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Communicating
insight for impact
Advice from Twitter, Coca-Cola,
and Kadence International

KnowledgeHound is the software platform P&G, Spotify,
Zillow and others use to transform their research into
dynamic data that anyone can easily explore. Through the
power of search driven analytics, KnowledgeHound connects
anyone to the answers they need by instantly finding and
visualizing relevant data buried deep inside customer survey
data and research reports. Easily upload any study and
automatically import data from your favorite DIY Survey
platforms, like SurveyMonkey, to build a single home for all
of your customer research data.
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Introduction

Sharing insight with internal stakeholders, to

fast-paced decision-making carried out inside large

ensure that our work really makes an impact,

enterprises today. Leveraging past PowerPoint

remains a challenge for many researchers - even

decks in a SharePoint and communicating via email

among some of the world’s best-known brands

in attempt to share research is simply not getting

and powerful agencies.

the job done. Plus, these findings are usually
only shared once, and then tossed onto some

As an industry, we have more data than ever before,

disorganized shared drive, and never used to drive

with hundreds of surveys and existing research at

influence within the company.

our fingertips. But this also means that searching
quickly through an ever-increasing amount of data

So, we interviewed insights professionals at Twitter,

in order to find and assemble the information you

Coca-Cola and Kadence International to dig deep

need to tell a story is extremely hard work. Many

into this issue and to offer practical, powerful

of the tools we currently rely on, such as email and

solutions to help you communicate insight to a

SharePoint, are simply not adapted to the level of

wider audience.
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Is communicating insight
becoming more of a challenge?
With more ways available to capture customer

Jake Steadman from Twitter adds, “Before Twitter,

data than ever before, the problem for the modern

I was at O2, Pepsi, and Vodafone; no matter where,

research team has shifted from one of gathering

I think your job is still to inspire. At O2, we would

insights to one of communicating them. Cutting

always have to inspire people about the new pay

through the massive amount

as you go package, or whatever it might be, which

of information available and

I understand, conceptually might not be as sexy as

focusing on a clear, data driven

Twitter, or any of the new, shiny tech brands, but

large-scale studies, and there’s

story is what seperates next level

it’s still your job as a researcher to inspire people

blood, sweat and tears (and a

insights teams from the rest of

internally. You’re responsible for creating those

whole lot of money) wasted if

the pack. With each passing year,

products and shipping the right kind of products to

that information isn’t used past

this challenge becomes harder

the customers. Ultimately, our job is to grow

the presentation.”

to tackle. Marketing leaders

the business.”

“My whole career has been on

continue to put more pressure

Miriam Konz, Kadence

on insights teams to move faster

The problem is exacerbated the larger the company.

and deliver deeper insights. Yet,

This is certainly the case when it comes to sharing

little attention is paid to the

across multiple departments and multiple

painstaking amount of work required to deploy

countries, like at Coca-Cola Western Europe,

results from any foundational study in an inspiring

where the insights team uses email and its internal

way that motivates others to act.

knowledge sharing platform to communicate across
12 countries. Email alone may be an easy way for
researchers to contact their stakeholders and share
reports and presentations, but it’s by no means a
way to get attention, or a way to ensure the insight
is taken forward by the wider teams to make an
impact. As Lauren at Coca-Cola says, “It seems
that quite a lot of people I speak to have the same
problem in companies this large.”
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What are
the barriers?
In order to combat this issue, we need to understand
the challenges and barriers present. What’s getting
in the way of insights driving the business?

1. Complexity and size of data
Answering your companies most pressing business

With so much data available, insights teams

questions likely requires connecting the dots

struggle to explore the wealth of customer

across a variety of studies. Triangulating multiple

information available to them and distill their

surveys alongside data points from other sources,

findings into a simple insight

such as sales and social media data, can turn into

that stakeholders can walk away

quite the challenge. Miriam at Kadence says, “It

with. Researchers by their nature

has a multiplicative effect, so now you have X data

are often cautious individuals

the room, ‘What’s the one thing

times Y times Z and all of sudden there’s more

and need the security of facts to

you remember?’, and they all

information than you can share in three days…

support their communications or

remember different things, the

That’s the hardest part.”

recommendations. It feels better

job hasn’t worked; you haven’t

to have 27 different reasons

been able to convince the

cited for something than to

business in a compelling and

choose one above all else. Often,

consistent way.”

TIP

“If you ask those people leaving

When data comes from multiple

agencies feel a need to prove

surveys and different sources

to clients that they’ve done a

it can become difficult for

lot of work, and clients in turn

a company to navigate it.

want to demonstrate to their

KnowledgeHound keeps all of

stakeholders the validity and depth of their studies.

your online survey data in one

However, in most situations, focusing on a single

place, and transforms your

over-riding message would be far more effective

research from static reports into

when communicating the results of your research to

dynamic data, so you can search

the broader team.

across all of your research and
identify an instant answer.

Jake Steadman, Twitter

7

knowledgehound.com

2. Relevancy for stakeholders
Across larger companies, internal stakeholders are often not aware of
the scale and scope of insight projects going on. More often than not,

TIP

studies that are being conducted for a specific product or brand team

How do you take a single study that is foundational

contain data that could prove useful to other unrelated areas of the

in nature and make sure each team receives a

business.

set of data and insights that are relevant and
tailored to them? Search driven analytics platforms

With multiple audiences to communicate with, teams struggle to

like KnowledgeHound can help by finding the

think about how to target communications to make them relevant

right stories to create relevant snapshots of

to different audiences. And this applies to all communications from

your research for different audiences. Tailored

insight teams - not only the results of studies, but broader trends and

stories will make the insights relevant and allow

strategies for a business. Finding ways to highlight the relevancy of

you to present the results that directly affect

research across a variety of situations could help increase the impact

each stakeholder.

of insights within any organization. As Lauren at Coca-Cola says,
“People are really engaged with results that directly affect them, or
results they’re waiting on, and once they’ve got those, they’re happy
with them. It’s maybe branding ourselves as kind of a fountain of
knowledge rather than we’re just providing you with those results.”

3. Developing an engaging message
Getting real engagement from the wider teams is the next barrier.

This is multiplied when you have the challenge of getting wider

Lauren Raby at Coca-Cola says, “Training on our sharing platform

teams to engage with the purpose of insight. Beyond immediate

helps, but I think more it’s engaging directly with people in the

stakeholders, wider teams in large companies are often simply not

first place.”

interested, which then makes it impossible to make an impact with
them. As Lauren adds, “There’s plenty of other projects that we do

Even at a company like Twitter, where you have a single motivated

that would be interesting for them to know about.”

stakeholder group, such as the sales team, which is baying for
information, you still need to be really focused on keeping the

It’s critical teams begin to think creatively about how to engage

team engaged.

different audiences inside the company if they want to increase the
impact of their research.
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How can we overcome these
barriers to make an impact?
So, what are leading companies doing to communicate insight
successfully to drive influence? Here are some pointers.

1. Give stakeholders
ownership from the start
This helps with creating engagement across

team, the relationship strengthens. Getting clients

the wider teams. Workshops and brainstorming

and stakeholders along to take part in the research

sessions are great in getting stakeholders involved

itself, such as through viewing

in the goals and the actions of a study from the get-

focus groups, communities and

go. According to Miriam at Kadence, “In workshops

online groups, or engaging with

“It also builds a sense of trust,

people can really take ownership of the research,

direct customer feedback is also

so that they can come back to

beyond the core team. You have a bigger group in

a good way to get engagement.

the individual when they need

the room and you’re really ideating about it.”

By involving people in the

something next.”

process of research, as Miriam
Face-to-face as well as video meetings can also help

says, “You get people singularly

put a name to a face in a large company, outside

focused on the topic and

of just immediate stakeholders. If people are really

engaged and excited about it. It’s

engaged with at least one person on the insights

not all that often that people are hearing

Lauren Raby, Coca-Cola

consumers talk about their

TIP

brand and their competitive
brands. So, getting beyond

If you want to give stakeholders ownership,

insights. Getting everybody

and really get them involved, you should

in the back room talking and

consider ways to allow them to dive into the

making an outing of it, making it

data and explore the insight for themselves.

fun, is another way to get people

KnowledgeHound gives anyone on your team the

engaged from the beginning.”

ability to search through the data from your studies
on their own to find relevant answers and insights.

9

knowledgehound.com

2. Find your nuggets

Jake says, “By keeping a delivery mechanism
and cadence up, we’re delivering fresh insights.

As we’ve seen before, it is in the nature of many

Sometimes that doesn’t mean new data, it’s

researchers to prove the value and the robustness

existing data, or maybe data cut differently, or

of our work by going into detail, and using hundreds

maybe even just packaged differently.”

of graphs, all with different data
points. But if you want to have

The team also changes it up visually to

impact, it doesn’t work. You have

recommunicate data with an infographic, or a

researcher can have is to take

to be really clever, and creative,

short film, or physical swag. No matter how the

the most complex market mix

to beat the complexity and

data is visualized, the insights team ensures all

model and be brave enough to

size barriers.

internal outputs are of external quality, so providing

“I think the greatest talent a

take one number out of it and

the sales team with great ammunition for their

discard the rest. And I don’t think

As Miriam Konz, Kadence adds,

conversations. By creating a strong flow of nuggets,

that, as an industry, we’re very

“The way to get your insight

insights teams can increase their internal brand

good at that.”

shared broadly is to give

visibility and engagement, making it easier to

stakeholders a few beautiful

launch a bigger study when it’s needed.

Jake Steadman, Twitter

nuggets that they will want to
shout from the rooftops because

4. Show ROI

they understood it, because
you’ve shared it in a way that made it very simple.

For some people in insights, demonstrating ROI is

And it’s in a format where they can be holding it in

part and parcel of their role. Jake Steadman, Twitter

their hand and shaking it saying, ‘This is what we

adds, “We are a sales support function, so every

need to do now’.”

month I can tell you exactly how much revenue
my team drove for the business. And because we

3. Refresh data with
new stories and visuals

know that we drive revenue, it’s very easy to get

With the need for speed, it’s often daunting to

So, the job there is to prove the value of insight. And

think about spending time weaving stories and

it’s something that insights teams at all companies

visualizing data. But stories really drive change.

must think about. If you can demonstrate ROI or

At Twitter, the sales team can’t wait six months

how you might support revenue, even if indirectly,

for data, so the insights team delivers something

then that’s an excellent way of getting stakeholders

new every week. These weekly items need not be

to pay attention.

detailed or in depth, just presented in a memorable
way. A spin on existing data, tailored to the
audience, can suddenly bring a story to life.

stakeholders engaged.”
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Stories from Twitter, Coca-Cola
and Kadence International
MIRIAM FROM KADENCE once ran a large

WHEN TWITTER pioneered its neuroscience

segmentation study for a meat production

program, they did a big presentation with a couple

company, which was presented to all facets of

of hundred clients in the room. The goal was to talk

the organization. We’re talking

about how Twitter creates and builds memory in

butchers in the audience. To get

a really compelling way. It was a very robust and

the content across, they put on

extensive piece of work with academics as well as

amphitheater with a microwave

a game show, where prizes kept

neuro agencies so there was a lot of data, but the

in my arms for a segment that

the people alert. They flashed

team focused on just two numbers and zero graphs.

was about convenience. We gave

up a popular T.V. character, and

To make the presentation memorable and to bring

away All-Clad frying pans and

the stakeholders (and butchers)

theatre to the proceedings, the head of the insight

nice prizes that were reflective

guessed which segment that

team sat on the stage with neuro caps on to show

of the segments. So, if nothing

character would fall into.

his brainwaves. The people in the room could then

“I was running up the

else stuck, they know that there

activate his brainwaves themselves, a great source

are people out there cooking

STUDIES WITH multiple data

of entertainment. Everyone was engaged and

with their products, and feeling

sources are becoming the norm,

watching the show. “And then you say, ‘And by the

like they’re doing something

as in a study where Miriam

way, Twitter does that a third better than any other

really wonderful for their family

partnered with a global beer

platform.’ And that’s the only number you need.

because their cooking is loved...

company. Data from across the

You just need the one number, and then everyone

It was super fun too.”

organization got everyone in the

leaves remembering the same thing,” says Jake.

room. Many teams were involved

Miriam Konz, Kadence

from the start to help design

AT COCA-COLA people video conference every

the study. According to Miriam,

day and multiple stakeholders dial in. The Coca-

“Getting cross-functional teams

Cola WEBU insight team recently did a presentation

involved from the beginning had them highly

on macro trends across Europe, and in addition to

invested, and when we got to the point where we

the face-to-face meetings in each of its main offices

were sharing the insight, they were excited about

across Western Europe, all stakeholders and wider

it. People who never even thought to work together

teams were also able to dial in. Lauren says, “A

were like, “Oh, wait a minute. I’m kind of working

lot of people were able to see that face-to-face by

on that too,” and they left with a plan of action

video, and that’s gotten really good feedback.”

to support their brand. Ultimately this research
brought them together.”
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What does this
mean for you?
There are a lot of ways to share insight to really make an impact. Ultimately,
it’s about getting everyone involved, finding and creating the stories that
resonate, and sharing them in a way that shows the value of the insights.
Many of these recommendations can be implemented by making small tweaks
to the way your team approaches the design and roll-out of research projects.

“The way the information is shared

However, teams truly interested in transforming the way they share and tell

and what is shared is probably more

stories with their research should consider adopting new technologies as

important than anything else. If

well. Traditional tools like email and shared libraries are no longer enough to

research isn’t going to be used

keep up with the dynamic, complex nature of today’s fast-paced marketing

and ideally used throughout the

organizations. That’s why many are turning to platforms like KnowledgeHound

organization, then what’s the point

to drive more engagement across their team. KnowledgeHound is the world’s

in doing it?”

first search driven analytics platform designed entirely for market research.
Teams can transform their research from static reports into dynamic data that

Miriam Konz, Kadence

anyone can use to discover answers or build engaging stories. Whether big or
small, we hope you feel empowered to bring any of the suggestions explored
in this document into your own organization.

KnowledgeHound Connectors are here!
Easily integrate KnowledgeHound with your favorite DIY survey platform to help your team find answers
and build stories from the research you run internally.

Interested in trying out our first Connector with SurveyMonkey? Sign up today to learn how you can
participate in our low-cost, monthly trial program.

TRY CONNECTORS NOW

knowledgehound.com

KnowledgeHound is a
search driven analytics
platform that enables
anyone to find answers
and tell stories with their
customer survey data.
www.knowledgehound.com
sales@knowledgehound.com
872-228-5211
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LISTEN TO BECOME AN EXPERT ON
CONSUMERS WITH SOCIAL MEDIA MONITORING

ASK QUESTIONS FOR INSIGHT ON DEMAND
WITH CUSTOMISED ONLINE COMMUNITIES

Our platform automates sentiment and semantic

Get closer to consumers with multilingual DIY online

analysis with the highest accuracy. The only tool that

communities. Create high engagement and open

integrates social data with survey and sales data.

dialogue for fast insight generation and co-creation.

FIND OUT MORE

FIND OUT MORE

THE MOST ACCURATE CONSUMER INSIGHT BACKED BY A.I.
Our next generation tools can be used independently or together - integrating consumer behaviour tracking and asking questions
with social media listening to drive business decisions from the complete view of the consumer.

OUR CLIENTS

‘‘

‘‘

listening247 was used by Carlsberg for a

The DigitalMR team was very helpful with the

digital campaign evaluation, in an effort to

set-up of our first client community in Lithuania

measure the success of a YouTube campaign

and quite forthcoming in providing sales

in terms of shares

material and valuable content...

Anders Nyberg

Edmundas Brazenas

International Insights Director Carlsberg

Co-founder, RTCentras

RECENT POSTS

Quisque mollis nisi at risus
scelerisque venenatis

Quisque mollis nisi at risus
scelerisque venenatis

DATE

DATE

Sed at ultrices enim. Maecenas in nunc dui.

Sed at ultrices enim. Maecenas in nunc dui.

Suspendisse potenti. Donec ornare dolor eu

Suspendisse potenti. Donec ornare dolor eu

dolor pretium porta. Aliquam quis...

dolor pretium porta. Aliquam quis...

READ POST

READ POST

Solutions

Resources

Other

Contact us

listening247

eBooks

About Us

communities247

Events

Mission and Values

Online Research

Infographics

Testimonials

V304, Vox Studios,
1-45 Durham street,
SE11 5JH, London
UK

Solutions for Agencies

DigitalMR in the Press

Contact Us

+44 203 176 6800

Social media research digest

Join Us

info@digital-mr.com

Webinars

Blog

Podcasts
© Copyright 2017 by DigitalMR LTD. All Rights Reserved. Privacy Policy. - Cookie Policy.

listening247®

communities247®

About us

Resources

Join us

LISTEN TO THE ONLINE CONVERSATION
TO MAKE THE UNKNOWN KNOWN
Our social media listening and analytics platform automates high precision sentiment and semantic
analysis. Get a complete view of your consumers by integrating social data with survey and sales data.

FREE TRIAL

LEARN MORE

WHAT MAKES listening247 BETTER?
®

One small deviation in accuracy can have a significant impact on business decisions
and brand performance. In separate face-offs with competing social listening tools,
listening247 came out on top.

HIGHEST
ACCURACY

ALL LANGUAGES
NO LIMIT

DETECTS
EMOTIONS

IMAGE
PROCESSING

Unmatched sentiment and

Automated analytics in any

Proprietary model with

Cutting-edge theme detection

semantic (topic) accuracy at

language, without sacrificing

14 basic emotions uncovers

adds deeper insight from all

over 80%, calculated and

accuracy, to reach customers

how they feel about you,

images in social media posts.

verified by clients and partners

across the globe.

beyond just positive and

Otherwise, two thirds of

negative sentiment.

valuable information is missed.

and also third parties.

FREE TRIAL

‘‘

listening247 was used by Carlsberg for a digital campaign evaluation, in an
effort to measure the success of a YouTube campaign in terms of shares
Anders Nyberg, International Insights Director Carlsberg

FREE TRIAL
Get access to one of our reports to better understand your brand’s online
presence, as well as example posts and recommendations, for up to five brands.

FOR AGENCIES

FREE TRIAL

FOR BRANDS

Access cost-effective digital solutions to provide

Easily and effectively monitor what is being said about

cutting-edge service to clients

your brand to respond to negative posts and leverage

Unlock a new revenue stream by easily integrating social

positive posts

listening with sales data and survey data

Accurately evaluate past and present marketing campaigns,

Deliver insight customised to deliver - from raw

and plan future campaigns with confidence

harvested data to extensive reports with conclusions

Benchmark your share of voice with competitors and uncover

and recommendations

market gaps and additional opportunities

FREE TRIAL

ASK &
LISTEN

FREE TRIAL

The only company that can integrate social listening with
asking questions and sales data in an effective way. Get the
360° full view of your consumers with our customised DIY
online communities platform communities247.
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GET INSIGHT ON DEMAND WITH
MULTILINGUAL ONLINE COMMUNITIES
Start an open and continuous dialogue with your consumers. Our DIY private communities use a variety
of qualitative and quantitative tools for co-creation and accurate consumer insight.

FREE TRIAL

LEARN MORE

WHY CHOOSE communities247 ?
®

In Forrester’s MROC report of the 14 market research online
community platforms, communities247 came out on top.

ALL LANGUAGES
NO LIMIT

CUSTOMISED
DIY PLATFORM

INTEGRATED
TOOLS

Choose any language to recruit and

Flexible and user-friendly with full admin

In addition to the native qualitative tools

engage customers, from anywhere in the

rights, unlimited profiles, and full branding

available such as chat groups, interactive

world, without sacrificing data accuracy.

options to easily create your own

bulletin boards, photo/video diaries and

community feel. Professional services

poll questions, you can also integrate

also available if needed.

existing surveys from any tool or survey

FREE TRIAL

‘‘

The DigitalMR team was very helpful with the set-up of our first client community
in Lithuania and quite forthcoming in providing sales material and valuable
Edmundas Brazenas, Co-founder, RTCentras
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cutting-edge service to clients
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Switch from ad-hoc projects to a continuous revenue

boards and video diaries in one place

stream to guarantee your clients business every time

Inform all decisions based on your stakeholders and
key influencers

FREE TRIAL

ASK &
LISTEN

FREE TRIAL

The only company that can integrate sales data and asking
questions with social listening in an effective way. Get the
360° full view of your consumers with our automated social
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On Device Research doubles quarterly revenue with Lucid’s API
THE CHALLENGE
A mobile market research sample provider with offices in in London, Dubai and Singapore, On
Device needed a way to grow its respondent base, work more efficiently and expand into new
markets.

THE SOLUTION: API INTEGRATON
On Device partnered with Lucid to fully integrate their mobile app within Lucid’s API. This
enabled them to source Lucid’s entire inventory of surveys in real time, programmatically
respond to surveys and provide qualified respondents.
THE BENEFITS: QUALITY, INNOVATION, EFFICIENCY
On Device respondents are now getting access to qualified, highly ranked surveys on Lucid’s
marketplace. Respondents can maximize their incentives and optimize their time spent taking
surveys, which has significantly helped the company retain and engage their app users. This
improvement has also led to better data quality for On Device and their clients. CEO and CoFounder Alistair Hill says, “the flexibility of Lucid's API allows us to create a much better
experience for the consumer. And by providing a better experience, we improve the quality of
the data for our clients.”
Lucid acts as partner instead of merely a technology supplier. As CTO and Co-Founder Tim
Cleminson Tim says, “their customer success teams are pretty exceptional. They are very
transparent; continuously provide data on the effectiveness of our integration and give constant
guidance. They let us know how we're doing compared to some of our competitors, in an
anonymous way.”
Another key advantage to working with Lucid is that On Device has been able to scale quickly; a
key challenge for many organizations. “Fundamentally, we can just scale the revenue
independently of staff,” said Alistair. Tim added, “We can do hundreds of thousands of survey
completes, with around one operational employee working on it.”
THE RESULT: REVENUE AND RESPONDENT INCREASE OF 100% QUARTERLY
It only took six months to start seeing real results. Now, On Device has been doubling revenue
every quarter.
“Our programmatic revenue growth is 100%, quarter on quarter. Which is very exciting.
And it's enabling significant growth for the rest of our business as well,” said Alistair.
This trend repeats in terms of respondent numbers, which has also doubled quarterly. “Lucid
has enabled us to have a much bigger user base than we would have been able to sustain on our
own, because we've been able to populate our app with a continuous supply of surveys,” said
Alistair.

With constant innovation and optimization within the integration, this increase in revenue and
survey completes is still increasing. On Device has now achieved a much more enticing offering
for their clients due to a much larger and much more engaged user base.
The future for On Device, and the promise that the supply API integration brings, is very exciting
for both teams. Alistair said, “Lucid is a truly trusted partner of ours. Our incentives are
completely aligned, so we're excited about growing together. As they and the programmatic and
survey market grows, we're eager to grow in line with that, if not more.”
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145,000
Kilos of tomatoes
thrown during La
Tomatina Festival

6,000,000
Litres of beer
sold at Oktoberfest
in 2015

30,000,000
Sequins used to
make costumes for
Notting Hill Carnival

€135,000,000
Size of lottery
jackpot in Italy on
5th September

3,600,000,000

FLYER FOR CONFERNECE IN MUNICH,
GERMANY

Human answers
on a massive scale.
Did you know?

Our 10,500,000,000 answers come from
more than 150,000,000 people from 83
countries. Just to be clear – that is 10.5
billion answers from 150 million individuals.
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Who owns our data, and is it secure?
LONDON (7 June 2018) - A new global research study shows that business leaders around the world put a high
commercial value on consumer data but place lesser emphasis on ensuring its security.
ESOMAR, the global association for the insights and data industry, in collaboration with Kadence International,
conducted a survey amongst 300 managers and directors working in marketing, advertising and market research and
IT industries in the US, Europe and Asia, to better understand perceptions of who owns the data in modern
organisations, how it’s being used, and how protected it is.
The key headlines from the study are:
-

-

-

-

-

'The vast majority of those interviewed saw data as being very important to the growth of their business'
-77% in the UK and 93% in the US; furthermore, two thirds of managers/directors agree that it is critical that
they analyse as much data as possible, in order to find and gain a competitive advantage.
This underlines the importance of businesses having an effective Insights function
A third of managers globally stated that the Head of IT is responsible for data within their organisation. In
every region it is far more likely for the Head of IT to be nominated as the person responsible for data, rather
than the Head of Insights/Research. In addition, 4 out of 10 managers and directors globally identified the
Head of IT as the person authorised to select the technology platforms used to collect data (not the Head of
Insights).
This highlights a potential tension between system requirements and information needs.
Just over one third of all managers felt that although data was important to their organisation, it doesn’t need
much effort to manage.
This highlights a need for a better understanding of the increased responsibilities associated with the curation
of data.
When asked who they consider to own the data once it was collected, 68% think their company owns the
data it has collected - only around a third considered the data subject (the consumer) to be the owner of their
own data.
This highlights the importance of communicating the key principles of the new data protection directive in
Europe, and how it will pertain to other regions
Around half of respondents in the US and the UK agreed that businesses share data too freely within their
organisation, while 54% in the UK and 67% in the US agreed that data is shared too freely with external third
parties.
This highlights a positive potential for building even more awareness of the increased responsibilities linked
with the curation of data.

The value of data
86% of respondents generally agree that collecting data is important to the growth of their business, but there are
significant regional differences: 77% are of a similar opinion in the UK while the proportion increases to a massive
93% in the US.
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Interestingly, 8 in 10 of all participants agreed that understanding the ‘why’ behind customer data is more important
than collecting large volumes of it, and 81% agreed it is vital to combine data from multiple sources to draw
meaningful conclusions. At first sight, this may appear somewhat at odds with the first of the headlines noted above
(wherein respondents agreed it is critical to analyse as much data as possible to determine competitive advantage),
but this simply serves to clarify that it is the quality of data which is important, not necessarily the quantity.
It is also very interesting to see the breadth of data types that are being collected, with 60% of those interviewed
stating they collect passive data, 85% collect traditional qual or quant data and 40% using data collected from the
Internet of Things.
Who owns the data?
The ESOMAR and Kadence study found that of those surveyed, an overall average of one-third stated that it is the
Head of IT that is responsible for data within their organisation. In the UK this decreases slightly to 25%, as the role of
Chief Information Officer was more likely to be nominated as the one responsible for data (29%), then followed by the
role of Head of Research/Insights (20%).
In the US, slightly more than a third of respondents described the Head of IT as the person responsible for data
(38%), whilst the biggest advocates of the Head of IT were in India, where 43% declared this role to have the lead
responsibility.
The study also found that in general the bigger the company, the more likely that responsibility for the management of
data was accredited to the head of IT. With 10% of small companies (1 – 50 employees) stating the Head of IT was
responsible for data within the organisation, 32% of medium sized businesses (51 – 500 employees) and 41% of large
companies (501 – 100,000 employees).
The survey also reported that in three-quarters of all companies, the person who manages the data also has complete
responsibility for the budget for data systems within their organisation. This raises an interesting question regarding
firstly, the extent to which Heads of IT are aware of – and thus be responsible for – the ethical data obligations that
have traditionally been at the core of marketing and insights teams, and secondly, the need for marketing and
consumer literate IT teams to integrate the voice of the customer in forward thinking companies.
The study also found that 68% of those asked felt that once data was collected it was then owned by the company
that had collected it. This is one of the most worrying figures from the research, and will provide grounds for concern
for data protection officers as the GDPR comes into force. The law clearly states that the data subject (consumer,
customer or employee) owns their data, but only a third of the managers and directors contacted by this survey had
any appreciation of the fact that the data subject (consumer) owns their data.
Sharing and protection
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ESOMAR and Kadence found that half of those surveyed in the UK and USA, and a significantly larger proportion in
India (61%), are in agreement that businesses share data too freely within their organisation. As a result, 45% of
managers in the UK, 49% in the US and 82% in India believe that data should be more strictly controlled within the
organisation – a promising platform for Data Protection Officers to be aware of.
Of perhaps greater concern however – and considering recent stories around privacy and unethical data collection –
54% of business managers in the UK, and two thirds in the US agree that businesses share data too freely with
external third parties. This significantly reinforces the relevance of, and the need for a wider adherence to, current
Codes of Conduct in the Data, Insights and Analytics space.
Data has often been referred to as the new “oil”, and so the study asked managers to comparatively rank their
company assets (such as cash, IT/hardware, buildings, transport and trademarks etc), according to how well
protected they were.
Despite the importance attributed to data, 60% overall feel that cash/treasury is better protected than their data,
46% feel that IT/hardware is better protected, 49% feel that HR information is better protected, and 52% felt that
trademarks are better protected than data.
In all cases the study suggests that companies in the UK protect their data better than the US and India, with India
lagging behind in most cases. And in all cases the study suggests that millennial managers (aged 18-34) feel every
asset is better protected than their older counterparts suggest. While the increased awareness/responsibility in the
UK is perhaps unsurprising – given its proximity to Europe and the development of the new legislation – the higher
levels of “duty of care” demonstrated by the younger generation offer considerable scope for reinforcing these
responsibilities in the future.
Senior management disconnect
While the numbers are small, there is an interesting discrepancy in that 61% of senior management believe that data
is handled in the most efficient way possible in their organisation, whereas only 45% of upper middle and 51% of
middle management are of the same opinion. The study also suggests that senior management are less aware than
upper middle and middle management of the breadth and different types of data that are being collected, and are
also less likely to see how data supports business decisions within the organisation compared to their more junior
counterparts. This latter difference is an area for Insight functions to address.
This landmark study into data attitudes and practices, from ESOMAR and Kadence shows that the value of data is
very much recognised across the board, regardless of the size of the company or region. However, there is a
disconnect in the understanding of how it is handled within an organisation between senior and more junior
management. The rise in individual responsibility for data within an organisation being held outside of the insight or
marketing remit, particularly in the IT team, also raises questions as to whether companies can both protect and get
full value of their data when it is being held by teams that may not have a full understanding of how data could and
should be used to drive business decisions.
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Worryingly, considering the introduction of GDPR, the study signposts some key concerns regarding data protection
and privacy, suggesting that there are still fundamental gaps/misunderstandings as to who owns the data once it’s
collected, how it is shared inside and outside of an organisation, and how it should be protected. The study found
that data practices in the UK, a region closer to GDPR legislation, are more in line with both ethical and legal best
practices than the US and India. Whereas companies in the US, where data is arguably more essential for competitive
advantage and thus data collection seen as most valuable, lag slightly behind the UK in awareness and practice.
However, in India the significantly proportion of participants that feel their company needs stricter data controls
shows that while awareness might be there the security is certainly not. Which should raise some key concerns with
European and US companies that outsource data collection, analysis and storage to this region. In light of the recent
scandals involving Cambridge Analytica and Facebook, the study suggests that a huge amount of education needs to
be done in the broader marketing, advertising and IT industries or we will surely see further scandals in the near
future.
Methodology
The fieldwork was carried out by Kadence International between December 2017 and May 2018. The study surveyed
302 individuals in management roles in marketing, IT, advertising, business development, and market research in a
range of company sizes and sectors, through an online survey. The study surveyed 129 respondents in the UK and
Europe, 89 in the Americas, and 70 in India and the APAC region.
-ENDS-
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New global study into luxury brands shows the key regional differences in perception of
luxury brands
LONDON (15 May 2018) - A new global study into perceptions of luxury finds that product quality and brand
heritage of products or services are the two most important drivers in the perception of luxury. While
experiential may be a recent key trend, it does little to drive perceptions of luxury for most consumers on a global
level. Whereas status, traditionally seen as a key driver of luxury, particularly in the APAC region lags behind in
third.
Global boutique research agency, Kadence International, interviewed 5,775 consumers across 13 markets and 98
brands to explore what drives perceptions of luxury in different countries. The study resulted in a Luxury Index
created from eight principle components. Defined by Kadence through initial qualitative research, these were:
product quality, product distinctiveness, brand heritage, enduring appeal, status, exclusivity, feel good factor,
and experiential.
By measuring luxury through these eight components, Kadence found:
•
•
•

•
•

Product quality is the most important driver of luxury perception in every market. Either quality or brand
heritage scored highest out of all eight principle components of the Luxury Index.
The study also found that exclusivity was the least important driver in the luxury market, followed by
experiential.
Overall the three sectors that are seen as most luxurious are cars, followed by jewellery and watches. Alcohol
and hotels are seen as the least luxurious categories. However, these change regionally. In Asia alcohol is
generally seen as a more luxurious category, and in France, fashion is seen as more luxurious than in many
Asian regions.
Brands are more likely to be stronger in their home markets. Singapore Airlines appears at 31 on the global
ranking of luxury brands, however is ranked at number one in Singapore.
There are some key differences between the perception of luxury by region. In Western markets
timelessness is more important than in Asia, where status and brand heritage are more important. In China
experiential is more important than in any other market, however the importance of status is distinctly
less important than any other market, with the exception of Vietnam.

Most luxurious brand rankings

1
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Global
Cartier
Mercedes-Benz
Rolls Royce
Ferrari
Lamborghini
Tiffany
BMW
Rolex
Porsche
Bulgari

West
Cartier
Rolls Royce
Tiffany
Porsche
Bentley
Ferrari
Lamborghini
Ritz-Carlton
Rolex
Mercedes-Benz

Asia
Mercedes-Benz
Ferrari
BMW
Lamborghini
Rolls Royce
Cartier
Rolex
Tiffany
Porsche
Bulgari

Awareness is not necessarily linked to luxury
The study found that, globally, auto brands as well as jewellery, and to a lesser extent, watches were the three
categories that scored highest on the Luxury Brand Index. However, the perception of those brands show how high
and low awareness can be utilised by brands in different ways. Cars are globally desired brands; their luxury is tied
into their high awareness and immediate acknowledgment of a premium position. However, jewellery and
watches have lower awareness. Although brands like Cartier and Tiffany benefit from a global luxury footprint, their
higher scores for brand heritage, timelessness and exclusivity provide a different type of luxury for consumers,
compared to automobiles that generally score better for quality, distinctiveness and status. Awareness is a doubleedged sword in the field of luxury depending on the category. Ferrari is an example of a brand whose luxury status is
tied into having high awareness, however Graff Diamonds evoke exclusivity through limited awareness; like many
watch brands they are only seen as luxury if you are a user.
Universal luxury
Although metrics such as awareness drive luxury in different ways depending on the category and region, there are
universal truths when it comes to what drives the perception of luxury across the globe. The study found that,
overall, brand heritage and quality is linked to a stronger Luxury Index score. Brands that are known for only using
the highest quality materials and craftsmanship, or for delivering a service beyond expectations, receive a stronger
luxury score. However, the consistency of quality is also important. Brands that have a track record of quality
combined with an established historical brand story also have a stronger luxury score. In contrast, exclusivity - the
higher price point or rarity of the brand has far less impact on the luxury position of brands across categories and
regions.
Regional and category differences
While there are some global truths in the perception of luxury there are a number of regional and category
differences that are important for luxury marketers to understand. China, one of the biggest luxury markets are more
likely to judge luxury through timelessness and experiential than any other regional market, surprisingly they are one
of the least likely regions in Asia-Pacific to judge a brand or product through status.
Western markets are likely to have similar profiles when judging luxury, however there are some individual
differences. French consumers are more likely to judge a luxury brand by distinctiveness than any other Western
region, but are less likely to judge a brand or product through a feel-good factor, or status. Out of all 13 regions the
USA is the least likely to judge a brand through distinctiveness, but over indexes significantly on quality, and brand
heritage with those two drivers scoring higher than every other country surveyed.

The Luxury Study shows there is a range of established thinking of luxury brand marketing, that doesn’t ring true, or
has changed over the last few years. Experiential as a driver for the perception of luxury was, along with exclusivity,
one of the least important elements how global consumers see luxury brands. The recent trend in ‘experiential’
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marketing in luxury over the last few years seems it could potentially be a misstep in most regions with the exception
of China and France, where it is looked on more favourably than other regions. The study also found only a minor
uptick for experiential based on age, in Western markets millennials judge luxury brands through the experiential
driver more than over 35s, however this is less noticeable in Asian markets. On a global level, those older than 35
judged luxury through quality more than those under the age of 35, while millennials perceive luxury more through
brand heritage and timelessness than their older counterparts.
Overall the study suggests that status is not the key driver in Asian regions as previously thought. Although status as
a driver in the perception of luxury is more pronounced in the Asia Pacific region (with the exception of the
Philippines, which has a luxury profile similar to Western markets), it’s certainly less important to consumers than
quality, brand heritage and timelessness.
The Kadence International Luxury Study shows that although there are some universal truths surrounding the
perception of luxury brands, there are many differences in regional understanding and views of the components of a
luxury brand. National pride, culture, and awareness all play key roles in how consumers engage with the brand. It’s
important for marketers to understand that, even when it comes to global trends around luxury, one size does not fit
all when it comes to prestige brands.
-ENDS-
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Will Barclays lose 30% of its customers to Monzo? The financial services sector, disrupted
New study finds the financial service sector ripe for disruption and defines the type of consumers most attracted to
disruptor brands and why
LONDON (8 May 2018) - Long established UK financial brands are feeling the pressure from their disruptive
counterparts - new brands that are using technology to break the mould in terms of new business models or
improved consumer processes. New research by Network Research provides evidence that the appeal of these
disruptors crosses all industries and all consumer demographics.
Indeed, the research reveals that if disruptor brand owners and marketers only aim at the young and techie, they
would be missing out on swathes of consumers open to new propositions and ways of doing things across all
industries – even finance. What is more, the study reveals the type of consumers most drawn to brands like
Crowdsource, and those who’d prefer to stick with the more traditional brands within the financial sector.
Virginia Monk, Network Research MD, adds “It’s becoming increasingly apparent that no company or business model
is safe. Any current model can, and should, be replaced on an ongoing basis if it means creating value for the
consumer. This research provides marketers with a wealth of information about where it is best to spend your
marketing budget and the types of messages you want to get out there.”
The research was among a nationally representative sample of 1,500 adults aged 18+. It included a range of different
sectors, from financial services to healthcare, utilities to holidays, and a selection of some of the UK’s longestablished brands such as Thomson and Barclays alongside their newer, disruptive counterparts like Airbnb and
Monzo.
Key findings include:
• Overall, 7 in 10 people are open to trying new brands.
• A third of consumers would consider a disruptor brand in finance.
• A third of Barclays’s customers fall within the top two population segments most open to disruptors, along
with over half of John Lewis Finance customers.
• Nearly 3 out of 4 people agree they are happy to manage their finances online, and this only drops slightly
to 69% for those aged 65+.
• Households with an annual income of over £55K were key adopters of disruptor brands, with 74% of them
using these brands. But the top reason for choosing a disruptor brand is value for money, which isn’t all
about price. Convenience and newness also play a role.
Consumer attitudinal segmentation
To identify those consumers most open to disruption, the study created a segmentation of disruptor users across
both demographics and attitudes. To help brands better understand their consumers, the segmentation painted a
picture of the consumers most drawn to brands like Revolut, PensionBee, TransferWise and Monzo, and those who
are more likely to stick with established brands.
Slightly less than half of customers fall within the segments most open to disruptor brands. The segment most
attracted to financial disruptors in particular are the ‘Go Getters’, who are the most tech driven and health
conscious. This group has the highest number of 18-24 year olds, but still has 25-44 year olds who are heavy users of
disruptor
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brands. They are most likely to be single and least likely to have kids. Given 25% of this group earns over £55K a year,
it appears they have more disposable income and are a great target for new tech offers.
Disruptor adoption
The customers that are switching to disruptor brands say the top reason they switch is for value, followed by
convenience, and then new and different. In the finance sector however, people are choosing brands such as
Revolut, Monzo, PensionBee, and TransferWise not only because they provide better value for money, but also
because they offer better digital solutions.
This is because around 65% of people agree that technology plays an essential role in their daily lives; a third of
people said they would choose product and services they can manage on their mobile – and this increases to over
half for those aged 18-44. Of these people, almost two-thirds say they like to try new things, and nearly 3 out of 4
people agree they are happy to manage their finances online - and this only drops slightly to 69% for those aged 65+.
To be converted, the key critical assurances people need are word of mouth and positive reviews.
One Monzo user said, “I have been recommended by many people to use these brands, I also know others who have
used them and have never had any problems. I also wanted to try them as I had read good reviews about their
services as well as them offering something new and exciting to the market.”
With Open Banking in its early stages, the threat of disruption in financial services is only set to grow. Disruptors such
as Crowdsource and Revolut may not have been around for as long as Airbnb and Uber, but they’re already shaking
things up in the finance world.
And from the consumer point of view, in services such as insurance, the precedent has been set through price
comparison websites.
What does this mean for financial service brands?
Some brands, such as John Lewis Finance, are at a higher risk of disruption – over half of John Lewis’s customers sit in
the segments open to disruption. Plus, wealthier people are more likely to gravitate to disruptors, and John Lewis
customers are wealthier.
Both traditional and disruptor brands should be looking at the attitudinal segments to work out appropriate targeting
for their customers. For example, when looking at the profile of Barclays by attitudinal segment, we can now see that
over half of current users are in the two groups least likely to adopt disruptors. This compares to just 15% of Monzo
customers. However, a third of Barclays’s customers fell within the two segments which are most open to disruptors.
So, knowing this, Monzo can see the opportunity to steal Barclays’s customers from these segments. And Barclays
can determine how to hold onto them.
The good news for traditional financial service brands is that only 4% of people are converted to disruptors because
they’re not happy with their traditional providers. Another interesting figure comes into play around quality, where
the perceived quality of disruptor brands, such as TransferWise, is either on a par with, or higher, than established
brands like First Direct.
Whilst financial services are less prone to disruption than some sectors, some financial service product offerings,
particularly insurance and currency, sit in sectors where brand and trust play a less important role, so are more open
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to disruption. Traditional brands can look to retain customers prone to disruption through understanding customer
needs, and look to provide digital and convenient solutions. Financial service brands need to be providing digital
solutions, apps and other online offerings. These digital solutions offer a customer experience that is convenient,
easy to access, and straight forward. Most importantly, it’s a deep understanding of the consumer experience that
will provide traditional brands the opportunity to stay one step ahead of the disruptors.
-ENDS-
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How video is keeping consumers on the edge of their seats
Social media is viral proof that consumers prefer to interact with video rather than static images or text. From GIFs to
Snapchat, Instagram live videos to Facebook live streaming, the past year alone has seen a big shift in consumer
technology and the way we communicate. As marketers, we are quick to jump on the video bandwagon. But what
impact is the explosive growth in video as a marketing tool having on consumer behaviour – and are we able to make
any connection between video likes and shares on social media and that all important propensity to buy?
The numbers are truly staggering. 1 billion users now watch video on YouTube. 500 million watch video on Facebook.
Video already outnumbers all other types of data traffic and is set to grow. So what makes video so ‘now’? There are
two underlying trends that I think are key here: one is cognitive, one is cultural. On the cognitive side, although video
is multi-sensory it is above all visual. Visuals are processed by our brains 60,000 times faster than text. We are able to
process images with as little as 13 milliseconds of exposure. So, it puts the phrase instant gratification in context. But
this applies in the work environment too – 59% of executives would rather watch video than read text. Four times as
many consumers would rather watch a video about a product than read about it.
On the cultural side, video is part of the rise of participatory culture, where ‘fans and other consumers are invited to
actively participate in the creation and circulation of new content’ (Henry Jenkins, professor at USC’s Annenberg
School of Communications, 2006). Indeed, according to Professor of English at California State University and digital
specialist Sarah J Arroyo (2013) ‘online video is becoming the prototypical experience of the internet’.
So that’s the theory - what of actual consumer behaviour? To find out, we studied 500 US and 500 UK consumers, via
a 15-minute mobile survey, to explore their online video sharing behaviours and motivations. We wanted to
understand how much they watch and share, where and when they do it and how they share. We asked about their
motivations for sharing and what they share.
Needless to say, we did get a lot of funny cat videos, other cute animals and children. However we found that 60% of
people are primarily interested in ‘informative’ branded content, followed by ‘entertaining’ (55%), and then ‘funny’
(46%). Millennials are far more likely to engage with ‘entertaining’ content than their older generational
counterparts. However, ‘informative’ content is the safest bet for cross generational interest.
Above all, we found that successful videos resonate in a very personal way, channelling a shared experience with
friends and family. Video is not only watched and shared by the young, although Millennials are overall using more
platforms to share video and their video sharing is more interwoven with their offline social lives “…my running
session in the morning along the canal. I saw beautiful fish enjoying the sunshine, so I had to share that”. We saw
from these descriptions that video sharing is a social exchange that touches on real experiences or emotions.
Our research found that branded video content is a powerful engagement trigger. After having seen branded content
online 61% of consumers stated they ‘liked’ the video, 54% visited a product or brand website and 28% claimed to
buy the product. Indeed, we found that 32% of people who shared a branded video went on to purchase the product
or services.

24

So what are the implications for brand marketers?
As video content becomes a mainstay of the brand marketing mix it’s important for brands to understand the type of
video that drives engagement and sharing, and what kind of impact video can have on driving broader engagement
with the brand. And as with all marketing, the key here is to know your audience. Our study found that Boomers are
more likely to share video content that features pets or animals (58%) than either Millennials (40%) or Generation X
(52%). While Millennials are more likely to share entertainment content compared to their generational
counterparts, with Generation X more likely to share music content than any other category of branded video. The
study also found that 39% of men report watching fully branded content (where the entire content of the video is
promotional), compared to 25% of women, and men are more likely to share fully branded content than women
(44% vs 29%).
The study shows the significance of video content to drive direct engagement with the brand, and while there are
some common elements to video consumption and sharing across generations, there are some clear differences to
help marketers ensure their video content is optimised for both consumption and engagement when targeting
different segments of consumers.
Marketers should also remember that consumers are primarily interested in information – they are interested to
learn about your products but less interested in the hard sell. So use the time meaningfully, from 6 second snippets
to 5 minute stories, digital video is not constrained by the standard 30 second TV ad.
Successful branded videos not only entertain but are informative, thought provoking and even inspiring. This is one
media that is set to run and run.
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Will the public’s faith in statistics die?
For those not involved in insights, marketing or data, AKA the general public, faith and trust in statistics is heavily
linked to media representation of data. Take a look at any newspaper today and you’ll find a poll or attitudinal survey
forms the basis of many a news story. The work of market researchers has never been more newsworthy, whether
it’s a political poll or a PR activity from a brand or non-profit data and statistics are a cornerstone of an online media
environment with an unquenchable thirst for new news. Unfortunately this thirst has created a media environment
which appears to value interpretation and fact checking less than providing new content for the machine. What’s
more is that the general public are reacting to this new media era in a very negative way, which may potentially
impact the way they view statistics and data.
Last month, we at Network Research conducted a study with Marketing Week into the public trust in news and
media. We found that trust has declined significantly in media outlets over the 12 months. A third of the nationally
representative sample of 1,000 UK adults we surveyed stated that their trust in the reliability of information
presented by media outlets has reduced since the start of 2016. Half of those surveyed suspected they have
unwittingly consumed fake-news in a publication in the last 12 months, and of those 75% trust the publication less
because of it.
This lack of trust has implications of course. 66% feel there is a general disregard to facts these days, while 63% think
the media needs more regulation, and only 30% of people trust those social pariahs, journalists. As more data is
being used, or sometimes simply made up, for news stories, this decline in media trust could potentially impact on
the perceived reliability in all polls and market research studies by association.
But what can we do to halt this slide into suspicion? At Network we will always endeavour to foster a direct dialogue
with any journalist or editor that wants to use our data in a story. That way we can ensure as far as possible that any
narrative created by the publication is true and accurate in the context of the data. This is usually no problem with
trade publications such as Marketing Week, Impact, or Catalyst. But, based on anecdotal evidence, few agencies are
handling their PR or interacting in the media in this way. As an industry, we are very uncommunicative beyond our
own trade publications. Plus it’s incredibly hard to discuss research with mainstream media titles who most of the
time are picking up press releases – often supplied by client PRs who in themselves have not the best understanding
of data - and in turn drawing their own, sometimes partisan conclusions, based on a handful of data points.
It comes back again to the public perception of research, which I mentioned a previous blog here on Research Live.
The onus is on the industry to communicate the detail and truth behind data and insight much more proactively with
the broader media. This doesn’t mean publicising the value of research per se, it means being really clear and
positive with how we talk about the content of what we do, so improving the understanding of statistics and data
and providing journalists with the tools and opportunities to better interpret the data they receive.
So, next time you’re preparing press release or report based on a new study, spare a thought to how you’re
communicating it and how it could potentially be interpreted by the media. There are much broader implications for
every study we do, than may immediately be obvious.
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Social media is creeping in as the dominant form of travel and attraction
recommendations. Or is it?
In a digital environment where nearly everything is shared on social media, long trips and weekend getaways are not
to be excluded. Travel, tourism and hospitality brands have latched on to this trend for marketing purposes, but the
question is, is it working?
Although social media should be part of the marketing mix its influence is less than expected. The fact is social media
has a long way to go to become the dominant form of recommendation for travel and tourism destinations.
A new research study by customer experience agency Network Research looked into the influence of positive and
negative endorsements within the travel and tourism industry. The study exposed that trust in recommendations
made on social media lag significantly behind those from family and friends, TripAdvisor and other traditional media
in influencing holiday and leisure choices.
Where are travellers actively looking for advice?
Of course, as a high involvement purchase decision, consumers like to research travel destinations and attractions to
seek advice and recommendations. So these brands are using social media to reach their consumers. But the fact is
that less than a quarter of consumers actively consult Facebook for holiday recommendations, followed by 11% on
Twitter and 9% for Instagram. However for younger consumers aged 18-24, social media recommendations are more
commonly sought after, with 40% stating they would consult Facebook, 23% for Twitter, and 28% for Instagram.
Of course, travel brands should never turn their heads from social media as its sheer presence and reach offer
reward. Around 80% of people claim to have some social media interaction – and 15% even claim to post daily. The
predictable age skews are present, but perhaps not as marked as you might expect – nearly three quarters of those
aged 55+ claim to use social media – albeit at a lower frequency than their younger peers. So, whilst its dominance
overall is perhaps less than expected, it’s clearly a channel on the rise with great impact especially on younger
consumers.
Who do consumers trust the most with their holiday planning?
Overall respondents are less likely to trust recommendations made on social media compared to almost all channels
surveyed. Of social media, Facebook is seen as the most trustworthy, with a third of respondents claiming to trust
recommendations on Facebook, whereas only 20% of respondents claim to trust Twitter and Instagram. However,
Millennial trust in these channels is significantly higher at 43% for Facebook, 31% for Twitter, and 38% for Instagram.
So what’s the good news for travel brands? PR activities by travel companies still appear to have a positive influence
on holiday goers with around 2 in 5 claiming to trust newspaper articles.
Other sources are also still hanging strong with 4 out of 5 holiday goers trusting recommendations from friends and
family and two thirds of respondents trusting review sites such as Trip Advisor.
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In addition to the source, it makes a difference who’s doing the talking. Travellers tend to trust people they know
over celebrities. In fact 3 in 4 consumers state that friends and family have a positive influence on holiday and
attraction bookings, whilst 6 in 10 state that endorsements by celebrities have no influence at all on holiday or
attraction bookings.
Bad-mouthing has consequences – what’s the solution?
The ease of digital word of mouth has meant that bad reviews, whether on a rating site such as Trip Advisor or on
social media, have more exposure than ever before.
The good news is that despite what we may think the most common motivator for posting on social media or
TripAdvisor is sharing a great experience, with around half posting for this reason. On the other hand, bad
experiences still drive a third of people to share negative reviews – and this certainly has its consequences. If
consumers read a negative review on social media, it will lead 23% of people on Facebook, and 19% on Twitter, to
avoid the holiday destination or attraction. Comparatively, around a third of consumers will avoid a destination from
a bad TripAdvisor or newspaper article review.
So when eluding all negative experience isn’t possible, how can brands manage these consequences? The solution is
to address the complaint head on. If a company fails to respond to a complaint, or denies the complaint, more than
half of consumers are less likely to consider the destination or attraction. On the other hand, if the company in
question leaves a full apology almost 3 in 5 would be more likely to still consider the attraction or destination.
What does this mean for travel and leisure brands?
This research points to massive opportunities for leisure and tourism brands, big and small, to engage with customers
more, and get them talking about their experiences. It’s clear that recommendations and reviews from personal
contacts trump many other influences, so those companies that deliver great experiences and encourage customers
to talk about them, in whatever forum, will be more likely to succeed. The role of social media is definitely growing
but it hasn’t taken over, even amongst the young.
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Don’t forget the rulebook. When it comes to disruptors, it’s marketing as usual…
The definition of a disruptor brand is a matter of some debate. Although no one would deny that brands like Airbnb
and Uber are disruptive, back in 2015, Forbes considered Coca-Cola to be one of the 25 most disruptive brands of the
year, all due to putting our names on its packaging. Apple too is often considered a disruptive brand, even though the
company has been around since 1976. The common thread with most disruptive products or services, whether they
are delivered by a start-up or by an established legacy brand, is that these brands are addressing conscious or
unconscious consumer needs, through a combination of product innovation and branding, most commonly accessed
via technology.
The role of digital marketing within the rise of the disruptor cannot be understated. After all, Airbnb only released its
first TV ad when it was already valued at $2.5 billion, and had recorded 5 million stays in its properties. And Uber only
released its first TV ad last year when it had already established itself as a world leader in city transport. Many
disruptor brands owe huge initial growth to their clever digital marketing, and in this world of programmatic
marketing it’s becoming increasingly important to get your targeting right.
So, if you are looking to disrupt a sector yourself, surely with digital we’re halfway there? And what can mainstream
digital marketers learn from disruptors? Should we throw out the rulebook?
Think again! A new study by Network Research surveyed 1,500 people in the UK and explored consumers’ attitudes
to disruptors across a number of sectors. It found that no sector is safe from the impact of disruptors, whether that
disruption is caused by a new player in the sector or a traditional competitor with an innovative new product.
For many marketers out there, the target consumer for disruptor brands would commonly be those of a certain age
group; the tech-savvy, value-driven millennials. But the study found that it’s not all about millennials (for once) and
disruptors are certainly not only attracting the young and hip. The highest users of disruptors were in the 25-34 and
35-44 age groups, not the 18-24 year olds. In fact, 30% of 18-24 year olds haven’t even used any of the 20 disruptor
brands across the various categories we tested. But 42% of those aged 65+ had used one or more, and 20% of the
segment most ‘into’ buying disruptor brands were over 55.
So age demographics aren’t very defined, but what about income? Households with an annual income of over £55K
were key adopters with over 70% of them using these brands, with usage declining with income. But again, that isn’t
to say that those on lower household incomes don’t use disruptor brands – around half of those in the lowest income
bracket has used one of the brands on the list.
“Money” also helps explain why people use disruptors as the survey showed that the biggest reason consumers are
buying into disruptors is value for money. When it comes to disruptors, value doesn’t mean just price – it’s that core
offering of ‘worth’ the customer feels, and what makes up that sense of worth depends on consumer attitudes.
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The study reveals that traditional demographics don’t provide the entire picture for marketers, digital or otherwise.
To drill into the type of people who are attracted to disruptors, we created an attitudinal segmentation to help us
map out who does and doesn’t gravitate to disruptor brands, and why. Our attitudinal questions were developed
from a broad range of factors including how our respondents felt about the environment, their use of technology,
and ways of choosing products and services, alongside softer elements such as how they perceived themselves. The
resulting segmentation split consumers into five groups, running from the ‘Tried and testeds’ and the
‘Mainstreamers’, who are relatively closed off to disruptors, through to the ‘Nonchalants’, and then finally to those
most open to using disruptors - the ‘Go getters’ and the ‘Too cool for schools’.
So, if you’re marketing a disruptive product or service, particularly as a small start-up, and you’re bootstrapping a
digital advertising strategy because it’s one of the most cost-effective marketing solutions available to you, targeting
can be vital in ensuring the success of a product.
So, the usual rules apply. Whatever your message, tailor it to your audience. Effective targeting is essential, but it is
also important to understand that your audience will often be broader than you think, particularly if you’re using
traditional demographics and traditional thinking to define your audience. For a disruptive brand, that 20% of the
over 55s that are most ‘into’ buying a disruptive product could be the make or break of market success, so think
about what messages might resonate with them, not just those millennials!
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Data collection can be beneficial - if it's done with respect
[Article written for op-ed in The Independent by-lined by director of a global research association]
Working as I do in the research, data and insights industry, the subject of not only data privacy but public awareness
around data collection is something we talk about a lot. For many of us in market research the concepts of consent
and transparency are hard-wired into us. Traditionally, in speaking to the public face to face, or on the telephone, the
consent was implicit. As insight data-gathering moved (and grew) online, the industry has been careful to build in
codes and guidelines, to ensure consumers are protected and quality standards are maintained.
But in our digitally connected world our every move is being collected somewhere. As Clive Humby, architect of the
Tesco Clubcard, said “data is the new oil”. That’s why Twitter is worth billions when it never turns a profit – 500
million tweets a day is a firehose of data of people’s opinions, like and dislikes, on a previously unprecedented scale.
So, this glut of information about us, is now in the hands of companies in the tech sector and consent is limited to a
tick box and a link to a multi-page small-print document that no one ever reads. More often than not, the
questionable data practices that make the news are from companies outside the research and insight industry.
For me, the most worrying element of the breaking Cambridge Analytica data scandal, is whistle-blower Christopher
Wylie’s claim “I assumed it was entirely legal and above board”. For anyone working in the research and insights
industry this kind of data collection is clearly illegal. The industry has fought hard to keep self-regulation. There are
of course checks and balances; data protection is regulated, in the UK this is carried out by the ICO (information
commissioner’s office), and most research and data collection companies are members of long-standing trade
associations that compel them to sign up to a set of ethical codes, to safeguard public privacy and ensure consent,
which is fundamental to maintaining public confidence in the research profession.
If proven true, and the ICO finds evidence of wrong-doing by the Cambridge Analytica and Facebook, you can expect
far reaching repercussions. People understand now, more than ever, the value and power of their personal data. The
Cambridge Analytica case will now demonstrate the extent to which (supposedly) private data can be used to
manipulate them.
But for the public and lawmakers alike, data collection is data collection, and a data breach is a data breach. So even if
those in the research industry can see a clear and unequivocal difference between the Cambridge Analytica profile
scraping - or the exposure of the personal data of 57 million Uber users back in 2016 – and the insights profession
diligently regulated systems, lawmakers and the public do not. The question is, should they? This miscomprehension
is indicative of a staggering disconnect between the ethical and legal considerations of some of those involved in
new tech, and everyone else. A recent report this year from the Market Research Society on consumer trust in the UK
claimed that the security of personal data was (and is) the biggest driver of consumer trust in the UK, and 51% of
consumers do not want companies to use any of their data at all.
The research and insight industry has a long and successful track record in self-regulation, and will continue to fight
for that status, in order to clearly distinguish itself from less ethical practices. The research and insights profession is
worth over $6.6 bn in the UK alone in 2017. Market and opinion research is used to guide the creation of new policies
and laws; charity and public opinion research aims to (e.g.) help refugees have a voice, and social research helps us to
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(e.g.) understand and support the lives of the LGBTQ community in countries with under-developed social legislation
or particular social mores.
An un-regulated data collection industry potentially stifles all that good (essential!) work and makes it harder for law
abiding and ethical researchers to understand and reach people, and help governments, societies and businesses
make more pertinent decisions. If companies continue to (ab)use personal data as a commodity, forgetting that they
are really dealing with the lives of people, then the call for regulation will increase.
It is vital that companies in the emerging tech space look to engage with the checks and balances that exist in data
protection and the research and insight space, and not just engage, but also contribute by the demonstrable provision
of privacy standards, respect and consent to their customers/users. Not only will that ensure that the consumer
information they hold can be used, but it will also radically improve the trust these companies are currently
haemorrhaging, and safeguard their ability to innovate further into the future, with other data types.

23

Data from the front line – Research in the Philippines
Over in our neck of the woods it might seem that the Philippines is a bit ‘wild. Much of what is reported in the UK
concerns the incredibly questionable human rights record of President Rodrigo Duterte, particularly his recent war on
drugs. However, that’s a very skewed perception; the Philippines is a country of growth and opportunity. It is the 12th
most populous country, and 10th fastest growing economy in the world, according to the World Bank, so represents
an interesting prospect for global brands.
My connection with the Philippines is a little deeper than purely commercial. Little did I anticipate that 16 years after
my first trip to the Philippines I would be married to a Pinoy (admittedly born and raised in the UK), and that
together we’d have brought three children into the world whose genetic heritage is (rather obviously) exactly 50%
from at least some of the 7,641 islands that make up the Philippines.
Consequently, began my deep interest in the country, and the desire to be at least moderately conversant in the
historical and current issues facing this fascinating place – and particularly their impact on my chosen profession –
insight and data. Such a rich and unique confluence of historical factors has shaped the Philippines, and it’s quite
remarkable how they have in turn impacted the insight industry.
One of the most well-documented phenomena around Filipino research is their desire to please, which can cause
problems for both quantitative and qualitative research. For example, rating questions regularly witness highly
skewed positive distribution, where a 10 represents what other countries would view as a 7 to 10, while a 9
represents anything lower than a 7. So, what are the cultural factors that lead to this desire to please?
My colleagues in the Philippines have attributed this desire to an attitude of ‘colonial subservience’, mixed with a
large slice of Catholic guilt, and this dual historical heritage manifests itself in many different ways.
When it comes to in-depth qualitative interviews or focus group discussions, it’s vital you are working with local
moderators. The need from participants to save face and project a good Catholic image means that moderators need
to dig deeper to find the real insights. Clients often don’t understand the need for a local translator (given that
Filipinos speak English); but the Filipino tendency to express feelings indirectly, downplaying negative emotions or
reactions means that the translator has an unconventional role in conveying this nuance.
Cultural factors around trust and understanding also play a huge role in data collection in the Philippines. Internet
crime is a huge concern in the region, so online surveys can be very limited, with high incidence rates. What’s more,
Filipinos rarely want to be interviewed on the phone, unless someone has personally vouched for them, so it’s more
common to see street intercepts. However, even those are fraught with difficulty. Local skepticism (grounded in
harsh experience) around pyramid schemes and a lack of awareness of the research industry stifle much goodwill
with participants. At the same time, Filipinos are very open by nature, so the concept of being incentivised to provide
information about their lives and behaviours is a rather abstract concept; it doesn’t quite scan and it breeds cynicism.
So how can researchers make these street intercepts work? Fieldwork teams need to be dressed incredibly smartly
which serves to highlight credibility and professionalism. Participants need time to assess whether you are a threat or
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not. And the researcher needs to be very cool, because if you run after people, they are only going to run faster! On
the flip-side of this, once credibility has been established, and other people are participating (and not getting
scammed), then there becomes a herd mentality and you will have your hands full with participants volunteering!
One of the more surprising societal traits in the region that affects fieldwork is the structure of family. In many
European Catholic countries, the religion acts as a way of establishing a very traditionally structured family unit.
However, in the Philippines, where divorce is illegal, you’ll find a lot of separations (without divorce) and far more
common-law spouses (live-in-relationships) than you might expect. This means a lot of children are born outside of
wedlock, which leads to very different family structures, where ‘broken’ families are very common. However, unlike
some regions in the west, there is no stigma surrounding this at all. The Philippines has quite the progressive attitude
toward family structures.
But it’s not all challenges with light at the end of the tunnel. The Philippines is the Facebook capital of the world, so
social media research in region is vital and works well. And from a Western brand perspective, the colonial mentality
impacts massively on product preferences. Foreign is usually perceived as better than local, and historically Western
products do well in the region.
Cultural understanding is central to the selection and deployment of appropriate data collection techniques in any
market. In particular to the Philippines, the rich colonial, religious and cultural heritage combined with a
sometimes-progressive contemporary push toward modernisation throws up unique challenges to research.
However, for brands cracking the Philippines, it can potentially be extremely lucrative.
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Kids say the darndest things?
Researching kids across the globe
Kids are by nature honest, tiny beings (and sometimes brutally so!). Their candid thoughts are often very pertinent
and revealing. But children in different cultures respond to research in different ways, so how can we get them to
really open up and provide this valuable insight for brands?
Most global CMOs of multinational companies want to nail a single global strategy, which is implemented locally in
the very different markets their consumers call home. But completing qualitative research across several markets
without first understanding the cultural context can be rather ambitious. Mix this with kids, and you’ve got a whole
new ball game. The barriers to researching children across cultures go far beyond simply obtaining parental consent.
So, before diving into a new culture and attempting to dig deep into the human behaviours and motivations across
borders, take a (big) step back. Really explore and understand the cultural context, and then tailor the learnings to
the research design and techniques.
Put it into (cultural) context
Children in different countries experience different living arrangements, educations, and timelines for development,
which help shape the way they develop their sense of self-expression. In the UK, for example, kids are socialized into
formal education at 5 years old, while in France, the US and Singapore the age is 6 (plus they’re put into much larger
class sizes), and then in Indonesia and Sweden it’s age 7.
Referencing cross-cultural theories and constructs published by academic researchers can strengthen our
understanding of, and sensitivity to, cultural differences such as the above. One widely-cited construct in crosscultural psychology compares individualist societies (like the US and other Western countries) and collectivist
societies (like China and other Eastern countries). Studies conducted by our teams across the globe have revealed
several differences between these two societies that impact research design.
In a collectivist society like Singapore, there is a strong focus on academic achievement. This translates over to the
research setting, where kids are often afraid to get the answer ‘wrong’, so they tend to instead share the views of
adults or what they believe to be the ‘correct’ answer. To get to the real answers, the real insight, researchers should
present a range of visual prompts – far more than usual – and use elevated play techniques to encourage kids to
show rather than tell. This could be acting out a conversation or talking through a functional object together, like a
lunch box at school. For example, a stationary brand doing research in Singapore asked kids to build a Lego scene of
their classroom in order to spark conversations about how and when they used the materials in their classes. This
technique was used to overcome the barrier in which study, rather than creativity, is celebrated in schools. Simply
asking kids about the creative activities they do at school and at home wouldn’t have worked, so these activities help
to provide encouragement and contextual permission to contribute thoughts and creativity. Another example comes
from a study around online video content, where the kids were asked to act out a situation. In this case, the kids
were asked to act out what they had seen on a screen in a video test. This revealed how the kids felt about the
content they were viewing. Interestingly, the kids who enjoyed the video content were far more likely to want to act
it out, while those who didn’t were a bit more hesitant. Another tip is to consider a more junior research team, who
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are dressed down to appear accessible, to help the kids feel more comfortable and open up. Finally, if research codes
and conduct allow it in the particular country, parents should be removed from the room, so the kids don’t feel the
need to please them around study vs. play. Check with the local recruiting firm on the country's ethical standards to
see if this is an option.
By contrast, in an individualistic society such as the US, kids tend to already be more comfortable in a research
setting and open to sharing their own views. Because group school work is part of their grade, and because they are
marked for class participation, they are taught to value and respect different perspectives, as well as to express their
own opinions. So, questions can be more direct to encourage an honest verbal response, but the questions must be
framed in context to keep them focused on the task. For example, when a fashion brand needed to understand the
drivers and motivations behind kids’ fashion in the US, the researchers were able to ask direct and literal questions
such as ‘how you would describe your fashion?’. Following up with more indirect questions or projective exercises is
also still necessary to reveal the underlying reasons why, which kids might not know. And since kids are often shy at
first, it’s important to help them open up by first asking questions about the things they really enjoy talking about,
such as their favourite hobby. Individualistic countries also work well with observational techniques, to assess kids’
reactions. And finally, unlike in Singapore, having parents present in the beginning can actually help to encourage
kids to express themselves.
In any culture, qualitative researchers should partner with a local researcher or moderator for further insight into the
cultural nuances and to help minimize cultural bias in analysis. A simple tweak to a discussion guide could make a big
difference in motivating participation and capturing those honest (and sometimes brutal) responses from kids.
Age can also be a challenge regardless of the country, so to make sure the fragile adolescent years do not affect the
insight, keep age ranges tight (less than two years) for groups. Try to also segment by grade in school, not just by age.
If necessary, two consecutive grades can be grouped together, but aim for an even split to prevent younger kids from
feeling intimidated. It is also helpful to segment focus groups by gender for kids as young as 8. For the older kids, use
friendship pairs for teens who are now more self-conscious of what they say in front of their peers, and therefore less
open and expressive compared to when they were younger, even in the most individualistic countries like France and
the US. I
To an extent, we also expect new technologies will help overcome some of these barriers. Kids in tech-centric
countries like the US are already very comfortable using smartphones and tablets to talk to others over FaceTime or
Skype, so these tools can be used for research. In addition, passive tracking of devices can help to undercut the
collectivist and individualist mindset, by allowing researchers to root conversations in the actual content kids have
been viewing.
Tailored brand messaging and targeting
Different cultures have different decision makers, which means different targeting and messaging. Sometimes it’s
just the parents, sometimes the kids have more influence. In collectivist cultures parents influence how kids play, so
they therefore lean toward toys that have educational benefits. A study for a toy company in China revealed a lot of
kids actually own counterfeit versions of popular branded toys because parents consider the third-party
manufacturer’s design to be more complex, offering more cognitive benefits. This means that in collectivist cultures,
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toy brands should also target parents and portray an educational benefit. Meanwhile, kids in individualistic cultures
such as the US are more independent; they pick out their own toys and are more likely to influence the decision, if
not totally control it.
So, how do brands get through to kids across different cultures? Global brands must put in the legwork to become
locally relevant. Fun and entertainment is a key driver for engagement with children across the globe, but
understanding cultural context is compulsory for any global strategy. For example, in one study we found that kids in
the US associate their favourite brands as part of their own identity, and they like to apply their own individual
creativity to product development. The same study showed that in China kids place greater importance on a brand’s
ability to help them feel a sense of community, a way to fit in, and educational benefits like problem solving and
social skills. They also desire the limited edition, the new release, and access to exclusive products.
Attitudes among children are also very different, and worth considering before doing qualitative research. For
example, when using video content to target children, keep in mind the differences in what is considered ‘cool.’ A
study in the UK and France revealed that when watching certain types of video content online, French kids were
much more likely to have more individualistic tastes; they were not concerned with what others thought of what
they liked, and they were not trying to appear to be ‘cool’. This contrasted enormously with kids in the UK, although
also an individualistic country, where the study showed a greater concern to be watching the ‘right’ kind of content.
So although a good start, understanding the particular country’s culture in greater depth than just the top level
individualistic versus collectivist differences is very necessary.
So, although conducting qualitative research with kids across borders can present a few challenges – beyond simply
gaining parental consent - the value of the insights generated is helping brands understand how children think,
behave, and use their products across the globe, but only when the time is invested upfront so the research is
designed to be effective in each cultural context.
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