PROVOCATION:

A NEW APPROACH TO
DIAGNOSE THE TRUTH IN

MARKET RESEARCH




ORIGIN OF THE IDEA.

Need for d@@p@lﬁ nsights as a response
t@ market challenges

>Need for new ideas as the
category/brand becomes well-
established

»Clients’ fatigue from conventional

research — primarily in qualitative
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WIDER PROVOCATIVE CONTEXT:

MASS MEDIA

POP-ART AND POP-CULTURE

HR AND TEAM MANAGEMENT

BRAND STRATEGIES

BTL ACTIONS

WY PROVOCATION?

ATL COMMUNICATION




WY PROVOCATION?

WIDER PROVOCATIVE CONTEXT:

MASS MEDIA
« POP-ART AND POP-CULTURE
e HR AND TEAM MANAG

« BRAND STRATEGIES

« BTL ACTIONS

« ATL COMMUNICATION



GENESIS OF Trl= M=TFIOD

) THEORY( OF CUSTIYE DISSONANCE

4 LEON FEISTING=H

« PROVOCATIVE PSYCHOTHERAPY
SMILTON ERICKSON
SFRANK FARRELLY

« CREATIVE WORKSHOPS
“EDWARD DE BONO



DEFINITIONS

‘PROVOCATIO”, “PROVOCARE” (LATIN):
“CHALLENGE”", “TO CHALLENGFE”

TWO MEANINGS OF PROVOCATION:

CONFLICT, OPPOSITION, l POLITICS, PR, TO SOME
AGGRESSION, AND EXTENT, ADVERTISING

DECEPTION I COMMUNICATION

DELIBERATE CHALLENGE,
INSTIGATION, LATENTLY

AGGRESSIVE MODE OF
PSYCHOLOGICAL
INFLUENCE

INVITATION,

STIMULATION. METHAPHOR OF CREATIVITY

PREDOMINANTLY IN ARTS

MOTIVATION APPEAL AND CATALYST OF CHANGE AND PSYCHOTHERAPY




PROVOCATION AS INSIGHT GENERATOR




PROVOCATION: CASE STUDIES

COMMERCIAL PROJECTS |

FMCG/BEVERAGES
JUICE - new creative ideas development
TEA - brand key validation
BEER - barriers for brand usage

APPROBATION STUDY |

“MODERN WOMAN”’:
LIFESTYLE AND VALUES

TELECOMMUNICATIONS
re-branding campaign evaluation

MEDICAL RESEARCH
PAIN RELIEVERS - a part of consumer
segmentation study




METFIOD

PRIMARY RESEARCH FORMAT: IDI

PARTIZCONVENTIONAL I sreak W PARTIIEPROVOCATIVE

Stage 3. Reframing
Stage 4: Feedback and
disclosure

Stage 1. Affirmative

Stage 2: Exploratory
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METFIOD

MAIN BUILDING BLOCKS OF PROVOCATIVE DISCOURSE:

Sequential logic of conversation: declarations -affirmations -
comntradictions with previous statements

Extremely emphatic tonality at all imterview stages

Use off a break before tihe provocative part (to prepare a focused
impact)

Use of specially crafted set of provocative techniques and stimmuili
relevant for the target and topic

Individual fine-tuning of the techniques and stimulus
Post-interview feediback (as a tool to generate additional insigits)
Disclosure of provocatiomn



BSRAIN-SFIFTING TECFINIQUES

INVERSION

DOUBICE
INVERSION

SHIFTING EOCUS

WRONG
CONCILUSION

PARADOX/ABSURD
STATENMENIS




DUMMY STIMUL]
N/ _\

“PSYCHOLOGICAL TESI <> A O
Works in combination with O@D
Inversion technique Dﬂ

“DUNMN Y cOplCERTS

“BIASED BVIDENCE

A special selection of materials:
» with wrong attribution
» truth-looking but false in validation
» real materials with paradox/absurd content

Specially crafted for each

project




" THE INFORMATION OBTAINED
~ (source: “Modern woman” study):

BREALTIROUGE
INS1 GRS

ADDFTION AL
INSIGHES

METFIODOLOGICAL RESULTS

REVELATIONS, CHANGE
OPINION

HIDDEN COMPLEXES AND
DESIRES, CONFESSIONS



METFIODOLOGICAL RESULTS

RESPONDENIS DO
NOIFEEELL PROVOKED

ETHICALLEY CORRECI PROVOCATION
CATALYZES SELF-REFLECTION PROCESS;

WHIEENOIFHARNMEULELEYSAEEECHIN G SEISE=

SELE=-REEICECTION ESTEEM.

EEEECT




LIMITATIONS OF Trle M=TFIOD

RESISTANCE:

Rigidity, lack of refection:
Self-assertiveness:

Relativism:

ISSUESNINE

HESPONDENTS
REDUNDANCY:

“Problem-obsessive” respondents:

VODERAVIOIES

TAKING A ROLE OF PSYCHOTHERAPIST

ISSUESNIN



AREAS OF APPLICATION

AS A METHOD:

» In anticipatory type of research

» In lifestyle and values reseaich

» AS a preparatory stage of concept development programs
» In brand image studies

» In ethnographic research

AS A SET OF TECHNIQUES:

» In any type of qualitative research

» In particular, in concept of ad testing (as an additional
durnimy variable in the stimuli repertoire)






PROVOCATION IN MeDICAL Re!

INMEDICIHNE, PROVOCATION IS A WELL- OV
PrizrnOMENON

MEDICAL PROVOCATION — A METHOD OF
DIAGNOSTICS WrllCr IMPLIES ARTIFICIAL
STIMULATION OF DISEASE STNMPTONS



PROYVOCATION IN MeDICAL RESEARCK

SPECIFICS OF RUSSIAN PHARMA MARKET

> Inactive research spending vs. FMCG

»> Dominance of generics

»> Easy to convert groups of influence (low salaries of
doctors and pharmacists)

> OTC availability of antibiotics and other strong

medications
« Pharmacists make a key group of influence versus doctors
« End-user role in decision-making process is very high



PROYVOCATION IN MeDICAL RESEARCKI

CONSTRAINTS FOR PROVOCATION

RELATED TO THE CATEGORY OF HEALTHCARE:
> Double importance of ethical issues

RELATED TO SPECIFICS OF RUSSIAN PHARMA
MARKET:

> Price-driven market
> Uneivilized comipetition
> No “circle of knowledge” problem yet



PROYVOCATION IN MeDICAL RESEARCKI

OPPORTUNITIES FOR PROVOCATION

> Health protection and wellness grow in
importance

»> OTC offer becomes more competitive
» Provocative medications are booming

> Provocation penetrates into medical
advertising
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PROYVOCATION IN MeDICAL RESEARCKI

TARGET GROUPS

PRIMARY TARGET GROUPS:
OTC pharmacists
End-users (except infirn patients, their relatives, and
chilldren)
SECONDARY TARGET GROUPS:
General Practitioners
Beauty specialists
SELECTIVE TARGETING:

—— ]

Specialists (except for psychotherapists, psychiairists, and
neuropatinologists)



PROYVOCATION IN MeDICAL RESEARCKI

PRODUCT CATEGORIES

»OTC medications: analgesics, cold &
flu, anti-depressants

> Vitamins, para-pharmaceuticals,
cosmeceutics

> C@ntrra@@ptijves
»> Sexual disorder treatments
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PROYVOCATION IN MeDICAL RESEARC

TYPES OF RESEARCH

Brand commuinication research - RTB for pharmacists and GPs

Advertising research: from creative concept development t© copy
testing

BTL strategy development

OTC brand perception studies

Consumer segmentation hypotiheses

Usage drivers and bartriers

Drivers and barriers for prescription/recommendation
Usage insights: “placeho” effects and alternative treatiments



RESPONDENTS LOVE
PROVOCATION - ESPECIALLY
WHEN THEY DO NOT NOTICE

IT

WE BELIEVE THAT THE
CLIENTS WILL LOVE IT TOO -
WE HOPE THEY WILL NOTICE

ITS EFFECT



