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t is not surprising to learn 
then that the industry has 
changed radically over the 

last ten years as the rise of big data 
analytics, new technology solu-
tions and an increasing tendency to 
in-source research have reshaped 
the way operators do business. 

It’s mostly been good for cli-
ents, who have more choice when 
it comes to seeking help with their 
business, says Ms Frost. But it has 
been uncomfortable for some mar-
ket research providers, who face 
more pressure to deliver quickly 
and cheaply in an increasingly 
competitive market.

Despite this, the market research 
industry continues to grow strongly, 
with research from PwC showing 
the UK sector alone was worth £4.8 
billion in 2016. That was up 62 per 
cent in four years and larger than 
the country’s public relations and 
communications sector and its 
music industry.

The rise of big data analytics has 
been the main driver of the indus-
try’s expansion, according to PwC, 
with this sector expanding 350 per 
cent over the period. 

From crunching sales and perfor-
mance statistics to scraping social 
media sites, companies are increas-
ingly using available data sets to 
get a more granular picture of their 
customers, while making use of 
low-cost analytics services from the 
likes of Google. 

For an industry whose founda-
tions are based largely on qualita-
tive, as opposed to quantitative, 
research it has been a huge shift, but 
Ms Frost says it’s created opportuni-
ties too. People are waking up to the 
limitations of big data and realising 
they need help in understanding it, 
which is where traditional market 
research companies play a role.

In fact PwC found that as the data 
analytics side of the UK market 
research has expanded, there has 
been a simultaneous increase in 
qualitative research being used to 
help interrogate findings.

“Increasingly firms are generating 
data for their own purposes, but a 
lot of it is not very usable, so they are 
coming to the market research indus-
try for help,” says Ms Frost. “People 
have started to talk not about big 
data, but smart data, which is data 
collected ethically that will also help 
you answer a question.”

There has also been a growing 
tendency for consumer-focused 
companies to take their market 

research in house as they seek to 
take control of the growing number 
of sources of information available 
to them. Take UK media company 
Sky, which five years ago estab-
lished “a more robust” internal 
team, according to Sarah Jousiffe, 
the firm’s head of qual, closeness 
and insight engagement.

Sky now employs an array of quan-
titative and qualitative researchers 
in house while outsourcing about 
40 per cent of research work to a ros-
ter of third-party agencies. “Before 
the majority would have been done 
externally,” Ms Jousiffe says.

Consumer-facing companies also 
have a plethora of new technology 
tools available to them to help, from 
programmatic sampling services that 

let you find samples of consumers 
online, to survey scripting programs 
such as Survey Monkey. 

Jenn Vogel, vice president of mar-
keting at Voxpopme, a video insights 
platform, says the company does 
work with some market research 
agencies, but very often companies 
like hers cut out the middleman by 
letting firms go direct to consumers. 

Through Voxpopme’s platform, 
consumers can upload videos of 
themselves giving feedback on a 
product or service via their smart-
phones. The audio is automatically 
transcribed and assessed for sen-
timent. “We are replacing the old 
focus groups which can be time con-
suming to arrange,” she says.

Just six years old, Voxpopme 

already has 60 staff and boasts cli-
ents such as food giant Mondelez 
and detergent maker Clorox. Ms 
Vogel says the firm grew by 150 per 
cent in 2018.

In response, traditional market 
research companies have been rac-
ing to integrate new technologies 
and data analytics into their offer-
ings. As happened in the advertis-
ing industry a few years ago, such 
operators also face more pressure to 
explain their pricing. 

“Customers want faster, cheaper, 
more innovative research,” she says, 
but warns many do not realise what 
actually goes into achieving this. 
“If you want to hear from ten white-
van drivers with one leg who vote 
Conservative, you don’t just go out 
and talk to ten people, you need to 
speak to 100 people and whittle it 
down. We need to do a better job of 
explaining those costs.”

In the next five years, Ms Vogel 
expects to see the continued trans-
fer of new technology into market 
research, which at the bleeding edge 
will mean greater use of develop-
ments in neuroscience and behav-
ioural economics to help companies 
gain an advantage. She also expects 
social media analytics to become 
more sophisticated, noting that at 
present social insight is fairly lim-
ited in what it can tell you.

“People using social media are 
self-selecting. So the government 
would never use social media 
insight to get a picture of what the 
public are thinking,” she says. 

Ms Jousiffe expects data to play 
an ever bigger role in the industry, 
pointing out that her firm is cur-
rently “drowning in it”. She also 
thinks there is a job to do in creat-
ing a bridge between those man-
aging qualitative and quantitative 
research within companies as they 
are such different disciplines. 

“The people who work in research 
and in data analytics are very differ-
ent,” she says, “and joining this up 
has been our biggest challenge over 
the last five years.”

She also recommends that more 
traditional market research com-
panies should work in partnership 
more often with the new tech firms 
nibbling at their market share as it 
could create new opportunities. 

Ms Frost at MRS agrees, urging 
market incumbents to be “flexible, 
and to identify and adapt to new 
ways of doing things”. 

“Look at your clients in the 
same customer-centric way that 
they do with their customers,” 
she concludes. 

Expectations now sky-high 
as research tools evolve 
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We know what makes 
business decision-makers tick.
How do we know? Because we surveyed 2,000 b2b decision-makers across Europe, 
the USA and China to find out. We studied the factors that influence buying decisions 
and analysed the importance of emotion in driving buyer behaviour.
 
What did we find out? Remarkably, 56% of the final b2b purchasing decision is based on 
emotional factors. Sure, b2b brands still need to satisfy customers’ rational needs and wants 
to enter the initial consideration set. Yet within the final supplier choice, it’s emotion that prevails.

Read the full results today!

Our brand new 2019 “State of B2B” report – Winning With Emotion: How To Become Your 
Customers’ First Choice - provides an invaluable guide on how b2b brands can develop a 
stronger emotional connection with their customers and win more business.

To find out what makes your target audience tick, get in touch with the world’s leading 
b2b market research specialists.

DOWNLOAD THE FREE REPORT TODAY:  http://b2bint.nl/emotions 
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ou don’t have to be an 
expert in big data analyt-
ics to know that data scien-

tists are in great demand. According 
to a report by MHR Analytics, 80 
per cent of UK companies plan to 
recruit a data scientist this year.  
Amazon says a boom in artifi cial 
intelligence and machine-learning 
has seen data scientists’ jobs grow 
by a staggering 505 per cent over 
the last fi ve years.

With an abundance of data being gen-
erated from vehicles, mobile phones 
and a myriad of household electri-
cal goods ranging from the TV to the 
toaster, it’s easy to see why chief exec-
utives are desperate to hire data archi-
tects to address their insight needs.  

But is their faith in data engineers 

extra layer of value, it needs a mar-
ket researcher, who understands the 
context of the information, to inter-
pret the ‘what’ from the ‘why’.”

It is a view shared by Ben Page, 
chief executive of Ipsos MORI, 
one of the UK’s largest market 
research companies. Mr Page, who 
has worked in market research 
for 32 years and has headed 
Ipsos Mori since 2009, says that 
to pit market research against 
data science “is something of a 
false dichotomy”. 

He explains: “Market research is 
eff ectively about the understand-
ing of human beings, and their 
behaviour and motivations. It is a 
realm that data science cannot pen-
etrate on its own.” 

provided the breakthrough”. Instead 
his team used observational research 
and ethnography.

“Data science might have simply 
provided us with a list of the most 
popular pet food sold, but it would 
not tell us much about the people 
buying the pet food, especially in a 
market like Brazil. But with ethnog-
raphers observing Brazilian house-
holds over a period of months, three 
key fi ndings were revealed,” he says.

“The fi rst was that Brazilians love 
their cats just like the British do. The 
second observation was that, with 
access to a cheaper labour market, 
many Brazilians employed a house-
keeper to cook for them and for their 
pets or cooked for their pets them-
selves. Thirdly, we saw how Brazilians 
often shop every day and had a strong 
preference for fresh food.”

Armed with this insight, Ipsos 
MORI advised its client to put their 
premium pet food in a sachet along-
side the fruit and vegetables in super-
markets, so when people bought 
their daily supply of fresh fruit and 
vegetables, they could also purchase 
high-quality cat food as well. 

And the result? “Our client followed 
our advice and saw its sales of pet 
food in Brazil rise by 67 per cent in 
six months,” says Mr Page.

Felix Koch, regional chief executive 
at customer insights agency C Space, 
takes a more holistic view. “Data 
without strong customer gut feel is 
not enough, nor is intuition suffi  -
cient without data,” he says. 

Mr Koch, who heads the award-win-
ning customer agency’s European 
and Asian divisions, off ers an inter-
esting anecdote on why you can’t 
have one without the other.

“We recently worked with a fast food 
retailer,” he says. “Data science has 
told us footfall was down and it also 
revealed that fewer women were vis-
iting the restaurants. But the data we 
had crunched couldn’t tell us why that 
was. We followed up with a quant sur-
vey, but that only told us that custom-
ers thought the restaurants were dirty. 
Again it didn’t reveal the full picture. 

“When we dug deeper, by building 
relationships and talking to female 
customers over a long period of time, 

we discovered that an overwhelming 
feeling of shame was keeping them 
away. They felt that in visiting the 
restaurant they were not just letting 
their young kids down, but were also 
worried as to how their friends and 
family would view their actions. 

“This insight helped us drive 
change for the client. To really peel 
away the husk and get to the truth, 
you need to employ multiple meth-
ods. Data is just one of them.”

However, that is not to say data 
science can’t make the diff erence. It 
can. Ipsos MORI uses data science to 
evaluate how people are consuming 
diff erent media and what they are 
looking at. It works out the value of 
460,000 billboard posters in London 
by equipping a representative panel 
of the public with GPS responders. 

Mr Page explains: “The devices 
record their real-time position and 
track everywhere they go. Over the 
course of a year, this allows us to see 
how many people view an advertis-
ing hoarding in Oxford Street rather 
than, say, Shaftesbury Avenue. With 
this information, we can calculate 
the number of posters and size of 
hoarding required in each location 
for the company advertising to gain 
maximum exposure.”

But can data science reach audi-
ences market research cannot? 
For example, very few commenta-
tors predicted the UK would vote to 
leave the European Union, prompt-
ing Conservative MP Michael Gove 

infamously to declare that people 
had “had enough of experts”.

Dr Slingsby, who is also a senior 
lecturer and researcher at City’s 
giCentre, thinks that in the future, 
political polling companies may 
rely more on data science than they 
do now. “Data science may help 
unlock alternative sources of data. 
For example, there may be signif-
icant voices that deviate from the 
mainstream within closed online 
communities whose opinions are 
not captured by traditional surveys 
or market research,” he says. 

“Data science may be able to help 
extract these, allowing them to be 
used alongside traditional sources. 
Once we understand how we can use 
them eff ectively, this may help politi-
cal analysts gain new insights.”

So could data science ever replace 
market research in political polling? 
Ipsos MORI’s Mr Page does not think 
so. “Analysing Twitter or Facebook 
has not proved more accurate than 
representative samples of the public 
and often less so,” he says. 

Opinion polls have largely 
remained accurate over the last 60 
years and an Ipsos MORI telephone 
poll was the most accurate forecast 
of the European elections in May. 

“At the same time, data science 
and data modelling has a huge con-
tribution to make. The extra gran-
ularity of the insights that data sci-
ence brings is hugely important,” Mr 
Page concludes. 

For companies to add value through data science, 
they still need market researchers to interpret the 
“what” from the “why”
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James Gordon

Market research is about the 
understanding of human beings. 
It is a realm that data science 
cannot penetrate on its own

D A T A  S C I E N C E

Research experts 
even more vital 
in big data era

Mr Page says that while Ipsos 
MORI employs more than 1,000 
data scientists around the world, 
they make up just one of many 
diff erent skillsets which include 
behavioural scientists, anthropolo-
gists, ethnographers and documen-
tary fi lm makers. 

“And with 16 per cent of people 
in the UK unable to fi ll in an online 
form, we also hire survey interview-
ers to knock on doors and ask ques-
tions,” he adds.

To illustrate the point further that 
data science isn’t the only tool in its 
armoury, Mr Page provides an exam-
ple of research Ipsos MORI conducted 
for a global manufacturer of pet food.

“Because people in Brazil have 
lower average incomes than in the 
UK or the United States, the client, 
understandably but incorrectly, 
assumed that Brazilians would buy 
the cheapest pet food. But actually, 
the opposite is true,” he says.

With the internet of things and 
ecommerce platforms not as 
advanced in Brazil, Mr Page says 
data science “would not have 
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MOST POPULAR RESEARCH METHODS

Percentage of market research suppliers and clients who are using and 
considering the following

In use
Under 

consideration

Online communities

Text analytics

Mobile-fi rst surveys

Social media analytics

Big data analytics

Mobile qualitative 

Webcam-based interviews

Mobile ethnography

Micro-surveys

misplaced or are we witnessing a par-
adigm shift? Can data science really 
replace market research, a profession 
which big business and government 
have always traditionally relied on to 
fi nd answers to diffi  cult questions?

Aidan Slingsby, director of City, 
University of London’s MSc in data 
science, doesn’t believe that mar-
ket research is dead nor does he 
think data science will take over. He 
believes data science can provide “an 
exceptionally useful tool for market 
research professionals”.

“Data science helps identify corre-
lations. So data scientists can pro-
vide patterns, networks, depend-
encies that may not have been 
otherwise known,” says Dr Slingsby. 
“But, for data science to really add an 

Commercial feature

ven 20 years ago, the terms big 
data and data science weren’t 
used. The insight industry con-

sisted of market researchers and statis-
ticians, who supplied data to people with 
the time and skills to process them.

Fast forward to 2019: time is scarce and 
requisite skills have diversified so much 
that companies now need answers, sto-
ries and recommendations to make sense 
of the data deluge they’re subjected to.

“The data used to be small so insight 
could report everything that is inter-
esting. Now data is big and we need to 
curate it down to a manageable size,” 
says Elizabeth Norman, quoting her 
industry peer Ray Poynter, following a 
recent discussion. 

Ms Norman, via her insight indus-
try recruitment specialist company 
Elizabeth Norman International (ENI), 
recently evaluated the paradigm shift 
that has occurred in this realm over the 
past 30 years. The sector is now not only 
data centric, but also more international 
than ever before, she emphasises.

“We recently tracked down 46 tradi-
tional researchers that we’d placed in UK 
roles back in 2003,” she says. “Of those 
46, 12 are now working as insight special-
ists outside the UK and ten are in pure 
data science and analytics roles. 

“The job titles they now have, which 
include social media strategist, head of 
customer experience, user researcher 
and marketing effectiveness manager, 
shows the shift towards a much greater 
range of techniques and skills as the 
industry grows and diversifies.  

“The career opportunities this 
growth has given them is also clear; 
five of them are managing directors, 
another five are global heads of insight 
for large, blue-chip organisations.  

“Just from our own stats and the 
achievements of the people we placed 
16 years ago, you can see how much the 
industry has evolved.”

ENI is widely recognised as the lead-
ing specialist in global insight recruit-
ment, matching companies and can-
didates to help negotiate such a 
fast-moving domain.

“I can’t imagine an industry that 
could change more than this one has,” 
Ms Norman continues. “It’s not just an 

Leading the way in 
expert recruitment
The head of a consultancy, which recruits data, analytics 
and market research professionals, tells of a paradigm shift 
in the global insights industry

industry evolution; it’s created a huge rise 
and diversification in career opportunities.

“Once there was just traditional qual-
itative and quantitative research, with 
a bit of data added on. Now the range 
of techniques companies use include 
artificial intelligence (AI), advanced ana-
lytics, mobile data, passive data, eth-
nography, video, social media analytics, 
biometric response, gamification, neu-
roscience and behavioural economics. 

“In terms of job roles, this equates to 
needing specialists in areas that include 
data science, semiotics, psychology, 
video, graphic design, sales, AI, mar-
keting intelligence, computer program-
ming, communications and, for sto-
ry-telling, even writing and journalism.”

For ENI as a company, the diversifica-
tion of data application and usage has 
been a challenge. Data has no juris-
diction and as a consequence, ENI has 
worked with almost every sector of 
profit and even non-profit organisa-
tions, finding insight professionals to 
leverage vast swathes of data. 

“All the companies we work with have 
masses of data coming in and need to 
make sense of it,” says Ms Norman. “They 
all need people to help them with it and 
that’s why our range of clients is so wide.

“ENI has been operational for 30 years, 
but the diversity of skills companies 

need and the resultant opportunities 
that have opened up for potential can-
didates, means we’ve had to massively 
widen our scope and understanding. It’s 
not just a search for the best research-
ers and statisticians anymore.”

Ms Norman is hugely proud of ENI’s 
ability to keep ahead of this curve, but 
even more so of the industry itself and 
the individuals the company has placed 
in insight roles over the years.

She concludes: “Of the 46 people 
we tracked down from 2003, three of 
them are actually still with the same 
organisations we placed them with 
initially and one has even risen from a 
junior role to now be head of intelli-
gence and data analytics at Microsoft. 

“I love to see that ongoing, long 
involvement with the industry to see 
how they, we and the industry has 
managed to keep ahead of the biggest 
paradigm shift it’s ever faced.”

For more information please visit
elizabethnorman.com
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ou don’t have to be an 
expert in big data analyt-
ics to know that data scien-

tists are in great demand. According 
to a report by MHR Analytics, 80 
per cent of UK companies plan to 
recruit a data scientist this year.  
Amazon says a boom in artifi cial 
intelligence and machine-learning 
has seen data scientists’ jobs grow 
by a staggering 505 per cent over 
the last fi ve years.

With an abundance of data being gen-
erated from vehicles, mobile phones 
and a myriad of household electri-
cal goods ranging from the TV to the 
toaster, it’s easy to see why chief exec-
utives are desperate to hire data archi-
tects to address their insight needs.  

But is their faith in data engineers 

extra layer of value, it needs a mar-
ket researcher, who understands the 
context of the information, to inter-
pret the ‘what’ from the ‘why’.”

It is a view shared by Ben Page, 
chief executive of Ipsos MORI, 
one of the UK’s largest market 
research companies. Mr Page, who 
has worked in market research 
for 32 years and has headed 
Ipsos Mori since 2009, says that 
to pit market research against 
data science “is something of a 
false dichotomy”. 

He explains: “Market research is 
eff ectively about the understand-
ing of human beings, and their 
behaviour and motivations. It is a 
realm that data science cannot pen-
etrate on its own.” 

provided the breakthrough”. Instead 
his team used observational research 
and ethnography.

“Data science might have simply 
provided us with a list of the most 
popular pet food sold, but it would 
not tell us much about the people 
buying the pet food, especially in a 
market like Brazil. But with ethnog-
raphers observing Brazilian house-
holds over a period of months, three 
key fi ndings were revealed,” he says.

“The fi rst was that Brazilians love 
their cats just like the British do. The 
second observation was that, with 
access to a cheaper labour market, 
many Brazilians employed a house-
keeper to cook for them and for their 
pets or cooked for their pets them-
selves. Thirdly, we saw how Brazilians 
often shop every day and had a strong 
preference for fresh food.”

Armed with this insight, Ipsos 
MORI advised its client to put their 
premium pet food in a sachet along-
side the fruit and vegetables in super-
markets, so when people bought 
their daily supply of fresh fruit and 
vegetables, they could also purchase 
high-quality cat food as well. 

And the result? “Our client followed 
our advice and saw its sales of pet 
food in Brazil rise by 67 per cent in 
six months,” says Mr Page.

Felix Koch, regional chief executive 
at customer insights agency C Space, 
takes a more holistic view. “Data 
without strong customer gut feel is 
not enough, nor is intuition suffi  -
cient without data,” he says. 

Mr Koch, who heads the award-win-
ning customer agency’s European 
and Asian divisions, off ers an inter-
esting anecdote on why you can’t 
have one without the other.

“We recently worked with a fast food 
retailer,” he says. “Data science has 
told us footfall was down and it also 
revealed that fewer women were vis-
iting the restaurants. But the data we 
had crunched couldn’t tell us why that 
was. We followed up with a quant sur-
vey, but that only told us that custom-
ers thought the restaurants were dirty. 
Again it didn’t reveal the full picture. 

“When we dug deeper, by building 
relationships and talking to female 
customers over a long period of time, 

we discovered that an overwhelming 
feeling of shame was keeping them 
away. They felt that in visiting the 
restaurant they were not just letting 
their young kids down, but were also 
worried as to how their friends and 
family would view their actions. 

“This insight helped us drive 
change for the client. To really peel 
away the husk and get to the truth, 
you need to employ multiple meth-
ods. Data is just one of them.”

However, that is not to say data 
science can’t make the diff erence. It 
can. Ipsos MORI uses data science to 
evaluate how people are consuming 
diff erent media and what they are 
looking at. It works out the value of 
460,000 billboard posters in London 
by equipping a representative panel 
of the public with GPS responders. 

Mr Page explains: “The devices 
record their real-time position and 
track everywhere they go. Over the 
course of a year, this allows us to see 
how many people view an advertis-
ing hoarding in Oxford Street rather 
than, say, Shaftesbury Avenue. With 
this information, we can calculate 
the number of posters and size of 
hoarding required in each location 
for the company advertising to gain 
maximum exposure.”

But can data science reach audi-
ences market research cannot? 
For example, very few commenta-
tors predicted the UK would vote to 
leave the European Union, prompt-
ing Conservative MP Michael Gove 

infamously to declare that people 
had “had enough of experts”.

Dr Slingsby, who is also a senior 
lecturer and researcher at City’s 
giCentre, thinks that in the future, 
political polling companies may 
rely more on data science than they 
do now. “Data science may help 
unlock alternative sources of data. 
For example, there may be signif-
icant voices that deviate from the 
mainstream within closed online 
communities whose opinions are 
not captured by traditional surveys 
or market research,” he says. 

“Data science may be able to help 
extract these, allowing them to be 
used alongside traditional sources. 
Once we understand how we can use 
them eff ectively, this may help politi-
cal analysts gain new insights.”

So could data science ever replace 
market research in political polling? 
Ipsos MORI’s Mr Page does not think 
so. “Analysing Twitter or Facebook 
has not proved more accurate than 
representative samples of the public 
and often less so,” he says. 

Opinion polls have largely 
remained accurate over the last 60 
years and an Ipsos MORI telephone 
poll was the most accurate forecast 
of the European elections in May. 

“At the same time, data science 
and data modelling has a huge con-
tribution to make. The extra gran-
ularity of the insights that data sci-
ence brings is hugely important,” Mr 
Page concludes. 

For companies to add value through data science, 
they still need market researchers to interpret the 
“what” from the “why”
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Market research is about the 
understanding of human beings. 
It is a realm that data science 
cannot penetrate on its own

D A T A  S C I E N C E

Research experts 
even more vital 
in big data era

Mr Page says that while Ipsos 
MORI employs more than 1,000 
data scientists around the world, 
they make up just one of many 
diff erent skillsets which include 
behavioural scientists, anthropolo-
gists, ethnographers and documen-
tary fi lm makers. 

“And with 16 per cent of people 
in the UK unable to fi ll in an online 
form, we also hire survey interview-
ers to knock on doors and ask ques-
tions,” he adds.

To illustrate the point further that 
data science isn’t the only tool in its 
armoury, Mr Page provides an exam-
ple of research Ipsos MORI conducted 
for a global manufacturer of pet food.

“Because people in Brazil have 
lower average incomes than in the 
UK or the United States, the client, 
understandably but incorrectly, 
assumed that Brazilians would buy 
the cheapest pet food. But actually, 
the opposite is true,” he says.

With the internet of things and 
ecommerce platforms not as 
advanced in Brazil, Mr Page says 
data science “would not have 

Greenbook 2018

MOST POPULAR RESEARCH METHODS

Percentage of market research suppliers and clients who are using and 
considering the following

In use
Under 

consideration

Online communities

Text analytics

Mobile-fi rst surveys

Social media analytics

Big data analytics

Mobile qualitative 

Webcam-based interviews

Mobile ethnography

Micro-surveys

misplaced or are we witnessing a par-
adigm shift? Can data science really 
replace market research, a profession 
which big business and government 
have always traditionally relied on to 
fi nd answers to diffi  cult questions?

Aidan Slingsby, director of City, 
University of London’s MSc in data 
science, doesn’t believe that mar-
ket research is dead nor does he 
think data science will take over. He 
believes data science can provide “an 
exceptionally useful tool for market 
research professionals”.

“Data science helps identify corre-
lations. So data scientists can pro-
vide patterns, networks, depend-
encies that may not have been 
otherwise known,” says Dr Slingsby. 
“But, for data science to really add an 

Commercial feature

ven 20 years ago, the terms big 
data and data science weren’t 
used. The insight industry con-

sisted of market researchers and statis-
ticians, who supplied data to people with 
the time and skills to process them.

Fast forward to 2019: time is scarce and 
requisite skills have diversified so much 
that companies now need answers, sto-
ries and recommendations to make sense 
of the data deluge they’re subjected to.

“The data used to be small so insight 
could report everything that is inter-
esting. Now data is big and we need to 
curate it down to a manageable size,” 
says Elizabeth Norman, quoting her 
industry peer Ray Poynter, following a 
recent discussion. 

Ms Norman, via her insight indus-
try recruitment specialist company 
Elizabeth Norman International (ENI), 
recently evaluated the paradigm shift 
that has occurred in this realm over the 
past 30 years. The sector is now not only 
data centric, but also more international 
than ever before, she emphasises.

“We recently tracked down 46 tradi-
tional researchers that we’d placed in UK 
roles back in 2003,” she says. “Of those 
46, 12 are now working as insight special-
ists outside the UK and ten are in pure 
data science and analytics roles. 

“The job titles they now have, which 
include social media strategist, head of 
customer experience, user researcher 
and marketing effectiveness manager, 
shows the shift towards a much greater 
range of techniques and skills as the 
industry grows and diversifies.  

“The career opportunities this 
growth has given them is also clear; 
five of them are managing directors, 
another five are global heads of insight 
for large, blue-chip organisations.  

“Just from our own stats and the 
achievements of the people we placed 
16 years ago, you can see how much the 
industry has evolved.”

ENI is widely recognised as the lead-
ing specialist in global insight recruit-
ment, matching companies and can-
didates to help negotiate such a 
fast-moving domain.

“I can’t imagine an industry that 
could change more than this one has,” 
Ms Norman continues. “It’s not just an 

Leading the way in 
expert recruitment
The head of a consultancy, which recruits data, analytics 
and market research professionals, tells of a paradigm shift 
in the global insights industry

industry evolution; it’s created a huge rise 
and diversification in career opportunities.

“Once there was just traditional qual-
itative and quantitative research, with 
a bit of data added on. Now the range 
of techniques companies use include 
artificial intelligence (AI), advanced ana-
lytics, mobile data, passive data, eth-
nography, video, social media analytics, 
biometric response, gamification, neu-
roscience and behavioural economics. 

“In terms of job roles, this equates to 
needing specialists in areas that include 
data science, semiotics, psychology, 
video, graphic design, sales, AI, mar-
keting intelligence, computer program-
ming, communications and, for sto-
ry-telling, even writing and journalism.”

For ENI as a company, the diversifica-
tion of data application and usage has 
been a challenge. Data has no juris-
diction and as a consequence, ENI has 
worked with almost every sector of 
profit and even non-profit organisa-
tions, finding insight professionals to 
leverage vast swathes of data. 

“All the companies we work with have 
masses of data coming in and need to 
make sense of it,” says Ms Norman. “They 
all need people to help them with it and 
that’s why our range of clients is so wide.

“ENI has been operational for 30 years, 
but the diversity of skills companies 

need and the resultant opportunities 
that have opened up for potential can-
didates, means we’ve had to massively 
widen our scope and understanding. It’s 
not just a search for the best research-
ers and statisticians anymore.”

Ms Norman is hugely proud of ENI’s 
ability to keep ahead of this curve, but 
even more so of the industry itself and 
the individuals the company has placed 
in insight roles over the years.

She concludes: “Of the 46 people 
we tracked down from 2003, three of 
them are actually still with the same 
organisations we placed them with 
initially and one has even risen from a 
junior role to now be head of intelli-
gence and data analytics at Microsoft. 

“I love to see that ongoing, long 
involvement with the industry to see 
how they, we and the industry has 
managed to keep ahead of the biggest 
paradigm shift it’s ever faced.”

For more information please visit
elizabethnorman.com
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Mr D’Orazio argues that Facebook is 
the most mainstream of the major 
social media platforms and so best 
for validation of trends. “When some-
thing is happening and starts to get 
to scale and is reaching more layers of 
the population, then that’s when you’ll 
start to see it on Facebook,” he says. 
But it’s also more personal than, say, 
the comparatively more professional 
realms of LinkedIn and Twitter. 

Facebook is unusual in offering 
data analysts useful tools. Its social 
graph tool, for example, can help 
brands create more personal commu-
nications, especially if your brand 

audience is largely in the over-55s 
demographic who are now joining 
Facebook in large numbers. “That 
said, if you’re looking to attempt 
a customer sentiment analysis of 
Generation Z, then Facebook proba-
bly isn’t the place anymore,” he adds.

Wesley Mathew, UK head of mar-
keting for media intelligence pro-
vider Meltwater, also says its 
utility has to be viewed with cir-
cumspection since the Cambridge 
Analytica scandal reduced outside 
access to only publicly available 
pages, as it did for Facebook-owned 
Instagram too. 

Certainly you might ask if 
Facebook is losing its overall value 

to brand monitoring? “There’s no 
doubt that people are somewhat 
annoyed with it now and many 
are migrating to other platforms,” 
warns Magdalena Urbaniak, brand 
manager of social media listen-
ing platform Brand 24. “But the 
fact is that it retains billions of 
users, so even if it loses millions, it 
remains important.” 

Mr McInnes describes Facebook 
as good for “broad brush-stroke 
insights” and “confirming a hypoth-
esis”. But if you’re “looking to gain 
understanding from social listen-
ing, Facebook is not the place to go 
now, and I can’t see that changing”, 
he says.

Analysing the enormous volumes of data generated by social media 
networks can be a powerful tool, but it’s important to know the subtle 
distinctions in how consumers use each platform

Why you can’t treat all 
social data the same

Twitter’s main strength is that its users often have both expertise and pub-
lic profi le, so allowing social listeners to track the creation of a new trend, or 
perhaps TV show or political party, and as with forums more broadly to take 
the temperature of public opinion and thinking. This, as Mr Danielou notes, 
makes it less a conduit for social listening as for customer care management, 
for a brand to improve understanding of its reputation.

“It’s still the most important platform at the moment for social listening and 
I don’t see that changing over the next few years,” says Mr D’Orazio. “Even if 
you’re launching a really boring product in a really boring industry, you’d fi nd 
value in Twitter.” Mr McInnes agrees: “Its fortunes are really on the up, since 
Trump and rapper Kanye West [became associated with it], it’s managed to 
fi nd its place again in the cultural narrative.”

Twitter’s format of text, brevity and directness, with tweets typically 
focused around a specifi c subject, means it off ers the potential for brands to 
gain understanding at speed, argues Ms Urbaniak. 

But it’s not all good. Twitter has varying appeal across nations. It’s huge in 
Japan, for example, but barely resonant in Germany. Its data is comparatively 
expensive and it’s not a big platform, at least not yet. 

“Twitter has a lot of trolls too, so there’s always room for a conversation to 
spiral into insult, which without manual analysis can skew the data,” warns 
Mr Mathew. “Seeing a massive spike in negative sentiment doesn’t necessary 
refl ect the truth so much as the work of Russian bots perhaps.”

Expertise and profi le: Twitter

S O C I A L  M E D I A

Josh Sims

The social listening of the 
Microsoft-owned LinkedIn is ben-
eficial if the aim is to understand 
what’s driving the conversation 
in a particular industry, making 
it an especially important tool for 
business-to-business brands. 

“LinkedIn does get a mixed 
reaction, but it’s where the busi-
ness audience is, especially 
since it doesn’t yet seem to have 
a decent rival,” says Mr McInnes.

“A number of pundits have said 
LinkedIn is the place to be as a 
business-to-business marketer, 
even if much less so for social lis-
tening purposes,” says Mr Mathew. 

Industry focus: 
LinkedIn

That’s because, given LinkedIn 
provides no access to third-party 
providers, it necessitates a man-
ual, as opposed to automated, and 
costly process of working through 
its data. 

“Industries are increasingly 
getting very specific about the 
platforms they’re interested in 
because there’s an understand-
ing that not all platforms are 
useful to all industries,” notes 
Mr D’Orazio. “They’re focused 
and with good reason; they 
know where their audiences 
are. There’s an assumption that 
monitoring one platform pro-
vides insufficient data, but it’s 
more a question of how that data 
is interpreted.”  

Given Instagram’s content remains 
largely visual, focused on people’s 
tastes, aspirations and interests, 
its value is chiefl y in providing soft 
data for the analysis of lifestyles, 
especially to brands for which aes-
thetics is a key factor.

It’s “soft” because while that anal-
ysis can be fi ne-tuned, across dif-
ferent demographics for exam-
ple, it is limited to doing so by 
hash-tag or comment, although 
the next fi ve years are likely to see 
machine-learning tools allow anal-
ysis of the content of the pictures 
themselves. And because images 
are so rich in their content, this 
will aff ord qualitative insights of an 
audience on a quantitative scale.

Shifts in the way Instagram is 
being used are also now adding to 
its utility for social media moni-
toring. Ms Urbaniak cites a trend 
for users “getting bored with 

Lifestyle insight: 
Instagram

‘beautiful’, curated content in 
favour of content closer to real life 
and that’s providing data which 
gives a more honest picture”. 

Instagram’s user base also leans 
towards the 18 to 29-year-old age 
bracket, who don’t necessarily have 
the biggest spending power, but are 
certainly among the most infl uen-
tial in terms of trends.

“For understanding what makes 
the youth market tick it’s important. 
But don’t expect an in-depth analysis 
of, say, how the customer feels about 
a specifi c product, of a kind that can 
be used to improve the customer 
experience, which is what social lis-
tening is really all about,” she says. 

“Yes, even limited insights from the 
analysis of the public pages of brands 
can help benchmark your own 
brand, but Instagram is not a place 
to fi nd your next breakthrough idea,” 
argues Mr McInnes. “Marketers like 
it because it’s part of the Facebook 
stable. But it’s really a shallow side 
dish to accompany a main.”

Size matters: Facebook

f customers used to talk about 
the products and brands they 
liked face to face, they’re as 

likely now to be doing so via social media. 
By querying large volumes of social 

messages using specifi c keywords and 
analysing the overall customer sen-
timent, a process known as social lis-
tening, it’s increasingly possible to 
glean valuable information. And not 
just about specifi c products or brands, 
or indeed their competitors, but about 
broader moods and trends, and what 
may be around the corner that needs 
preparing for now. 

“There’s a growing demand for mar-
keting strategy to be backed by data of 
the kind that traditional quantitative 
and qualitative measures can provide, 
but only much more slowly,” explains 
Francesco D’Orazio, founder of social 
media platform Pulsar. “Social data 
allows for faster response times with 
updates on, say, a weekly basis.”

But social listening is not a panacea, 
he stresses. It typically needs to be used 
in conjunction with more traditional 
data sets and, “since, like fashion, social 
media is an expression of identity”, says 
Mr D’Orazio, careful interpretation is 
required. “It’s ideal for the ‘what’, less 
so for the ‘why’. But it’s a powerful tool, 
even given that social media users are, 
by defi nition, self-selecting.” 

However, business should not for-
get the rest of the internet, says Will 
McInnes, chief marketing offi  cer of 
digital consumer intelligence agency 
Brandwatch. “Blogs and forums off er 
some of the richest conversations. You 
have to look beyond the mainstream 
social media networks now. We see 
companies understanding their cus-
tomers better and making better deci-
sions as a result, by listening to the 
whole internet,” he says.

Matthieu Danielou, product man-
ager at social listening agency 

Synthesio, speaks of the rise of alter-
native platforms, such as Amazon 
commentary or TripAdvisor, with no 
notion of followers but which, along 
with consumer websites, look set to be 
important data sources. “Social media 
is not just about social networks any-
more,” he points out.

And the data available there is only 
likely to grow, even given privacy 
issues. “Which social media platforms 
are useful to what purposes is con-
stantly changing, and the way plat-
forms make money is increasingly 
based on how they qualify and use 
data in a way we’re comfortable with,” 
says Lizz Kannenberg, director of 
brand strategy at media management 
platform Sprout Social. “But as young 
people grow up, comfortable with the 
idea of sharing their data, there will 
be ever-greater access. Social listen-
ing will remain the world’s largest and 
most open focus group.”
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Commercial feature

Companies have 
utilised data analytics 
and market research 
in silos, but they are 
now entering a new 
phase, desiring that 
their insights are 
blended to achieve 
true behavioural 
understanding

true vision of the customer 
mindset is essential for any 
company in interpreting 

what will be purchased and why. As 
businesses compete for popularity in 
a demanding economy, the ability to 
explain, predict and influence cus-
tomer behaviour is crucial to creating 
stronger relationships and successfully 
developing products and campaigns.

This requires a combination of data 
science to understand what people are 
doing, alongside market research, neu-
roscience and behavioural economics 
to discover why. Joined up, this insight 
provides enhanced understanding, 
enabling businesses to make better 
strategic decisions.

“This approach is now becoming 
a top priority for clients,” says Jane 
Rudling, managing director at Walnut 
Unlimited, the human understanding 
agency. “For some time, companies 
have utilised data analytics and market 
research in silos, but they are now 
entering a new phase, desiring that 
their insights are blended to achieve 
true behavioural understanding.”

Stephen Welch, joint managing 
director at the specialist data sci-
ence firm Realise Unlimited, adds: 
“Companies will often have lots of sales 
data that details customer behaviour. 
When a customer makes a purchase, 
in isolation it may indicate that the 
customer is positively engaged, but in 
reality, they may have had a negative 
experience or disliked their purchase. 
Without a holistic view of the complete 
experience and a better understanding 
of that customer’s motivations, a brand 
cannot truly predict future activity.”  

Businesses want to see the full picture of their customers’ buying 
motivations, but their vision can be blurred by a disjointed insight 
industry. Bringing together the “what” and the “why” of customer 
behaviour is the only way to create clarity

The move to combine data science 
and market research is a substantial 
change in practice. Businesses have 
long relied on metrics such as satis-
faction scores and customer segmen-
tations which do not tell the full story 
of a customer’s journey. The future 
of insight, therefore, involves adding 
layers of data analytics to neurosci-
ence and market research, so compa-
nies can operate more strategically. 

But while the end-goal is highly 
desirable, many businesses struggle 
to get there because they do not have 
the capabilities or resources in-house 
or because the agencies they work 
with rarely offer both analytics and 
research capabilities.

“Companies are effectively trapped 
by not approaching this from both 
sides, instead running simple surveys 
or demographic profiles in isolation. 
When they introduce advanced ana-
lytics, and blend research, new and 
existing data, and behavioural eco-
nomics, they can see why customers 
really think, feel and act the way they 
do,” says Dr Welch.

This was the case for one large insur-
ance provider, which had operated on the 
assumption that a customer who is more 
likely to recommend it, based on net pro-
moter scores, would be more likely to stay. 
In a recent bespoke study, we found this 
was not the case. Rather, overall pricing 
and subsequent renewal price hikes were 
making customers switch provider. 

By merging business data and  
recommendation data with market 

research, the insurance firm discovered 
that recommendation was a stronger 
indicator of cross-sales potential: the 
higher the recommendation score, the 
more inquiries that customer had for 
other products and services in the first 
two years of tenure. These were power-
ful and valuable insights for the customer 
insight and marketing teams to generate  
sales opportunities, predict lifetime 
value, mitigate churn rate, and increase 
cross-selling and repeat purchase rates.

The close relationship and exper-
tise of Realise and Walnut Unlimited, as 
sister agencies in the Unlimited Group, 
allows for this seamless blending of data 
and research. The combined services 
help businesses understand customers, 
enhance marketing and communica-
tions, and facilitate personalisation of 
products, enabling profitable change. 
The route to doing so is joining together 
the “what” and the “why” of behaviour 
to secure strong lifetime value.

To find out how to bring advanced 
market research and data analytics 
together for actionable customer 
insights please visit: 
walnutunlimited.com 
or realiseunlimited.com 
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Mr D’Orazio argues that Facebook is 
the most mainstream of the major 
social media platforms and so best 
for validation of trends. “When some-
thing is happening and starts to get 
to scale and is reaching more layers of 
the population, then that’s when you’ll 
start to see it on Facebook,” he says. 
But it’s also more personal than, say, 
the comparatively more professional 
realms of LinkedIn and Twitter. 

Facebook is unusual in offering 
data analysts useful tools. Its social 
graph tool, for example, can help 
brands create more personal commu-
nications, especially if your brand 

audience is largely in the over-55s 
demographic who are now joining 
Facebook in large numbers. “That 
said, if you’re looking to attempt 
a customer sentiment analysis of 
Generation Z, then Facebook proba-
bly isn’t the place anymore,” he adds.

Wesley Mathew, UK head of mar-
keting for media intelligence pro-
vider Meltwater, also says its 
utility has to be viewed with cir-
cumspection since the Cambridge 
Analytica scandal reduced outside 
access to only publicly available 
pages, as it did for Facebook-owned 
Instagram too. 

Certainly you might ask if 
Facebook is losing its overall value 

to brand monitoring? “There’s no 
doubt that people are somewhat 
annoyed with it now and many 
are migrating to other platforms,” 
warns Magdalena Urbaniak, brand 
manager of social media listen-
ing platform Brand 24. “But the 
fact is that it retains billions of 
users, so even if it loses millions, it 
remains important.” 

Mr McInnes describes Facebook 
as good for “broad brush-stroke 
insights” and “confirming a hypoth-
esis”. But if you’re “looking to gain 
understanding from social listen-
ing, Facebook is not the place to go 
now, and I can’t see that changing”, 
he says.

Analysing the enormous volumes of data generated by social media 
networks can be a powerful tool, but it’s important to know the subtle 
distinctions in how consumers use each platform

Why you can’t treat all 
social data the same

Twitter’s main strength is that its users often have both expertise and pub-
lic profi le, so allowing social listeners to track the creation of a new trend, or 
perhaps TV show or political party, and as with forums more broadly to take 
the temperature of public opinion and thinking. This, as Mr Danielou notes, 
makes it less a conduit for social listening as for customer care management, 
for a brand to improve understanding of its reputation.

“It’s still the most important platform at the moment for social listening and 
I don’t see that changing over the next few years,” says Mr D’Orazio. “Even if 
you’re launching a really boring product in a really boring industry, you’d fi nd 
value in Twitter.” Mr McInnes agrees: “Its fortunes are really on the up, since 
Trump and rapper Kanye West [became associated with it], it’s managed to 
fi nd its place again in the cultural narrative.”

Twitter’s format of text, brevity and directness, with tweets typically 
focused around a specifi c subject, means it off ers the potential for brands to 
gain understanding at speed, argues Ms Urbaniak. 

But it’s not all good. Twitter has varying appeal across nations. It’s huge in 
Japan, for example, but barely resonant in Germany. Its data is comparatively 
expensive and it’s not a big platform, at least not yet. 

“Twitter has a lot of trolls too, so there’s always room for a conversation to 
spiral into insult, which without manual analysis can skew the data,” warns 
Mr Mathew. “Seeing a massive spike in negative sentiment doesn’t necessary 
refl ect the truth so much as the work of Russian bots perhaps.”

Expertise and profi le: Twitter

S O C I A L  M E D I A

Josh Sims

The social listening of the 
Microsoft-owned LinkedIn is ben-
eficial if the aim is to understand 
what’s driving the conversation 
in a particular industry, making 
it an especially important tool for 
business-to-business brands. 

“LinkedIn does get a mixed 
reaction, but it’s where the busi-
ness audience is, especially 
since it doesn’t yet seem to have 
a decent rival,” says Mr McInnes.

“A number of pundits have said 
LinkedIn is the place to be as a 
business-to-business marketer, 
even if much less so for social lis-
tening purposes,” says Mr Mathew. 

Industry focus: 
LinkedIn

That’s because, given LinkedIn 
provides no access to third-party 
providers, it necessitates a man-
ual, as opposed to automated, and 
costly process of working through 
its data. 

“Industries are increasingly 
getting very specific about the 
platforms they’re interested in 
because there’s an understand-
ing that not all platforms are 
useful to all industries,” notes 
Mr D’Orazio. “They’re focused 
and with good reason; they 
know where their audiences 
are. There’s an assumption that 
monitoring one platform pro-
vides insufficient data, but it’s 
more a question of how that data 
is interpreted.”  

Given Instagram’s content remains 
largely visual, focused on people’s 
tastes, aspirations and interests, 
its value is chiefl y in providing soft 
data for the analysis of lifestyles, 
especially to brands for which aes-
thetics is a key factor.

It’s “soft” because while that anal-
ysis can be fi ne-tuned, across dif-
ferent demographics for exam-
ple, it is limited to doing so by 
hash-tag or comment, although 
the next fi ve years are likely to see 
machine-learning tools allow anal-
ysis of the content of the pictures 
themselves. And because images 
are so rich in their content, this 
will aff ord qualitative insights of an 
audience on a quantitative scale.

Shifts in the way Instagram is 
being used are also now adding to 
its utility for social media moni-
toring. Ms Urbaniak cites a trend 
for users “getting bored with 

Lifestyle insight: 
Instagram

‘beautiful’, curated content in 
favour of content closer to real life 
and that’s providing data which 
gives a more honest picture”. 

Instagram’s user base also leans 
towards the 18 to 29-year-old age 
bracket, who don’t necessarily have 
the biggest spending power, but are 
certainly among the most infl uen-
tial in terms of trends.

“For understanding what makes 
the youth market tick it’s important. 
But don’t expect an in-depth analysis 
of, say, how the customer feels about 
a specifi c product, of a kind that can 
be used to improve the customer 
experience, which is what social lis-
tening is really all about,” she says. 

“Yes, even limited insights from the 
analysis of the public pages of brands 
can help benchmark your own 
brand, but Instagram is not a place 
to fi nd your next breakthrough idea,” 
argues Mr McInnes. “Marketers like 
it because it’s part of the Facebook 
stable. But it’s really a shallow side 
dish to accompany a main.”

Size matters: Facebook

f customers used to talk about 
the products and brands they 
liked face to face, they’re as 

likely now to be doing so via social media. 
By querying large volumes of social 

messages using specifi c keywords and 
analysing the overall customer sen-
timent, a process known as social lis-
tening, it’s increasingly possible to 
glean valuable information. And not 
just about specifi c products or brands, 
or indeed their competitors, but about 
broader moods and trends, and what 
may be around the corner that needs 
preparing for now. 

“There’s a growing demand for mar-
keting strategy to be backed by data of 
the kind that traditional quantitative 
and qualitative measures can provide, 
but only much more slowly,” explains 
Francesco D’Orazio, founder of social 
media platform Pulsar. “Social data 
allows for faster response times with 
updates on, say, a weekly basis.”

But social listening is not a panacea, 
he stresses. It typically needs to be used 
in conjunction with more traditional 
data sets and, “since, like fashion, social 
media is an expression of identity”, says 
Mr D’Orazio, careful interpretation is 
required. “It’s ideal for the ‘what’, less 
so for the ‘why’. But it’s a powerful tool, 
even given that social media users are, 
by defi nition, self-selecting.” 

However, business should not for-
get the rest of the internet, says Will 
McInnes, chief marketing offi  cer of 
digital consumer intelligence agency 
Brandwatch. “Blogs and forums off er 
some of the richest conversations. You 
have to look beyond the mainstream 
social media networks now. We see 
companies understanding their cus-
tomers better and making better deci-
sions as a result, by listening to the 
whole internet,” he says.

Matthieu Danielou, product man-
ager at social listening agency 

Synthesio, speaks of the rise of alter-
native platforms, such as Amazon 
commentary or TripAdvisor, with no 
notion of followers but which, along 
with consumer websites, look set to be 
important data sources. “Social media 
is not just about social networks any-
more,” he points out.

And the data available there is only 
likely to grow, even given privacy 
issues. “Which social media platforms 
are useful to what purposes is con-
stantly changing, and the way plat-
forms make money is increasingly 
based on how they qualify and use 
data in a way we’re comfortable with,” 
says Lizz Kannenberg, director of 
brand strategy at media management 
platform Sprout Social. “But as young 
people grow up, comfortable with the 
idea of sharing their data, there will 
be ever-greater access. Social listen-
ing will remain the world’s largest and 
most open focus group.”
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Commercial feature

Companies have 
utilised data analytics 
and market research 
in silos, but they are 
now entering a new 
phase, desiring that 
their insights are 
blended to achieve 
true behavioural 
understanding

true vision of the customer 
mindset is essential for any 
company in interpreting 

what will be purchased and why. As 
businesses compete for popularity in 
a demanding economy, the ability to 
explain, predict and influence cus-
tomer behaviour is crucial to creating 
stronger relationships and successfully 
developing products and campaigns.

This requires a combination of data 
science to understand what people are 
doing, alongside market research, neu-
roscience and behavioural economics 
to discover why. Joined up, this insight 
provides enhanced understanding, 
enabling businesses to make better 
strategic decisions.

“This approach is now becoming 
a top priority for clients,” says Jane 
Rudling, managing director at Walnut 
Unlimited, the human understanding 
agency. “For some time, companies 
have utilised data analytics and market 
research in silos, but they are now 
entering a new phase, desiring that 
their insights are blended to achieve 
true behavioural understanding.”

Stephen Welch, joint managing 
director at the specialist data sci-
ence firm Realise Unlimited, adds: 
“Companies will often have lots of sales 
data that details customer behaviour. 
When a customer makes a purchase, 
in isolation it may indicate that the 
customer is positively engaged, but in 
reality, they may have had a negative 
experience or disliked their purchase. 
Without a holistic view of the complete 
experience and a better understanding 
of that customer’s motivations, a brand 
cannot truly predict future activity.”  

Businesses want to see the full picture of their customers’ buying 
motivations, but their vision can be blurred by a disjointed insight 
industry. Bringing together the “what” and the “why” of customer 
behaviour is the only way to create clarity

The move to combine data science 
and market research is a substantial 
change in practice. Businesses have 
long relied on metrics such as satis-
faction scores and customer segmen-
tations which do not tell the full story 
of a customer’s journey. The future 
of insight, therefore, involves adding 
layers of data analytics to neurosci-
ence and market research, so compa-
nies can operate more strategically. 

But while the end-goal is highly 
desirable, many businesses struggle 
to get there because they do not have 
the capabilities or resources in-house 
or because the agencies they work 
with rarely offer both analytics and 
research capabilities.

“Companies are effectively trapped 
by not approaching this from both 
sides, instead running simple surveys 
or demographic profiles in isolation. 
When they introduce advanced ana-
lytics, and blend research, new and 
existing data, and behavioural eco-
nomics, they can see why customers 
really think, feel and act the way they 
do,” says Dr Welch.

This was the case for one large insur-
ance provider, which had operated on the 
assumption that a customer who is more 
likely to recommend it, based on net pro-
moter scores, would be more likely to stay. 
In a recent bespoke study, we found this 
was not the case. Rather, overall pricing 
and subsequent renewal price hikes were 
making customers switch provider. 

By merging business data and  
recommendation data with market 

research, the insurance firm discovered 
that recommendation was a stronger 
indicator of cross-sales potential: the 
higher the recommendation score, the 
more inquiries that customer had for 
other products and services in the first 
two years of tenure. These were power-
ful and valuable insights for the customer 
insight and marketing teams to generate  
sales opportunities, predict lifetime 
value, mitigate churn rate, and increase 
cross-selling and repeat purchase rates.

The close relationship and exper-
tise of Realise and Walnut Unlimited, as 
sister agencies in the Unlimited Group, 
allows for this seamless blending of data 
and research. The combined services 
help businesses understand customers, 
enhance marketing and communica-
tions, and facilitate personalisation of 
products, enabling profitable change. 
The route to doing so is joining together 
the “what” and the “why” of behaviour 
to secure strong lifetime value.

To find out how to bring advanced 
market research and data analytics 
together for actionable customer 
insights please visit: 
walnutunlimited.com 
or realiseunlimited.com 
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deeper understanding of their customers and markets
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e are increasingly living 
in a world of belief-driven 
buyers, where two thirds of 

people will boycott a brand if they 
do not like the company’s stance on 
social or political issues, according 
to a worldwide study of 8,000 people 
in late-2018. 

Yet what people say and what they 
actually do are very diff erent, which 
is forcing brands to explore technol-
ogies such as eye-tracking software, 
brain scans and reaction-time stud-
ies, and using ethnography for mar-
keting and consumer research. 

Phil Barden of decode marketing 
says: “When you use a methodology 
of self-reporting, other biases come 
in, such as social desirability, how 
people portray themselves and what 
respondents think the researcher is 
trying to get at. That is why we typ-
ically use implicit tests using reac-
tion time.

“We know there is a big diff er-
ence between what people say and 
what people do. If you ask ‘Are you 
a racist?’ guess what they are going 
to answer.”

While companies are increasingly 
using ethnographic market research 
techniques, they have yet to go 
truly mainstream.

“It is about not just understand-
ing what people are doing, but 

understanding why they are doing 
it,” says Mr Barden. “If someone is 
fi xating on a certain pack in a super-
market, is that because the pack 
stands out, is it their favourite brand 
or are they confused and staring at 
the pack trying to work out what 
it is? You may need another level 

traditional methods, they under-
estimate how people respond. 
Neuroscience methods have been 
helpful in understanding the basis 
for their decisions.”

While eye-tracking software is 
popular, it is not the only tool that 
companies are using to carry out 
ethnographical studies.

A company called Neuro-Insight, 
founded by cognitive neurosci-
ence researcher Professor Richard 
Silberstein, has worked with 
big brands, such as Coca-Cola, 
Facebook, Samsung and the BBC, 
and uses a technique called steady 
state topography (SST). In this, sub-
jects wear a cap, with felt sensors 
soaked in salt water, similar to that 
used in EEG scans. 

“With EEG, because brains work 
at diff erent frequencies, you get a 
lot of noise,” says Neuro-Insight’s 
UK chief executive Shazia Ginai. 
“With SST, they also wear a visor 
and in the periphery there is a fl ick-
ering light which creates a signal 
in the brain and we track that sig-
nal. With EEG, you just look at the 
peaks. With SST, we look at the 
speed at which an area reacts to 
that signal quickest.”

One area of particular interest is 
a point at the back of the brain that 
looks at emotional intensity. “If you 
feel strongly about something, you 
will say I need that,” says Ms Ginai.

“We also measure visual attention 
– how stimulated your visual cortex 
is – which is very interesting when 
you look at the digital space. When 
people scroll through their feeds, it 
is useful to know that they are vis-
ually stimulated and whether this 
goes into their memory as well.

“The subconscious mind makes 
95 per cent of our decisions, so 
tapping into that is how you drive 
behaviour change. We look at a lot 
of subconscious responses to adver-
tising and communications. The 
key part we look at is the area of 
long-term memory encoding, about 

what drives your future actions or 
behaviour change.”

Neuro-Insight worked with fro-
zen food company Bird’s Eye on its 
adverts. The research, using SST, 
revealed that television adverts 
which showed the product in freeze 
frame were far better than those 
that did not. One of the company’s 
ads for frozen fi sh that used this 
insight led to a 7 per cent increase in 
market share.

Among the latest innovations 
in ethnographic research is com-
bining eye-tracking software with 
virtual reality (VR). 

Eye-tracking software consultant 
Tobii Pro conducted a survey for 
out-of-home advertising company 
JCDecaux at Heathrow Airport. 
Subjects were given a VR headset 
and experienced a journey around a 
virtual terminal. 

The study looked at how many of 
the company’s display screens that 
passengers were exposed to, the 
number of ads they saw and how 
long they looked at them. It found 
that dynamic ads encouraged sig-
nifi cantly more engagement than 
static ads, holding passengers’ 
attention for longer.

Tobii has also carried out 
eye-tracking research into TV com-
mercials in seven US cities. Among 
the fi ndings were that attention to 
ads declines over the course of the 
commercial break, micro-ads of 
fi ve to ten seconds are very good at 
keeping viewer’s visual attention 
and classical music is far better than 
a brand-specifi c jungle at keeping 
viewers engaged.

In a world where brands are 
engaged in an increasingly compet-
itive fi ght to get noticed, eye-track-
ing software and other tools that can 
get insights into the subconscious 
are only going to become more pop-
ular. And when self-reporting is 
clearly not refl ecting the real world, 
brands that adopt these techniques 
will fl ourish. 

Tools such as eye-tracking software 
and brain scans can help companies 
cut through the noise to delve into the 
subconscious mind of the consumer

Exploring the 
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for deeper 
insights
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traditional focus groups. They use 
electroencephalogram (EEG) brain 
scanners to delve into the mind’s 
inner workings.

Thomas Zoëga Ramsøy, founder 
and chief executive, says: “These 
companies are interested in test-
ing out new concepts and proto-
types, and they can’t use mature 
metrics to understand how people 
respond to a new solution. By using 

of understanding and things like 
eye-tracking software, implicit test-
ing and reaction-time testing can let 
companies get the full picture.”

Neurons Inc has worked with com-
panies including IKEA and Visa on 
ethnographic market research to get 
beyond what they can learn from Greenbook 2018

MOST POPULAR SUBCONSCIOUS RESEARCH METHODS
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etail is changing faster than 
ever. Where we shop, when 
we shop and how we shop 

have transformed in a short time, 
creating a huge array of options for 
time-poor consumers.

The well-documented move to 
online shopping has been followed by 
further innovation such as subscrip-
tion models, with brands like Dollar 
Shave Club offering alternative ways to 
buy essentials, in this case razors. All 
this at a time when consumer atten-
tion is hard to capture. So how can 
brands make sure they aren’t getting 
left behind? 

In this increasingly complex market, 
insights are key. At the forefront of 
the move towards better consumer 
knowledge is eye-tracking, a technol-
ogy and methodology that goes into 
the mind of shoppers to give brands 
an unbiased view of how their prod-
ucts are being engaged. 

“These days business decisions are 
often data driven, based on informa-
tion from sales, loyalty cards, self-re-
ported survey responses or click-
through rates,” explains Jon Ward, head 
of research and director of Tobii Pro, a 
leader in eye-tracking solutions that 
also conducts marketing research on 
behalf of brands. “Companies need to 
dig deeper to make properly informed 
decisions. They need to understand the 

Keeping an eye on 
consumer behaviour
Eye-tracking technology is viewed as one of the best ways to 
know what consumers want to buy

underlying behaviours that drive people 
to make purchase decisions.” 

Eye-tracking is the process of meas-
uring eye movements to understand 
where a person is looking, what they 
are looking at and how long they gaze 
at a particular spot. An eye tracker 
is either mounted on to a computer 
or into wearables and uses invisible 
near-infrared light, high-definition 
cameras and advanced algorithms to 
record eye movement. The data can be 
viewed live, replayed or exported for 
further analysis.  

“The fantastic thing about eye-track-
ing is that it gives you insight into every 
single decision, customer journey 
interaction and consideration,” says 
Mr Ward. “We can track people at the 
shelves, tills, at home using a screen 
or when they unbox or use their pur-
chases. It’s about understanding the 
way someone perceives the world, 
and then how that can be used to 
create better experiences and meet 
customer aims.”

Of course, while the retail land-
scape is transforming, so too are the 
mindsets of those doing the buying. 
Millennials have been followed closely 
by Generation Y and Gen X, who have 
an entirely new set of purchasing driv-
ers that often include ethics, environ-
mental messaging and health. 

“We’re in an incredibly different 
space and time than we were even 
three years ago,” explains Mr Ward. 
“Things that worked back then don’t 
work now. People are susceptible to 
social media, digital content and per-
sonalised experiences. Brands making 
assumptions about people based on 
data from five or ten years ago run the 
risk of falling behind.”

Understanding customer drivers and 
behaviours can help brands to come up 
with solutions for the exact products 

they’re testing. But those insights can 
also be applied across the whole busi-
ness. “The product in question will be 
better, but so too will future products,” 
says Mr Ward. “If design mistakes aren’t 
made, it can have a huge impact, short-
ening development time and reduc-
ing the risk of failure and expensive 
remakes post-launch.” 

The competitive advantage offered 
by eye-tracking comes back to the 
unbiased insights gained by going 
straight to the source. Other forms of 
customer testing require people to 
remember their exact actions and rea-
sons for doing things, when many parts 
of a decision process are unconscious. 
The ability to see the world through a 
customer’s eyes, while they’re expe-
riencing your brand, creates the most 
natural, uninterrupted experience and 
unbiased insights. 

“Author and branding expert Martin 
Lindstrom once pointed out that if 
you wanted to observe animal behav-
iour, you wouldn’t go to the zoo, you’d 
go to the wild,” says Mr Ward. “This is a 
good way of looking at what eye-track-
ing can provide marketers that no 
other methodology can. If you capture 
insight the most naturalistic way pos-
sible, you have the best data to make 
better informed business decisions 
on design, placements and marketing 
investments. That is what makes com-
panies win in their category today and 
the underlying principle for winning in 
the future.”

For more information please visit
www.tobiipro.com

of purchase decision-
making takes place in the 
subconscious mind
https://hbswk.hbs.edu/item/the-subconscious-
mind-of-the-consumer-and-how-to-reach-it
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e are increasingly living 
in a world of belief-driven 
buyers, where two thirds of 

people will boycott a brand if they 
do not like the company’s stance on 
social or political issues, according 
to a worldwide study of 8,000 people 
in late-2018. 

Yet what people say and what they 
actually do are very diff erent, which 
is forcing brands to explore technol-
ogies such as eye-tracking software, 
brain scans and reaction-time stud-
ies, and using ethnography for mar-
keting and consumer research. 

Phil Barden of decode marketing 
says: “When you use a methodology 
of self-reporting, other biases come 
in, such as social desirability, how 
people portray themselves and what 
respondents think the researcher is 
trying to get at. That is why we typ-
ically use implicit tests using reac-
tion time.

“We know there is a big diff er-
ence between what people say and 
what people do. If you ask ‘Are you 
a racist?’ guess what they are going 
to answer.”

While companies are increasingly 
using ethnographic market research 
techniques, they have yet to go 
truly mainstream.

“It is about not just understand-
ing what people are doing, but 

understanding why they are doing 
it,” says Mr Barden. “If someone is 
fi xating on a certain pack in a super-
market, is that because the pack 
stands out, is it their favourite brand 
or are they confused and staring at 
the pack trying to work out what 
it is? You may need another level 

traditional methods, they under-
estimate how people respond. 
Neuroscience methods have been 
helpful in understanding the basis 
for their decisions.”

While eye-tracking software is 
popular, it is not the only tool that 
companies are using to carry out 
ethnographical studies.

A company called Neuro-Insight, 
founded by cognitive neurosci-
ence researcher Professor Richard 
Silberstein, has worked with 
big brands, such as Coca-Cola, 
Facebook, Samsung and the BBC, 
and uses a technique called steady 
state topography (SST). In this, sub-
jects wear a cap, with felt sensors 
soaked in salt water, similar to that 
used in EEG scans. 

“With EEG, because brains work 
at diff erent frequencies, you get a 
lot of noise,” says Neuro-Insight’s 
UK chief executive Shazia Ginai. 
“With SST, they also wear a visor 
and in the periphery there is a fl ick-
ering light which creates a signal 
in the brain and we track that sig-
nal. With EEG, you just look at the 
peaks. With SST, we look at the 
speed at which an area reacts to 
that signal quickest.”

One area of particular interest is 
a point at the back of the brain that 
looks at emotional intensity. “If you 
feel strongly about something, you 
will say I need that,” says Ms Ginai.

“We also measure visual attention 
– how stimulated your visual cortex 
is – which is very interesting when 
you look at the digital space. When 
people scroll through their feeds, it 
is useful to know that they are vis-
ually stimulated and whether this 
goes into their memory as well.

“The subconscious mind makes 
95 per cent of our decisions, so 
tapping into that is how you drive 
behaviour change. We look at a lot 
of subconscious responses to adver-
tising and communications. The 
key part we look at is the area of 
long-term memory encoding, about 

what drives your future actions or 
behaviour change.”

Neuro-Insight worked with fro-
zen food company Bird’s Eye on its 
adverts. The research, using SST, 
revealed that television adverts 
which showed the product in freeze 
frame were far better than those 
that did not. One of the company’s 
ads for frozen fi sh that used this 
insight led to a 7 per cent increase in 
market share.

Among the latest innovations 
in ethnographic research is com-
bining eye-tracking software with 
virtual reality (VR). 

Eye-tracking software consultant 
Tobii Pro conducted a survey for 
out-of-home advertising company 
JCDecaux at Heathrow Airport. 
Subjects were given a VR headset 
and experienced a journey around a 
virtual terminal. 

The study looked at how many of 
the company’s display screens that 
passengers were exposed to, the 
number of ads they saw and how 
long they looked at them. It found 
that dynamic ads encouraged sig-
nifi cantly more engagement than 
static ads, holding passengers’ 
attention for longer.

Tobii has also carried out 
eye-tracking research into TV com-
mercials in seven US cities. Among 
the fi ndings were that attention to 
ads declines over the course of the 
commercial break, micro-ads of 
fi ve to ten seconds are very good at 
keeping viewer’s visual attention 
and classical music is far better than 
a brand-specifi c jungle at keeping 
viewers engaged.

In a world where brands are 
engaged in an increasingly compet-
itive fi ght to get noticed, eye-track-
ing software and other tools that can 
get insights into the subconscious 
are only going to become more pop-
ular. And when self-reporting is 
clearly not refl ecting the real world, 
brands that adopt these techniques 
will fl ourish. 

Tools such as eye-tracking software 
and brain scans can help companies 
cut through the noise to delve into the 
subconscious mind of the consumer
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traditional focus groups. They use 
electroencephalogram (EEG) brain 
scanners to delve into the mind’s 
inner workings.

Thomas Zoëga Ramsøy, founder 
and chief executive, says: “These 
companies are interested in test-
ing out new concepts and proto-
types, and they can’t use mature 
metrics to understand how people 
respond to a new solution. By using 

of understanding and things like 
eye-tracking software, implicit test-
ing and reaction-time testing can let 
companies get the full picture.”

Neurons Inc has worked with com-
panies including IKEA and Visa on 
ethnographic market research to get 
beyond what they can learn from Greenbook 2018
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etail is changing faster than 
ever. Where we shop, when 
we shop and how we shop 

have transformed in a short time, 
creating a huge array of options for 
time-poor consumers.

The well-documented move to 
online shopping has been followed by 
further innovation such as subscrip-
tion models, with brands like Dollar 
Shave Club offering alternative ways to 
buy essentials, in this case razors. All 
this at a time when consumer atten-
tion is hard to capture. So how can 
brands make sure they aren’t getting 
left behind? 

In this increasingly complex market, 
insights are key. At the forefront of 
the move towards better consumer 
knowledge is eye-tracking, a technol-
ogy and methodology that goes into 
the mind of shoppers to give brands 
an unbiased view of how their prod-
ucts are being engaged. 

“These days business decisions are 
often data driven, based on informa-
tion from sales, loyalty cards, self-re-
ported survey responses or click-
through rates,” explains Jon Ward, head 
of research and director of Tobii Pro, a 
leader in eye-tracking solutions that 
also conducts marketing research on 
behalf of brands. “Companies need to 
dig deeper to make properly informed 
decisions. They need to understand the 

Keeping an eye on 
consumer behaviour
Eye-tracking technology is viewed as one of the best ways to 
know what consumers want to buy

underlying behaviours that drive people 
to make purchase decisions.” 

Eye-tracking is the process of meas-
uring eye movements to understand 
where a person is looking, what they 
are looking at and how long they gaze 
at a particular spot. An eye tracker 
is either mounted on to a computer 
or into wearables and uses invisible 
near-infrared light, high-definition 
cameras and advanced algorithms to 
record eye movement. The data can be 
viewed live, replayed or exported for 
further analysis.  

“The fantastic thing about eye-track-
ing is that it gives you insight into every 
single decision, customer journey 
interaction and consideration,” says 
Mr Ward. “We can track people at the 
shelves, tills, at home using a screen 
or when they unbox or use their pur-
chases. It’s about understanding the 
way someone perceives the world, 
and then how that can be used to 
create better experiences and meet 
customer aims.”

Of course, while the retail land-
scape is transforming, so too are the 
mindsets of those doing the buying. 
Millennials have been followed closely 
by Generation Y and Gen X, who have 
an entirely new set of purchasing driv-
ers that often include ethics, environ-
mental messaging and health. 

“We’re in an incredibly different 
space and time than we were even 
three years ago,” explains Mr Ward. 
“Things that worked back then don’t 
work now. People are susceptible to 
social media, digital content and per-
sonalised experiences. Brands making 
assumptions about people based on 
data from five or ten years ago run the 
risk of falling behind.”

Understanding customer drivers and 
behaviours can help brands to come up 
with solutions for the exact products 

they’re testing. But those insights can 
also be applied across the whole busi-
ness. “The product in question will be 
better, but so too will future products,” 
says Mr Ward. “If design mistakes aren’t 
made, it can have a huge impact, short-
ening development time and reduc-
ing the risk of failure and expensive 
remakes post-launch.” 

The competitive advantage offered 
by eye-tracking comes back to the 
unbiased insights gained by going 
straight to the source. Other forms of 
customer testing require people to 
remember their exact actions and rea-
sons for doing things, when many parts 
of a decision process are unconscious. 
The ability to see the world through a 
customer’s eyes, while they’re expe-
riencing your brand, creates the most 
natural, uninterrupted experience and 
unbiased insights. 

“Author and branding expert Martin 
Lindstrom once pointed out that if 
you wanted to observe animal behav-
iour, you wouldn’t go to the zoo, you’d 
go to the wild,” says Mr Ward. “This is a 
good way of looking at what eye-track-
ing can provide marketers that no 
other methodology can. If you capture 
insight the most naturalistic way pos-
sible, you have the best data to make 
better informed business decisions 
on design, placements and marketing 
investments. That is what makes com-
panies win in their category today and 
the underlying principle for winning in 
the future.”

For more information please visit
www.tobiipro.com

of purchase decision-
making takes place in the 
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Understanding 
the science of 
decision-making

ceptics may dismiss it as 
a trendy methodology 
born of the hippy 1960s, 

but behavioural science in market 
research has never been so infl u-
ential, according to author Richard 
Shotton, behavioural science head 
at Manning Gottlieb OMD.

“In an industry like marketing, 
where personal opinion and gut 
feeling continue to inform deci-
sion-making at the highest level, the 
academic, peer-reviewed, scientifi c 
rigour off ered by behavioural science 
is a very welcome addition,” he says.

Despite it having roots dating back to 
the 1890s, Mr Shotton believes a fi nely 
honed “nudge” in the right direction 

pedigree, Mr Shotton agrees there 
can be problems in adapting it for 
the modern commercial world. 

“As with all the sciences, the fi nd-
ings of behavioural science experi-
ments cannot always be replicated 
across diff erent situations and if 
that’s the case for you as a researcher 
or client, you simply need to concen-
trate on the most helpful cases and 
ignore the rest,” he says.

However, when it comes to behav-
ioural science or economics not 
being applicable to capitalism in 
2019, his rebuttal is swift: “Applying 
its core principles will help you sell 
a new washing powder brand just 
as eff ectively today as it would have 
done 50 years ago.” 

While the structured data inher-
ent in much large-scale commercial 
research may appear an unlikely 
match for the wide-ranging insights 
off ered by behavioural scientists, the 
two disciplines increasingly work in 
harmony, Mr Shotton believes. 

“It’s true that one fi eld tends to 
attract computer scientists, while 
the other tends to be jam-packed 
with social science profession-
als. But number-crunching of hard 
data gleaned by surveys is not now 
and never has been enough when it 
comes to creating an eff ective brand 
marketing strategy,” he says.

With public policymakers now 
convinced that a nudge in the right 
direction can persuade the most 
entrenched of us to switch to eciga-
rettes or buy into a workplace pen-
sion, the predictably unpredictable 
nature of human behaviour contin-
ues to fascinate researchers.

“What’s clear,” says Ipsos MORI’s Mr 
Strong, “is that each diff erent tech-
nique can give market researchers 
unique insights, but no one discipline 
has all the answers we need.” 

being successfully applied to adver-
tising,” he points out.

While what he calls “the science of 
decision-making” nowadays appears 
more frequently in client briefs, he 
argues that its status in the board-
room can and should be higher.

“Whether it’s Nespresso’s brilliant 
use of price relativity or Marmite’s 
ability to make lots of money out of 
the fact that some people hate the 
stuff , its impact on the bottom line 
is there for all to see,” he says.

But, despite behavioural science 
having a long and distinguished 

the apparent schism between com-
mercial data science and academic 
behavioural science is driven more 
by the search for competitive advan-
tage by research houses than genu-
ine diff erences in philosophy.

“Traditional market research has 
always had its foundations in psy-
chology and far from viewing the two 
approaches as being oil and water, at 
MORI we include both in our work as 
a matter of course,” he says.

Although some market research 
practitioners are, he says, “keen to 
highlight their expertise in under-
standing subconscious triggers or 
diff erent personality types, apply-
ing behavioural science to market 
research is one of a number of key 
methodological tools at our disposal”.

Whether the brief is to encourage 
consumers to try a new app, buy more 
of a “hero” brand or switch to a new ser-
vice provider, triggering behavioural 
change is fundamental to all market-
ing campaigns, says Mr Shotton.

“One of the great things about 
behavioural science is that it’s prac-
tical, not abstract, and there are 
many hundreds of examples of it 

Exploring why we behave the way we 
do can unlock key customer insights for 
brands and have a signifi cant impact on 
the bottom line

is an approach which demonstrably 
works for both public policymakers 
and commercial brands.

“When it comes to understanding 
why we behave as we do in a retail 
outlet or on a website, researchers are 
increasingly looking to classic behav-
ioural science to provide them with 
the most important clues,” he says.

Yet while he agrees there may be 
a degree of cynicism among clients, 
particularly those who “haven’t yet 
got to grips with behaviour biases”, 
Mr Shotton believes “dismissing 
behavioural science as a pseudo-sci-
ence is very wide of the mark”.

To Colin Strong, global head of 
behaviour science at Ipsos MORI, 

S

Virginia Matthews

B E H A V I O U R A L  S C I E N C E

When it comes to 
understanding why we behave 
as we do in a retail outlet or 
on a website, researchers are 
increasingly looking to classic 
behavioural science

UK energy markets may have 
opened up to competition, 
but many consumers remain 
disengaged and continue to pay 
signifi cantly over the odds for 
their gas and electricity. 

Together with energy regulator 
Ofgem, the Behavioural Insights 
Team (BIT) or Nudge Unit, formerly 
owned by the government, 
but now quasi-independent, 
launched a large-scale trial of 
150,000 customers in a bid to 
increase switching rates. 

Within 30 days of sending out 
a series of personalised letters, 
showing each household how 
much they could save by moving 
to one of three “best buys”, 
switching rates tripled. Customers 

who changed supplier after being 
contacted by Ofgem saved on 
average £50 more than those who 
moved to a new supplier of their 
own accord. 

In a separate trial, an invitation 
to sign up to an exclusive tariff 
via a collective switch saw 
switching rates rise from 2.6 per 
cent to 22.4 per cent.

BIT says: “These trials have 
provided valuable insights into 
what drives effective consumer 
engagement, and we have also 
demonstrated the potential of 
market intervention to prompt 
action and help consumers make 
better decisions.”

A similar approach is now 
expected to help households 
make savings in other regulated 
markets, such as telecoms, 
water, insurance and mortgages.

Case study:
Energy switch
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ata is abundantly available in 
most businesses, and digiti-
sation has rapidly increased 

their ability to collect it. Surveys, video 
dairies, social listening, online behav-
iour tracking, the list goes on. The 
challenge we all face is how to turn this 
deluge of data into actionable insights 
that will help marketing departments 
deliver commercial success. 

Success in marketing is inevitably 
linked to changing behaviour: busi-
nesses want people to consume more 
or less of something, switch to a new 
brand, or change the way they think 
about a subject. But we can only 
change behaviour if we know what is 
motivating it. Many businesses don’t 
truly understand the motivations of 
their customers and that is why they 
have such a hard time influencing 
their behaviour.

Big data alone will not deliver the 
answer. While it provides powerful 
information on what consumers are 
doing, when and where, it struggles 
to explain why. Adjacently, traditional 
market research, that simply asks con-
sumers why they do what they do, will 
also inevitably get the wrong answer 
because consumers don’t know. 

Behavioural science-based market 
research gets closer to real consumer 
behaviour than any other approach 
and reveals the motivations driving 
current habits, so brands can influence 
and change them.

Sales impact
In this sphere, Emotional Logic is one 
of the leading providers of behavioural 
science-based consumer research and 
has conducted a study with a major UK 
retailer that proved simply asking con-
sumers is ineffective. 

A behavioural economics-based 
methodology was used alongside tra-
ditional focus group research to iden-
tify the drivers of loyalty, in this case, 
repeat purchasing transactions. In 
focus groups, consumers explained 
why they repeatedly came back to the 
retailer, citing factors such as value for 
money and staff expertise. 

The behavioural science method 
then identified several other factors 
around how consumers felt during 
and after the transaction. When the 
identified factors were tracked against 
repeat purchasing, all aspects that 
consumers had said they wanted in the 
focus groups showed a much lower link 
with sales than the factors identified 
using a behavioural science approach. 

On average, factors derived through 
behavioural science had a 44 per cent 
stronger impact on repeat sales trans-
actions, proving this approach gets us 
closer to real behaviour and results.

A behavioural scientist understands 
how consumers process information 
and subsequently how they behave and 
react. This is different to how consum-
ers think they react. 

Consumers think they want an orderly 
and simple product shelf, yet eye-track-
ing reveals they spend more time engag-
ing with the messy shelf that has not 
been restocked properly. They say they 
are worried about plastic packaging, but 
then overwhelmingly choose the plastic 
bottle in choice experiments. 

Applying a behavioural science 
approach means to stop simply believ-
ing what consumers are saying and to 
research for evidence of what is really 
driving their behaviour. 

Emotional Logic has worked with cli-
ents, such as Jaguar Land Rover, Unilever
and the British Heart Foundation, to cut 

through the noise of consumer opin-
ions and find the root cause of the 
behavioural shift they wish to achieve.

Beyond system 1
For many people, behavioural science 
is synonymous with system 1 thinking. 

System 1 thinking, which is used to 
describe the fast, automatic and often 
unconscious reactions humans have, is 
the current buzzword of market research 
with many agencies suddenly adding 
implicit research tools to their suite. 
There is a real danger that after years 
of focus on mostly rational or system 
2 thinking, we now go too far the other 
way and think unconscious emotions 
and system 1 thinking are the answer to 
everything. Actually, they aren’t. 

The conscious mind still has a say; 
you can use emotive advertising and 
exciting packaging to ramp up con-
sumer desire, but if the conscious 
mind says it’s too expensive you will 
still lose the sale. 

Human beings actually switch seam-
lessly between unconscious, emotional 
gut reactions of system 1 and the logical 
step-by-step thinking of system 2. Both 
are essential for decision-making. So 
instead of focusing on one or the other, 
what about understanding how they 
work together to reach a decision? For 
more than a decade Emotional Logic’s 
research delivery has achieved just that.

Each of Emotional Logic’s research 
solutions combines traditional research 
techniques with tools from neuro-
science and psychology to ensure 
both system 1 and system 2 factors 
are accurately measured and their 
impact on behaviour is quantified. This 
approach has won multiple awards 
for the company and is not only more 
effective as it delivers a more accurate 
picture of real decision-making, but 

it is also safer as looking at system 1 in 
isolation can deliver misleading results.

Actionable results
When it comes to system 1 measure-
ments, hardly a week goes by without 
another new research methodology 
being launched. Eye-tracking, biometric 
measures, implicit testing; none are new, 
but all are redeveloped continuously. 

One of the challenges many organisa-
tions face is keeping up to speed with who 
is the best provider and to assess which 
tool is best fit for what purpose. And then 
there are the reports. Many of us have 
seen the overcomplicated eye-tracking 
report showing 30 different “interesting” 
measurements only then to be stumped 
by what to do with the results. 

Emotional Logic is methodologically 
neutral and experienced in the full range 
of established and new tools available. 
Testing more than 30 tools across prod-
uct categories and international markets 
has resulted in solutions that have been 
honed for brand development, pack-
aging testing, digital user experience, 
segmentation, communication devel-
opment, in-store shopper studies and 
customer satisfaction. The reports you 
get deliver a clear set of a few key metrics 
which indicate direct actions. 

In this research approach you find 
the key to achieving a stronger influ-
ence on consumer behaviour by stop-
ping believing what consumers are tell-
ing you and actually finding out what is 
really driving their actions. 

For more information please visit
www.emotional-logic.co.uk

Behavioural science helps brands 
focus on insights, not data
Stop believing what consumers tell you and use a research approach to find out what is really driving their actions 
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IMPACT OF BEHAVIOURAL 
ECONOMICS ON SALES

Average percentage increase in retail 
sales transaction value from implementing 
behavioural economics results, compared 
with traditional focus groups

44%
stronger 

impact on 
sales

Factors identified with a behavioural science approach  Factors stated in focus group research

INFLUENCE OF BEHAVIOURAL ECONOMICS ON SALES

Brand factors identified by behavioural economics have a stronger influence over sales and are less 
consciously associated with a brand

Behavioural economics insight

Focus group results
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Understanding 
the science of 
decision-making

ceptics may dismiss it as 
a trendy methodology 
born of the hippy 1960s, 

but behavioural science in market 
research has never been so infl u-
ential, according to author Richard 
Shotton, behavioural science head 
at Manning Gottlieb OMD.

“In an industry like marketing, 
where personal opinion and gut 
feeling continue to inform deci-
sion-making at the highest level, the 
academic, peer-reviewed, scientifi c 
rigour off ered by behavioural science 
is a very welcome addition,” he says.

Despite it having roots dating back to 
the 1890s, Mr Shotton believes a fi nely 
honed “nudge” in the right direction 

pedigree, Mr Shotton agrees there 
can be problems in adapting it for 
the modern commercial world. 

“As with all the sciences, the fi nd-
ings of behavioural science experi-
ments cannot always be replicated 
across diff erent situations and if 
that’s the case for you as a researcher 
or client, you simply need to concen-
trate on the most helpful cases and 
ignore the rest,” he says.

However, when it comes to behav-
ioural science or economics not 
being applicable to capitalism in 
2019, his rebuttal is swift: “Applying 
its core principles will help you sell 
a new washing powder brand just 
as eff ectively today as it would have 
done 50 years ago.” 

While the structured data inher-
ent in much large-scale commercial 
research may appear an unlikely 
match for the wide-ranging insights 
off ered by behavioural scientists, the 
two disciplines increasingly work in 
harmony, Mr Shotton believes. 

“It’s true that one fi eld tends to 
attract computer scientists, while 
the other tends to be jam-packed 
with social science profession-
als. But number-crunching of hard 
data gleaned by surveys is not now 
and never has been enough when it 
comes to creating an eff ective brand 
marketing strategy,” he says.

With public policymakers now 
convinced that a nudge in the right 
direction can persuade the most 
entrenched of us to switch to eciga-
rettes or buy into a workplace pen-
sion, the predictably unpredictable 
nature of human behaviour contin-
ues to fascinate researchers.

“What’s clear,” says Ipsos MORI’s Mr 
Strong, “is that each diff erent tech-
nique can give market researchers 
unique insights, but no one discipline 
has all the answers we need.” 

being successfully applied to adver-
tising,” he points out.

While what he calls “the science of 
decision-making” nowadays appears 
more frequently in client briefs, he 
argues that its status in the board-
room can and should be higher.

“Whether it’s Nespresso’s brilliant 
use of price relativity or Marmite’s 
ability to make lots of money out of 
the fact that some people hate the 
stuff , its impact on the bottom line 
is there for all to see,” he says.

But, despite behavioural science 
having a long and distinguished 

the apparent schism between com-
mercial data science and academic 
behavioural science is driven more 
by the search for competitive advan-
tage by research houses than genu-
ine diff erences in philosophy.

“Traditional market research has 
always had its foundations in psy-
chology and far from viewing the two 
approaches as being oil and water, at 
MORI we include both in our work as 
a matter of course,” he says.

Although some market research 
practitioners are, he says, “keen to 
highlight their expertise in under-
standing subconscious triggers or 
diff erent personality types, apply-
ing behavioural science to market 
research is one of a number of key 
methodological tools at our disposal”.

Whether the brief is to encourage 
consumers to try a new app, buy more 
of a “hero” brand or switch to a new ser-
vice provider, triggering behavioural 
change is fundamental to all market-
ing campaigns, says Mr Shotton.

“One of the great things about 
behavioural science is that it’s prac-
tical, not abstract, and there are 
many hundreds of examples of it 

Exploring why we behave the way we 
do can unlock key customer insights for 
brands and have a signifi cant impact on 
the bottom line

is an approach which demonstrably 
works for both public policymakers 
and commercial brands.

“When it comes to understanding 
why we behave as we do in a retail 
outlet or on a website, researchers are 
increasingly looking to classic behav-
ioural science to provide them with 
the most important clues,” he says.

Yet while he agrees there may be 
a degree of cynicism among clients, 
particularly those who “haven’t yet 
got to grips with behaviour biases”, 
Mr Shotton believes “dismissing 
behavioural science as a pseudo-sci-
ence is very wide of the mark”.

To Colin Strong, global head of 
behaviour science at Ipsos MORI, 

S

Virginia Matthews

B E H A V I O U R A L  S C I E N C E

When it comes to 
understanding why we behave 
as we do in a retail outlet or 
on a website, researchers are 
increasingly looking to classic 
behavioural science

UK energy markets may have 
opened up to competition, 
but many consumers remain 
disengaged and continue to pay 
signifi cantly over the odds for 
their gas and electricity. 

Together with energy regulator 
Ofgem, the Behavioural Insights 
Team (BIT) or Nudge Unit, formerly 
owned by the government, 
but now quasi-independent, 
launched a large-scale trial of 
150,000 customers in a bid to 
increase switching rates. 

Within 30 days of sending out 
a series of personalised letters, 
showing each household how 
much they could save by moving 
to one of three “best buys”, 
switching rates tripled. Customers 

who changed supplier after being 
contacted by Ofgem saved on 
average £50 more than those who 
moved to a new supplier of their 
own accord. 

In a separate trial, an invitation 
to sign up to an exclusive tariff 
via a collective switch saw 
switching rates rise from 2.6 per 
cent to 22.4 per cent.

BIT says: “These trials have 
provided valuable insights into 
what drives effective consumer 
engagement, and we have also 
demonstrated the potential of 
market intervention to prompt 
action and help consumers make 
better decisions.”

A similar approach is now 
expected to help households 
make savings in other regulated 
markets, such as telecoms, 
water, insurance and mortgages.

Case study:
Energy switch
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Commercial feature

ata is abundantly available in 
most businesses, and digiti-
sation has rapidly increased 

their ability to collect it. Surveys, video 
dairies, social listening, online behav-
iour tracking, the list goes on. The 
challenge we all face is how to turn this 
deluge of data into actionable insights 
that will help marketing departments 
deliver commercial success. 

Success in marketing is inevitably 
linked to changing behaviour: busi-
nesses want people to consume more 
or less of something, switch to a new 
brand, or change the way they think 
about a subject. But we can only 
change behaviour if we know what is 
motivating it. Many businesses don’t 
truly understand the motivations of 
their customers and that is why they 
have such a hard time influencing 
their behaviour.

Big data alone will not deliver the 
answer. While it provides powerful 
information on what consumers are 
doing, when and where, it struggles 
to explain why. Adjacently, traditional 
market research, that simply asks con-
sumers why they do what they do, will 
also inevitably get the wrong answer 
because consumers don’t know. 

Behavioural science-based market 
research gets closer to real consumer 
behaviour than any other approach 
and reveals the motivations driving 
current habits, so brands can influence 
and change them.

Sales impact
In this sphere, Emotional Logic is one 
of the leading providers of behavioural 
science-based consumer research and 
has conducted a study with a major UK 
retailer that proved simply asking con-
sumers is ineffective. 

A behavioural economics-based 
methodology was used alongside tra-
ditional focus group research to iden-
tify the drivers of loyalty, in this case, 
repeat purchasing transactions. In 
focus groups, consumers explained 
why they repeatedly came back to the 
retailer, citing factors such as value for 
money and staff expertise. 

The behavioural science method 
then identified several other factors 
around how consumers felt during 
and after the transaction. When the 
identified factors were tracked against 
repeat purchasing, all aspects that 
consumers had said they wanted in the 
focus groups showed a much lower link 
with sales than the factors identified 
using a behavioural science approach. 

On average, factors derived through 
behavioural science had a 44 per cent 
stronger impact on repeat sales trans-
actions, proving this approach gets us 
closer to real behaviour and results.

A behavioural scientist understands 
how consumers process information 
and subsequently how they behave and 
react. This is different to how consum-
ers think they react. 

Consumers think they want an orderly 
and simple product shelf, yet eye-track-
ing reveals they spend more time engag-
ing with the messy shelf that has not 
been restocked properly. They say they 
are worried about plastic packaging, but 
then overwhelmingly choose the plastic 
bottle in choice experiments. 

Applying a behavioural science 
approach means to stop simply believ-
ing what consumers are saying and to 
research for evidence of what is really 
driving their behaviour. 

Emotional Logic has worked with cli-
ents, such as Jaguar Land Rover, Unilever
and the British Heart Foundation, to cut 

through the noise of consumer opin-
ions and find the root cause of the 
behavioural shift they wish to achieve.

Beyond system 1
For many people, behavioural science 
is synonymous with system 1 thinking. 

System 1 thinking, which is used to 
describe the fast, automatic and often 
unconscious reactions humans have, is 
the current buzzword of market research 
with many agencies suddenly adding 
implicit research tools to their suite. 
There is a real danger that after years 
of focus on mostly rational or system 
2 thinking, we now go too far the other 
way and think unconscious emotions 
and system 1 thinking are the answer to 
everything. Actually, they aren’t. 

The conscious mind still has a say; 
you can use emotive advertising and 
exciting packaging to ramp up con-
sumer desire, but if the conscious 
mind says it’s too expensive you will 
still lose the sale. 

Human beings actually switch seam-
lessly between unconscious, emotional 
gut reactions of system 1 and the logical 
step-by-step thinking of system 2. Both 
are essential for decision-making. So 
instead of focusing on one or the other, 
what about understanding how they 
work together to reach a decision? For 
more than a decade Emotional Logic’s 
research delivery has achieved just that.

Each of Emotional Logic’s research 
solutions combines traditional research 
techniques with tools from neuro-
science and psychology to ensure 
both system 1 and system 2 factors 
are accurately measured and their 
impact on behaviour is quantified. This 
approach has won multiple awards 
for the company and is not only more 
effective as it delivers a more accurate 
picture of real decision-making, but 

it is also safer as looking at system 1 in 
isolation can deliver misleading results.

Actionable results
When it comes to system 1 measure-
ments, hardly a week goes by without 
another new research methodology 
being launched. Eye-tracking, biometric 
measures, implicit testing; none are new, 
but all are redeveloped continuously. 

One of the challenges many organisa-
tions face is keeping up to speed with who 
is the best provider and to assess which 
tool is best fit for what purpose. And then 
there are the reports. Many of us have 
seen the overcomplicated eye-tracking 
report showing 30 different “interesting” 
measurements only then to be stumped 
by what to do with the results. 

Emotional Logic is methodologically 
neutral and experienced in the full range 
of established and new tools available. 
Testing more than 30 tools across prod-
uct categories and international markets 
has resulted in solutions that have been 
honed for brand development, pack-
aging testing, digital user experience, 
segmentation, communication devel-
opment, in-store shopper studies and 
customer satisfaction. The reports you 
get deliver a clear set of a few key metrics 
which indicate direct actions. 

In this research approach you find 
the key to achieving a stronger influ-
ence on consumer behaviour by stop-
ping believing what consumers are tell-
ing you and actually finding out what is 
really driving their actions. 

For more information please visit
www.emotional-logic.co.uk

Behavioural science helps brands 
focus on insights, not data
Stop believing what consumers tell you and use a research approach to find out what is really driving their actions 
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IMPACT OF BEHAVIOURAL 
ECONOMICS ON SALES

Average percentage increase in retail 
sales transaction value from implementing 
behavioural economics results, compared 
with traditional focus groups

44%
stronger 

impact on 
sales

Factors identified with a behavioural science approach  Factors stated in focus group research

INFLUENCE OF BEHAVIOURAL ECONOMICS ON SALES

Brand factors identified by behavioural economics have a stronger influence over sales and are less 
consciously associated with a brand

Behavioural economics insight

Focus group results
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Jane Frost
Chief executive 
Market Research Society

ood news: businesses know 
more and more about their 
customers and the envi-

ronment they are operating in every 
day. They are acquiring data from 
a broader and more varied range of 
sources all the time and at a rapid 
rate. The bad news? All this is com-
pletely worthless unless they know 
what to do with it. 

This presents a real opportunity 
for the market and social research 
sector. Intelligence is the greatest 
tool available for harnessing these 
growing, untapped assets, as long 
as we can reframe the conversation 
and demonstrate the role of insight 
in business success. Insight lead-
ers must be able to speak to their 
chief financial officers in language 
they understand. 

How do I demonstrate the value of 
marketing to senior decision-mak-
ers? How do I make the case for 
my department, when decisions 
are being made about budgets and 
resources? Time and time again, 
these were the questions I came up 
against during my career as a mar-
keting and strategy director in the 
private and public sector. 

These conversations are, of course, 
much harder to have the further you 
sit away from your  fi nance depart-
ment. Research earlier this year 
not only highlighted the space that 
exists between insight and fi nance 
teams, but the lack of perceived 
value attached to insight.  

Only 24 per cent of respondents 
felt they had a close working rela-
tionship with their fi nance col-
leagues and only 19 per cent felt col-
leagues view the money the insight 
team spends as an investment, not a 
cost.  And perhaps most worryingly, 
only 28 per cent of respondents felt 
their fi nance colleagues respect the 
contribution the insight team makes 
to evidence-based decision-making. 

Financial and human capital have 
long been cornerstones of growth 
strategies and their measures are 
well established. Just because 
insight as an asset is harder to quan-
tify, it doesn’t mean it is less impor-
tant, especially when more products 
are going direct to the customer and 
disruptions enabled by technology 
are becoming more frequent.

This is where Intelligence CapitalTM

comes in. The Market Research 
Society worked with agency and cli-
ent-side organisations to plug this 
gap and provide companies with 

a framework that puts research, 
insight and data analytics cen-
tre stage in business strategy and 
reframes how we seek investment in 
the function. 

Intelligence CapitalTM is made up 
of three elements: structural intel-
ligence, activation intelligence and 
human intelligence. Structural intel-
ligence represents the sum of what 
the business knows about its mar-
kets, its performance, its custom-
ers and the wider business context. 
Activation intelligence includes 
market initiatives and experiments 
designed to capture innovation and 
growth opportunities. Human intel-
ligence connects these together by 
identifying new insights and apply-
ing them to markets.  

We know that organisations typ-
ically fi nd it hard to balance struc-
tural and activation intelligence 
and most of them underinvest in 
human intelligence. Perhaps, in 
our technology-led world, there is a 
feeling that the human element is 
becoming less important. We must 
counter this view. People retain, and 
in my opinion will always retain, an 
important role in delivering busi-
ness success. Machines and algo-
rithms cannot do it all; only the 
interpretation and application of 
insight can turn it into foresight. 

The key is for all three elements 
of Intelligence CapitalTM to work 
together. The successful application 
of Intelligence CapitalTM creates new 
value in four ways: unlocking reve-
nue streams, strengthening brand 
value, increasing speed to market 
and generating effi  ciencies.  

Crucially, it will help companies 
deploy what they already know to 
their competitive advantage and 
fi nd growth. 

‘Machines and algorithms 
cannot do it all; only 

the interpretation and 
application of insight can 

turn it into foresight’ 

G

O P I N I O N

Automating insight generation is not only 
saving market research professionals 
time and money, it off ers the opportunity 
to fi nd patterns in data at a scale never 
before possible

Automated 
insights off er 
more than 
just speed

ccording to Josh Sutton, 
chief executive at Agorai: 
“Artifi cial intelligence (AI) 

solutions are producing insights in 
seconds that used to take teams of 
people days or even weeks to produce. 
Early adopters are seeing fi nancial 
benefi ts already.” 

The main metrics for success are a 
reduction in insight time, followed by 
decreases in labour demands and over-
all expense. Mr Sutton adds: “McKinsey 
recently produced a report which states 
that over the next decade, early adop-
ters of AI will dramatically outperform 
followers and laggards."

2019 is the year that AI was tipped to 
take over from automation in market 
research, but seven months in, has AI 
lived up to its potential? 

“We are now at a point in time that 
is reminiscent of the mid-1990s, 
when the early winners of the in-
ternet were those who identifi ed 
opportunities and experimented to 
address business problems,” says 
Chris Duff ey, strategic development 
manager at Adobe and author of Su-
perhuman Innovation.

“AI is making people better at their 
jobs in three ways: automation of 
tasks that can help a person perform 
their job more eff ectively; the abil-
ity to generate insights from large 
amounts of data; and ability to ena-
ble interactions with technology via 
natural-language conversations,” 
says Mr Sutton. 

Automation, insight generation 
and natural-language processing 
enable businesses to survey the 
market continually, rather than 
dedicating specifi c time, labour and 
money to the process. 

An advantage of using AI in mar-
keting research is the insight time 
involved in creating an overview of 
consumer needs is cut down enor-
mously. Mr Sutton adds: “When AI is 
used to understand the comprehen-
sive picture painted by all the data 

available via social media, people’s 
movements, behaviours that can 
be observed and the corresponding 
actions taken, we are seeing fi rms 
develop insights which give them a 
better picture than they have ever 
been able to generate.”

Using AI also means data can be 
digested in real time. David Benig-
son, chief executive and co-founder 
of Signal AI, says this has a power-
ful impact. “The Washington Post 
alone publishes over 1,000 articles 
or news stories a day. If a human 
being read nothing else, they would 
still struggle to get through just that 
one newspaper. Signal's AI reads 2.7 
million sources a day and over fi ve 
million documents are analysed in 
less than two seconds. Our clients 
fi nd that two-hour tasks now take 
ten minutes,” he says.

Those are some very appealing num-
bers for companies looking to decrease 
insight time. But AI learns from human 
beings, so are there possible pitfalls for 
a system working at a speed so far be-
yond human intelligence? 

“Superintelligence is a notion that 
is often represented in movies as an 
anthropomorphised robotic AI sys-
tem with an exponential increase of 
intelligence over humans,” says Mr 
Duff ey. “However, unlike science fi c-

tion, when we talk about modern AI, 
we’re in fact talking about narrow AI, 
which means AI that’s designed to 
perform a task.” 

It seems that while AI in mar-
keting research is currently able 
to unearth, read and analyse data 
far more quickly than human be-
ings, it currently lacks the cre-
ativity to deal with unforeseen 
obstacles in its path and change 
course accordingly.

“The ability to extract real in-
sights from written comments is a 
great example of how AI in market-
ing research can improve insight 
time,” says Mr Sutton. ”Firms that 
used to rely on a staff  of analysts to 
review consumer feedback can now 
see key themes people care about 
in real time. Over 80 per cent of the 
data produced every day is unstruc-
tured – written feedback, photos 
and so on – and this data is not be-
ing used by AI solutions to provide 
real insights in a way that wasn’t 
possible without AI.”

Harnessing this unused data to cre-
ate a continuous big picture of cus-
tomer insights can alert marketing 
teams to patterns and trends sooner 
than traditional methods, helping 
fi rms stay on top of consumer needs. 

AI is potentially a very useful 
tool, but it still requires extensive 
guidance to thrive. This trade-off  is 
already worth it, says Mr Benigson. 
“At Signal, for example, clients can 
train the AI to their bespoke speci-
fi cations in just a few hours, in eff ect 
digitising their knowledge for the 
long term. If you're saving an hour 
a day, you're already in credit after 
just a week,” he says. That’s a vast 
improvement on insight time using 
traditional methods. 

When looking to the future of AI in 
marketing research, it’s important to 
understand how AI and human be-
ings can work in harmony, each aug-
menting the other’s strengths. 

“AI excels at storing and remem-
bering huge amounts of data and 
making very complex calculations 
based on those data sets,” says 
Mr Duff ey. “People are extraor-
dinarily skilled at social interac-
tions and complex tasks, critical 
thinking and creativity. Keep this 
in mind.”

What could this combination of hu-
man and AI skills achieve? “Trained AI 
can also go beyond what a human can 
do by fi nding the connections in the 
data at a scale that would be practically 
impossible for a human,” adds Mr Be-
nigson. “In eff ect, it can help us under-
stand not just the known unknowns, 
but the unknown unknowns, the 
things we didn't know we didn't know.”

With the promise of such boundless 
possibility, the advantages of using AI 
in marketing research to reduce insight 
time are clear and very exciting. 
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A R T I F I C I A L  I N T E L L I G E N C E

Qualtrics 2018

AI will have a positive 
effect on the market 
research industry 

AI survey data will 
be more accurate 
than it is today 

AI will 
reduce the 
number 
of market 
research 
jobs

WHAT MARKET RESEARCH PROFESSIONALS THINK ABOUT 
ARTIFICIAL INTELLIGENCE

Percentage of market research decision-makers 
who agree with the following statements

AI solutions are producing 
insights in seconds that used 
to take teams of people days or 
even weeks to produce. Early 
adopters are seeing fi nancial 
benefi ts already

80%

75%

35%

AI is an opportunity 
for the market 
research industry

93%

Commercial feature

ore video content is being 
created today than ever 
before, with 400 hours of 

video uploaded to YouTube every 
single minute. Thanks to the increas-
ing accessibility of smartphones with 
high-quality video capture, virtu-
ally all people have the ability to create 
videos of their day-to-day lives and 
upload them online for the world to see.

It’s not just a natural way for people 
to communicate, with brands also 
being able to leverage this powerful 
channel to learn more about con-
sumers and gain a genuine under-
standing of their real-life activities. 

“The naturalness of video as a 
medium means that it’s a frictionless 
way of getting feedback from con-
sumers. Even five years ago, if you 
asked people to video themselves in 
daily life, there would have been a 
level of resistance to it, but this has 
now completely changed,” says Matt 
Lynch, chief strategy officer of Big 
Sofa Technologies, a leading pro-
vider of video data analytics to global 
brands and tech companies. “Our 

experience is that people are really 
engaged, saying up to nine times 
more in a video study than they do in 
a traditional survey.” 

While video has always existed as a 
way of capturing traditional market 
research, gaining the context of 
authentic, in-moment interactions 
and everyday language is of increas-
ing value to brands that are used to 
insight from more formal settings 
where consumer behaviour can 
be unnatural.

Another major issue with previous 
video collection methods, where 
brands recorded focus groups or 
one-on-one interviews, is the diffi-
culty in managing this content and 
analysing the data at scale. Enabled 
by advanced technology and the 
usage of wearable tech and fixed 
cameras, natural video can now be 
obtained at scale and analysed effec-
tively to uncover actionable insights 
for companies.

Countless data points can be col-
lected through digital video, including 
everything from facial expressions to 
physical actions, and then structured 
to be analysed in combination with 
other data sources like point of sale 
to provide a more detailed context.

“Video data analytics, the combina-
tion of capturing video using the latest 
digital technology, then analysing it in 
a structured way, allows brands to get 
an extremely textured and rich con-
sumer understanding. This provides 
qualitative depth, but at a quantita-
tive scale, and therefore it is a robust 
method of making decisions in a way 
that just wasn’t possible before,” says 
Mr Lynch.

Big Sofa Technologies enables 
organisations to capitalise on these 
new innovations through the use of 
their proprietary artificial intelli-
gence-backed analytics and hard-
ware solutions. In practice, this allows 
brands to stream and analyse real life, 
globally, through remote cameras 
in the houses of volunteers, giving 
brands the ability to learn through 
observation and identify potential 
needs and develop solutions.

The Visual Insight System offered by 
Big Sofa Technologies brings together 

and organises a massive amount of 
video  data, and in the process cre-
ates a space for staff in different 
business areas to collaborate and 
create solutions to real-life con-
sumer challenges. Everyone from an 
engineer to marketer and designer 
can use this platform and the insights 
it generates to look at patterns within 
and across video data sets.

Video data analytics is only going 
to become a more important tool as 
brands begin to see the rich data that 
video can provide and the power of 
tools such as the Visual Insight System 
to enhance the collective deci-
sion-making and innovation process.

“Traditionally, most market research 
has been based on consumer recall, 
instead of focusing on the data 
directly created from real-life situ-
ations. Utilising video data analytics 
is vital to actually bridging this gap 
and accessing unconscious behav-
iour that consumers wouldn’t usually 
report, ensuring brands can iden-
tify new opportunities and develop 
products which truly meet consumer 
needs,” Mr Lynch concludes.

For more information please visit
www.bigsofatech.com, or email
mattlynch@bigsofatech.com
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Our experience is 
that people are 
really engaged, 
saying up to nine 
times more in a video 
study than they do in 
a traditional survey

amount of video uploaded 
to YouTube every minute

number of words spoken 
in videos compared to 
traditional surveys

Big Sofa 

Brandwatch

400hrs

9x

Video data analytics 
can provide a more 
accurate picture 
of consumers

Embracing the power 
of video data analytics

https://www.bigsofatech.com/
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Market Research Society

ood news: businesses know 
more and more about their 
customers and the envi-

ronment they are operating in every 
day. They are acquiring data from 
a broader and more varied range of 
sources all the time and at a rapid 
rate. The bad news? All this is com-
pletely worthless unless they know 
what to do with it. 

This presents a real opportunity 
for the market and social research 
sector. Intelligence is the greatest 
tool available for harnessing these 
growing, untapped assets, as long 
as we can reframe the conversation 
and demonstrate the role of insight 
in business success. Insight lead-
ers must be able to speak to their 
chief financial officers in language 
they understand. 

How do I demonstrate the value of 
marketing to senior decision-mak-
ers? How do I make the case for 
my department, when decisions 
are being made about budgets and 
resources? Time and time again, 
these were the questions I came up 
against during my career as a mar-
keting and strategy director in the 
private and public sector. 

These conversations are, of course, 
much harder to have the further you 
sit away from your  fi nance depart-
ment. Research earlier this year 
not only highlighted the space that 
exists between insight and fi nance 
teams, but the lack of perceived 
value attached to insight.  

Only 24 per cent of respondents 
felt they had a close working rela-
tionship with their fi nance col-
leagues and only 19 per cent felt col-
leagues view the money the insight 
team spends as an investment, not a 
cost.  And perhaps most worryingly, 
only 28 per cent of respondents felt 
their fi nance colleagues respect the 
contribution the insight team makes 
to evidence-based decision-making. 

Financial and human capital have 
long been cornerstones of growth 
strategies and their measures are 
well established. Just because 
insight as an asset is harder to quan-
tify, it doesn’t mean it is less impor-
tant, especially when more products 
are going direct to the customer and 
disruptions enabled by technology 
are becoming more frequent.

This is where Intelligence CapitalTM

comes in. The Market Research 
Society worked with agency and cli-
ent-side organisations to plug this 
gap and provide companies with 

a framework that puts research, 
insight and data analytics cen-
tre stage in business strategy and 
reframes how we seek investment in 
the function. 

Intelligence CapitalTM is made up 
of three elements: structural intel-
ligence, activation intelligence and 
human intelligence. Structural intel-
ligence represents the sum of what 
the business knows about its mar-
kets, its performance, its custom-
ers and the wider business context. 
Activation intelligence includes 
market initiatives and experiments 
designed to capture innovation and 
growth opportunities. Human intel-
ligence connects these together by 
identifying new insights and apply-
ing them to markets.  

We know that organisations typ-
ically fi nd it hard to balance struc-
tural and activation intelligence 
and most of them underinvest in 
human intelligence. Perhaps, in 
our technology-led world, there is a 
feeling that the human element is 
becoming less important. We must 
counter this view. People retain, and 
in my opinion will always retain, an 
important role in delivering busi-
ness success. Machines and algo-
rithms cannot do it all; only the 
interpretation and application of 
insight can turn it into foresight. 

The key is for all three elements 
of Intelligence CapitalTM to work 
together. The successful application 
of Intelligence CapitalTM creates new 
value in four ways: unlocking reve-
nue streams, strengthening brand 
value, increasing speed to market 
and generating effi  ciencies.  

Crucially, it will help companies 
deploy what they already know to 
their competitive advantage and 
fi nd growth. 

‘Machines and algorithms 
cannot do it all; only 

the interpretation and 
application of insight can 

turn it into foresight’ 

G

O P I N I O N

Automating insight generation is not only 
saving market research professionals 
time and money, it off ers the opportunity 
to fi nd patterns in data at a scale never 
before possible

Automated 
insights off er 
more than 
just speed

ccording to Josh Sutton, 
chief executive at Agorai: 
“Artifi cial intelligence (AI) 

solutions are producing insights in 
seconds that used to take teams of 
people days or even weeks to produce. 
Early adopters are seeing fi nancial 
benefi ts already.” 

The main metrics for success are a 
reduction in insight time, followed by 
decreases in labour demands and over-
all expense. Mr Sutton adds: “McKinsey 
recently produced a report which states 
that over the next decade, early adop-
ters of AI will dramatically outperform 
followers and laggards."

2019 is the year that AI was tipped to 
take over from automation in market 
research, but seven months in, has AI 
lived up to its potential? 

“We are now at a point in time that 
is reminiscent of the mid-1990s, 
when the early winners of the in-
ternet were those who identifi ed 
opportunities and experimented to 
address business problems,” says 
Chris Duff ey, strategic development 
manager at Adobe and author of Su-
perhuman Innovation.

“AI is making people better at their 
jobs in three ways: automation of 
tasks that can help a person perform 
their job more eff ectively; the abil-
ity to generate insights from large 
amounts of data; and ability to ena-
ble interactions with technology via 
natural-language conversations,” 
says Mr Sutton. 

Automation, insight generation 
and natural-language processing 
enable businesses to survey the 
market continually, rather than 
dedicating specifi c time, labour and 
money to the process. 

An advantage of using AI in mar-
keting research is the insight time 
involved in creating an overview of 
consumer needs is cut down enor-
mously. Mr Sutton adds: “When AI is 
used to understand the comprehen-
sive picture painted by all the data 

available via social media, people’s 
movements, behaviours that can 
be observed and the corresponding 
actions taken, we are seeing fi rms 
develop insights which give them a 
better picture than they have ever 
been able to generate.”

Using AI also means data can be 
digested in real time. David Benig-
son, chief executive and co-founder 
of Signal AI, says this has a power-
ful impact. “The Washington Post 
alone publishes over 1,000 articles 
or news stories a day. If a human 
being read nothing else, they would 
still struggle to get through just that 
one newspaper. Signal's AI reads 2.7 
million sources a day and over fi ve 
million documents are analysed in 
less than two seconds. Our clients 
fi nd that two-hour tasks now take 
ten minutes,” he says.

Those are some very appealing num-
bers for companies looking to decrease 
insight time. But AI learns from human 
beings, so are there possible pitfalls for 
a system working at a speed so far be-
yond human intelligence? 

“Superintelligence is a notion that 
is often represented in movies as an 
anthropomorphised robotic AI sys-
tem with an exponential increase of 
intelligence over humans,” says Mr 
Duff ey. “However, unlike science fi c-

tion, when we talk about modern AI, 
we’re in fact talking about narrow AI, 
which means AI that’s designed to 
perform a task.” 

It seems that while AI in mar-
keting research is currently able 
to unearth, read and analyse data 
far more quickly than human be-
ings, it currently lacks the cre-
ativity to deal with unforeseen 
obstacles in its path and change 
course accordingly.

“The ability to extract real in-
sights from written comments is a 
great example of how AI in market-
ing research can improve insight 
time,” says Mr Sutton. ”Firms that 
used to rely on a staff  of analysts to 
review consumer feedback can now 
see key themes people care about 
in real time. Over 80 per cent of the 
data produced every day is unstruc-
tured – written feedback, photos 
and so on – and this data is not be-
ing used by AI solutions to provide 
real insights in a way that wasn’t 
possible without AI.”

Harnessing this unused data to cre-
ate a continuous big picture of cus-
tomer insights can alert marketing 
teams to patterns and trends sooner 
than traditional methods, helping 
fi rms stay on top of consumer needs. 

AI is potentially a very useful 
tool, but it still requires extensive 
guidance to thrive. This trade-off  is 
already worth it, says Mr Benigson. 
“At Signal, for example, clients can 
train the AI to their bespoke speci-
fi cations in just a few hours, in eff ect 
digitising their knowledge for the 
long term. If you're saving an hour 
a day, you're already in credit after 
just a week,” he says. That’s a vast 
improvement on insight time using 
traditional methods. 

When looking to the future of AI in 
marketing research, it’s important to 
understand how AI and human be-
ings can work in harmony, each aug-
menting the other’s strengths. 

“AI excels at storing and remem-
bering huge amounts of data and 
making very complex calculations 
based on those data sets,” says 
Mr Duff ey. “People are extraor-
dinarily skilled at social interac-
tions and complex tasks, critical 
thinking and creativity. Keep this 
in mind.”

What could this combination of hu-
man and AI skills achieve? “Trained AI 
can also go beyond what a human can 
do by fi nding the connections in the 
data at a scale that would be practically 
impossible for a human,” adds Mr Be-
nigson. “In eff ect, it can help us under-
stand not just the known unknowns, 
but the unknown unknowns, the 
things we didn't know we didn't know.”

With the promise of such boundless 
possibility, the advantages of using AI 
in marketing research to reduce insight 
time are clear and very exciting. 
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Percentage of market research decision-makers 
who agree with the following statements

AI solutions are producing 
insights in seconds that used 
to take teams of people days or 
even weeks to produce. Early 
adopters are seeing fi nancial 
benefi ts already

80%

75%

35%

AI is an opportunity 
for the market 
research industry

93%

Commercial feature

ore video content is being 
created today than ever 
before, with 400 hours of 

video uploaded to YouTube every 
single minute. Thanks to the increas-
ing accessibility of smartphones with 
high-quality video capture, virtu-
ally all people have the ability to create 
videos of their day-to-day lives and 
upload them online for the world to see.

It’s not just a natural way for people 
to communicate, with brands also 
being able to leverage this powerful 
channel to learn more about con-
sumers and gain a genuine under-
standing of their real-life activities. 

“The naturalness of video as a 
medium means that it’s a frictionless 
way of getting feedback from con-
sumers. Even five years ago, if you 
asked people to video themselves in 
daily life, there would have been a 
level of resistance to it, but this has 
now completely changed,” says Matt 
Lynch, chief strategy officer of Big 
Sofa Technologies, a leading pro-
vider of video data analytics to global 
brands and tech companies. “Our 

experience is that people are really 
engaged, saying up to nine times 
more in a video study than they do in 
a traditional survey.” 

While video has always existed as a 
way of capturing traditional market 
research, gaining the context of 
authentic, in-moment interactions 
and everyday language is of increas-
ing value to brands that are used to 
insight from more formal settings 
where consumer behaviour can 
be unnatural.

Another major issue with previous 
video collection methods, where 
brands recorded focus groups or 
one-on-one interviews, is the diffi-
culty in managing this content and 
analysing the data at scale. Enabled 
by advanced technology and the 
usage of wearable tech and fixed 
cameras, natural video can now be 
obtained at scale and analysed effec-
tively to uncover actionable insights 
for companies.

Countless data points can be col-
lected through digital video, including 
everything from facial expressions to 
physical actions, and then structured 
to be analysed in combination with 
other data sources like point of sale 
to provide a more detailed context.

“Video data analytics, the combina-
tion of capturing video using the latest 
digital technology, then analysing it in 
a structured way, allows brands to get 
an extremely textured and rich con-
sumer understanding. This provides 
qualitative depth, but at a quantita-
tive scale, and therefore it is a robust 
method of making decisions in a way 
that just wasn’t possible before,” says 
Mr Lynch.

Big Sofa Technologies enables 
organisations to capitalise on these 
new innovations through the use of 
their proprietary artificial intelli-
gence-backed analytics and hard-
ware solutions. In practice, this allows 
brands to stream and analyse real life, 
globally, through remote cameras 
in the houses of volunteers, giving 
brands the ability to learn through 
observation and identify potential 
needs and develop solutions.

The Visual Insight System offered by 
Big Sofa Technologies brings together 

and organises a massive amount of 
video  data, and in the process cre-
ates a space for staff in different 
business areas to collaborate and 
create solutions to real-life con-
sumer challenges. Everyone from an 
engineer to marketer and designer 
can use this platform and the insights 
it generates to look at patterns within 
and across video data sets.

Video data analytics is only going 
to become a more important tool as 
brands begin to see the rich data that 
video can provide and the power of 
tools such as the Visual Insight System 
to enhance the collective deci-
sion-making and innovation process.

“Traditionally, most market research 
has been based on consumer recall, 
instead of focusing on the data 
directly created from real-life situ-
ations. Utilising video data analytics 
is vital to actually bridging this gap 
and accessing unconscious behav-
iour that consumers wouldn’t usually 
report, ensuring brands can iden-
tify new opportunities and develop 
products which truly meet consumer 
needs,” Mr Lynch concludes.

For more information please visit
www.bigsofatech.com, or email
mattlynch@bigsofatech.com
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Delivering new insights with data science and market research.
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Companies have utilised data analytics and market research in 
silos, but they are now entering a new phase, desiring that their 
insights are blended to achieve true behavioural understanding.

Bringing together the “what” and the “why” of 
customer behaviour is the only way to create clarity.
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