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Al in Market Research:
Current Landscape
and Future Outiook
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What got us
here?

LT TTg

Two big shifts )

UL L)

From domain-specific ML to
general purpose Al

From machine language to
human language
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What does this

mean for Increased human-Al workflow
market

research?

collaboration

Richer source data for your
research

Get better insights from your
data
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Balancing

Innovation & Integrity

‘=)
"

Combining

Exploration & Validation
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Explore many LLM use cases...

LLMs can be useful along the entire market research pipeline.

< Text analysis > ( Survey generation >
<Simulation> < Writing >

We are early in the process of figuring out how to best use LLMs.

<Mode| selection> <Prompting strategies) <Too| use>




8 Bring Al into your Insights YouGov

7 ..« DUt validate LLM accuracy!

We are not ready for full hands-off automation.
LLMs still make unexpected mistakes and suffer from subtle biases.

The most immediate gains are from human-LLM collaboration.
LLMs are great tools. But for critical use cases, they require validation.

In the meantime, LLMs are still getting better.
And we are only beginning to optimise LLMs for market research.
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“Stretching the rubber band” creating
transformative organizational strategies
balances tensions

Is designed to challenge with provocative
and powerful potential futures - yet which
can be grounded in a Now / Next / Future
roadmap to chart an actionable
path for real client solutions today.

If we don't pull enough... If we pull too hard...
No meaningful action or change results. The effort "snaps" and we lose everyone.
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Our criteria for success

ENHAMCED
INSIGHTS

DO WE OBTAIN ENHANCED AND/OR DEEPER INSIGHTS?

Does this approach offer our client an enhanced insight toolkit?

ARE WE SAVING RESCQURCES?
Do we save time, money or other limited resources as a result of this
approach?

ARE THE INSIGHTS SIMILAR?
Could our client make the same or similar business decisions?

ARE THE RESULTS VALID AND RELIABLE?
Can the approach be trusted?

¥ FuTURES



11 Bring Al into your Insights

What does Generative Al
offer your insights team?

YouGov

Speed

1000 x faster than a human*

7 Productivity gains
UU” upward of 70%

‘S’ Freedom
To move at the speed of thought

Democratises access to high
quality business intelligence

@ Actionable, timely customer
experience improvements

:@" Encourages rapid innovation

* Based on using the Yabble platform
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Things you can do today
with Yabble and YouGov...

yabble

Al for Insights
Data creation

&7

Persona Building,
Instant Insights

Data Analysis & Story Telling

N

—

Automatic Data Natural
theming and Summarization Language Data
coding Mining

o, .

o

o

Visualize
your
insights

YouGov

Data for Insights
Living data

&3

An ever-growing source of connected
consumer data — 10 years +

YouGov Panel

000

Arich, diverse, high quality global panel
of millions of consumers,
capturing what the world thinks
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"Hey Yabble, give me the

The rise Of latest trends in Retail”
kllOW'Gdge Iake Cutting through data at

lightning speed, using:

« Alagents

« Al knowledge retrieval,
« Al report generation

You the Insight

Professional o Augmented data models « Al data mining
» Q . « Al generated data
g ol
I I
I I
I I
3 | | Synthetic data
Virtual consumers Sales data | Customer data
I
-~ ' v -
~ ”~
~ ”~
‘<o Survey data Social data B 7
~ -~ 7 >
N Ny i Lo
~ Market data -
~N ”~
Support data " .

Lakes of knowledge that are_infinitely learning
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The Al gives you...

A set of Al-generated personas that are representative of your audience
to answer your survey questions, and to ‘live chat’ with for further insight

Alex 'Digital Native'

Agerange: 17-24

Gender: Non-binary

Location: Urban - Tokyo, Japan
Personality traits: Tech-sawy,
innovative

Pain points: Frustrated by slow
adoption of new technologies in
some stores

Behaviors: Primarily shops online,
frequently uses AR/VR for
shopping, prefers stores with
cutting-edge technology

Goals: Wants innovative and high-

tech shopping experiences

Carlos 'Experience
Enthusiast'

Agerange: 35-50

Gender: Male

Location: Urban - Madrid, Spain
Personality traits: Experience-
driven, social

Pain points: Dislikes sterile and
non-interactive store environments
Behaviors: Prefers in-store
shopping for experiential and social
aspects, engages with pop-up
activations and community spaces
Goals: Enjoys shopping as a social
activity and seeks unique store
experiences

David 'Convenience
Seeker'

Agerange: 30-45

Gender: Male

Location: Suburban - Sydney,
Australia

Personality traits: Convenience-
oriented, practical

Pain points: Frustrated by complex
returns process and lack of flexible
delivery options

Behaviors: Shops both online and
in-store, values quick and efficient
service, uses contactless payments
Goals: Prioritizes convenience and
efficiency in shopping

Linda 'Traditional
Shopper'

Agerange: 50-65

Gender: Female

Location: Rural - Vermont, USA
Personality traits: Traditional,
skeptical of new technology

Pain points: Finds new technology
overwhelming and prefers face-to-
face interactions

Behaviors: Primarily shops in-store,
values exceptional customer
service, hesitant about using AR/VR
Goals: Seeks user-friendly and
straightforward shopping
experiences

Sophie 'Tech
Enthusiast’

Agerange: 18-25

Gender: Female

Location: Urban - New York, USA
Personality traits: Tech-savvy, early
adopter

Pain points: Wants seamless
integration between physical and
digital experiences; concerned
about data privacy

Behaviors: Frequent in-store and
online shopper, uses AR/VR for try-
ons, prefers contactless payments
Goals: Seeking personalized and
immersive shopping experiences

Emily 'Sustainability
Advocate'

Agerange: 25-35

Gender: Female

Location: Urban - London, UK
Personality traits: Environmentally
conscious, ethical shopper

Pain points: Dislikes brands that do
not disclose their sustainability
practices

Behaviors: Shops both online and
in physical stores, prefers brands
with strong sustainability
credentials, engages with
community spaces

Goals: Wants to support ethical
and sustainable brands
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The Al gives you...

Market insights and trend reports, with sources

¥ Created with Yabble Al y‘:,"a bble

Retail Experience Innovations

B Market Trends

Integration of Emerging Technology in Retail Stores

Phygital Retail

The concept of “phygital retail” which blends physical and digital shopping experiences, is gaining traction. Reta
increasingly integrating augmented reality (AR) and virtual reality (VR) to create immersive shopping environme
instance, IKEA's Place app allows customers to visualize furniture in their own homes before making a purchase

Sephora’s Virtual Artist app enables customers 1o experiment with different makeup looks using their smartpho

(2).
Al and Machine Learning

Artificial intelligence (Al) and machine learning are transforming retail operations and customer experiences. Re
uging Al-powered chatbots and virtual assistants for 24/7 customer support and personalized recommendations

anahdics are alan heina annlisd 1o antimire store lvoits and nroduct nlacements as asen with Walmart (/) Ar

@ Market Insights

Innovations in Retail Store Experience
Engagement- and Inspiration-Driven Spaces

Retailers are increasingly focusing on creating spaces that foster a sense of community and inspiration. Post-pandemic
trends highlight the importance of community stores that build brand loyalty through a sense of belonging, Stores like Tiffany
Landmark in NYC are examples of spaces where customers can spend hours, emphasizing the value of inspiring customers
(1).

Technology Elevating Omnichannel Performance

Retailers are integrating technology to support omnichanne! services such as Buy Online, Pick Up In Store (BOPIS),
ship-from-store, and seamless returns. Mobile-enabled workforces and augmented reality (AR) are enhancing customer
interactions and the fitting room experience (1). Nike's use of AR for a unified commerce experience is a notable example
(2)

Al-Powered Personalization and Automation

Al is being leveraged to deliver personalized shopping experiences through machine learning algorithms that analyze customer
data to predict behavior and recommend products. Amazon's use of Al for product recommendations and chatbots exemplifies

thia trend (?) Aitnmatinn in retall inclidee eslf-rhackait terminale alactranic ehalf Inhela and cleaninn rnhnte whirh
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The Al gives you...

Key insights about your specific topic, insights by persona, insights by question, and themes
& sentiment per question, as well as the ability to mine your data using natural language

Sophie Tech Enthusiast’

« Sophie, a tech-savvy young female ag¢
experiences, frequently using AR/VR
« She prefers seamless integration betw
Online, Pick Up In-Store) and easy retu
« Sophle's retall sector preferences incly
mirrors, AR for makeup try-ons, and VR
« While she enjoys the convenience and
concerned about data privacy and the
« She is influenced by social media and (
remains cautious, often cross-checkin
« Sustainability is of moderate important
alongside technological advancement

Retail Experienc

& Vvirtual Audiences

Virtual Audiences

Emerging Technology Integration in Re!

* Retallors are increasingly adopting augme!
expedence, AR is being used for virtual try-
more interactive and engaging.

* Artificial intefligence (Al) is revolutionizing ¢
recommendations and restocking systems
though they sometimes lack the personal t

« Contactless payments and mobiile app inte
However, technical glitches and data privac

Retall Store Design Innovations

* Smart mirrors and digital fitting rooms are (
clothes virtually, saving time and etfort. The

« Stores are adopting seamiess omnichannd
efficiency and customer satisfaction. Real-
shopping more convenient,

« Sustainable store designs and eco-friendly
leading tho way with circular economy initit

Can you describe a recent retal
technology? What specific tect
experience?

= Augmented Reality (AR) and Virtu:
grocery outlets, are leveraging AF
shopping experiences. These tag
missing the tactile, personal aspe
+ Smart Mirrors and Interactive Dis|
clothing and beauty stores, allowi
these Innovations make the shop
of personal interaction persist.
Al and 16T for Personalization and
management, and smart shelves

-

experiences. However, shoppers
= Mobile Apps and Contactless Tec
shopping carts are streamlining tl
benafits, many consumers miss t
Sustainabllity and Ethical Practice
practices, such as zero-emission
resonate well with environmentall
beyond just technological advang
Global Adoption and Consumer R
Europe to Asia and Australia. Whil
consumer reactions vary, with ma
personal shopping experiences.

L]

Top 10 Themes & Sentime a

In-store Interaction

Technology Implementation
Efficiency a
Shopping Experience
Sustainability
Overwhelming Technology
Personalization

Smart Mirror Technalogy

Privacy Concemns

Sophie Tech Enthusiast

Hi there! How can | 385ist you 1003y7?

Kathryn Topp

Tell me what makes a great retail experience 10r you?

Sophie Tech Enthusiast

For me, a great retall experience is one that Is immersive and personalized. | love using advanced technologles like
appreciate when retailers integrate their anlineg and offline shopping experiences, allowing me 1o buy online and pic
practices. However, | am always cautious about my data privacy | belleve the future of retall lles in 3 seamiess integ
AR for product visualization, smart mirrors for virtual try-ons, and contactiess payment options.

Kathryn Topp

What stores or brands give a great experiences

Sophie Tech Enthusiast

I réally énjoy shopping at brands fike Nike, Appie, IKEA, Sephora, HEM, and Amazon. They all integrate technology |
Immersive shopping experiences. For instance, Nike uses augmented reality for vinual try-ons, and Apple's interact
experionce. IKEA's Place app and Sephora’s Virtual Artist app make my shopping habits more convenient and enjo
These brands offer 3 seamiess and immersive shopping experience that | ingty value,

LT ——
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What’s coming?
Future Landscape

YouGov

il

Tool to Companion

&

General to Specific

Interaction to
Immersion






https://business.yougov.com/solutions/research?marketo=contact&utm_medium=pdf_link&utm_source=website&utm_campaign=WBN-2024-09-US-Bring-AI-Insights
https://business.yougov.com/content/50348-bring-ai-into-your-insights-webinar-2024?marketo=contact&utm_medium={{my.utm_medium}}&utm_source={{my.utm_source}}&utm_campaign={{my.utm_campaign}}

YouGov

Thank you

Living Consumer Intelligence | yougov.com/business

YouGov, 2024, all rights reserved. All materials contained herein are protected by copyright laws. Any storage, reproduction or distribution of such
materials, in whole or in part, in any form without the prior written permission of YouGov is prohibited. This information (including any enclosures and
attachments) is propriety and confidential and has been prepared for the exclusive use and benefit of the addressee(s) and solely for the purpose for
which it is provided. We make no re presentations, warranties or guarantees, whether express or implied, that the information is accurate, complete or
up to date. We exclude allimplied conditions, warranties, representations or other terms that may apply and we will not be liable to you for any loss or
damage, whether in contract, tort (including negligence), breach of statutory duty, or otherwise, even if foreseeable, arising under or in connection with
use of or reliance on the information. We do not exclude or limit in any way our liability to you where it would be unlawful to do so.
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