
amet, consectetuer
adipiscing elit

Title 1
Lorem ipsum dolor sit
tet

Lorem \psum dolor. SIT amet,
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Lorem ipsum dolor sit
amet, consectetuer

~dipiscing elit.
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Customer journey 05

LOREM IPSUM
Lorem ipsum dolor sit a

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit.
Maecenas portmor congue
massa.

Maecenas porttitor congue maééd.

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit.
Maecenas porttitor congue
massda.

Maecencs porttitor .gue
massd.

Proprietary and confidential 52

Doughnut with icons 4

1. LOREM IPSUM

Lorem ipsum dolor sit Lorem ipsum dolor sit
amet, consectetuer amet, consectetuer
adipiscing elit. Maecenas adipiscing elit. Maecenas
porttitor congue massa. porttitor congue massa.

6. LOREM IPSUM
Lorem ipsum dolor sit Lorem ipsum doler sit
amet, consectetuer ~amet, cons

Lorem ipsum dolor sit
amet, cons
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UﬂSplClSh The noun Project

Flaticon

Unsplash
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Key Takeaways
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EOCMI

Any Questions?




