Findings - Statements 

PARTICIPANT FINDINGS

Co-creation boosts brand engagement. 

1. Co-creating with a brand’s internal stakeholders boosts internal marketing. 
· Co-create sessions enhance employees' understanding of the whole company. 
· “ What I did learn was that a lot of the other sort of business units are going through similar processes as to what we are” - Richard Therney - The Lomond Group. 
· “We are a good company, and I'm proud to work for the ski. But perhaps we should be a bit more aware or open to what's different. And what maybe is new out there, really. So, I think maybe just an awareness that we were very well, we've always been good.” - Deborah , Le Skii. 

· Motivates employees to represent the brand’s values. (Engagement with the brand). 
· “ I think it did sort of remind me of the importance of getting out that message, out to the team, so that people know what it is we are all driving towards” - Richard Therney - The Lomond Group. 

· Makes people think from a different perspective, not only from their role. They get informed about other people’s duties, brand history and identity. 

· “ It was a good space to see things differently, we tend to not spend any time thinking about these kinds of things” - Richard Therney- The Lomond Group.

· “It is very easy to run away with the day-to-day and not thinking about your actual identity, or the continuation and enhancement of marketing”. - Katie Ridley - The Lomond Group
· Enhances teamwork - strengthens relationships between co-workers and teams.
· “ I think it we certainly need to do more of that stuff with our colleagues more internally, and take them into that journey as well. It was enjoyable” - Richard Therney, The Lomond

· “When you're in a team, you're working through it together, you get to just even interact with others and I always think that's quite a good thing to do as well.” - Richard Therney, The Lomond Group. (enjoyed working in groups and want to include that into their daily tasks). 
· “So rather than emailing it was nice to actually have discussions in person and have that back and forth engage engagement between the teams.” - Izzie Lovering - The Lomond Group.

2. Co-creating with customers connects them with a brand and makes them brand ambassadors. 

3.  Creative tasks increase participants’ engagement.
· Participants find creative tasks challenging at first, but they describe them as an enjoyable and fun experience in the end. 
· “I had to do some artwork, which probably wasn’t my strong point, but that was my own choice to take one for the team. But I think overall, it was a good day, a good session”. Katie Ridley 

· “ This is not our sort of day job, so even having a starting point is difficult when you do not have that sort of background, but once people got into it and added to the spirit of things, it was fine” - Richard Therney - The Lomond Group 

· “ If people aren't creative, and you know, they start with the co- create off be like, well, I can't draw, I can't write, like, how am I going to do both how competitive it makes people and it just shows that inherently everybody is creative”. Alice Broadbent - Strategic planner. 

· “ I liked the actual tasks that were thought-provoking. And I suppose there's never a right answer, it's just what you're feeling. So, they're all good, fun, and made you think about Le Skii.” - Jan, Le Skii. 
Internal stakeholders evaluate the experience depending on the work they get back from the agency. 
· “Once we've had the feedback, and we can see how they've evolved on our initial thoughts, then maybe, I will know the real value. I'm not saying it's negative, but I just haven't seen the value in it because it hasn't come through yet.” - Katie Ridely , The Lomond Group.
· “ I think what we came up with was fine. But it's just really basic. And I think it's something that we could never use. But maybe Sharp can somehow see into.” - Izzie Lovering , The Lomond Group. 
· It felt we were contributing more to sharp and sharp was to us. And what I mean by that is, I thought we were going to go there, because they're the marketers and the monitoring company, we'd come away with a lot more knowledge than what we went into. But actually, it was more picking our brains.” - Katie Ridley - The Lomond Group
5. The co-creation process is unpredictable and difficult to fully control. 
· Companies did not brief employees properly, making them arrive unprepared and possibly disoriented. 

· “I didn't really know, to be honest, what the agenda was, I thought it was more of them talking to us, rather than at our participation. So, it was more hands-on than I thought it was going to be. But good nonetheless.” - Katie Ridley - The Lomond Group. 

· “I was expecting it to be slightly more analytical rather than creative. So, I felt that some of the questions asked for maybe not so relevant for who they were speaking with. So they were kind of speaking with the guys that are on the front line dealing with the figures and the people and the questions that were asked were a little bit more around the creative side of the branding.” - Izzie Lovering, The Lomond Group. 

· “ So I didn't know what to expect. I just thought we were actually going down to the chat about what Sharp was doing. I didn't know it was an exercise, whether it was taking part in it. “ - Jan, Le Skii. 

· Companies might not reward participants for their contribution, and even force their assistance jeopardizing their workflow and timetable. Additionally, participants that are forced to be part of a co-create won’t engage easily in the tasks.

· “ I suppose taking a day out to be able to do that, is it puts you back anyway, in your day to day role, which I don't mind, but you've got to have certain creative people in the environment and in the group initially, to be able to have that time worthwhile to come out with something good.” - Katie Ridley - The Lomond Group. 

· There sometimes is one participant that leads the group and does not let the others participate as expected.  

· “So I think in some certain circumstances, the only thing that doesn't work as well is when you get a really dominant person, I guess that is a challenge. Because in that situation, they can lead the discussion right from the beginning.”- Natalie Toft - commissioning client - MPS. 
6. Co-creation tasks can provide very specific insights
· Responde preguntas especificas de companias and advertisers. 
· “So I think what most important thing is to understand what's going on in their heads. I think a lot of times when you work on a brief with a client, they will make a lot of assumptions, things that they and they think in their heads are true things that they've learned historically work from working on a brand, maybe not even that they have been part of maybe because it's something they've heard when they started off somebody else and things.” - Kat - Client services director.

· “I think when we do co create, it's probably a couple of things really, that my radar is looking for. Firstly, I'm interested in hearing what everybody's got to say about about the problem that they're working on. Because those people, they're the people that are living, the situation that a brand might be trying to sell a product to, or a service or whatever, they really understand”- Richard Sharp. 

· I would say without a doubt, the poster task is the most effective. Because I'm, I mean, that just drives the whole proposition that you know, the key message, and I think, I think the challenge to customers and to members is, prior to that there have been loads of discussions around, you know, different ideas and, you know, great discussions, but by the time it gets to that final task of that one, that one message, it really makes them reduce their ideas just into that one, that one thing,

7. Traditional market research is not enough to understand the customer. 
· Traditional market research makes people feel like they are left with a limited choice of answers, whether co-creation creates a space of sharing without any limitation. 

· “I think a lot of the times when you're doing the other forms of marketing, you're asking people, questions or showing them things that already exist, you are kind of leading their thought process in some ways. What's good about doing co-create is you're not leading them at all, you're asking them to help you and take you on the journey”- Kat Cornwell - client service director

· “ So sometimes I feel that when you're doing a questionnaire you're forced to either give a positive or negative and it's not necessarily how you're feeling.”- Deborah , Le Skii 

· “It's fine for agencies to think they sit in an ivory tower and think they know best on how to communicate with people. But actually, it's, you know, it's the consumers themselves that know how they want to be spoken to, and what resonates with them.”- Alice Broadbent - Strategic planner. 
· Reactive marketing research is just the surface of the information out there. Co-creation is the next step that adds depth to findings.
· A constant little voice in their head telling them there must be more than marketing research. 

· “You actually see people as a rounded human being, and not just a number or a statistics thing, where you just, you just get a more holistic view of the people or the audience that you're talking to.” - Alice Broadbent - Strategic planner. 

· “ It made me think, why aren't other people kind of  going out for more than just customer research and customer insights, but actually getting people in a room and brainstorming ideas with them? “- Francesca Pearson - Account manager.

· Co-creation makes participants think rather than just respond. 

· “In most instances of marketing I find that cocreate is a better method. Because it just has that creative twist to it, that perhaps a survey or a standard focus group just doesn't draw out the answer that you need, or, you know, the creative approach that you're looking for. I think a co-create means that it, it pushes the audience to think a little more out of the ordinary and outside of, you know, outside the box, than they usually would that you perhaps don't get from normal research. So don't get me wrong, our internal research department is you know, it's really useful, and we would use it for certain aspects. But I think when you need that creative edge, we tend to go towards a co-create.”- Natalie Toft - Commissioning client - MPS. 

· Traditional market research limits consumer insight to be only responsive. Co-creation provides an open canvas for contribution. 

· It generates discussion among participants about a particular brand issue. Costumers are given the opportunity to create, and not only give feedback.

· “The bit that I think it's a really magic bit is when they start talking to each other about it. And and they're discussing the problem. They're discussing their lives in relation to that particular brand.” - Richard Sharp
· “And the research group tends to be I've done loads of times over the years in different agencies where you've already created the work. And you look, and you show them and you go, what do you think of this? And so they go, Oh, I like this, or I like that. And you kind of think I'm, I'm showing an artist's storyboard to a member of the public who's never seen one before. And that's going to give me a judgement and, and I always kind of thought, how does it really work? Is that really getting us anywhere? And, and most of the time, I sometimes felt like we got the answers we wanted. Because we just wanted those answers was oppression, you're not going, what do you think of this? You're just going, what do you think? And, and honestly go from a blank sheet of paper, you're not setting anything into their minds to do that learning. “- Richard Sharp. 

· “ it's always interesting when you get members together with other members, particularly with ours, or customers, particularly with our members because I guess, you know, consultants would usually mix with other consultants, whereas we were mixing them with GPS and you know, all different levels and also all different nationalities and it's really interesting to hear them talk and discuss their ideas between them and how it differs in different cultures and countries.” - Natalie Toft - Commissioning client - MPS. 

Co-creation secures assertiveness with client’s needs/desires.

· “I think from I guess, from a strategic point of view, it's kind of really getting under the skin of things to really work out what it is, it's going to make consumers do what we want them to do.”- Alice Broadbent - Strategic planner. 

· “Absolutely think it (co-create) gives us a more confident promise of the brand being successful, or more confident promise that the campaign will absolutely deliver the results. And yeah, this is what we kind of asking you to help us with. So we can maybe get more of a tangible link between all those things. Because every time we co create, and when we have access to results, we do feel it's a massive, massive difference in the end effect.” - Mandi Taylor - head of strategy- co-owner. 

· “So I think it's helped me develop in my career, understanding a bit more about the audience, I think it helps you get better at your job, and understanding strategy for clients, when you're you've got that as part of the process, you feel more confident almost than they put forward. And if you're part of the co- create the beginning, you're it's easier for you to present the work later and back it up.” - Kat - Client services director.

Co-creation enriches the strategy and idea generation process. Adds more value to findings. 
· It is a inspiring process. It works differently every time, even if the same structured and tasks are applied. 

· “when we're looking at the work, we're reviewing everything with those voices in our heads from the cocreator.” - Mandi Taylor - head of strategy - co owner. 

· “I think it's highly inspiring. I mean, I know yesterday, you couldn't really hear but when you're in that room, and you're with whoever it is, who's solving these problems, there's just such a powerful energy. And I honestly believe people are thinking about stuff no one's asked them to think about, so we're unlocking and plugging all of that.” - Mandi Taylor - head of strategy - co owner. 

· “Richard, I was saying yes, it's so funny, we've done so many of these, but every single co-create gives us a few butterflies in our tummy.” - Mandi Taylor - head of stratefy - co owner. 

· “It just like, creates a bit of a culture where you're always questioning things and thinking, really kind of getting your mind into the mind of a consumer for each particular client. So it's like, it's like, you have a different head head to put on because you thinking, right, if I was this client, what would I be thinking of my consumers?” - Francesca Pearson - Account Manager. 

Co-creation increases accuracy in campaign delivery.

· Co-creation reduces assumptions about costumers and improves messaging. 
· “We thought sustainability was going to be kind of really up there and key. But then actually, they weren't too fast. It was just an assumption that everyone's doing now and kind of paying attention to what's going on in the wider world. And so I think that was always quite interesting, because then that helps with the messaging hierarchy.” - Francesca Pearson - Account Manager. 
· “ I don't have to put it into words, but the creative just feels like it ends up speaking more to customers than being a bit more like a blanket and not really standing. It's not even standing out. It just feels more aligned, more relatable.” - Francesca Pearson - Account Manager. 

· Co-create outputs support ideas and give certainty to the client. 

· “When clients are challenging things that you might put in front of them, you can go back to the co-create, you can go back to that insight that you've gathered, it's it's just a such a robust information gathering, guys, and so you can constantly fall back onto it, you know, it, if you're, you know, reviewing something with a creative team, and you don't feel it's right. You've got, you know, reasons why you don't feel it's right, as well. So it works on lots of different levels, I think.” - Alice Broadbent - strategic planner. 

· Piece of minds of knowing they are on the right track.

· “I think we can take the creative team on a better journey when we have co-creation because we can, you know, in the briefing, we can take them through the tasks that we spoke to the attendees about we can tell them why we did that, you know how that impacted that results, you know, the posters that they develop, you know, they really do influence some of the creative that comes out of the other end so yeah, I think it can definitely from a day to day point of view I can definitely see the difference when when you use or versus when you don't”. Alice Broadbent - Strategic planner. 

· Clients feel it reduces risk on not getting the message right. (Psychology) 

· “So, you know, this campaign runs in, you know, 1111 12 countries across the world. So we needed it to be right, we couldn't run the risk of guessing. Yeah, and obviously, with it being a brand campaign, everything else falls from, you know, falls within that falls out of it. So all of our tactical campaigns are based on the brand campaign. So it has to be right. So I think, the cocreate for medical and dental protection has helped us to form the brand for the better” - Natalie Toft , commissioning client, MPS. 

· Propositions based on ideas created by costumers - real insights. 

· -It's just really getting to the nuts and bolts of what the you know, the proposition is based on real insights that help me give a client work that really works. Because we know it's come from the individual at the start.” - Kat - Client services director. 

· “when you've done a co create before where you've actually had customer clients, customers or internal teams in the room, and you then have that as a backup, when you present creative work internally for a company. I think it really helps them get buy in from people on the board or people who don't work in marketing normally, because I can't really argue against what the customer case.” - Kat -Client services director. 

The co-creation process aligns with today’s market demand : Costumer centric content. 

· There is a notable demand on working with customers from an early stage

· “I think it's, it's becoming I mean, even in the short time I've been back at Sharp. I mean, we've done maybe seven or eight co creates, and I think it's really starting to show like the company isn't different businesses are really keen to get inside direct from the customers.” - Alice Broadbent - Strategic planner. 
· The costumer is the main character. There is no need of convincement. Its costumers speaking to other costumers, with their own language. 

· “ it's essentially the costumer or client taking control. And we're kind of giving them that power. And I think that you know, in return for that's extremely invaluable, because you really get to see holistically, the, the external and the internal kind of their thoughts and their feelings, and they're telling you what they perceive.” - Sophia Tribit - Junior Planner. 

Co-creation is here to stay and evolve. 

· “ Co- creation is something that really does differentiate itself. And it isn't something that can be replaced with AI.” - Sophia Tritbit - Junior Planner. 

Sharp’s clients recognise the agency out-stands for the higher level of insight they bring to a campaign. 

· “I think one of one of the reasons that we, as a company started working with Sharp, um, still work with them now is very much because of the strategy and the insight that they bring to a campaign or to a, you know, to a project. And I think right from because originally Sharp pitched for a pitch for the business, I think that came through really clearly in you know, in the pitch itself. And every, every campaign, every project, we've worked, worked on with them, they are very strong in that in that area. And it just, it's definitely a point of difference in comparison to other agencies.They're really sharp and really strong in terms of their creativity and their concepts and everything. But in my opinion, the thing that sets them apart is all the upfront strategy and the insight.” - Natalie Toft, commissioning client , MPS.

Co-creation creates a space that destroys barriers between costumers and companies. (Psychology)

· “ I think, firstly, that you are able to get so close to your members or your customers. It's not something you would usually get to do within the marketing department. And all of the co-creates, I've done so far, our members are really receptive to them.” - Natalie Toft, commissioning clients, MPS. 

Co-creation outputs may not feel representative 

· “ I think it's more efficient in terms of it gets you the answers quicker. But I would say Its only disadvantage is that then the number of people is obviously a lot less significant. So whilst you do have a definite answer, by the end of it much quicker. This 10% of me that does worry that is not representative. And now enough, because of the small sample size.” - Natalie Toft - commissioning client - MPS. 
People who participate in co-creation sessions enjoy working in groups. It motivates them to contribute. (Psychology)

· “But because we were in groups, it kind of made it easy because the others, I felt that apart from myself and the others knew, maybe knew what was happening to myself and didn't know. So because we were in a group that really helped.” - Jan , Le skii 
