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WHAT'S AN INSIGHT?

i agency land, we use the term - - 1
‘insight’ quite a lot in our day-to-day - |
- internally and particularly during
client presentations. How. often,
however, do we actually have a real
- Insight'in front of us?

Here are some thought provocations
- when it comes to the art and science
- of insights... _ -
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_ INSIGHTS '
\| ARE
A CREATED,

'NOT FOUND

i: Rather than 'discovering' insights
| like lost artefacts, we define and
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- and can spark ideas mstantly An
- exceptional insight may even

. become the idea itself, like

- Snickers "You're not you when

~ you're hungry," leading to

- powerful, long-lasting marketing

- campaigns.
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Peop e are more stressed

- than ever," ask "What does stress

.........

- prevent people from doing?" By
- reframing questions, you can

- identify areas- where-a-brand or
~ product can stepin. I
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What is a reality you see in -;a
regards to youraaudienceand = = = © = = |

their connection to the B 1
category.or product?. . . & S A

WHAT? . Many Klingons enj6y e ¢ =

drinking prunejuice:‘ 4‘

@



. prunejuice, because =
R 2 R Of its sUGaRCORESIET .
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: : Ithhat’é tkue,then why is your
= audience not buying/considering/
&+ re-purchasing/advocating your

= . product/brand?

o‘ GSD INSIGHT

WHY NOT? Many Klingons feel

embarrassed.to .

. e . admit they enjoy

drinking beverages
that don't seem.very . .

‘warrior-like”,
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- THE ART & SCIENCE
OF INSIGHTS

- . AFRAMEWORK FOR WRITING :
MORE POWERFUL INSIGHTS

Insights are created, not found

4
Insights don‘t have to be new revelations
A good insight is half an idea
Tensions create good insights
. -
' -~ " ——
‘.‘ ‘ What isafealityyou see in regards to Why is this happening? What's a If that's true, then why is your audience not
_ youraudience and their connection to possible explanation for the observed _ i buying/considering/re-purchasing/

the category or product? connection? : advocating your product/brand?

OBSERVATION EXPLANATION o‘ GSD INSIGHT
WHAT? Many Kﬁngohs WHY? Many Klingons like WHYNOT? Many Klingbns feel
.. enjoy drinking . prune juice, . : .. embarrassed to.
prune juice. . because of its . admit they enjoy

: : : . © sugarcontentand  : *.  drinking beverages -
@ o . the associated ° ~ that don't seem very
" rush of pleasure. : i "warrior-like”. " '
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