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At Vypr, we believe that data-driven approaches drive better 
product outcomes for all. Find out how to use data to 
transform your product marketing in this guide.
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Targeting Your Ideal Consumer

Do you struggle with these common issues?

• Are your main data sources based on sales, so you struggle to expand your 
   reach to other ideal consumers?

• Want to create a persona or pen portrait of your consumer, but don’t know 
   where to start?

Sales data only tells you about who bought previously, and building this image 
of your consumers is great – but what about those that don’t yet know about 
your brand or products? What about their general interests outside of 
purchasing habits, that will lead you to a richer depth of marketing?

The following issues often stem from not knowing how you can use data to guide 
your product marketing

Turning Data into Action

• Does having lots of data often leave you confused about what to do with it? 

• Or the opposite – does having too little data leave you stuck, not knowing how 
to move forward? 

Data is essential, but having too much or too little can mean turning it into 
insights is difficult. After all, insights drive change, not solely data.

Data is a Powerful Resource
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meat-free products?



Everyone’s a Marketer

• Do you find that everyone in your team has an opinion on your marketing 
assets, such as your adverts, designs, or ad copy?

• Do one or a few senior people end up making the final decision based on 
what they like the most?

There is no right or wrong answer when presenting creative work, and so you 
may find this happens often - especially when data is not being used 
effectively.

Being Asked to Make Decisions on Everything and Anything

• As a marketer, do you find yourself picking up a wide range of additional 
considerations?

• Do you have a huge range of responsibilities 
   from pricing to shelf life, that you are 
   expected to make informed decisions about?

Though these decisions may seem a stretch, 
your opinions clearly matter to your team, 
and so finding a way to confidently 
answer is the way forward. It's time 
for data to step in.
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1. Get to know your target audience

Knowing who buys your products is a great start – their demographics are great 
nuggets of insight, along with classic marketing data such as how often they 
buy, and where they shop. Don’t stop there though – it’s time  to widen the net of 
data you're collecting.

• Consider factors such as – what other brands do they buy outside of your 
  category? What are their media habits? What holidays do they go on? What 
  restaurants do they regularly eat at? Once you have this wider persona, you 
  can build better relationships with your current consumers – and also target 
  other people like this who don’t currently buy your product

This way, you’ll be a great marketer and will 
shine amongst your team – being able to 
represent a deep understanding of your 
consumers means you can provide 
stakeholders with data-driven insight to 
grow sales, consumer satisfaction, 
and provide strong evidence as to
why retailers should stock 
your products.

Here Are 4 Ways Data can 
Help You



2. Understand consumer motivations for buying

Case Study

As well as better targeting, driving category 
growth by discovering such insights is an 
excellent way to grow overall interest and sales 
in the category, which almost certainly has the 
effect of driving your brand’s sales. Not only 
this, you’ll deliver more growth to retailers, 
generating kudos with both sales and 
category teams, ultimately growing as a 
marketer.

As you can see - insights are a goldmine for 
success - and all obtainable from data.

For example, in the detergent category (e.g. Persil), the established category 
view was to focus on how clean products could make things by eliminating 
dirt, the commonly held view being that good mothers keep their kids clean. 
Persil turned this on its head by uncovering the insights that actually, good 
mothers want their children to go outdoors and play and get dirty, and still be 
able to return their clothes to a clean state afterwards. This led to the very 
successful ‘Dirt is Good’ campaign we still reference today.

Uncovering powerful insight from data is important, especially when it helps you 
understand your consumer’s motivations for buying not just your products, but 
the category they sit in. 

• To get the bits of information that will push you forward and grow your brand, 
   you’ll need to focus less on collecting data as part of a tick box exercise, and
   more on collecting insights to develop, test and iterate hypotheses
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4. Replace opinion with consumer voice
Take the pressure off yourself – many of the questions you may be asked could be 
solved if the voice of the consumer came to the forefront of product development, 
through data obtained via research. 

There are ways to do this, that involve in-store research methods, or much easier 
methods such as utilising robust online research tools like Vypr. Whatever method 
you choose, your first question should be ‘what would my consumer think?’ when 
making or providing answers to decisions.

Ultimately, all the issues outlined in this guide can be resolved by using data to shift 
your focus more wholly onto the consumer - and VYPR can help you obtain the 
data needed to transform your marketing efforts.

Instead of basing decisions on opinions from you and your team, you as a 
marketer can act as the voice of the consumer, by conducting research with them 
and providing evidence-based answers to the questions that come your way. 

3. Remove subjective team opinion

By presenting your creative work to your team 
with data from your consumers, you’ll avoid the 
issue of opinion dictating the way forward. 

A testing, learning, and iterating approach will save both 
time and reduce internal disputes over ‘what works best’ 
– as you’ll know directly from consumers. It’s time to let 
your consumers voices be the loudest in the room.

Finding out the consumer’s thoughts on your 
proposed ads, for example, allows you to 
rigorously funnel opinions, and figure out what 
will work best when actually launched to them.



VYPR is a product intelligence platform, that allows you to easily run robust 
research with your consumers, gaining a better understanding of their needs to 
unlock growth potential.

After all, a better understanding of consumers means more targeted 
marketing.

With VYPR, consumer insight falls directly into your hands. Using our platform, you 
can achieve a sophisticated understanding of your consumers by running research 
with our community of 60,000+ (and growing), and report on that data to:

• Understand what they think of your brand/products
• Gain exclusive insight on their attitudes and behaviours
• Test different marketing executions and channels
• Test multiple new concepts and ideas, quickly and cost-effectively
• Build brand plans to revolutionise your marketing efforts

And much more.

How Vypr makes obtaining 
robust, usable data easy
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Examples of How you Can use 
VYPR
On VYPR, you can easily run your questions (which we call ‘Steers’), generating 
results rapidly.

Better Understand Your Consumers with VYPR

Each member of our active community is profiled, allowing us to target 
behavioural or attitudinal groups, as well as both your and your competitors’ 
consumers.

Find out intriguing insights from the representative VYPR Community, and 
segment the sample you want to ask by a large range of variables (age, gender, 
shopping habits)

171 Responses
It depends on the advert 48.25%

It depends on the product 35.66%

A lot 8.63%

Not at all 7.46%
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Understand Key Consumer Motivations 
with VYPR
Get insights directly from consumers, instead of 
wading through unrelated data, to inform key aspects 
of your marketing messaging.

Remove Subjective Opinion on 
Creative Assets with VYPR

Ask the consumer these important 
questions directly to inform your 
advertising strategy, instead of 
spending time guessing what would 
work best in discussions with your 
team 

Make Consumer-led 
Decisions with VYPR

Answer any question that comes your 
way by discovering what your 
consumer would prefer, delivering 
evidence-based reasoning on what 
would work best for all sorts of 
considerations, including packaging 
and price

57%

Yes

Total Panel
294/512
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Our scientific methodology is central to innovation success

• We apply the latest research in Behavioural Science to refine our tools, which 
lead the way in understanding how and why people make purchasing decisions

• Our platform is built to tap into the unconscious, automatic processes that 
consumers use to make these decisions

This methodology makes our insight more statistically and scientifically 
robust than any other

It doesn’t stop there…

1. Our community of 60,000+ is representative and growing 
(UK, FR and DE)

2. Only clients of VYPR can benefit from 
our consumer community

3. Targeting specific groups of 
consumers is easier than ever

4. Success rates of products 
become far higher than industry 
averages

5. Our client support is second 
to none, we typically respond 
to all queries in under 10 minutes

What Sets VYPR Apart

97%

Improvement

10



See how data can transform your product marketing efforts, 
with free market research. 

Ask the VYPR Community your question and receive detailed 
insights from our team.

Get Free Research
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Do you think that there 
is a difference between 
these products?

Would you say that this 
is a premium product?

What’s your opinion of 
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https://vyprclients.com/free-steer/


