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Spotting Activation Gaps that Result
in Underleveraged Insights

Imagine a world where insights are truly influential and investments in research show a
measurable ROL.

It's not a dream, but a tangible reality for organizations that actively embrace activation,
engaging insights stakeholders across the enterprise and finding more ways to apply the
knowledge they have invested in.

To get activation right means proactively anticipating roadblocks, embracing activities
that might be brand new and communicating in different, more strategic ways.
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“Insights aren’t meant to
languish in a deck. They are
meant to spark action,
helping to inform and drive
insights faster.”

- LISA MCFARLAND, AVP
Insights Activation, CMB
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The Three Most Typical Problems

Misalignment on priorities due to different

ACtivati 0 n G a ps Are perspectives and responsibilities
Common

Stories that don't land because they don't

Why do organizations struggle to act on insights? connect to the day-to-day initiatives

Stuck on decisions because the path
forward is ambiguous

These are not insights problems—
these are problems around what to

do with insights.
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Defining Activation

Activation is not a report that is delivered after the research is completed. Activation involves contextualizing insights for clarity, layering the right
perspectives, and making it easier for stakeholders to connect the insights to specific initiatives and activities.

Activation is... 4

Simple, filtered clarity Multi-lens thinking Time-spanning to Flexible to adaptto
for critical messages for impact include past,
present, future

needs and priorities

Activation is NOT...

A research report or Insights that only Only relevant to : f
executive summary reflect the consumer’s describing the past 8 ecommendatior
perspective or present = :

4 CMB Activation Guide e ! CMBinfo.com


https://www.cmbinfo.com/

Activation vs. Storytelling

Storytelling is important, it builds belief, understanding, empathy and a shared meaning. Activation goes beyond
storytelling, it's turning insights into action, driving change, influencing decisions, and sparking behaviors tangible

outcomes. Storytelling inspires belief, activation sparks behaviors.
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— Belief Behaviors
"Activation is about designing
smarter ways for insights to Ineio Tactics
move further—aligning, 9
shaping, and enabling action.”
- EMILY THOR Listener Decision-maker
Senior Director,
Insights & Strategy, CMB Education Commitments

© 2025 CMB. All Rights Reserved.



https://www.cmbinfo.com/

Activation In
Action

CMB focuses on three activation areas:

y Collaborative Strategy

2 Synthesized Narratives

3 Decision Frameworks
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Collaborative
Strategy

It takes work and commitment to help
ideas and insights reach their full
potential. When organizations come
together and had constructive dialogue,
the are able to activate insights. These
conversations need to define and anchor:

Priorities

What's the number one priority for the
business—and how is that priority driving
alignment and action across teams?

Definitions of success

|dentify one primary desired outcome,
what it would look like, and how it
would define success.

People

Seeing real-world use cases , potential
roadblocks and how the work is
relevant to daily challenges.
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Synthesized
Narratives

One way to make insights more
actionable is to understand them within
different contexts. This means opening up
the “analysis aperture” to understand
consumer activities, future scenarios,
competitors’ moves, and other factors in
relation to the insights. It involves
leveraging Al to integrate data at scale to
enhance and integrate learning.

We call this a multi-lens synthesis. Key
steps to this approach involve:

+ Identifying audiences for these narratives
* Understanding their unique needs

» Testing and sharing this more targeted
and dimensional knowledge
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Decision
Frameworks

Decision frameworks demystify decision-
making by making the process more
transparent. Two activities are essential:

57 ldeation to Break
©-c) Down Barriers

Exercises to identify the blocks and
co-create ways to get rid of them.

Micro-activati
il iy

Fast pathways to applying insights
immediately versus waiting for longer-
term plans to come into play.
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Decision Frameworks in Action:
Applying Research to a Safety Program

The Challenge

A client wanted to better understand the sentiment toward safety programs within
automotive, retail, and manufacturing. The goal was to validating/optimize the positioning
of a potential safety program and understand how teams measure ROI.

The Solution

We recommended conducting primary
research as well as redesigning their internal
discussions to facilitate faster, structured
decision-making. This included:

Developing a scorecard that clearly
illustrated what they were doing well
around safety and would be
improved.

Having the team score the learnings
and priorities in a work session.

Repurpose the research readout to
an alignment conversation with a
documented plan of next steps.

The Result

Team was able to link research
results to specific changes to
the positioning and launch
program. Changes were
identified for each team
member related to their specific
job role/function.
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Em bra Ci ng an ACtivation How can you begin embracing an
M i n dset activation mindset?

We've found that jumping in and taking the
following steps—continually—can be helpful:

It's easy to assume that action comes after the plan.
Check your assumptions using structured

However, when a team has an activation mindset, action O=| questions with stakeholders.
is part of all research work-right from the start.

Sz| Use multiple perspectives on how insights
ARJ would be applied to narrow in on what matters.

Teams move faster from reviewing insights to building
intentional momentum and focused execution.

éii; Anticipate challenges to effectively address and

overcome them.

oL o Tellstoriesin ways that connect directly to the
®~o audience’s way of thinking.

% Use tools and frameworks to guide decisions
and actions.

These steps sharpen decision-making and
empowers teams with greater confidence.
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Every organization’s
path to activation
is different.

BUSINESS IMPACT

HUMAN PSYCHOLOGY AND PARTNERSHIP &

If you are ready to explore what this could

_ \ ANALYTICS DRIVEN COLLABORATION
look like for your team, get in touch!
: Frd
Joe Zigtema i
« 0
i
617-648-4042 i
0
iz
DEEP INDUSTRY EXPERTISE ACTIVATION TO

INSPIRE ACTION

Al + HUMAN INTELLIGENCE
POWERED
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About CMB

Headquartered in Boston, CMB is a leading insights and strategy
consultancy. Recognized by GRIT as a Top 50 Most Innovative
Company, we're known for elevating business impact with expert-
driven insights and Al-powered strategies. Our senior consultants
bring deep industry knowledge, combining the best of Al and

human intelligence to deliver validated solutions that drive results.

Through impactful storytelling, we align stakeholders and inspire
action, ensuring our clients’ strategies translate into meaningful
business success. CMB is part of the ITA Group of companies.

Learn more about CMB
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(¥ita group.

Our Global Community of Companies

helps leading brands around the world take action with
confidence, resulting in increased sales, purchases, retention,
referrals and alignment.

Through events, incentives, recognition, loyalty, research and
learning, we're transforming how business feels for employees,
channel partners and customers while helping brands create
connections, motivate audiences and drive purposeful change.

Learn more about
, ,and
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