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— DECIPHERING THE CONSUMER´S MIND —

Changes in the markets over the last few years, with an ever growing fragmentation in 
advertising media and new dynamics among consumers, have altered the way in which these 
consumers receive and process information.  

In addition to this, competition has become much tougher between brands resulting in a 
paradigm shift in which traditional modelling techniques based on statistics and 
econometrics are no longer effective.  

Now more than ever, marketers need to count on cutting edge, more sophisticated and flexible 
tools which enable them to capture the complex nature of the basic decision unit: the 
consumer.  
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— A NEW PARADIGM  —

ABM (Agent Based Modelling) is a type of computational model that allows the simulation of 
actions and interactions of autonomous agents (the consumers) and the evaluation of the 
impact that simple behavioural rules generated at an individual level have in more complex 
systems (the market). 

In ABM, the ruling basic principle is that «the whole is greater than the sum of its parts».

The stochastic nature of these type of models enables the analysis of the emerging 
phenomena (the brand) which is difficult to manage with the linear models that the marketing 
industry has traditionally relied upon.  

ABM models have been used in other scientific disciplines to study processes as diverse as 
migratory patterns of birds or the spread of epidemics, and its application in the world of 
marketing is relatively recent.  
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MODELLING / MARKET DELIMITATION

The project starts with the creation of a virtual population (the agents) that 
represents the market whose behaviour is to be understood. This “population” of 
agents replicates the socio-demographic diversity of the market to be modelled.  

The total number of commercial transactions carried out over the last years are 
defined in this first phase, as well as their seasonality.  

Brands competing in the market are also represented, including their sales history 
and market penetration.  Consumer segments whose behaviour is relevant to tackle 
the problem in focus are also considered into the model. And, finally,  main drivers 
and barriers for consumption are also identified and inputted into the model.  
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MODELLING / DEFINITION OF BEHAVIOUR RULES FOR THE AGENTS

Rules that mimic the actual behaviour of consumers in real life are assigned to the 
different segments of virtual consumers.

Basically, it is a case of defining: 

— Size of the segments. 
— Consumption habits, purchase cycle and frequency of use.  
— Decision-making process. 
— Brand awareness and consumer perception for each one of the brands participating 

in the model and for each one of the drivers & barriers of consumption.  
— Online activity.
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MODELLING / CREATING THE SOCIAL NETWORK

In a Virtual Market, agents - as in real life- interact and mutually influence each 
other exchanging information, posting and reading online reviews and / or using 
the products of each brand.  Ultimately, this process affects their decision 
making and in last instance in the purchase of one of the available options.  

The topology of the social network is generated based upon: 

— Level of socialisation of the agents. 
— Rate of internal networking of each segment.  
— Capacity of influence between segments.  
— Talking probability for each group of consumers.  
— Propensity to exchange information as a result of the touchpoints impact.  
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MODELLING / TOUCHPOINTS IDENTIFICATION

An important part of the modelling process is the identification, quantification and scheduling 
of the marketing strategies carried out by each one of the brands that make up the market.  

4 types of touchpoints are considered: 

— «Paid» Media 

All marketing activities actively managed by brands that involve planning and financial 
resources allocation (television, radio, press, cinema, outdoor, display, SEM, sponsorships, point 
of sales promotions, etc.). 

— «Owned» Media 

Controlled by brands, their objective is to generate long-term relationships (e.g. corporate 
website). 

For both types of touchpoints, is relevant to set advertising investment and calendar of activities 
through which each of the brands contact their customers. It is also relevant to define «which» 
messages these brands are communicating (emphasis) and «how» this message is reaching its 
targets (advertising effectiveness). 
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— «Earned» Media 

Consumer-generated channels are identified and included into the model (i.e. 
content generation, product reviews, word of mouth, etc.) 

— Product or service experience 

User experience, which will affect agents purchasing decision cycle, is also 
added into the model: 

— Product offering (both tangible and intangible). 
— Price and promotional activity.  
— Availability at the point of sale. 
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Using historical data and machine learning techniques (genetic algorithms), the 
model is «trained» to replicate the past behaviour of consumers in real life.  

As it happens in real life, our virtual agents learn and make decisions based on 
their past experiences, adapting their behaviour depending on the environment 
around them.  

The degree of market adjustment is normally above 95%, which reaffirm the 
level of confidence of the user in the results obtained. 

Once calibrated and validated, the model is ready to generate future projections.  
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A Virtual Market enables the user to run endless hypothetical scenarios in order 
to analyse in real time how changes in marketing plans associated with the 
client’s brand, or that of the competition, alter consumer’s behaviour leading in 
some cases to totally unexpected courses of action.  

For the first time, a platform simultaneously integrates both the marketing 
strategies of the main brands that make up the market with the emerging 
behaviour resulting from the dynamic interaction of its consumers.  
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Zio® modules allows for strategy optimisation, sensitivity analysis, scenarios 
comparison and reports generation. 

Through the use of advanced algorithms, the user will be able to optimise media 
budget allocation to maximise targeted KPI’s given a series of restrictions.

Sensitivity analysis will help users to assess the impact that different levels of 
investment in media, price and distribution may have on each of the outputs of 
the model.

Zio® has an intuitive and easy to use interface that enables reports to be 
generated effortlessly and could be later shared with the rest of the 
organisation, partners or agencies.  
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WEEKS

Objectives

”What if” simulations

Updates

Set up, Calibration and Validation

Insight generation

Client + Zio

Zio

1 2 3 4 5 6 7 8 9 10 11 12

Client + Zio

Client + Zio

Objectives Workshop Meeting

Exact definition of the 
objectives and key 

questions to be answered, 
as well as the structure 

and definition of each 
virtual market

Collection of the available 
information and relevant to 

the project for all the 
brands of the market.

Creation of a a virtual replica 
of the markets to be studied, 

as close as possible to 
reality

Model calibration  with 
>95% reliability.

Evaluate the behaviour of 
model to validate them and 

grant their reliability.

Insight collection to 
address the objectives 

for each Virtual 
Market.
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Examples of some of the insights that can be obtained from Virtual Markets:

— Sales baseline for each brand (those that would have occurred regardless of the 
contribution of the different marketing levers), as well as those sales generated from the 
contribution of each touchpoint.

— Comparative analysis of the “brand power” (by brand).

— Contribution of each touchpoint to brand equity (by brand). 

— Contribution of each touchpoint to simultaneously  generate changes in sales and 
perceptions. 

— Efficiency of both online and offline media to enhance future resource allocation (by brand)

— Alternative media mix optimization proposal. 

— Evaluation of potential opportunities to improve media strategies (campaign timing). 

— Media investment and distribution sensitivity analysis (elasticity / saturation levels). 
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—“Post-mortem” study of each campaign carried out by the brand over previous years with the 
aim of evaluating their effectiveness (ROI).  Assessment of trade-offs both for operational and 
brand metrics for each one of those campaigns. 

— Insights for improving campaigns already carried out by brands.  “Drill-down” analysis to 
segments level.  

— Study of the hypothetical impact on the brand’s operational results provoked by possible 
competitive threats (war-gaming). Special focus on those competitive strategies that matter 
most to the marketing team. 

— Analysis of the impact arising from market trends or associated to the behaviour of each one 
of the customers clusters.

— Evaluation of the impact on KPÍs of promotional activity as well as price positioning. 
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For the first time, Zio® can provide marketing managers with a genuine virtual laboratory for 
real time marketing mix management. Our platform is: 

— Scalable. Enables to create as many markets as necessary based on product categories, 
business units or geographical areas.

— Agile. Initial set-up of the project does not requires any technological transformation.  It is a 
controlled process, that takes shorter than sector standards and periodical updates are 
ordered depending on client’s needs. 

— Holistic. It provides a strategic vision to corporate management integrating in a single 
solution to general management, finance, commercial, marketing, distribution and product 
development. 

— Accessible. The cost of a pilot project is lower than average for this type of solution. 

— Intuitive. There is an easy-to-use interface with assigned user roles that enables create new 
scenarios, running sensitivity analysis, comparing results, optimising strategies and 
generating reports in minutes. 

— Collaborative. Based on an open work structure, it enables the results obtained to be shared 
with colleagues from other departments, agencies and partners, which facilitates shared 
knowledge and increases effectiveness. 
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— Modular. Our offer can be adapted to the specific needs of each client, thereby being able 
to tackle one-off projects, regular updates, licensing and training for internal teams. 

— Compatible. It does not replace traditional statistical models.  Its focus complements them 
in the areas where, due to technical limitations, they have limited scope. 

— Verified. In most cases the level of adjustment of the calibrated markets is above 95%.

Many large advertisers already trust our technology. With Zio® there is no limit when it comes 
to exploring new ideas and testing hypothetical scenarios. 
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