ADVERTISING YOUR RESEARCH

Designing findings to be noticed —> understood —> remembered —> used

03.10.2026



This isn’'t just a research presentation. It's a rethinking of how research shows up

It's not about doing more research. But making research matter more

It’s not about louder insights. It’s about stickier ones

This isn't about better methodology. It's about unlocking the work you’'ve already done



e

.4.‘4.'4&.‘»5:-\;»-“""'.‘5“—'.»‘." D
7o ol

- s 9 \—-":“\ = ;.\ a

L

- ‘h;{‘#“'_‘.;—'«i.f :
am® T S b Yy X e a

o 3

\ 3 4 % ' r

“,’ ) ':g: .‘i.‘\ E‘.k'\uc' L]
o AT -

,‘l‘d"“ ';‘.;':'x ';" Y, .4“

Q. % ‘;Jr'. '(_‘A_Lﬁ;ﬁ ' \
s =L ot e ' i 3
s O o SERE

\

s

“ o - “.‘.
S
L ST ™ \

- \
-



e

N

“*

Proposed
T Einalyes

~ Questioned  Personasarenamed

e &S “3 /" _ T AN L
“Designeq ot s s ieng

K R L TRT R AN T o o
, i o Vg - -~ . = g , -7 < — : ! ’ ; ' ] . : ' SN Y . PO N | 5
- — . e L L v > 2t » £% . s > . ’ - : | —— N -~ A o 9 A 4 ) A o 2, L
~ 3 AR WREa L 7% - 7 . T g 4170 2o I O T L
- P L2 > -~ . ’ - - - . =t O > WL / ) N
- . -2 - § . . . ) y - e ~ - . . (Y
. - TH - ,. S § ML 7 3 Ar-y } : N = Gt : ‘ I - AR .
B 1. « o ; ’ - 5 - n 5 s N - AL 3
. A i = S th. v { . . "‘; 1 - * > . i N
p \ o -4 - L >3 ) 4 . 0 - g S
P = - - ha- o ha Ty 4 o N Lk A b= L SR
‘ g . « o5 U ARGy - ool FL IS j 5 - - y a0 TR o ON N 1 ,\—T‘.t\*
4 g LN - R 3 . » . ¥ ' . — g & - N ! o PR,
e - ’ - p U3 150" W » ' AT A e bo ooy o -
c d | t a ' 0 TR B e T Sl 258
o - L 4 - 1 - 1 . J g ) g " . 5 ~
» - , ~ < - 1 . - >
- J - - . A <
on uc e s ran” » = (A Y i 3 o ' S y [0 oe o7 AP - b o R -, X
3 g i ’\ - - : ! /’ Y Z.4 - . » : Lo e » 3 ,r ’ ..." |. "‘:s 3] " \ s ‘\
iy Vo NE z p 7 : : X Bt A Rt . o Qe \ LV A 3 ;
- 7 3 ’ ) ' : - . Ay 2 i, AT - L = - :
- - - P : B - o 4 y A N e _— A n \| & 3 ;
i <Gt K - KR/ T - < ; T ! \ =T "’
= - y - J3 A2 ' =Y ) 2 TP & . ~
- - - ¥ — v - P~ | LA a - . ~ J - - ) \ X
~ ., . - 3 b —— %57 y “ ) e . bipe e WY Wy X4 ~ ' b~
- . : _ ’ "4 v’ [ .{ o ol ”n e \ - R 3
o e 4 ‘ - v pas - > -, e Nl iy T ~ \
o " - - — - - S - 4 - gl ), - ™
AN oy ' SF Fe o 2] L ENT \ L e U D b O AN\ -
- - e 443 g y -l > 4 IR | | LA /'.“ " o > S Y
“ » s ‘ — S BT, g z 1 ” 7 “ 1 =g . > e A SR A v P, e TN 1 \ "
- / : e " g A% ’! \ 4 X ot r NI LN A : S g 3
- 1 r - - - - P » i \ | - &, . + A %, \ < $ 3
et 5 - - " | —— ' » "l X . e , X N 1 4 A
- - . - ~ . . .
- - . » » h
- » - > - r / * s .. ¢ [ \ \ . -~ ) =
- - (1 e v - \ L N vl - A N e M\
3 - / - z L b - - ~s -
" - o T { " ¢~y \ . »
' o 1Y A -
£ y o4 < - i ; Ay "o \ 3 o « %
2 7,y - ~ S y . f . LRI 90 AN ‘ ‘ e O
- » - / v
- - ‘ ’-" 3 - J - '\ ' ™ ..” \ A - : P - '
- "/ 7 XV, § . \ '~ ' " -
2 P 7 - 4 r e i N i s
. B 4 ’ » ol J . N\ . ~
s 4 ‘' v b R > - \ ? - ! \\-v ) S >~
- - y —~— - ’ . — - . J ’ - ' ] "
” ’, / o " » o~ ’ ’7' [ A . - » ) [
& - o V) - N Y 4 » / <4 ‘
- - o * - - / B
- - o $ "y / ) p / / ) -~
4 & 2 o ' p ° .
. - v ] e o »
> y L ’ 1 7 ‘ . . [ JAS « L
. > / < / | % ."'. 'q,: /
» ’ - . ’ ' 3
9 ¥ v - . I &Y 4 \
r ’ . * ol - - ' \ Sy
4 ’ s ’ J o, . ! ' '8 -
- - ) <
- v ey \ ’ N / )
g ’ . . A -\ .
¢ -~
o~ ° o
F- aw | phe 1% « . R v .
¢ 7" / p ‘e / P . ~ . -
, - 4 -
f ) c / V ¢ [ .
’ » ~ w3 0 . ~
4 . ‘ X L " . .
- F - “’ ' - '
' ‘ 4 s r v .
. -~ s



EVERYTHING WAS ACCURATE
ALL THE DETAILS WERE SWEATED



CONFUSED UNINSPIRED

INDIFFERENT




‘I might have missed this earlier,
but what was the key insight?”

“Looks good. No questions on my end.”

“Thanks for pulling this together.”

“This aligns with what we were
already thinking. Good to
have the data behind it.”

“‘Sorry | was double-booked and
had to hop. Think | got the gist”

CONFUSED

INDIFFERENT

UNINSPIRED



THE RESEARCH WAS GOOD.
BUT SOMEWHERE ALONG THE ROAD, | LOST THEM



WHAT IF WE APPLY THE SAME METHODS OF EFFECTIVE
ADVERTISING TO THE WAYS WE SHARE OUR WORK?

Mental Availability Physical Availability

The probability that a buyer will The ease with which

notice, recognize, and remember consumers can find, notice,
your brand, driven by strong, I‘esearch gets and buy your brand

accessible memory structures
D ¢
< Dropbox v

I'emembered




WHAT IF WE APPLY THE SAME METHODS OF EFFECTIVE
ADVERTISING TO THE WAYS WE SHARE OUR WORK?

Behavioral bias: “CONCRETENESS”

“We are far more likely to recall concrete things — things we can
see in our mind’s eye — than abstract ideas”

Concrete information

Is easier for the brain to visualize

Feels more real and diagnostic

. * ¢ Requires less cognitive effort to process

“IT'S A BOOK | COULDN’T PUT DOWN.” .
—ROBERT CIALDINI, AUTHOR, INFLUENCE o
1 ... o ( Creates stronger memory encoding

4 e




A STUDY IN CONCRETE

25 students heard a list of 20 two-words phrases read aloud and were then asked to remember them

RESULTS

Abstract phrases: 9% were remembered

Concrete phrases: 36% were rememibered

4X difference
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A STUDY IN CONCRETE

425 participants read a list of 10 phrases; some concrete and some abstract. They then waited
five minutes before before being prompted to remember.

RESULTS

Abstract phrases: 0.7% were remmembered
Concrete phrases: 6.7% were remembered

eo burnett, ZU

10X difference
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THIS ISN'T A NOVEL IDEA



WE USE CONCRETENESS EVERYDAY

CORPORATE-SPEAK CHEAT-SHEET

We're a team

~ All in the same boat

This will move the needle

Let's touch base

Drill down on the problem

Go after low hanging fruit

Let's get our ducks in a row

Throw it up and see what sticks

Pipeline

Back pocket

We're a family, she's a rockstar,

he's a feam player

14



APPLE USED IT 25 YEARS AGO

15



APPLE USED IT 25 YEARS AGO

What Apple was selling

MP3 in Full Motion
128MB Digital Audio Player

Multi-function basics

* Plays MP3 and WMA digital audio

* 8 hours of digital voice memo recordings

* Digital FM tuner with 10 presets

* Custom Equalizer setting for enhanced sound experience
Durable data storage

* 128MB built-in memory

* Expandable memory up to 384MB 4 N/ 2\
* MMC/SD memory card slot h /
Styled for motion {

* Versatile wearability with neck-strap and armband \/\ NYAN
* Easy navigation via Tri-Color Backlight display N ]

@D _ = e

PHILIPS

How they sold it

1,000 Songs in your pocket.

16
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JAMES WATT USED IT 250 YEARS AGO




JAMES WATT USED IT 250 YEARS AGO

What he was selling How he sold it
Power of steam pressure
Level of Torque
Cylinder diameter
Horse replacement
Thermal efficiency

Mechanical novelty

Engineering elegance




JESUS USED IT 2,000 YEARS AGO

What He was selling How He sold it

Salvation Parables that related to everyday life




“Once you present information in a way that’s compelling
and easily understood, behavior changes immediately”

— Rory Sutherland, vice chairman Ogilvy & Mather UK



m Speaker View

Not research experts

Reactions




IN RESEARCH, WE MAJOR IN ABSTRACT IDEAS

Narrative tension
Data palate cleaners

ABSTRACT Contextual outside sources CONCRETE

DATA Cultural.references MEANING

Socidl posts
Images. of real people
Memes

Informing > impressing

] ¢ e , : ()
| 4 &-an il
Securin articipants hnat . Ire Screet Reco!




IN RESEARCH, WE MAJOR IN ABSTRACT IDEAS

- "
.

ABSTRACT A & CONCRETE
DATA I'M INTERESTED, } _‘ MEANING

| KNOW HER)

E TEIS=IS EXACTLY

6' & s e*
N/ m |
Recort Breakout Rooms Reactions




IN RESEARCH, WE MAJOR IN ABSTRACT IDEAS

ABSTRACT ADVERTISING YOUR:RESEARCH CONGRETE
DATA nhoticed —> understood —> remembered —>used MEANING




cheapen the findings, distort reality, hide outlier data,

. Showing anything but the empirical results will

.L

and let you bend the narrative

Nothing has meaning until it can sitin someone’s mind



HOW DO WE DO TI

Tips to develop concreteness that will increase the il

~ same story the data told you




THE BEGINNING IS A GOOD PLACE TO START

Tip: Focus on informing a human vs impressing an audience

Grocery Brand Example: Customer Qual + Quant

RESEARCH OBJECTIVE

The study examines how perceived effort negatively influences
consumers’ willingness to adopt healthier purchasing behaviors

OR

We studied whether people avoid buying healthy food simply
because it feels like more work

OR

This study tests whether people avoid buying healthy food
simply because it feels like more work

27



YOUR RESEARCH DOESN’T LIVE IN A VACUUM

Grocery Brand Example: Customer Qual + Quant
1/2

OUR CUSTOMERS’ PRIMARY STRUGGLE IS WITH
CONFUSING FOOD LABELS

Top Reasons Our Customers Struggle to Live a Healthy Lifestyle

Food labels are confusing 'm too busy with work or life

Healthy food is too expensive It's hard to resist temptations

Healthy meals take too much time | feel too tired or stressed

B r..Jd rL.l PR
Food Challenges
./

28



YOUR RESEARCH DOESN’T LIVE IN A VACUUM

Tip: Don’t be afraid to contextualize outside your datasource

Grocery Brand Example: Customer Qual + Quant

2/(2
THEY AREN’T ALONE

McKinsey
& Company

Hungry and contused:

The Wlndlng road to Fewer than a third of people
are satisfied with the healthy

conscious eating options available at their
- - local grocery stores.

Despite consumers’ desire to eat more healthily and sustainably, nearly half
struggle to find the right ways to do so.

ZZZ

Source: McKinsey




YOUR RESEARCH DOESN’T LIVE IN A VACUUM

Tip: Show what your participants are describing in a way that feels familiar

Grocery Brand Example: Customer Qual + Quant

THE PROBLEM OUR CUSTOMERS FACE

o Ask Dr Sears Doctor Kiltz
https://www.askdrsears.com > topics > vegetables > 7-r.. : https://www.doctorkiltz.com > ... » Foods > vegetables

7 Reasons Why Veggies are so Good For You Why You Shouldn't Eat Vegetables: 6 Reasons Why ...

Sep 15, 2020 — Vegetables are nutrient-dense. Vegetables pack a lot of nutrition into a Jun 22, 2022 — Consuming a diet high in vegetables subjects our bodies to high carbs,

minimum of calories. For a measly 35 calories, you can get a half cup ... unnecessary fiber, plant toxins and antinutrients that can contribute to ...

thewinedojo.com Martha Stewart
https://www.thewinedojo.com » benefits-of-drinking-r... : https://www.marthastewart.com > wine-before-bed-sle...

Benefits of Drinking Red Wine Before Bed Is Your Nightly Glass of Wine Disrupting Your Sleep?

A glass of red wine before bed lowers bad cholesterol and raises good cholesterol in your Oct 15,2021 — "Ideally, people should restrict alcohol consumption to four hours before
system. This is thanks to its polyphenol antioxidants. So, if you're ... bedtime,’ explains Dr. Weiss. "Alcohol affects the central nervous ...

BBC Good Food

https://www.bbcgoodfood.com » How to > Guide
PETA

TOp 5 health benefits of canned tuna https://www.peta.org » Living > Viegan Food
Feb 6, 2023 — Tuna, including canned tuna in spring water or brine, is low in fat and calories, but Top 10 Reasons to Not Eat Tuna
high in protein, making it a useful inclusion in a weight ...

Jun 25, 2020 — Eating fish is not healthy for your heart! Heavy metals are concentrated in tuna
1. Source Of High-Quality... - 2. Useful Source Of The... - 3. Useful Source Of Vitamins...

because of the contaminated fish they eat. Tuna flesh is loaded ...

IT"S CONFUSING

Source: Google




YOUR RESEARCH DOESN’T LIVE IN A VACUUM

Tip: Show what your participants are describing in a way that feels familiar

Grocery Brand Example: Customer Qual + Quant

THE PROBLEM OUR CUSTOMERS FACE

IT'S COSTLY

Source: Google
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YOUR RESEARCH DOESN’T LIVE IN A VACUUM

Tip: Show what your participants are describing in a way that feels familiar

Grocery Brand Example: Customer Qual + Quant

THE PROBLEM OUR CUSTOMERS FACE

All kids deserve a healthy childhood.

~vo|| wmm

e ’h
n"

SALAD.

'mlovin’it’

IT'S CONTRADICTORY

Source: Google

32



QUALITATIVE LETS YOU HAVE MORE FUN

Tip: Show and'tell

Grocery Brand Example: Customer Qual + Quant

OUR CUSTOMERS’ PRIMARY STRUGGLE IS WITH
CONFUSING FOOD LABELS

Customer Verbatims

“The hardest thing for me to think through is all the labels”

‘I don’t have the time or the energy to educate myself on
the difference between ‘GMO free’ and ‘'non-GMO"™”

“Feels like | need a PhD in food nutrition to just shop for
eqggs. Cage-free..pasture-raised..free-
range..organic..certifled humane..l guess whichever
one’s more expensive is the best?”

33



QUALITATIVE LETS YOU HAVE MORE FUN

Tip: Show andtell

Grocery Brand Example: Customer Qual + Quant

OUR CUSTOMERS’ PRIMARY STRUGGLE IS WITH
CONFUSING FOOD LABELS

34






TENSION DESERVES TO BE HIGHLIGHTED

B2B Machinery Brand Example: Customer Survey

CUSTOMERS SAY THEY KNOW OUR PRODUCT
LINES

390/415 respondents claimed to be either ‘very familiar’ or
‘somewhat familiar’ with the product lines

Very Familiar

fSomewhat familiar

Slightly familiar

Not familiar at all

36



TENSION DESERVES TO BE HIGHLIGHTED

B2B Machinery Brand Example: Customer Survey

CUSTOMERS FAIL TO CORRECTLY IDENTIFY OUR
PRODUCT LINES

83 out of 415 respondents (20%) correctly identified an actual
product line. The Majority of respondents used a product
number instead of the name

Correctly identified
product line

Could not identify a
product line

37



TENSION DESERVES TO BE HIGHLIGHTED

Tip: Signify tension to build your research narrative. Without it, everything seems positive

B2B Machinery Brand Example: Customer Survey

THEY KNOW THEIR NUMBERS YET
MISS THE BIGGER PICTURE

38



TENSION DESERVES TO BE HIGHLIGHTED

Tip: Signify tension to build your research narrative. Without it, everything seems positive

B2B Machinery Brand Example: Customer Survey

HOWEVER;

39



TENSION DESERVES TO BE HIGHLIGHTED

Tip: Give a finding a name. Better yet, use a nhame already coined.

Beauty Brand Example: Competitor Analysis

40



Source: Bustle

“A mascara | recently purchased put a name to this incredible feeling: I call it the
Sephora Effect. When you’re in a bad mood and feel like nothing is going right, all
you have to do is walk into Sephora. It’s the great equalizer for shoppers because
there’s something for everyone, no matter your skin type or-budget. It’'s a source of
instant gratification and of the conviction that whatever you buy will make you look
and feel better.



when u walk into Sephora only tryna
spend like $50 and the cashier says
"your total is $268.32"

~— - e
LY ! g
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THE REALSEPHORA EFFECT

Sephora is intimidating.

That moment whell... “The associates look
g SN stunning and I'm in last

night's makeup”

— Focus Group

p——

. ,’:ﬂ“ -

\-‘




Sephora is intimidating

“Each time | go in, | feel
judged: either | don’t know
how to answer ‘How can |
help you?’ or | don’t
answer because | know
they'll point me to
something expensive”

— Focus Group




| Tip: Use likes (or other social metrics) to show relevance and/or agreement

Sephora is intimidating
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INDEXES CAN CARRY MORE IMPACT

Athletic Brand Example: Syndicated Audience

UNDERSTANDING THE AFFLUENCE OF
“RANDOM ATHLETIC COMPANY’'S” HISPANIC
FAMILY AUDIENCE

46



INDEXES CAN CARRY MORE IMPACT

Tip: Add additional audiences to prove index significance

Athletic Brand Example: Syndicated Audience

TARGET AUDIENCE

st

Hispanic Families

46%
+$100K HHI

47



INDEXES CAN CARRY MORE IMPACT

Tip: Add additional audiences to prove index significance

Athletic Brand Example: Syndicated Audience

TARGET AUDIENCE

RACL

+
Hispanic Families Hispanic Families

46% 43%
+$100K HHI +$100K HHI

SPORTING GOODS

48



RACL

46%

+$100K HHI

Genpop  RACL  RACL
+ + +
Hispanic Hispanic All Customers

26% 34% 41%

49



foot Locker

31%

RACL

Hispanic Families

46%
+$100K HHI

35% 41% 43%

44%

50



36%

RACL

Hispanic Families

46%

+$100K HHI

46%

THE

NEW YORKER

46%

47%

51



RACL

Hispanic Families

$128K
AVERAGE INCOME

ot Locker shp) |10 ] & NEW YORKER
$3K $99K $116K $117K $116K $100K $125K $117K $124K $122K

52




WE’'RE SPEAKING TO SOMEONE WHO IS
MATERIALLY ACCOMPLISHED

Tip: Combine the findings on a single page and write plainly

<
i YI/ *

i
&
;

NN\

They have someone

69% are married vs. 56% of RACL’s average shoppers

They have a good job

/0% are employed full-time vs. 55% of RACL's average shoppers

They know their stuff

29% have master’s degrees vs. 21% of RACL's average shoppers

They're doing well for themselves

46% earn over $100K vs. 41% of RACL's average shoppers; 20% consider
themselves to be affluent vs. 17% of RACL’s shoppers

They're healthy

28% say they are in excellent health vs. 25% of RACL's average shoppers



INDEXES CAN CARRY MORE IMPACT

Tip: Summarize your audience with opposing indexes. Bonus points if you use animage

Sub-Prime/Near Prime Credit Card Brand Example: Syndicated Audience

A QUICK REMINDER OF WHO WE’'RE TALKING TO
(AND WHO WE’'RE NOT)

54



INDEXES CAN CARRY MORE IMPACT

Tip: Summarize your audience with opposing indexes. Bonus points if you use an image

Sub-Prime/Near Prime Credit Card Brand Example: Syndicated Audience

Soothing Screaming
126 Index 44 |Index

55



Music Genres: Soul / classic (41% / 249); Punk (10% / 85)
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Revolutionary filmmaking brings our planet to life
in this groundbreaking 11-part television event.

B- Couery

Movies and TV shows: Reality TV (35% / 139); Wild Life and Nature (20% / 88)



' CURL QUENCHING
 SHAMPOO

S FOR VERY DRY,
E CURLY TO COILY HAIR

[0z 1000 ml

Specific Generic

720 Index 85 Index



PLATINUM

“In the next 6 months, | plan to get a new credit card” (24% / 132); “I'm good at managing money” (Agree 43% / 90)



“I love standing out” (12% / 152); “I hate standing out” (18% / 79)



PROCEED
WITH
CAUTION

“| always take risks” (9% / 140); “I never take risks” (12% / 86)



Light beer: (6% / 75); Flavored coolers: (16% / 191)



‘| prefer buying traditional styles rather than trying something new” (24% / 73); “l take note of what influencers and celebrities are wearing” (13% / 163)



Source:GWI - Celebrity news / gossip (26% / 174); Outdoor activities like hiking, camping (35% / 88)



Vehicle brands owned: Lamborghini (2% / 290); Toyota (12% / 68)



“| care more about my car’s “I want my vehicle to be as
appearance than its cheap and easy to maintain

performance” as possible”

‘| care more about my car’s appearance than its performance” (7% / 142); “I want my vehicle to be as cheap and easy to maintain as possible” (26% / 83)



INDEXES CAN CARRY MORE IMPACT

Tip: Add an additional audience to create a delta that shows index significance

B2B Machinery Brand Example: Syndicated audience

THEY CHOOSE ACCESSIBLE LUXURY OVER
OPULENCE

Average

) Our Homeowner
American

Luxury [ Designer Brands

Kate Spade 100 176

Ray-Ban 100 171

Ralph Lauren 100 168

Michael Kors 100 161

Tory Burch 100 151
Fendi 100 95
Balenciaga 100 85
Valentino 100 85

Alexander McQueen 100 72




DATA EXHAUSTION SHOULD BE ACKNOWLEDGED

B2B Machinery Brand Example: Syndicated audience

THEY CHOOSE FAMILIARITY AND COMFORT
OVER TRENDS

Apparel purchase drivers

Average
American

Our Homeowner

Average
Homeowner

Brand you know [ have tried before

100

135

108

Fit /| comfort

100

123

109

Quality

100

120

108

Designer brand name

100

103

89

Keeping up with trends

100

101

89

638



DATA EXHAUSTION SHOULD BE ACKNOWLEDGED

B2B Machinery Brand Example: Syndicated audience

THEY CHOOSE FUNCTION OVER FORM

Average Average
9 Our Homeowner 9

“l want my brands to be” :
American Homeowner

Honest and trustworthy 100 124 110

Reliable 100 121 109

Socially responsible 100 121 97

Sustainable 100 119 98

Cool 100 87 81

Bold 100 75 87

Funny 100 86 76

Exclusive 100 74 86




DATA EXHAUSTION SHOULD BE ACKNOWLEDGED

B2B Machinery Brand Example: Syndicated audience

THEY CHOOSE FUNCTION OVER FORM

Average Average
9 Our Homeowner 9

“l want my brands to be” )
Y American Homeowner

| want my vehicle to be as cheap and
easy to maintain as possible

| care more about my car’s appearance
than its performance

I'm thrifty




DATA EXHAUSTION SHOULD BE ACKNOWLEDGED

Tip: When you're reaching data overload, offer a palate cleanser

B2B Machinery Brand Example: Syndicated audience

"Too many people spend money they earned to buy things
they don't want, to impress people they dont like.’

- Will Rogers
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DATA EXHAUSTION SHOULD BE ACKNOWLEDGED

Tip: When you're reaching data overload, offer a palate cleanser

OUR TARGET AUDIENCE NEEDS

Confidence in the tool or product
Confidence in their ability

Confidence in the ook they create

(each is dependent on the other)

" Whatis
“Confidenc

e builder”

72



PERSONAS ARE PEOPLE, TOO

Tip: Use someone you know so it feels like someone they know

B2B Machinery Brand Example: Persona Placemat

YOUR CUSTOMER ON A PAGE

MEET YOUR CUSTOMERS

Married with a second kid on the way
HHI $120K

Enjoys gaming, being outside, and
working on his project car. He's worked
hard to save enough to soon become

(*Typical persona information)

Married with a second kid on the way
HHI $120K

Enjoys gaming, being outside, and
working on his project car. He's worked
hard to save enough to soon become
|_his own boss. |




SCROLL AND WALK WITH INTENTION

Tip: Take pictures, save posts, write down conversations in your note’s app. There’s
potential for concreteness in every one of them.

TEXAS

kcg 22
DEALER

136*5088

UL LY LT

74



SCROLL AND WALK WITH INTENTION

Tip: Take pictures, save posts, write down conversations in your note’s app. There’s
potential for concreteness in every one of them.

2:49 wa T @)

4 Saved

oy dailyhumor_4u Follow

: 2 Zachariehs - Asleep In Space .
™ profgalloway &@hd 92ndstrecty & L. | b ep ,@ itsmarkgroves & Follow  «--
i J1 profgalloway - Originakaudio J1 Beautiful Chorus - Faith’s Hymn <

Just spent my money on something | needed @ Vel o Fizai ol

2 Alice In Chains - Nutshell

Saved

Follow

The gas pump: Do you have a rewards card?
Do you want a receipt? Do you want a car

Most people's daily routine: wash? Do you...

- Wake up. Me:
- Stare at a 6.7 inch screen.

- Work on a 16 inch screen.

- Relax with a 55 inch screen.
- Stare at a 6.7 inch screen

- Sleep

MARRIAGE IS THE

- NEW LUXURY ITEM

This should scare the shit out of you.

ﬂ 21.2 &
0 ' @Big_tagg

this what buying deodorant feels like @ e M %
O @176k Q430 4796
Q 12k Q920 ) 6797 N
Qeook Q934 ) 156K ¢/ N

75
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FINAL “=P CHALLENGE

Try adding a bit of concrete

It might feel forced, wrong, or silly at first. But the payout comes when
CMO'’s reference your personas by their first name

People interrupt to share personal antidotes

Clients ask you to share the findings with people you’ve never met

Research gets called back (remembered!) long after it’'s presented

You see behavior change
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ADVERTISING YOUR RESEARCH

Designing findings to be noticed —> understood —> remembered —> used
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