




 

  

Creative evaluation model 

Over the last eleven years, Two Ears One Mouth 
has conducted a significant number of advertising 
development and evaluation projects across all 
stages of the creative journey, and based on this 
expertise we have created an evaluation model 
that focuses on the key criteria that predict in-
market success.  

We will consistently apply this model to guide the 
design and analysis of campaigns, with it acting as 
a ‘NorthStar’ to ensure that whatever the subject, 
media, and objectives, we always challenge both 
the communication message and vehicle to ensure 
it’s as impactful and motivating as possible in the 
key areas of effectiveness.  This model is applied 
to all stages of the journey from idea through to 
execution, and provides a point of consistency to 
ensure that the campaign is continually developed 
into a highly effective one.   

 

How will this deliver to your brief?   

A consistent evaluation framework ensures that within the fast-paced and ever-changing creative journey, there is a 
foundation to the evaluation.  By focussing on evaluating via the key drivers of campaign success, we can ensure that 
creative will deliver the stand-out, impact and propensity to shift attitudes and behaviours that AHDB requires. 

 

F

Benchmarks 

We believe that campaigns should be measured against their core objectives and the wider competitive environment, 
rather than simply against themselves in .  Benchmarks provide a further level of 
rigour to the analysis when campaigns are in development as well as when in-market.  We believe specific benchmarks 
would be particularly helpful for AHDB as the subject matter and campaigns are often somewhat different from the 
standard category/ brand/ product construct of FMCG.  

  This 
is something we have created for several of our other clients, and we know the value this brings when they can under-
stand their communication’s performance against others.   

The larger the database, 
 

 (  
) through our creative development tool to establish further comparison scores on key metrics. 

Both of these actions would grow the benchmark substantially and could allow sub-analyses (product vs category for ex-
ample).    

How will this deliver to your brief?   

A benchmark database will provide another consistent evaluation criteria that recognises the unique nature of AHDB cam-
paigns and compares effectively.  The commitment to one agency makes the collating, sharing and learnings much more 
efficient and would be hard-wired into the creative evaluation process.  We would become the custodians of the bench-
mark database, with full access for AHDB, creating an invaluable resource for the business going forward. 

Campaign development & evaluation journey 

We believe that a campaign’s development is a circular, rather than a linear journey.    

There are always past learnings from similar campaigns or across AHDB products or sectors that are pertinent and rele-
vant to consider as a new campaign is developed, creating an endless feedback-loop that benefits all.  Having the con-
sistency and dedication of the whole team across agencies maximises learnings. 

To maximise learnings from this circular journey we would seek to ensure these findings are captured and documented so 
that their value isn’t lost or forgotten.  
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We would conduct a campaign review with 
the team at the end of every campaign 
journey, regardless of the stages of re-
search evaluation that have been complet-
ed.   

This session would run as a collaborative 
workshop with the core team and agencies 
to examine the performance of the cam-
paign, as well as the learnings that were 
made along the journey.  This would happen 
whenever most useful e.g. after the first 
wave on air to maximise learnings for future 
airings.  

 
  

 
 

 
  Fig. 2 Two Ears One Mouth Creative Development & Evaluation Cycle 

How will this deliver to your brief?   

The discipline of campaign reviews provides additional insight that comes from bringing key stakeholders together to 
define the stand out learnings from the campaign and the implications going forwards.  As your consistent agency part-
ner we would commit to ensure they happen every time 

Building in the latest tools & techniques to improve the insight and learnings 
available 

The insight industry is evolving all the time, and the ability to use the latest tools & technology can greatly improve 
insight and learning.  This is particularly so with neuroscience techniques as they continue to be developed for other 
applications, but then are co-opted for research with amazing results. One of the potential concerns of committing to 
one agency could be the risk of missing any new tools or techniques if that agency has not been proactive in sourcing 
and using them.   

We are committed to continually sourcing, assessing, and deploying a variety of innovations & neuroscience tools in our 
qualitative and quantitative research, as we know that bringing them to our clients deepens our relationship with them.   

We regularly use a range of tools and techniques and have considered their use in each stage of our brief.  We will de-
tail the exact approaches in each methodology section, but they encompass implicit reaction test, facial coding AI, and 
eye-tracking. 

 

We believe these tools are particularly valuable when trying to understand the consumer response to campaigns, which 
is rooted in a more instinctive, less rational response.   

To this end, we ensure our surveys, interviews and qualitative sessions are short and focussed.  Consumer response to 
advertising in the real-life is rapid and instinctive.  This means we only ask what’s needed and do not continue to ex-
plore once we have a clear understanding.  

 

  

How will this deliver to your brief?   

By choosing us, you are selecting an agency that is committed to bringing you the very latest research tools and tech-
niques, enabling compelling, further insight to be gained, often without adding time or extra questioning to the re-
search. Simply put, rather than quantity of information, we focus all of our efforts of quality of insight and clarity of 
direction, to ensure maximum commercial success in market.  
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We understand the typically time-pressed nature of campaign development, and the impact that can have on research 
requirements.  As an agency founded and rooted in advertising research experience, we work hard with our clients to 
deliver the right insight at the right time.  Crucially this means we would:  

•  
 

  
 

Campaign development  

Qualitative campaign development 

Before we get into the detail of the different stages of qualitative campaign development, we wanted to detail our over-
arching thinking on conducting qualitative campaign research in 2021 and beyond.  We continue to recommend group 
discussions as they provide a dynamic and creative environment with which to explore early-stage material where an ele-
ment of imagination and thought is required to bridge the gap between early concepts and final execution.   

 
 

   

However, like many aspects of personal and com-
mercial life, Covid-19 has had a transformative ef-
fect on qualitative research.   

 

   

We have worked hard on the up-front set-up to en-
sure the technology works and enables respondents 
to access on a variety of devices (large enough to 
show stimulus clearly) to aid participation. 

 
 

 
 

After a year’s ‘pilot’, we have seen marked im-
provements across several areas of moderation 

and analysis that have persuaded us that online groups are our recommended approach going forwards for most scenari-
os.  There are improvements for all aspects of the research.   

Technology-enabled analysis tools are available 
for the first time via online multi-face approach-
es where recordings are automatic.  

 
 
 

 

 

   

 
 
 

 
 

 

In addition to this high-tech approach, more pro-

 

   

Fig. 3 Recent Two Ears One Mouth online focus group 

Fig. 4 Facial Coding Output From Two Ears One Mouth focus group 
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Option 1 Early-stage qualitative concept development 

For a campaign to be impactful, simple to comprehend, and drive attitude-shift, it will need a very strong core idea 
to create the power needed.  Exploring the idea early as a concept will uncover it’s potential separate from the fur-
ther impact that can be created within a creative construct, and will be invaluable in ensuring the campaign develops 
from the strongest foundations.   
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In our experience when researching food advertising, we often find consumers stating strong interest and intention 
during the group sessions and it’s fascinating to understand whether they follow through with this engagement.   

 

   

 

   

   

   

How will this approach meet your objectives? 

✓ Understand and identify which copy variations are most impactful and motivating and what is driving that response 
 
✓ Define response via the key drivers of campaign success including interest, motivation and credibility  
 
✓ Structured so that creative elements such as tag lines can be explored, separately to the creative if necessary 
 
✓ Provide detailed, pragmatic optimisation recommendations for creative agencies to further develop the executions  

A bespoke research tool to test potential power of communication messages is an invaluable stage.  It ensures your 
campaign strengthens attitudes towards your category or product and will remain of value across many campaigns as 
these aspects are researched separately from any creative.    

 
 

 
 
 

 
 

 

 
 

  

 
  

Option 3 Quantitative message testing 
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We know that campaign projects often need to be run and delivered at pace due to fixed media deadlines. As a nim-
ble-structured agency we can deliver fast turnarounds on all the projects we have discussed.  Where we can, we will 
also strive to deliver to even shorter timescales whilst not compromising on quality, if possible.  We also commit to 
topline discussions during the project so that learnings can be disseminated as soon as possible to enable develop-
ments to continue.   

 

 
 

 
 

 
 
 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

Timings  

Option 1  
Early-stage  

qualitative concept  
development 

8 x 90-minute 
groups with facial 

coding AI 

Project commissioned, kick off meet, & agreement of sample Week 1 

Group recruitment Week 1-2 

Agreement of discussion guide Week 2 

Group discussions Week 3 

Topline feedback discussion End of Week 3 

Analysis Week 4 

Debrief End of Week 4 

Option 2  
Qualitative  
executional  

development 
5 x 75-minute 

groups with facial 
coding AI &  

recontact 

Project commissioned, kick off meet, & agreement of sample Week 1 

Group recruitment Week 1-2 

Agreement of discussion guide Week 2 

Group discussions Week 3 

Topline feedback discussion End of Week 3 

Analysis (including recontacts) Week 4 

Debrief End of Week 4 

Option 3  
Message testing 

1200 x 12-minute 
survey with 

MaxDiff 

Project commissioned, kick off meet, agreement of sample & inputs Week 1 

Agreement of questionnaire End of Week 1 

Scripting Week 2 

Fieldwork Week 2-3 

Data processing and Analysis Week 4 

Headline debrief End of Week 4 

Debrief End of Week 5 

Option 4 
Quantitative pre-

testing (light) 
250 x 5-minute 

survey 

Project commissioned, kick off meet, agreement of questionnaire Day 1 

Fieldwork Days 2-3 

Topline discussion End of Day 3 

Debrief Day 7 

Option 5 
Quantitative pre-

testing (full) 
500 x 12-minute 

survey with facial 
coding AI/eye 

tracking 

Project commissioned, kick off meet, agreement of sample & inputs Week 1 

Agreement of questionnaire End of Week 1 

Scripting Week 2 

Fieldwork Week 2-3 

Data processing and Analysis Week 4 

Headline debrief End of Week 4 

Full debrief End of Week 5 

Campaign  
evaluation 

1200 x 8 minute 
(pre) 12 minute 

(post) with implicit 
association test 

Project commissioned, kick off meet, agreement of sample & inputs Week 1 

Agreement of questionnaire End of Week 1 

Scripting Week 2 

Fieldwork Week 2-3 

Data processing and Analysis Week 4 

Headline debrief End of Week 4 

Full debrief including modelling End of Week 5 
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We understand the importance of partnering with best-in-class organisations and so we only work with a small number 
of specialist fieldwork providers for our qualitative and quantitative projects.  We have long relationships with these 
agencies and work with them to enable our projects can be delivered at pace without compromising on quality. 

Our primary partner for this contract would be Kantar Profiles.  

 
 

   

 

  

Working with high-quality partners to deliver  

As part of the market research industry, ensuring the quality and security of the whole research process is second na-
ture to us.  The Market Research Society set of guiding principles have always provided the backbone of our approach.  
GDPR rules have simply further cemented our methods.  Beyond the structures to ensure data and respondent protec-
tion, we also embed quality control processes to ensure our inputs and outputs are consistently  applied to highest lev-
el.  We take quality and compliance seriously at every stage and detail the following steps in our process: 

• Our third party suppliers have been fully checked and approved for MRS & GDPR compliance 

• We ensure that professional activities are conducted by persons with appropriate training, qualifications and expe-
rience.  

• Any sample details or PII shared will be via specialist transfer protocols with encryption and authentication 

• Consent approval and collection notices are made available to all respondents at recruitment which detail their 
rights during and after the research  

• Moderation and questioning is designed and implemented ensuring that we treat our respondents with the highest 
respect and protect their views and responses.  We respect the rights and well-being of all our respondents  

• We are straightforward and transparent with respondents and clients in what we are aiming to do and how we will 
achieve this. All respondent details (both qualitative recordings and quantitative data) are stored securely with 
identifiable details anonymised 

• We work hard with our clients to ensure that our findings are clearly understood and used fairly to influence atti-
tudes and behaviour 

• All correspondence, results and debriefs are stored on an encrypted platform 

• We will regularly review our practices and innovations to ensure that technological developments and large scale 
data use opportunities are used in responsible way for clients and participants.   

• We work closely with our suppliers and clients to ensure that our quality control aligns with their processes. 

Our Quality Control Processes 

We recognise that your choice of agency here is a significant decision. So, why us? 

•   

   

  

   

   

 

 

Why Two Ears One Mouth? 
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Your Two Ears One Mouth Team: 




