M: So guys, thank you all very much for coming, my name is Eduardo and I work with market research for a long time now, I imagine that they already explained to you what happens on the other side of the mirror, we have a person there who is taking notes and recording everything because after is developed a report of we discussed here, but be aware that all of your information is classified we do not pass it on to nobody, it’s also important to say that in the report nobody’s name is mentioned, there is a general analysis made from you opinions; you also know that it’s important for you to talk one at a time, there are no right or wrong answers, i would  like you to stay comfortable ok?; I would like to start with everybody introducing themselves, tell me a little about what you do, where you work, your main responsibilities, things like that, just a brief introduction.
R: Good night, my name is Patricia and I am the media brand manager of XXX to the Latin America, where we have brand activity, which is Brazil, Mexico and Argentina I am also responsible for the media planning, also for the ROI because everything I do it’s not related to performance it’s to awareness improvement, also with external agencies, but we have a lot of things happening in house, everything related to programmatic purchase, I believe that’s it, a lot of interface abroad, I have my pairs around the world.
M: Ok, what about you?
R: Good night, I am Daniel, I work at XXX and I am responsible for the media and e-commerce areas and consumption products which are the ones which you don’t need a prescription to buy; my attributions are to communicate and to sell products like Vitamin C, Bepantol Derma Baby among other products and my challenges are similar to yours, we don’t sell directly to the consumer, we sell through pharmacies, other retailers and it’s a big challenge, to achieve that miraculous ROI number it’s a big challenge.
M: Perfect, what about you?
R: Good night, my name is Carlos, I work at XXX, movies division and my matrix is also outside the country, I am responsible for all the media in the country which is one of the biggest territories in the world and the main difficulties are since a work with Los Angeles I have to tropicalize, to adapt this material to Brazil’s culture, It’s a little difficult to do that, I wish I could to some more local things.
M: Ok, what about you?
R: I am Barbara, I work at XXX, clothing store, I am the communication manager, so I take care of the campaigns, of all the influencers’ actions and also the internal communication for the offices and stores and I also work with agencies, my work is focused on both organic and paid media work and I just look the at the top of the funnel., only awareness and consideration but I don’t do anything looking to the final sale and the biggest challenge I have today is that the agencies like very much of the offline media and only this approach does not solve my problems so we try to direct them to do what we want and also work with e-commerce without stepping on anybody’s toes, everyone has it’s part.
M: Ok, thank you! What about you?
R: I am Tenório, I am the communication leader in Brazil for XXX, I am responsible to bring all the leads, mobile channel incentive and the part of selling to our clients the mobile, explain to them why is better for them to buy the mobile and internal I have two big challenges, one being to make the channel bigger and the second to convince the regional that some channels work differently in Brazil than in the other countries.
M: Ok, what about you?
R: I am Luzia, I work at XXX, I am the Marketing Executive Manager, I take care of the commemorative and the frozen categories, which are Christmas and Lasagna, Pizza among others; we are a very traditional company, offline it’s the flagship of the company, our main target is elderly and we need and we need more and more to put or marketing on the digital environment we are very focused on awareness but we have a few pilots trying the convert results so the conversion calculus works; I do not work specifically in media but all the campaigns, especially the ones which have big budgets pass through me, like the Christmas campaign.
M: Ok, what about you?
R: My name is Marcelo and I work at a pharmaceutical company called XXX, I am the marketing manager responsible for a lot of things, I have a very mixed portfolio of products that do not need prescription, but most of my products demand prescription, the company portfolio have been changing and by the end we end up doing a lot of actions the final consumer, my challenges go through bring the media tools to inside the company, which is not an habit, so how do I bring these tool  to a very traditional model? And also to bring the best ROI possible, which I think every company does, and how do I bring the best media result to the company.
M: Ok, what are the two main media platforms which you have the best opinion and the worst opinion about and why?
R: The best would be [CLIENT’S NAME] by mensuration and the worst Facebook taking in consideration the same criteria.
R2: I agree 100%.
R3: I disagree, for my entertainment category it’s too obvious, the Instagram delivers much more for me, the quality is better and I can also get better insights.
R4: Me too 
R5: For me the worst it would be Snapchat
R6: It’s awful.
(Inaudible)
[bookmark: _GoBack]M: So, who was talking it’s you; hi many is Eduardo, and you?
R: Caio De.
M: Ok, we are talking about the media platforms ok?
R: I was saying that the best is Instagram and the worst it’s Snapchat, I think it’s a platform that is dead.
M: And why do you prefer Instagram, what are the advantages?
R: For us it’s also very important, to fashion it’s essential, it works in very organic way, in this world people has a lot of interest on this subject, so I don’t have to buy media to get good insights and understand the consumer.
R2: I think something that can fit and makes sense you don’t sell clothes and I don’t sell movie tickets, I have to work with the consideration, in this case it works better for us.
R3: My experience with Instagram and with [CLIENT’S NAME] are very good, I think we can do good works with these platforms and also Twitter but we use very little of it, just for some real time conversations and also Yahoo which is one of the worst platforms.
M: When do you think of introducing different video platforms in your plan? Which platform offers you usage facility? 
R: For my company it would be Facebook by the simulations of platforms of people who will impact in a negative way.
R2: I agree, for us it’s also Facebook through the approach, it takes care of entertainment and media more specifically movies, so it brings thoughts design for movies, and they are more participatory.
R3: Facebook also meet our needs very well.
R4: The segmentation part of Facebook it’s incredible, but the results are not very good for me.
R5: I also agree.
M: And how important is your personal familiarity with those tools and is there a correlation between the tools you use and the decisions you end up making?
R: Yes, the experience it’s important, if you know the tool you will take more advantage of it, but I guess it also depends on what you are trying to achieve, each tool has its function and not always you are the target, you have to think about that as well.
R2: Yes, we can have the experience but sometimes not the decision; I work with very different products, so I can’t make decisions based on my experience, it helps us but it’s not the decision-maker factor.
R3: I think that the platform called Tik Tok it’s not aimed for our age but it Is a huge one and people don’t consider because they don’t know it already; there is a very big bias due to people not knowing at my company they would only pay attention to Facebook.	
M: Do you guys use Facebook personally?
R: Very little.
R2: Yes, me too.
R3: Not that much.
M: Does everybody use Facebook very little?
R: Yes (everybody).
R2: I use more Instagram.
R3: Me too, and also [CLIENT’S NAME].
R4: Yes, I use [CLIENT’S NAME] a lot too; I also think the familiarity with the platforms can help, there are a lot of Google and Facebook resources that are not being used by the brand due to lack of knowledge specially here in Brazil and when you take meeting with those guys, they presented you with a huge number of options and you don’t know what they are talking about, a lot of people don’t understand how to apply those technologies and when they do they see that they are not so applicable to our day-to-day.
R5: I you most [CLIENT’S NAME] too.
R6: I use [CLIENT’S NAME] Kids even more. 
M: And now I would like to know what was the score you gave [CLIENT’S NAME] back then?
R: I gave 10.
R2: 10.
R3: 10, because I work 95% of my time with videos.
R4: Me too because I also work a lot with videos.
R5: 9.
R6: 5 because there are campaigns that go to [CLIENT’S NAME] and other don’t.
M: Do you think [CLIENT’S NAME] has fundamental information, effective content to your business?
R: I don’t, I am a media specialist, it’s a tool just like other tools that I have, we need the expertise from the agencies who work directly with media, I stay very close to them in order to develop myself as a professional, but that’s pretty much it.
M: Ok what about you?
R: Since we use [CLIENT’S NAME] a lot to raise campaign awareness I think it’s a very valid tool; I think for me as a person no but for the team who does it, the agency team, for them it helps, because the do the work already segmented.
M: What about you guys?
R: I think neither me nor my agency because there are some things some functions that Google brings that are difficult to apply, there are some specific formats, and other media formats that are the basic, and it ends up being very much simplistic.
R2: When they come with these proposals and don’t ever see they come true, they sell me something that it is not real and like I heard before they say something like ”there was an error, the campaign did not reach the target, I will subsidize you part of your investment.
M: And how would you like this information to be, how would you like to be informed?
R: At the time, not after two or three days, at my company I have a weekly tracking, I can’t go back after two days.
R2: There is also the learning curve, there is nothing today that is error proof, sometimes you are not going to deliver due to some motive that you are only going to find out half way there, if they could at least keep the knowledge from the previous errors and apply them to the next campaign that would be helpful; I wish that they explain better to us the first time we are using the tool, because the next time it would be easier, I would know better what to do, to apply with the new tools available today.
M: Guys, we have there a concept package and I would like you now to read the concept A, only this one for now; now I will play a video for you, after the video you can answer the questionnaire; I would like you to describe for me in one sentence how did this campaign made you feel?
R: I feel empowered like I can do everything I want, at the time I want because sometimes I felt hostage from what I wanted to see on the TV.
R2: I felt a little liberty, personalization, for me to bring my own schedule a lot related to freedom.
R3: I honestly didn’t see anything very innovative on the advertising, I felt the same.
R4: I thought it was obvious.
R5: It’s nothing new, but the way they communicate gives a feeling of a better usage, a valorization of the person, the concept it’ not bad but it is also nothing new. 
R6: I think that this behavior of I do what I want, whenever I want, It has been already used by other streaming platforms, but they know how to communicate that well, the thing that caught my attention was the tagline. 
M: Now please raise hand who gave note 6 or more; Ok we have six people; and who gave four or less? One person; Based on this information what is the value proposal presented by [CLIENT’S NAME]?
R: Segmentation
R2: For me is to achieve an individual form, it brings back to the consumer and he/she chooses what to see, but there is the impact made by the prime time.
R3: I think it’s the opposite, I think it’s nothing new, but looking as a media buyer, the [CLIENT’S NAME] is making a stand saying their very big, like you know that whole lot of money invested on prime time? It should be invested here, they put themselves in a different position, and the value proposal is I am a very big media channel.
R5: They put themselves as empowered.
R6: It has the reach of a TV but you can personalize it.
R7: It’s a combination of both for me.
M: Is this different from other platforms?
R: Not much from Facebook, they have different tones, but they still very similar.
R2: I think as an advertiser, when someone does an ad like this, having this kind of control you want, it’s very different.
R3: I think for someone who does not know [CLIENT’S NAME] and its functions this is awesome but for someone who already knows, it doesn’t say much.
(Inaudible)
R4: The impression that I have is that the audience is here, you client is here, the message that I get was that.
M: How did you guys feel this campaign?
R: Nothing genius, very simple but it passed the message.
R2: They could do the same presentation by PowerPoint; it did not impact me much.
M: Ok, what is the emotion would you like to receive from [CLIENT’S NAME]?
R: I would like to be surprised.
R2: You have big expectations from [CLIENT’S NAME].
R3: The artwork does not communicate that, neither the ads nor the video.
(Inaudible)
R4: I think the execution, the ads are better than the movie, but the concept is big, they are trying to say that they are bigger than Rede Globo, than the offline, and I can still direct this at the moment you are interacting with the brand I think it’s very valid.
M: What does it mean for you this personal prime time question?
R: Everybody is consuming on demand videos, but with the prime time you consume any time you want.
R2: They give you a pattern break; there not much of a pattern since the multi-screen videos, the question of you having a smartphone, a tablet, what I take from this is for some advertisers that could not see the value on [CLIENT’S NAME], this invert the values, it shows what a TV can delivery and what [CLIENT’S NAME] can deliver, It’s aimed for people who already know that platform, people who understand what it can do for you
M: I would like you guys to fill in the next page now, and before you fill in the last page we are going to see a video; I would like you now to tell me in one sentence how did this video made you feel in general?
R: Bored, because this message it’s too obvious, so as an advertiser this makes me afraid this shows me that this is the weakest spot [CLIENT’S NAME] has, I will not put my ad there because is going to have a lot of trash with it.
R2: I think that this one is very focused on content volume, anything in whatever quantity that you look for there you will find it, different from the first video which was focused on audience, this one o focused on content, I think there is a different bias, as an advertiser if I had a channel strategy to create content is one thing, other thing is to invest in advertising.
R3: Mine is very much in line with what she said, there’s nothing very new there, it didn’t bring me any discoveries neither attractiveness in the ad piece.
R4: Because the previous ad puts [CLIENT’S NAME] in a different place, this ad here it doesn’t.
R5: I think it’s a bit of the same, the basic, it doesn’t give me much insight, I still think a perfect choice it would be to merge the first message with this second, here it says a lot to about affinity, the content  you have to advertise, this brings relevance to your message.
R6: It brings content diversity but still more of the same, it’s a video platform, and I wouldn’t expect anything different from that.
R7: For me, which I have a very specific retail operation in a very hard financial segment, this campaign shows me something very important to my functions today, representativeness, I need to be in a media that approaches every kind of person, that and also have content for everyone, that’s the message for me, my clients don’t see themselves represented in the traditional channels.
M: And who gave a score of six or more for this concept? Six people; and who gave four? One person; Ok, and based on what we have discussed what is the value proposal made by [CLIENT’S NAME] in this campaign?
R: I think it’s the representativeness
R2: Representativeness.
M: What else?
R3: Segmentation, customization.
R4: Diversity, there are a lot of ways to use this ad piece, there are a lot of ways to use a SUV, it’s a woman there, this is very nice, it’s a kind of content that I would not look to men, I would look at this woman comments because she is a woman like me, she will understand some essential details that only a woman needs.
M: But what you think this concept is trying to communicate you? 
R: Content variety.
R2: Reach variety as well
R3: If you have 400 thousand videos of an SUV you will have reach, I understand the reach part, but I thinking about content, you can sign with us because we can talk to every kind of people.
R4: I think people that do not consume [CLIENT’S NAME] it’s because they don’t know it, pretty much everybody know it, [CLIENT’S NAME] has reach, ok, but this communication it’s (Inaudible)
M: Ok and what kind of feeling does this ad pass you?
R: For me its diversity, I like it because this is related to a project that I have been working with; I think that is nice, it’s in line with what I am doing right now.
R2: None
M: Does it awaken curiosity?
R: No, not really.
R2: It looks like a variation of a previous campaign they did before.
M: Ok and what does it mean watch the difference?
R: Different ways to communicate the same thing.
R2: For me that’s it.
R3: Content variety
R4: The same subject in points of view.
R5: The woman presenting the SUV instead of a man.
M: But is this important to your channel or only for a few of them?
R: For me it’s essential.
R2: For my segment it’s important but as an advertiser I will not invest on [CLIENT’S NAME].
R3: As an advertiser this is obvious, I have to treat diversity; I have to reach all sorts of people in order to achieve a good result, what I am looking for is a place that I have high reach outside from the conventional television.
M: Ok, what if you think from the point of view of a consumer?
R: Someone who does not know [CLIENT’S NAME] it makes sense, only for this kind of person.
M: Ok, let’s move to the next one now; so what did you think about this first question true (inaudible) [CLIENT’S NAME], does this concept seems authentic or dishonest?
R: I think they are both authentic
R2: The first authentic to advertiser the second to the consumer.
R3: They are both authentic, but the B is more because he is the extreme of the scale, it’s the more obvious.
M: So you think the B had a variation better than the A?
R: Being more authentic, yes.
M: And regarding exclusivity, does this concept separate [CLIENT’S NAME] from other platforms?
R: I think A more than B, it puts itself more with offline, more than the other that is already a segmentation that I can do in other moments.
R2: I think A more than B but it does separate from others because we have other platforms that also can reach around 99% of the internet so everybody can use this claim. [CLIENT’S NAME] does not have the property on it.
M: And what is missing to [CLIENT’S NAME] to differentiate itself?
R: Numbers, for me numbers.
R2: For me numbers too, reach, audience, since I come from an industry that is only based on numbers, everything has to be translated in that language.
R3: It lacks the [CLIENT’S NAME] image, it does look to me like something they did, I was hoping to be surprised and they are no doing that here.
R4: To say that the video consumption is rising, it’s not very shocking because hours of consumption it’s different from reach, and if they are using the high reach claim at the prime time, they have to bring me a number to confirm that information.
R5: I don’t think the prime time excludes time, if you are at the prime time you have time to invest, I think there’s also that.
M: And do you think this concept motivates you to think about [CLIENT’S NAME] and the possibilities that it represents in a new way?
R: No.
R2: No.
R3: Not at all.
R4: For me no, but I work at a company that is totally offline, familiar where the television reigns, so I am pretty sure that would make my directors say “wow, what is that?”, so I think this would help me as an advertiser, so I would also rather A than B.
M: And do you think this concept clarifies the business necessities and objectives that [CLIENT’S NAME] has to help you solve these problems?
R: Yes.
R2: I also think yes.
R3: This is cultural, most of companies budgets are placed on television, the great television asset which is prime time it’s clearly fighting for this money.
M: Which of them defines best the business needs that [CLIENT’S NAME] solve to you?
R: The A.
R2: A because for me it’s an argument to fight with the television
R3: Also A due to reach, you end up most choosing for the traditional media and you want to take this money away from there, but by the end the one who has most information for you it’s the one which will get the money.
R4: I think they are different proposals which will deliver different things, A will actually give me awareness and reach and with B I will be able to better explore my territory for me they are complementary.
R5: For me it would be more focused on B because I come from an industry that seems like they are stuck in the Stone Age regarding communication, even with clients and now the information it’s so democratized that we need the representativeness for all clients that we have.
M: Let’s think now about some words that may have been highlighted in your mind, they can be positive or negative words, I would like to know from you what changes would you do in the concept A?
R: (Inaudible) tagline, campaign.
R2: The strongest part of the campaign is the tagline.
M: Would you change any of the sentences?
R: I also like the numbers on this first campaign (inaudible) but it is nice to know that every one out of two adults watch video, this is the kind of relevant information that you can bring to other pieces and comparisons.
R2: This one from (inaudible) called my attention because when they compare with the television, we know that the (inaudible) from the television regardless if you are paying attention or not if you are watching a soap opera you will only watch around 37 minutes of it.
R3: I have a question, do they hear the 37 minutes or do they watch the 37 minutes of image? For example, if they are not listening to something on Spotify they are hearing something on [CLIENT’S NAME] made me ask which is the viability of it?
M: What do you guys think that should be changed?
R: Perhaps I would add a comparative here, to get more attention, he said 37 it’s ok, it’s a number, it’s an information but it is good to have something to compare.
R2: Perhaps to know how much television they watch that would be nice.
R3: I think the comparative helps too.
R4: (Inaudible) because sometimes I watch the 135 percent (inaudible)
R5: 135 percent out of one it’s nothing, it’s not sexy.
R6: Prime time rises up the expectation.
M: Ok, now talking about the B concept, what words may have been highlighted in your mind, they can be positive or negative words, what do you think?
R: I think the numbers here are sexier; regardless the way you are looking for content there is going to be one in your way, but we go back thinking as an advertiser, ok this is nice but I have affinity with it, it has a lot of metrics but reach is not necessarily delivered on this ad piece.
R2: I think the frame by [CLIENT’S NAME] is very proprietary, it’s their aesthetic.
R3: The thing about the right moment, at the right time with the right experience it passes that in a splendid way.
R4: I think you can see what the [CLIENT’S NAME] team can bring you, not only the big numbers.
M: What about those sentences below?
R: It’s more shocking, it does not pass that much splendor as the other one.
M: Ok, but I would like you to compare now.
R: The one in big scale, they say the same think but I think the personal prime time is more shocking.
R2: Prime time is a concept already built.
(Inaudible)
R3: It brings more proximity.
M: The big scale one is very vague, is that it?
R: Yes, because it looks like you are putting everyone in the same place.
R2: I think the big differential is the personal touch, for you to do everything you want.
M: How would you merge these two concepts? What would you take from Concept A and B and form just the one?
R: I would gather more comparative numbers and I think this ad looks more like [CLIENT’S NAME].
R2: The [CLIENT’S NAME] advertising sees the difference; it makes you interested because if I am not doing I am losing time.
M: Ok, do you guys agree with that?
R: I disagree, I thought it was simplistic; it looks like a neighborhood paper, the one with the prime time it’s more focused on high management.
R2: Here we already have a tagline, one from the campaign, (Inaudible) the idea is to approach the personal prime time, advertising [CLIENT’S NAME], see the difference, and this is what I imagined, so I think this, prime time they will give you a price and now it has become personal, so they are trying to say something like test with us.
R3: There things that can be changed here, like color and flavor (inaudible) there are 200 thousand ways to do a chocolate cake, you want your way.
M: These places can do several things but you would like to do your own way?
R: Yes, I can choose there who represents my style to do a chocolate cake, such as do my hair, makeup.
M: And what are the strong visual points of this concept?
R: In the first concept even the printing was inaccurate, the last one was a little better, I like this neon but I prefer the aesthetic of the second.
R2: Yes, it looks more like [CLIENT’S NAME].
R3: The first one is old; it reminds me of old movies.
R4: I think we should merge the greatness of the first with the diversity of the second, the reach of the prime time is really clear and what is missing is the question of these numbers that presented the diversity, experience points at the second; I think you can use both; I think that the art piece of the second it’s better but the concept of the first it’s stronger.
R5: I agree with her.
M: Do you think [CLIENT’S NAME] should add the names of the designers of the art pieces?
R: Yes.
R2: Me too.
R3: Of course, I like it.
R4: I like it too.
R5: Yes, but we go back to the same subject we talked before from 2016.
M: Ok, we have here another piece of paper and I would like you to fill in only the exercise B; and please put in your name in the first page of what you done; looking at this printing in terms of aesthetic, how would you compare this one with the others you just have seen?
R: I think it’s beautiful; it brings the proprietary elements from the platform.
R2: It looks like the second art piece.
R3: Looks like the second.
R4: It brings information that one had a little and one had much (inaudible) I think it’s interesting.
R5: Depending where you are going to launch this it has a lot of text, it has small letters, perhaps in a magazine it would work; but the aesthetic is young, not only the bar that brings [CLIENT’S NAME] property also the girl, the shed, the clothes, the hair are all very young.
R6: And he is bringing a client’s case, they are talking specifically for a campaign of super drive. 
M: And now we have here the set 1 and the set 2, who choose the first? Raise your hand; two people; who choose the second? Three people; and who choose the third? Four, five, six, eight, nine, is that it? So guys the one who won by one point it was 5 million of woman, sport fans watch [CLIENT’S NAME] per day; why is that?
R: Segmentation.
R2: Segmentation.
R3: Also segmentation.
R4: Aesthetic it’s important because I will have several products, several targets, it caught my attention.
M: Ok, what about set 2? Who choose number one? One person, ok; who choose number two? Six people; who choose number three? Two people; who choose number four? Two people; who choose number five? Four people; and who choose number six? One person.
R: I like the number two and the number five, I had only chosen one.
M: Ok, so 78% of people say that personal relevant content raises their purchase intention related to a service or brand, what do you think this one was the most voted? It is option two.
R: First because 78% it’s a huge number and purchase intention is kind of an attractive word so I believe that they have merged here two very important things.
R2: You generate relevant content to convert; you have achieved your goal.
R3: In my case, if you have an influencer, someone that the industry trusts, talking about numbers, if it’s financial, for us it’s a game changer, very important.
M: Ok guys, so at second we have the proposal number five: “the viewers are in active mode when they are using [CLIENT’S NAME]”; meaning that they pay more attention using [CLIENT’S NAME] than other platforms, what do you think about that?
R: I think the sentence is strong regarding the recall you will have after, if he is paying attention while using [CLIENT’S NAME], my chances of getting noticed are higher.
R2: I think when you look a channel like [CLIENT’S NAME], you already are interested in the channel, you are going through television, and you are approaching people at the right time, when they want to discover new things.
R3: One curious thing is that the two most voted are the ones with numbers on it.
M: I would like to ask you now in a scale from 0 to 10, considering everything you have experienced as a marketing professional and everything we have discussed here what would be the probability of you prioritize [CLIENT’S NAME] for your next campaign?
R: I have putted 8.
R2: 7.
R3: For me it’s 1.
R4: I have putted 10.
R5: 7.
R6: 7.
R7: I have two scenarios here, the next campaign is one with a bigger media mix so no, but if it was 100% digital I would say 8.
M: Did you guys change your opinion somewhere? 
R: No.
R2: No.
R3: For me it was 5 and now stays 5, what is the probability of me defending [CLIENT’S NAME] more? None
R4: I have putted 10 at me initial research because it is a fundamental tool but is not the leading tool that I need. 
R5: For example, if you have to cut of the magazines or [CLIENT’S NAME], what would you choose?
M: Ok guys, thank you so much for you participation, don’t forget to fill in your names.
