
THE TOOLS WE USE 

THE SECTORS W
E 

TYPICALLY STUDY 

FMCGs 

Spirits and Beverages

Telecommunications 

Technology

Culture 

Automotive 

Energy

Health

Banks and Finance 

Not for profit 

• Group discussions
• Personal interviews
• Expert interviews 
• Questionnaires

• Online forums
• Video research
• Mobile research 
• Ethnographies 

TA L K I N G  W I T H  P E O P L E

• Desk research 
• Social Media observation
• Semiotics
• Database architecture
• Operational analysis including sales, 
 distribution and customer dispersion

O B S E R V I N G  P E O P L E  &  D ATA

• Workshops
• Research training 
• Deep dive on past research decks

TA L K I N G  W I T H  B R A N D  &  M A R K E T I N G  T E A M S  These lists are definitely non exhaustive. 
From our point of view, each project is an 
opportunity to develop bespoke 
approaches on all elements of the project. 

We have the experience, passion and 
flexibility to build the solution to your 
business challenge, rather than fit your 
project to pre-described solutions. 

Being a new agency in 
the market, we wanted to 
showcase and share our 
thinking and approach. 
We took advantage of 
the extra time we had in 
our hands in 2020 and 
conducted three di�erent 
studies. They have a more 
social & cultural angle, 
rather than being brand 
or marketing focused, but 
they still give you a good 
idea of how we work and 
hopefully they are equally 
helpful in informing 
tactics and strategies. 

OUR WORK 

We are very happy with the impact 
our work had and we’d like to share 
some of its media coverage in case 
you’d like to read further. 

A R T I C L E  1  O N  K AT H I M E R I N I A R T I C L E  2  O N  K AT H I M E R I N I

AND ITS IMPACT 

VANGELIS SKOURAS

Vangelis is the founder of 
Long Lust. He made his first 
steps in qualitative research 
with Synovate in Athens and 
then he moved to London 
where he worked with some 
of the most creative insight 
agencies and many of the 
biggest brands, running 
projects all over Europe, 
USA and Middle East. Before 
starting Long Lust he also 
lived and worked in Iraq for a 
year doing political research 
plus 1,5 year in South 
America trying to find the
meaning of life.

THE TEAM THAT WILL COLLABORATE WITH YOU

REACH OUT 

Segmentation of the 
population based on the 
feelings experienced at 
the beginning of the 2nd 
lockdown. 

Exploration of behaviours 
and beliefs when the 1st 
lockdown started. 

An examination of how the 
audience views the future 
of live entertainment in the 
midst of the pandemic.

ΤΙ ΖΟΥΜΕ;
Χαρτογράφηση των συναισθηµάτων και σκέψεων
των Ελλήνων στην εποχή της πανδηµίας 

RESEARCH + STRATEGY

RESEARCH + STRATEGY

A R T I C L E  O N  M O N O P O L IA RT I CLE  A N D  I NTE RV I E W  O N  
E F I M E R I DA  TO N  SY NTA K TO N

PR E S E NTAT I O N  AT  M R .  
PAV LOS  T S I M A S ’  S H OW  O N  
S K A I  R A D I O

A RT I CLE  O N  TOTA L  B U S I N E SS

THALEIA FYTRAKI

Thaleia is a behavioral scientist and 
a lecturer at the Erasmus 
University in Rotterdam. 
She collaborates with Long Lust 
on the more strategic projects.
Her work is focused in generating 
novel insights about human 
behavior and in identifying 
interventions that can improve 
consumer decisions. 
She has strong experience in 
adopting interdisciplinary research 
tools and mixed-methodological 
a p p r o a c h e s . 
Thaleia is the only one from the 
team who holds a Ph.D. The rest 
of us have just Masters. 

VLADIMIROS KYRKIMNTZIS

Vladimiros leads the 
quantitative side of Long Lust. 
He built his innovation and 
brand research chops with 
Synovate and Ipsos, enjoying 
placements in Cyprus, Greece, 
Ukraine & Switzerland. A truly 
global researcher, he has 
worked with   major FMCG 
clients on regional and global 
research programs, leading 
methodology, governance and 
insight acceleration initiatives.
Apart from a geeky data 
scientist, Vladimiros is an avid 
fan of post-modern marketing.

We are here to hear from you 
and discuss how we can help 
your brand connect better 

NIKI HATZIZISSI

Niki co-leads anything qualitative. 
She has more than 15 years of 
experience in research having worked 
for some of the biggest agencies in 
the market (Synovate, Ipsos, Kantar), 
managing their multinational projects. 
She has being involved with many 
di�erent sectors and markets in 
Europe, Africa, Middle East and Asia.
Niki holds a degree in psychology and 
is also Censydiam trained which means 
she is very good in exploring 
behaviours and motivations and 
turning them into actionable strategies. 

WE  A R E  A  HA N DS  O N  TE A M  WH I CH  M E A N S  E ACH  
S TAG E  O F  YO U R  PROJ EC T  WI LL  B E  HA N D LE D  BY  

S E N I O R  CO N S U LTA NT S  

Mail us: Vangelis@thelonglust.com

Call us: +30 6949331100, +30 2109225716 

Visit us: thelonglust.com

RESEARCH + STRATEGY

OR HOW WE CAN 
HELP YOUR BRAND 
CONNECT BETTER

W H A T  O U R  N A M E  M E A N S

WHAT OFTEN GOES 
WRONG WITH 

MARKETING AND 
RESEARCH 

HOW WE TRY TO 
MAKE RESEARCH 
MORE VALUABLE

THE MAIN AREAS OF OUR EXPERTISE

A very powerful feeling of 
wanting something

Lust is a strong feeling 
but it’s also short-lived 
and ephemeral. What we 
want to do is find the 
ways lust can live for 
longer. Identify how to 
drive a continuous and 
permanent market desire 
for our clients' brands.

L U S T

Being able to showcase 
how creative, insightful 
and impactful research 
can be was our vision for 
a long time. We are very 
happy that, at long last, 
this is now happening! 
(You can see examples of 
our work further down on 
the deck). 

Finally, after much waiting

AT  L O N G  L A S T

We are an agile team of senior consultants with strong international 
experience. Amongst us we have conducted research in all continents 
of our planet, apart from Antarctica, and have lived and worked in 
research in UK, Switzerland, Netherlands, Iraq, and of course Greece. 
As individuals we have collaborated throughout the years with the 
biggest brands and companies in the market, in many di�erent business 
sectors, facing a good mix of challenges and applying a plethora of 
methodological solutions.
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If you are looking for labels, 
Long Lust is a new strategic 
market research agency. 
We help brands connect 
more meaningfully with 
their audience & prospects 
and thus become more 
e�ective and e�cient with 
their business. Our means 
to achieve this is through 
an insightful understanding 
of how people think & feel, 
how competition acts, how 
data explain behaviours, 
how culture shapes our 
motivations and desires.

WE SEE RESEARCH AS A 
TOOL THAT HELPS YOU 
IDENTIFY OPPORTUNITIES, 
AND WE WANT TO HELP 
BUSINESSES BENEFIT 
FROM IT. 
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WE WANT TO USE ALL THIS 
EXPERIENCE TO AID OUR CLIENTS GAIN 
KNOWLEDGE THEIR COMPETITORS DO 
NOT HAVE ACCESS TO. 

Throughout the years we have identified a few pitfalls in 
the way marketing thinks and research is applied and used. 

Our brand name is a combination of two di�erent meanings: 

Brand teams sometimes 
have a relatively narrow 
and superficial view of 
their audience. 
Their lens are distorted, 
they focus too much on 
'consuming', missing the 
bigger picture. This makes 
it di�cult to understand 
the real motivations of 
people and thus o�er 
products and services 
that can win their hearts 
and their pockets. 

1. PEOPLE ARE VIEWED 
SIMPLY AS ‘CONSUMERS’; 
NAÏVE AND EASILY 
MANIPULATED 

Sometimes marketers 
do not fully immerse 
in the universe of 
their target and their 
market.  
On the contrary, they 
might mostly use 
their very own reality 
and what they 
already know as a 
source for building 
concepts and plans. 
This can result in a 
disconnection 
between how we 
believe a strategy will 
work and what really 
happens in the end. 

2. STRATEGIES 
AND TACTICS 
SUFFER FROM THE 
SELF REFERENCE 
CRITERION

Research is often 
used passively, 
as a means to 
validate decisions 
already taken, 
not as a way to 
acquire new 
knowledge and 
push things 
further. And this 
undoubtedly 
limits its 
usefulness. 

3. RESEARCH IS 
PERCEIVED AS 
A COST, NOT AS 
AN INVESTMENT

Lists and data bases 
are often obsolete, 
not delivering the 
best quality of 
fieldwork possible. 
This strongly a�ects 
the value of the 
findings and the 
trust clients show in 
market research. 

4. RECRUITMENT IS 
FAR FROM OPTIMAL

Researchers are sometimes 
accused of lacking business 
acumen, creativity and passion 
and as a result their deliverables 
have questionable impact. 

5. FINDINGS AND DELIVERABLES 
FAIL TO OFFER PRACTICAL 
DIRECTIONS OR ANY SENSE 
OF INSPIRATION

3. WE SEE RESEARCH AS A BUSINESS TOOL THAT CAN SAVE YOU FROM DISASTERS 
 (AKA WASTE OF MONEY) OR HELP YOU MAXIMISE BENEFITS

Reality is richer and more complex than what ‘user profiles’ describe. We are also well aware 
of the di�erences between what people say in the context of a research and what they 
genuinely believe and feel. Whether qualitative or quantitative our objective is to challenge 
people to share their truth, their ambitions and their insecurities. 

1. OUR WORK AIMS TO HELP OUR CLIENTS IDENTIFY HOW THE INTRICACIES OF PEOPLE’S 
 LIVES CAN BEST INTERACT WITH A BRAND’S UNIVERSE

We use our experience from di�erent markets and sectors to make sure brand strategies 
reflect the real sentiment of the market. We see ourselves as the voice of the 'consumers' 
and we want to help our clients hear it loud and clear. 

2. WE CONSTRUCTIVELY CHALLENGE ASSUMPTIONS IN ORDER TO FINE TUNE STRATEGIES 

We treat research as an investment with solid returns for our clients not as a theoretical, 
often impractical, exercise. That's one of the reasons our deliverables give clear, strategic 
directions.

4. WE ARE OBSESSED WITH THE QUALITY OF RECRUITMENT AND GENERALLY WITH THE   
 IMPACT OF FIELDWORK

When participants interact with Long Lust we want them to forget they are taking part in 
‘research’ in order to help them pretend less. We also hand pick the people who participate 
so that they reflect the real target and they have the ability to bring value to the whole project. 

5. OUR DELIVERABLES, WHETHER IT’S A PRESENTATION, A VIDEO OR A WORKSHOP, ALWAYS   
 AIM TO INSPIRE AND HELP OUR AUDIENCE GAIN NEW KNOWLEDGE ABOUT THEIR BUSINESS

They are structured in a way that is insightful, telling a story that can engage all the 
stakeholders. Our wildest dream is to help our clients become more enthusiastic and 
passionate about their own projects through our collaboration. 

Concept testing

Price elasticity 

Taste testing 

New product development

Competition analysis 

Cultural deep dive

Strategy evaluation

Positioning, segmentation, targeting assessment 

Communication research 

Shopper exploration

Packaging & design research 

Brand name testing

WE WANT TO USE ALL THIS 
EXPERIENCE TO AID OUR CLIENTS GAIN 
KNOWLEDGE THEIR COMPETITORS DO 
NOT HAVE ACCESS TO. 

WELCOME. 
LET US

TELL YOU 
A FEW

THINGS 
ABOUT:

https://thelonglust.com
https://thelonglust.com/wp-content/uploads/2020/12/2020-The-feelings-are-plenty_Long-Lust.pdf
https://thelonglust.com/wp-content/uploads/2020/12/2020-The-feelings-are-plenty_Long-Lust.pdf
https://thelonglust.com/wp-content/uploads/2020/12/2020-The-feelings-are-plenty_Long-Lust.pdf
https://thelonglust.com/wp-content/uploads/2020/04/TI-ZOYME.pdf
https://thelonglust.com/wp-content/uploads/2020/04/TI-ZOYME.pdf
https://thelonglust.com/wp-content/uploads/2020/07/TO-MELLON-TOU-ZONTANOU-THEAMATOS.pdf
https://thelonglust.com/wp-content/uploads/2020/07/TO-MELLON-TOU-ZONTANOU-THEAMATOS.pdf
https://www.kathimerini.gr/society/561195319/anasfaleia-koyrasi-stasimotita-thymos-kyriarchoyn-sto-lockdown/
https://www.kathimerini.gr/opinion/561201733/thaymata-kai-traymata/
https://thetotalbusiness.com/2020/04/10/ti-zoume/
https://www.efsyn.gr/ellada/koinonia/275592_fobos-kai-thymos-oi-parenergeies-toy-covid-19
https://www.monopoli.gr/2020/06/26/istories/epikaira/397932/politismos-stin-pandimia-ti-apokalyptei-ereyna-gia-tis-protheseis-tou-koinou/
https://www.youtube.com/watch?v=3HKODjjarpQ&t=369s
https://thelonglust.com
https://thelonglust.com
https://thelonglust.com/wp-content/uploads/2020/12/2020-The-feelings-are-plenty_Long-Lust.pdf



