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ou  will  seek  out  some  trove  of  data  and  sift  
through  it,  balancing  your  intelligence  and  intuition  to  
arrive  at  a  glimmering  new  idea.   
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  Introduction    

The  problem  with  Planning  is  that  we  need  to  know  what  people  want.      This  means  asking  them  
questions,    which  immediately  creates  a  dilemma.    Every  group,  every,  omnibus,  survey  or  depth  
interview,  however  carefully  planned  and  objectively  moderated,  engenders  a  sense  of  self-‐
consciousness  in  the  respondents  that  can  skew  the  results.     all  been  to  Groups  where  
someone  was  afraid  to  speak  while  another  liked  the  sound  of  his  own  voice  a  bit  too  much.    

able  to   ut  having  to  ask?    Would  it  be  
good  to  have  data  from  a  larger  proportion  of  the  population  than  the  base  sizes  we  normally  have?    

we  can.  By  looking  at  what  millions  of  people  
are  asking  for  and  talking  about  online,  we  have  access  to  the  largest,  most  honest  and  unself-‐
conscious  focus  group  in  the  world.      

We  can  apply  the  results  of  this  methodology  to  every  stage  of  a  business  and  marketing  strategy,  
from  developing  the  products  that  people  are  looking  for  and  improving  the  ones  they  are  already  
buying,  to  devising  communications  campaigns  that  really  strike  a  chord.    We  can  use  it  to  see  
market  and  category  dynamics  reflected  in  consumer  awareness  and  demand,  to  find  out  what  
people  think  about  a  brand,  create  rounded  and  realistic  pen  portraits  and  a  resonant  tone  of  voice  
or  to  gain  insights  into  consumer  behaviour     and  how  best  to  reach  them.      

What  this  methodology  gives  us  is  both  a  snapshot  of  the  collective  psyche  of  millions  of  people  and  
the  personal  thoughts  of  one  person  at  a  time.    I .    And  now  it  can  be  yours.      

Some  background  

In  1998,  as  the  Marketing  Director  of  an  Internet  company,  Weboptimiser,  (which,  incidentally,  is  
still  alive  and  well  and  one  of  the  leaders  in  its  field)  I  came  across  some  very  interesting  
information.    It  was  the  raw  data  from  the  search  engine  GoTo ver  logs.    The  data  showed  how  
many  people  made  a  particular  search  in  the  last  month.      

  beyond  its  application  for  meta  tags.    But  it  told  
me,  a  marketer  and  former  copywriter,  what  people  were  looking  for,  how  many  of  them  wanted  it  
and  how  they  were  asking  for  it.    We  could  see  what  the  online  public  was  asking  for,  in  their  own  
time,  in  their  own  words  and  sitting  at  their  own  PC!    We  could  use  this  information  for  more  
insightful  new  product  development,  more  relevant  communications  strategies  and  better  creative  
executions.  We  could  talk  to  consumers  in  their  own  language,  to  meet  the  needs  they  were  telling  
us  they  had.    Just  think  of  th ,  marketing  and  PR.    It  really  was  a  Eureka  
moment.      

Eureka!  

This  initial  discovery  has  evolved  into  a  unique  research  and  planning  methodology  
in  permanent  Beta,  is  getting  better  all  the  time
both  strategically  and  tactically.  And  the  sources  of  insight  are  much  bigger  and  better  than  ever  
before.    GoTo  is  long  gone   but  we  have  Google.      
Message  boards  and  user  groups  ,  once  a  rich  source  of  user  generated  data,  have  declined,  but  in  
their  place  we  have  blogs,  review  sites  and  online  communities.    There  are  also  new  ways  to  target  
and  track  down  data  too,  such  as  Google  Alerts  and  RSS,  which  restlessly  prowl  the  Internet  on  your  
behalf.    Everyone  who  uses  it  changes  it,  too.    Once  you  start  to  use  this  methodology  for  yourself,  

from  it.        

what  it  is,  how  it  
works  and  what  it  can  do  for  you  .  In  the  first  section,  I  look  at  the  tools  and  techniques  themselves,  
in  Section  Two  I  look  at  how  they  can  be  applied  to  a  communications  strategy  and  in  Section  Three,  



I  have  taken  a  sample  business  challenge  and  looked  at  how  the  methodology  could  be  used  to  help  
solve  it.    

  

The  Get  Out  Clause  

There  are  some  caveats.     g  
deeper  to  ask  more  questions  to  clarify  a  point.    Sometimes  the  data  can  be  quite  hard  to  read,  so  
you  often  need  to  look  at  it  from  several  perspectives  in  order  to  make  sense  of  it.    Rather  than  
relying  wholly  on  the  insights,  I  use  them  as  a  way  of  setting  the  agenda  for  further  exploration  and  
validation  via  the  usual  research  channels,  a  catalyst  for  ideas  or  a  sounding  board  for  existing  
strategies.        

But   fresh,  free  and  fast.      The  Internet  is  a  living  repository  of  data,  you  can  watch  
ne  research  tools  and  services  and  

many  of  them  are  excellent.    An  honourable  mention  is  due  here  to  MotiveQuest  and  their  superb  
online  anthropology  service,  but  in  this  paper  I  have  concentrated  on  what  you  can  find  for  nothing.      

And  lastly quick  point  of  view,  or  want  to  test  a  theory  or  an  idea,  this  
methodology  will  give  you  instant  results,  making  it  ideal  for  chemistry  meetings  and  pitches  as  well  
as  longer  term  planning  and  strategy.    

paper,   complain.    I  never  said  it  was  perfect.    
got  ideas  and  feedback,  or  suggestions  to  improve  it,  then  drop  me  a  line  on  nicholine@gmail.com  
or  call  me  on  07767  320687.        

mailto:nicholine@gmail.com


Executive  summary    

The  Internet,  from  search  engines  to  social  media,  offers  a  vast  and  easily  accessible  repository  of  
fresh,  free  and  authentic  insight  and  intelligence.  The  insights  come,  not  from  people  sitting  in  a  
focus  group,  filling  out  a  questionnaire  or  standing  on  a  street  corner  talking  to  a  researcher  with  a  
clipboard,  but  from  unguarded  conversations  on  forums,  social  networks  and  blogs  and  searches  on  
Google.    I  call  it  the  'largest,  most  honest  and  unselfconscious  focus  group  in  the  world'  and  it  can  
help  us  at  every  stage  of  the  Strategic  Planning  process:    
    
1.              Where  are  we  now  and  how  did  we  get  here?    

We  can  uncover  insights  into  current  and  historic  market  and  category  drivers  and  segmentations,  
competitors  and  consumer  perceptions.    We  can  identify,  anticipate  and  address  market  and  societal  
trends  and  create  rounded  and  realistic  pen  portraits  and  typologies.    
    
2.            Where  do  we  want  to  be?    
    
We  can  scope  out  the  opportunities  for  a  brand  in  terms  of  market  and  mindshare,  to  postulate  
what  success  might  look  like,  identify  potential  territories  and  the  challenges  that  need  to  be  
overcome  in  order  to  achieve  these  ambitions.    
    
3.            How  will  we  get  there?    
    
We  can  identify  how,  when  and  where  to  best  engage  and  inspire  our  audience,  from  resonant  and  
relevant  messaging  and  proposition  to  targeting  and  tone  of  voice.    
    
4.            How  will  we  know  when  we  have  succeeded?    
    
We  can  evaluate  the  impact  and  effectiveness  of  communications  campaigns,  both  in  terms  of  reach  
and  engagement  but  also  attitudinal  and  behavioural  change,  competitor  activity  and  overall  
category  dynamics.      
    

So,  if  you  need  a  snapshot  of  whether  a  market  is  growing  or  declining   ,  an  
instant  point  of  view  on  a  brand  positioning,  an  outline  agenda  for  a  focus  group,  or  an  idea  of  how  a  
creative  campaign  has  been  received,  this  methodology  is  the  perfect  catalyst,  sounding  board  and  
complement  to  traditional,  conventional  research.    

It  can  transform  the  way  you  work.    



Section  One:    Tools  and  Techniques  

with  a  look  at  the  base   .    According  
to  the  Office  for  National  Statistics,  65%  of  UK  households  have  access  to  the  web
households  and  an  increase  of  1.23m  on  last  year.    And  this  is  just  people  at  home     many  more  
have  access  to  the  web  at  work,  school  and  via  their  mobiles.    If  you  also  consider  that  Google  has  
approximately  80%  of  the  search  market,  at  least  in  the  UK,  and  after  email,  search  is  the  most  
popular  online  activity,  this  gives  us  a  very  big  base  to  work  from.    In  fact,  we  can  assume  that  the  
hopes,  dreams,  fears  and  needs  of  the  population,  minus  the  very  young,  the  very  old  and  the  
socially  excluded     are  reflected  via  the  tools  and  techniques  in  this  paper.      

To  find  out  what  people  are  looking  for    

Google  Insights  for  Search  

Google  Insights  for  Search  is  a  more  detailed  version  of  Google  Trends  and  is  always  the  best  tool  to  
start  your  investigation  with.    It  shows  you  the  level  of  search  demand,  plus  news  coverage,  for  any  
word  or  phrase  you  choose.    The  news  stories  that  the  tool  lists  can  sometimes  be  a  bit  misleading  as  

obscure  US  news  sites  like  the  
Wichita  Herald,  where  the  last  big  event  was     

You  can  search  by  word  or  phrase,  geography  and  time,  so  for  example,  you  can  compare,  as  shown  
here,  searches  for  Porsche  compared  to  those  for  new  and  used  cars  in  the  UK,  since  2004.    Later  in  

  

  

  

  

You  can  also  look  at  the  top  and  fastest  growing  searches.    This  tells  you  what  the  most  popular  
cted.    The  rising  searches  are  the  fastest-‐

growing,  so  you  can  identify  surges  in  demand  within  a  given  timeframe.    

  

www.gmail.com


the  other  functions  and  the  data  is  a  bit  skewed  by  the  small  base  sizes  of  some  of  the  online  
populations,  such  as  the  Isle  of  Man.      

The  Google  Keyword  Tool  

The  Google  Keyword  tool  was  originally  developed  to  help  online  marketers  identify  the  best  
keywords  and  phrases  for  their  AdWords  pay-‐per-‐click  advertising  campaigns.    It  tells  you  how  many  
people  (approximately)  made  a  particular  search  last  month,  and  the  monthly  average  for  the  
previous  year.    You  can  compare  search  terms  broadly,  to  identify  the  key  trends,  or  by  the  exact  
phrase.      So  you  can  see,  for  example,  what  the  most  popular  searches  are  for  a  phrase,  in  this  case,  
mobile  phones:    

  

As  you  can  see,  you  can  quantify  relative  demand  for  particular  brands,  see  what  the  most  popular  
buying  criteria  are  and  get  an  insight  into  broad  market  and  category  dynamics.    
more  depth  later  in  this  paper.    

Google  Trends  for  Websites  

Google  Trends  for  Websites  is  a  useful  tool  for  gauging  the  approximate  level  of  web  traffic  to  one  or  
more  websites  and  for  seeing  what  else  they  searched  for  and  where  else  they  went,  either  before  
or  afterwards.      

Here,  for  example,  is  the  chart  for  Moonpig,  the  greetings  card  site,  and  you  can  see  seasonal  trends,  
as  well  as  useful  insights  into  the  audience  and  their  overall  online  behaviour.    You  can  see  which  
web  sites  they  visited,  and  what  the  searched  for,  in  order  to  understand  the  type  of  consumers  
visiting  the  site  and  what  their  motivation  might  be,  which  is  also  handy  for  media  strategy.    Again,  

  

https://adwords.google.co.uk/select/KeywordToolExternal
http://trends.google.com/websites?q=wikipedia.org


  

As  with  the  other  Google  tools,  you  can  search  by  country  and  by  time  period.    In  fact,  it  can  be  an  
interesting  exercise  to  compare  the  data  for  a  longer  period  against  a  shorter  one,  to  identify  the  
most  recent  trends.      

  
To  find  out  what  people  are  talking  about:    

There  are  so  many  tools  and  techniques  out  there  to  monitor  online  buzz  and  sentiment,  I  w
them  all  here.    New  ones  come  along  all  the  time,  but  for  now,  here  are  the  main  ones  that  I  use.    

specific  to  your  clients  or  category.    

Online  news  services  

If  you  want  to  look  up  or  track  news  on  a  particular  brand  or  issue,  the  online  news  services,  such  as  
Google  News,  are  
tracking,  do  a  search  and  can  sort  the  results.      

updates.    Moreover  and  Yahoo  also  offer  RSS  feeds  for  aggregated  industry  news.  

Google  Alerts  

One  of  the  first  things  to  look  at  when  you  want  to  know  what  both  consumers  and  press  are  saying  
about  a  brand,  issue  or  event,  or,  when  they  display  a  particular  attitude  or  need  state,  is  to  set  up  
Google  Alerts.    Simply  go  to  Google  News  and     
choose  the  word  or  phrase  you  wish  to  monitor,  what  kind  of  alerts  you  want  and  how  often.    You  
can  edit  and  add  new  ones  whenever  you  like  but  remember  to  use  speech  marks  to  designate  an  

  of  
irrelevant  results.    

As  well  as  monitoring  brand  names,  you  can  get  some  very  interesting  insights  when  you  set  up  
alerts  for  attitudes  or  need  states,  such  as     

would  be  very  useful  if  you  were  marketing  a  cold  and  flu  remedy  and  wanted  some  insight  
into  how  people  feel  about  fighting  a  cold  and  how  it  affects  their  behaviour:    

http://news.google.com/
http://w.moreover.com/categories/category_list_rss.html
http://news.yahoo.com/rss
http://news.google.com/


  

Blog  monitoring    

Google  Alerts  are  great  for  a  regular  supply  of  insights  over  time,  and  can  bring  you  results  very  
quickly  and  frequently.  However,  you  also  need  to  see  the  bigger  picture,  as  reflected  in  the  
blogosphere,  and  identify  the  most  influential  bloggers     and  hence  brand  advocates  or  detractors  in  
relation  to  your  brand  or  category  .  Technorati  is  one,  Google  Blog  Search  is  another.        

Another  useful  service  is  provided  by     Blogpulse  conversation  tracker  which  tracks  who  is  
linking  to  blog  stories.    If  you  want  to  track  whether  a  brand  or  issue  is  getting  increasingly  talked-‐
about  in  blogs,  say,  before  a  product  launch  or  after  an  advertising  campaign,  try  Blogpulse  trends.    

Micro-‐blog  monitoring  

An  easy  way  to  see  what  people  are  talking  about  right  this  minute  is  through  Twitter  and  its  search  
facility.  I  have  better  things  to  do  than  Twitter  myself  and  would  rather  listen  to  sheep  bleating  than  
follow  anyone  else,  but  as  a  research  tool  it s  great  for  a  quick  insight  into  the  hot  topics  of  the  

feed,  for  updates,  or  choose  email  alerts.    

Blog  comment  tracking  

BackType  is  a  blog  comment  tracker,  and  you  can  not  only  search  blog  comments  that  mention  your  
brand,  or  show  a  particular  attitude,  but  you  can  track  comments  left  by  a  particular  person  so  you  
can  gain  a  greater  understanding  of  your  advocates  and  detractors.  co.mments.com  also  lets  you  
track  comments  and  you  can  subscribe  to  the  RSS  feed  for  instant  updates.    With  Keotag.com  you  
can  see  who  is  using  a  brand  or  issue  as  a  tag,  over  several  sites.    

Board  monitoring  tools  

  BoardTracker  and  BoardReader    are  both  good  for  monitoring  forum  posts,  topics,  and  actual  forum  
names,  so  you  can  see  if  there  are  any  dedicated  to  your  brand     positive  or  negative.    

  

http://www.technorati.com/
http://blogsearch.google.com/
http://www.blogpulse.com/conversation
http://www.blogpulse.com/trend
http://www.twitter.com/
http://search.twitter.com/
http://search.twitter.com/
http://search.twitter.com/
http://www.backtype.com/
http://co.mments.com/
http://www.keotag.com/
http://boardtracker.com/
http://boardreader.com/


  

Social  bookmark  tracking    

Social  bookmarking  networks,  such  as  Digg,  del.icio.us  and  Reddit  will  let  you  search  for  submitted  
stories  and  offer  RSS,  so  you  can  see  which  stories  have  gained  traction.    

Social  Mention    

Another  useful  tool  for  taking  a  snapshot  of  conversations  around  your  brand  is  Social  Mention.  You  
can  choose  from  blogs,  twitter,  bookmarks,  comments,  events  and  images.    

Social  network  buzz  

Facebook  Lexicon    

With  Facebook  Lexicon,     can  see  how  often  a  
  

     

terms.      

Photo  and  video  sharing  sites  

  Flickr  offers  an  RSS  subscription  that  will  update  you  on  any  new  image  that  matches  your  word  or  
phrase.      Likewise  Google  Video  can  help  you  track  videos  from  many  online  hosting  sites  (such  as  
YouTube  and  MetaCafe).    

Wikis    

track  change  history  for  any  
Wikipedia  page.  

Q  &  A  forums    

Question  and  answer  sites  such  as  Yahoo  Answers  and  the  Answerbank  are  a  good  way  to  find  out  
consumers  views  on  particular  topics,  issues,  or  brands,  or  to  see  what  people  are  asking  about  right  
now,  to  get  a  feel  for  the  mood  of  the  moment.    

http://www.digg.com/
http://del.icio.us/
http://reddit.com/
http://socialmention.com/
http://www.facebook.com/lexicon/index.php?q=the+flu
http://www.flickr.com/
http://video.google.com/
http://www.youtube.com/
http://www.metacafe.com/
http://en.wikipedia.org/w/index.php?title=IPhone&action=history
http://en.wikipedia.org/w/index.php?title=IPhone&action=history
http://en.wikipedia.org/w/index.php?title=IPhone&action=history
http://answers.yahoo.com/
http://www.theanswerbank.co.uk/


  

 

To  read  what  people  are  saying  about  brands  and  companies  

  The  review  sites,  such  as    Doyoo,  Kelkoo  and  Ciao  are  a  great  source  of  insight  into  what  people  are  
looking  for,  what  they  need  and  what  they  think  of  your  brand.    You  can  use  the  insight  to  identify  
problems  with  your  product  or  service,  highlight  potential  NPD  opportunities  and  see  what  kind  of  
language  consumers  use  to  talk  about  you.    

   ing  paid  to  review  
to  the  online  public  

seriously,  enjoy  the  opportunity  to  speak  out  and  tend  to  be  honest  in  their  feedback.        

To  find  people  who  feel  a  certain  way    

This  technique  is  a  gem  and  almost  comically  simple.    Just  make  an  exact  search  (i.e.  in  speech  
mark
You  can  leave  it  open  in  order  to  get  a  wider  range  of  results.    You  can  use  it  to  identify  motivations,  
behaviours,  need  states  and  use  case  scenarios.          For  example:      

       

after  dinner     

  

  

  

  

  
  

    

http://www.dooyoo.co.uk/
http://www.kelkoo.co.uk/
http://www.ciao.co.uk/


Section  Two    

From  insight  to  strategy  

If  we  take  a  typical  strategy  flow,  we  can  apply  the  online  research  methodology  at  every  stage,  to  
give  us  insights  that  will  help  us  understand  the  market,  the  category  and  the  consumer,  the  
problems  that  the  brand  is  facing,  and  how  communications  might  be  best  deployed,  and  later,  
evaluated,  to  meet  the  brief  and  measure  the  results.  

  

  

  

Where  do  we  
want  to  be?    And  

why?    

How  will  we  get  
there?    And  how  
will  we  know  
when  we  have  
succeeded?    

Where  are  we  
now  and  how  

did  we  get  here?    



1. Where  are  we  now  and  how  did  we  get  here?  

To  help  us  understand  the  context,  the  environment,  the  market  forces  and  competitive  pressures,  
online  research  can  give  us  a  wealth  of  insight  into:    

 The  market/category  

 The  consumer  

 The  brand  

i) The  market/category  

What  sha
And  where  could  it  potentially  end  up?        

We  can  start  with  Google  Insights  for  Search  to  give  us  a  snapshot  of  awareness  and  demand,  and  
see  which  issues  and  events  might  be  driving  the  market  dynamics.    For  example,  if  we  take  a  search  
term  that  denotes  purchasing  intent,  say,  for     as  a  marker  of  growth  or  decline  in  the  
property  market,  we  can  see  that  demand  basically  fell  off  a  cliff,  starting  in  late  2007  and  is  
currently  at  its  lowest  level  in  years.    We  can  also  see  the  events  that  drove  consumer  interest     in  
this  case,  the  annual  Budget  and  changes  in  Government  policy.        

  

If  we  compare  2006,  2007  and  208,  side  by  side,     we  can  see  it  
even  more  clearly.    

  

Although  2008  has  followed  the  same  overall  annual  pattern,  with  a  peak  in  the  summer,  demand  
for  the  service  is  considerably  lower.    People  are  staying  put.  

http://www.google.com/insights/search/#q=stamp%20duty&geo=GB&cmpt=q
http://www.google.com/insights/search/#q=house%20removals&geo=GB&date=1%2F2008%2012m%2C1%2F2007%2012m%2C1%2F2006%2012m&cmpt=date


Identifying  key  players  in  a  market  

To  help  us  understand  the  competitive  landscape  in  a  market,  we  can  use  the  Google  Keyword  tool  
to  identify  the  brands  with  the  biggest  mindshare  and  quantify  that  demand  to  some  extent.      

For  example,  if  we  take  the  searches  for  laptop  brands  during  February  2009  and  convert  it  into  a  
bar  chart,  we  get  this:    

  

And  as  a  pie  chart,  the  relative  measure  of  mindshare  for  the  brands  looks  like  this:      

  

  Google  Insights  for  Search  to  look  at  relative  
demand  over  time.    So  when  we  examine  the  most  popular  laptop  brands  over  time,  we  can  see  that  
2008  and  early  2009,  despite  the  economic  climate,  is  actually  quite  a  healthy  time  in  terms  of  
consumer  interest.    

  

http://www.google.com/insights/search/#q=Acer%20laptop%2CToshiba%20laptop%2CAsus%20laptop%2CIBM%20laptop&geo=GB&cmpt=q


Last  Christmas  was  the  best  ever  year  for  Acer,  Toshiba  and  challenger  brand  Asus,  but  poor  old  IBM  
  

between  Acer  and  Toshiba.    For  the  last  two  years  or  so,  search  demand  for  the  two  brands  has  
grown  closer  together,  which  could  imply  that  their  product  and  marketing  strategies  have  become  
more  closely  aligned,  or  that  laptop  demand  is  market,  rather  than  brand  driven.      

We  can  see  another  good  example  of  the  relationship  between  brand  demand  and  market  dynamics  
if  we  compare  searches  for  the  three  banks,  Barclays,  NatWest  and  HSBC:    

  

We  can  see  that  firstly,  HSBC  generates  the  most  search  demand  and  that  NatWest  and  Barclays  
enjoy  almost  exactly  the  same  as  each  other.    We  can  also  see  that  all  three  brands  follow  a  similar  
pattern  throughout  the  year,  which  indicates  the  search  demand  is  to  a  large  extent  market,  rather  
than  brand  driven.    In  other  words,  people  are  being  prompted  to  search  on  a  particular  bank  in  
response  to  news  and  events  in  the  overall  banking  category,  such  as  a  change  in  interest  rates,  and  
how  it  might  affect  their  mortgages  and  savings.      

Segmenting  the  market    

We  can  also  use  online  tools  to  look  at  market  segmentations.  If  we  take  a  lively,  multi-‐faceted  
market  such  as  Fairtrade,  we  can  compare  relative  demand  for  a  wide  range  of  Fairtrade  events,  
products  and  issues:    

  



The  first  observation  is  that  you  can  see  
gets  the  most  searches  over  the  year  ,  so  

  

  chocolate  and  suchlike.    If  we  export  the  data  to  Excel  
(there  is  a  facility  to  do  this),  we  can  create  a  chart  to  show  how  the  Fairtrade  product  market  is  
segmented  in  terms  of  search  demand:    

  

  

wondering  whether  to  add  tea  or  coffee  to  your  Fair  trade  portfolio,  there  is  greater  
demand  for  coffee,  and,  if  we  look  at  the  search  trends  on  the  keyword  data  chart,  demand  peaks  
for  it  in  October,  presumably  as  people  are  bedding  in  for  a  long,  cold  winter.      

What  else  is  out  there?  

You  can  sense-‐check  this  data  by  cross  referencing  it  with  information  that  has  been  gathered  by  
more  traditional  means.    A  good  way  to  find  out  market  information  that  is  in  the  public  domain,  
such  as  reports,  industry  news  and  research  findings  is  via  exact  searches  on  Goole.    For  example:  

"The  greetings  card  market  is  worth"  

"In  2008,  the  construction  sector  declined  by  *%"  

Make  it  an  advanced  search,  and  in  the  preferences  you  can  narrow  it  down  to  only  the  most  recent  
entries.    If  you  use  the  wildcard  function,  Google  will  fill  in  the  gap  for  you.    This  technique  is  also  a  
good  way  of  identifying  the  most  visible  and  influential  news  and  community  sites  in  the  category  
and  bookmarking  them  for  later.  

ii) The  consumer  

Who    are  they?    What  are  they  like?    And  why  are  we  talking  to  them?  We  can  use  our  online  tools  
to  create  detailed  pen  portraits  of  our  audience.      We  can  find  out  about  their  age,  gender,  lifestage,  
social  dynamics,  preferences,  attitudes  and  behaviour.      

The  first  thing  to  do  is  set  up  some  Google  alerts  on  an  attitude  or  behaviour  that  defines  your  
audience.    The  next  is  to  do  an  exact  search.    Both  of  these  will  lead  you  to  the  online  communities  
and  individual  web  spaces  where  your  audience  lives,  and  where  you  can  get  to  know  them  better.    
For  example,  here  are  the  results  for     

http://www.google.co.uk/search?hl=en&q=%22I%27ve+just+had+a+baby%22&btnG=Google+Search&meta=cr%3DcountryUK%7CcountryGB


  

ersonal  stories  of  women  who  
have  just  had  a  baby,  who  they  are,  how  they  think  and  feel,  the  language  they  use  and,  importantly,  
the  places  where  they  are  having  these  conversations.      

For  example,  in  this  instance,  something  that  comes  through  very  clearly,  and  which  brands  aimed  at  
new  parents  might  like  to  tap  into,  is  the  pride  and  sense  of  achievement  that  women  feel  after  
having  a  baby  and  their  need  to  be  recognised,  praised  and  rewarded  for  it.    
baby.    

You  can  also  do  an  exact  search  on  Boardreader:    

  

http://boardreader.com/s/%22I%27ve%20just%20had%20a%20baby%22.html?d=1235260800&b=1237939199&group_mode=post


  

Lastly,  you  can  look  at  Twitter  Search
get  the  stories  of  people  connected  to,  or  with  a  personal  interest  in  the  subject,  but  not  necessarily  
the  parents  themselves:    

  

You  can  also  go  directly  to  the  online  communities  that  house  your  consumer,  either  defined  by  
demographic  or  by  interest.    For  example,  if  your  audience  is  the  over  50s,  a  community  like  Saga  
Zone  
in  their  world  at  the  moment.      

  

http://search.twitter.com/search?q=%22just+had+a+baby%22


  In  this  instance,  we  can  see  that  the  hot  topics  in  the  senior  online  community  are  Jade  Goody,  
human  rights,  Israel,  religious  extremism  and  hospitals.    Not,  as  some  might  assume,  the  shocking  
price  of  petunias  these  days.  

If  you  come  across  a  rich  source  of  insight,  such  as  a  forum  or  a  blog,  join  up,  sign  up  and  subscribe.    

and  why  you  need  to  know.        

The  brand  

Pr   

A  good  place  to  start  finding  the  issues  associated  with  a  brand,  and  what  consumers  want  from  it,  is  
the  Google  keyword  tool.      
interesting   s  at  the  moment  

demand  for  
  World,  too.    Note  also  the  demand  for  Cadbury  Schweppes,  which  

is  surely  a  search  made  by  the  trade,  the  press,  analysts  and  investors     who  comprise  a  small  but  
important  audience  for  Cadbury.    

  

So  if  we  were  to  
moment:    

  



  

Finding     and  listening  to  -‐  customers  

You  can  also  do  an  exact  search  on  a  buying  behaviour  to  find  the  people  who  use  your  product.    For  
ou  get  when  you  search  for           

  

When  you  scroll  
through  a  few  pages
people  who  say  they  drive  a  Skoda  we  can  see  that  they  tend  to  be:    

 Rational  

 Practical  

 Careful  

 Comfortable  

From  looking  at  the  conversations  they  are  having  on  forums  and  the  kind  of  reviews  they  are  
writing  ,  we  can  see  that  Skoda  drivers  feel  as  though  they  have  got  a  great  deal:  a  lot  of  car  for  not  a  
lot  of  money.    Sensible  types,  they  carefully  weighed  up  the  features  and  benefits    and  came  to  the  
d

  

http://www.google.co.uk/search?hl=en&cr=countryUK%7CcountryGB&q=%22I+drive+a+Skoda%22&start=30&sa=N


nal  intention,  and  are  secure  enough  in  their  purchase  to  often  get  in  first,  
with  jokes  of  their  own.        

apple  users  are  perfectly  at  home:  Flickr.  Here  are  the  results  
you  can  see  when  you  look  through  the  results,  people  who  love  their  iphone  do  so  with  an  
evangelical  passion,  ...  

  

  

If  we  dig  a  bit  deeper  and  look  at  the  profile  and  photostream  of  the  person  who  took  the  picture  of  
the  pink  iphone,  we  can  see  that  what  defines  this  particular  iphone  user  is:    

      

The  three  attributes  that  seem  to  define  this  iphone  lover,  and  many  others  like  her,  are:    

 Culture  

 Colour  

 Creativity    

http://www.flickr.com/search/?q=%22love+my+iphone%22


Identifying  brand  rejectors  

  

  

  

What  comes  across  very  clearly  when  you  
roducts.    Microsoft  is  

seen  as  distant,  cold  and  controlling  and  its  products  are  tarred  with  the  same  values  in  cons
minds  

Measuring  sentiment  for  a  brand  

of  searches  on  Google  Insights.    
    

It  might  seem  odd  that  people   popular  
with  people  seeking  out  like-‐minded  consumers  and  communities  online.        



     

ly  2009  and  there  was  a  surge  

previous  years,  inspired,  presumably  by  new  Microsoft  products  and  services.    

Brand  communities  

You  can  also  go  straight  to  t cebook  .    Here,  for  
example,  is  a  selection  of  the  friends  of  Look  magazine -‐selling  fashion  weekly.      

  

What  strikes  me  immediately  is  how  many  of  the  profile  pictures  show  girls  with  their  friends.  Social  
dynamics,  it  would  appear,  might  be  an  interesting  place  to  start  when  researching  the  readers  of  a  
weekly  fashion  magazine.  

Buying  criteria  and  shopping  behaviour    

For  insights  into  what  kind  of  people  are  visiting  a  brand  web  site,  and  what  their  motivation  and  
intent  might  be,  have  a  look  at  Google  Trends  for  Websites.    For  example,     the  data  
for  Moonpig,  the  online  card  company.    

http://trends.google.com/websites?q=www.moonpig.com&geo=all&date=all&sort=0


  

If  we  look  at  the  search  terms  they  used  and  the  other  sites  they  visited,  we  can  see  that  Moonpig  is  
popular  with  younger  women  who  shop  on  the  high  street,    like  to  organise  their  lives  online  and  are  
on  a  gift  and  card  buying  mission.            

What  a  brand     

Lastly,  it  can  be  just  as  useful,  in  understanding  the  category,  the  brand  and  the  market  dynamics  n  
order  to  identify  the  problem,  to  look  at  w
example,  here  are  the  resul   

  

The  first  thing  to  note  is  that  there  are  14,300  search  results  for  the  phrase,  but  can  you  see  Pfizer  
anywhere?    Me  neither.    Most  of  these  results  are  from  news,  education  and  healthcare  sites,  but  
Pfizer  has  got  nothing  to  say  on  the  risks  of  fake  Viagra     clearly  an  important  issue  to  consumers  
and  health  professionals  alike.    

  the  issue,  to  protect  consumers     and  its  
brand  equity  and  market  share  into  the  bargain.    



for  itself  on  the  subject  of  ethics.    Note  the  
sponsored  link  at  the  top  of  the  search  results  (which  helps  to  ensure  steady  visibility  for  the  search  
term)  and  the  open,  straightforward  tone  of  voice.      

  

  

  

new  understanding  of  the  challenges  we  
need  to  overcome  with  the  communications  strategy.    We  should  now  have  greater  insights  into  the  

events  and  issues  behind  them,  such  as:    

 A  depressed,  declining  or  unstable  market  

 Low  brand  awareness  or  consumer  demand  

 Negative  publicity  or  perceptions    

 Competitive  threats  

Having  gained  some  insight  into  what  the  problem  is,  we  can  now  start  thinking  about  the  solution.    



  

2. Where  do  we  want  to  be?    

As  well  as  understanding  the  problem  better,  we  will  also  have  a  greater  understanding  of  the  
opportunities  for  our  brand its  strengths  and  weaknesses  compared  to  its  
competition,  its  current  positioning  and  perception  and  its  mindshare.      

So  now  we  know  where  we  are  and  how  we  got  there,  where  do  we  want  to  be?    What  is  the  
ambition  for  this  brand?  

What  does  success  look  like?    

A  good  place  to  start  is  by  looking  at  what  success  has  looked  like  in  the  past.    As  we  can  see  from  
this  chart  from  Google  Trends,  Agent  Provo   most  successful  campaign     and  the  benchmark  
against  which  future  campaigns  would  be  measured  -‐  was  with  Kate  Moss  in  July  2006.      

  

Subsequent  campaigns  with  Kylie  Minogue,  Maggie  Gyllenhall,  Lily  Allen  and  Peaches  Geldof  have  
had  nothing  like  the  public  reaction,  despite  the  high  powered  PR  machine  we  can  see  at  work  in  the  
news  coverage  section  of  the  chart.    Kate  is  clearly  more  desirable  than  the  others  and  desire  is  what  
Agent  Provocateur  is  all  about.      

ssarily  mean  sales.    Quite  a  few  of  these  searches  would  have  
been  made  by  schoolboys  with  neither  the  means  nor  the  opportunity  to  buy  expensive  lingerie.    But  

  
imprinted  in  their  impressionable  young  minds.  

Another  good  technique  to  postulate  what  success  might  look  like  is  to  take  the  desired  attitude  or  
behaviour  and  consider  how  that  might  manifest  itself  online     and  what  we  might  look  for.      

For  example,  if  our  ambition  is  to  be  the  babyfood  of  choice  for  eco-‐minded  parents,  we  would  
expect  to  see  the  achievement  of  that  ambition  reflected  in  increased  reviews  of  the  product,  
increased  brand  advocacy  on  blogs  and  in  forums,  a  growing  brand  community,  such  as  friends  on  
Facebook  and  in  increased  searches  for  our  brand  in  conjunction  with  the  issues  with  which  we  wish  
it  to  be  associated.      

To  explore  the  latter,  l Plum  Baby  and  look  at  how  demand  for  it  compares  
with  demand  for  organic  baby  food  overall:    

http://www.google.com/trends?q=Agent+Provocateur
http://www.google.com/insights/search/#q=organic%20baby%20food%2CPlum%20baby&geo=GB&cmpt=q


  

We  can  see  that  from  the  spring  of  2008  onwards,  there  is  more  demand  for  Plum  than  for  the  
generic  term,  which  has  started  to  level  off,  now  that  organic  brands  are  well  known  and,  
significantly,  that  the  leading  brands  are  organic,  or  at  least  offer  an  organic  variant.    

But  if  we  add  competitive  brand  Hipp  into  the  equation,  and  compare  both  brands  with  the  generic  
term,  we  can  see  that  Plum  still  has  a  long  way  to  go.    To  quantify  the  relative  demand  for  both  
brands,  according  to  the  keyword  tool,  there  is  an  average  of  22,000  searches  each  month  for  Hipp  
compared  to  2,000  for  Plum.  

  

massive  task     but  the  opportunity  is  equally  large.      

Just  as  an  aside,  is

well  as  themselves,  better,  after  the  Christmas  excesses.    If  your  ambition  is  to  be  the  babyfood  that  
enables  consumers  to  make  a  fresh  start  in  their  parenting,  the  demand  and  the  market  are  there.    

What  territory  should  our  brand  own?      

What  does  our  brand  stand  for?  What  can  we  say  about  it  that  nobody  else  can?  A  brand  can  stand  
for  many  things,  an  occasion,  an  emotion,  an  attitude  and  there  are  ways  we  can  use  the  online  tools  
to  help  determine  what  these  might  be.      

  

  

http://www.google.com/insights/search/#q=organic%20baby%20food%2CPlum%20baby%2CHipp&geo=GB&cmpt=q


Occasion-‐based  territories  

If  we  use  Google  Insights  for  Search  to  compare  chocolate  brands  Lindt  and  Godiva,  on  a  global  
basis,  we  can  see  immediately  that  despite  being  a  smaller  brand,  in  terms  of  revenues,  ($2.7  billion  
and  $500  million  respectively)  Godiva  has  a  greater  online  mindshare  than  Lindt.    It  inspires  interest  
and  engagement     if  not  actual  purchases.    
also  see  the  territories  that  each  brand  owns,  in  the  consumers   minds.      

  

While  both  brands  do  well  at  Chris
jump  each  summer,  wedding  anniversaries,  Lindt  on  the  other  hand  has  Easter  all  sewn  up.    But  

   .  
Demand     the  same  trajectory  as  before,  which  shows  how  both  brands  are  suffering  
from  the  recession,  despite  Lindt  being  significantly  cheaper  than  Godiva  .          

What  this  data  also  shows  us  is  that  Lindt  needs  to  decide  whether  it  wants  to  
romance  territory,  or  the  single  female/family  territory  it  already  has.    Is  it  worth  repositioning  itself  
as  dark  and  sensual  or  sticking  with  its  approachable  continental  chic?  Likewise,  Godiva  has  an  
opportunity  to  extend  its  romantic  territory  to  a  wider  audience,  or  target  single  Lindt  consumers.        

fact,  a  tiny  blip  in  search  demand  in  February.    So  Lindt  does  already  have  a  toe-‐hold  in  the  romance  
territory,  which  it  could  potentially  build  on  in  the  future.    

  

  Weekday  and  weekend  territories  

We  can  also  look  at  this  occasion-‐based  demand  on  a  more  micro-‐level  by  examining  search  peaks  
and  troughs  on  a  day  by  day  basis  and  look  at  which  emotions  or  attitudes  might  be  driving  that  
demand.      

http://www.google.com/insights/search/#q=Godiva%2CLindt&cmpt=q


weekend.    During  the  early  part  of  the  week  people  face  up  to  reality,  including  bad  news.    For  
example,  note  the  peaks  and  troughs  for  searches  on  redundancy,  recession  and  house  prices:  

  

We  also  see  this  pattern  on  search Plumber people  
a  tradesman  to  sort  it  out.    Likewise,  the  early  part  of  the  week  is  for  

worrying  about  that  cancer,  or  heart  disease,  looking  for  a  job  and  wanting  to  do  the  right  thing  by  
the  community  and  wider  world:    

  

By  comparison,  weekends  are  no  time  for  dieting  and  doing  homework  but  for  fun  and  relaxation,  
pleasure,  and  self-‐fulfilment.      People  search  for  luxury,  entertainment  and  learning  new  skills.      We  

oil  our  weekends,  but  wait  until  Monday.    

And  some  searches  have  a  twin-‐peak  pattern,  mid-‐week  and  at  the  weekend,  such  as  baby  names,  
or   :    

  

http://www.google.com/insights/search/#q=recession%2Credundancy%2Chouse%20prices&geo=GB&date=today%203-m&cmpt=q
http://www.google.com/insights/search/#q=plumber&geo=GB&date=today%203-m&cmpt=q
http://www.google.com/insights/search/#q=cancer&geo=GB&date=today%203-m&cmpt=q
http://www.google.com/insights/search/#q=heart%20disease&geo=GB&date=today%203-m&cmpt=q
http://www.google.com/insights/search/#q=job&geo=GB&date=today%203-m&cmpt=q
http://www.google.com/insights/search/#q=ethical&geo=GB&date=today%203-m&cmpt=q
http://www.google.co.uk/search?hl=en&q=online+scratchcard&meta=cr%3DcountryUK%7CcountryGBhttp://www.google.com/insights/search/#q=diet&geo=GB&date=today%203-m&cmpt=q
http://www.google.com/insights/search/#q=homework&geo=GB&date=today%203-m&cmpt=q/
http://www.google.com/insights/search/#q=luxury&geo=GB&date=today%203-m&cmpt=q/
http://www.google.com/insights/search/#q=TV%20guide%2C%20&geo=GB&date=today%203-m&cmpt=q
http://www.google.com/insights/search/#q=how%20to&geo=GB&date=today%203-m&cmpt=q
http://www.google.com/insights/search/#q=baby%20names&geo=GB&date=today%203-m&cmpt=q


The  exception  that  proves  the  rule...  

On  Monday  2nd  of  February,  we  were  more  interested  in  building  a  snowman  than  in  losing  our  jobs:      

  

  

In  short:    

 if  we  expect  to  enjoy  doing  or  learning  something,  we  search  for  it  at  the  weekend.    

      for  it  in  the  first  half  of  the  week  

   if  we  need  to  know  or  do  something,  but  it  might  be  fun,  we  search  for  it  in  the  second  
half  of  the  week  

So,  in  other  words,  the  early  part  of  the  week  stands  for:    

 Information  

 Reality  

 Responsibility    

and  the  weekend  stands  for  :    

 Inspiration  

 Fantasy    

 Personal  fulfilment  

This  means  we  can  help  a  brand  define  its  territory  based  on  when  consumers  want  it,  and  what  
their  emotional  and  practical  needs  are  at  that  time.    So,  a  brand  that  offers  a  rational  solution  
should  do  so  in  the  early  part  of  the  week,  a  brand  that  offers  escape  and  pleasure  should  do  so  at  
the  weekend,  and  a  brand  that  offers  both  should  have  separate  strategies  for  both.        

So  a  stop  smoking  campaign,  for  example,  could  deliver  a  factual,  straight  talking  message  to  support  
and  advise  consumers  during  the  week,  yet  be  more  inspirational    at  the  weekend:  life  with  nicotine  
patches  from  Monday  to  Wednesday,  life  without  the  drag  of  smoking  on  a  Saturday  and  Sunday.    



3. How  will  we  get  there?    

What  do  we  need  to  do  and  say  that  gives  us  title  to  this  territory?  What  do  people  need  to  think  
and  do  in  order  to  achieve  our  ambition?  Using  the  online  research,  we  can  look  at  the  three  core  
elements  of  this  stage  of  the  communications  strategy  to  look  at  ways  we  can  own  the  territory  we  
want  the  brand  to  occupy:    

1. Positioning       what  the  brand  needs  to  say  about  itself,  which  issues  it  is  associated  with,  
what  people  say  about  it.    

2. Personality     what  attributes  and  equities  the  brand     and  its  consumers  and  a  prospective  
brand  spokesperson     embody  

3. Proposition     how,  when  and  where  we  can  engage  with  our  audience  to  achieve  the  
desired  outcome  

1. Positioning  

A  good  place  when  looking  for  an  effective  proposition  to  engage  its  audience  to  start  is  on  the  
forums  to  see  what  people  say  about  a  product  and  how  they  are  positioning  it  to  their  own  
community.      

For  example,  if  you  look  at  what  people  say  about  the  cold  and  flu  rememdy  Lemsip,  we  can  see  a  
number  of  recurrent  themes  emerging.    There  is  a  sense  of  emotional  surrender,  people  give  
themselves  up  to  the  Lemsip  experience  and  become  almost  childlike.    Yet,  on  a  rational  level,  they  

and  demean  the  product,  saying  how  they  could  make  
it  themselves  with  some  paracetamol  and  hot  lemon  squash.      

This  gives  us  an  interesting  picture  of  :    

 the  dynamics  between  the  brand  and  the  consumer     mother/child  

 the  problem  that  needs  to  be  overcome     credibility  

 and  the  area  that  Lemsip  might  now  need  to  focus  on  -‐  efficacy        

s  
consumers  still  think  and  say  the  same  things  about  Lemsip  as  they  have  always  done,  these  efforts  
have  been  largely  ineffective.    

2. Personality    

and  a  picture  of  the  one  you  want.    For  example,  if  we  go  back  to  the  Skoda  research  in  which  we  
explored  the  attitudes  and  emotions  of  the  drivers,  we  can  see  that  drivers  seem  to  be  applying  
these  same  attributes  to  their  car.    They  describe  it  as  capable,  hard-‐working  and  reliable,  whilst  
demonstrating  these  qualities  themselves
Skoda  d   

So  when  it  comes  to  choosing  and  evaluating  a  brand  spokesperson  to  act  as  the  literal  embodiment  
of  those  brand  attributes  and  equities,  you  can  use  online  research  to  compare  the  relative  visibility,  
popularity  and  advocacy  for  your  celebrity  shortlist  to  see  which  one  would  serve  your  purpose  best.    
Start  by  having  a  look  at  the  Google  keyword  tool,  and  see  how  many  searches  there  were  and  what  
people  searched  for  in  association  with  your  shortlist  of  names.      

http://www.dooyoo.co.uk/health-therapies-treatments/lemsip/reviews/


Here,  for  example,  is  the  data  comparing  Britney  Spears  with  Paris  Hilton.    As  we  can  see,  not  only  
does  Britney  have  twice  the  online  equity  of  Paris,  but  her  rehabilitation  is  complete.    The  public  
wants  her  music,  her  photographs  and  her  perfume.    Searches  for  her  without  her  underwear  have  
totally  subsided.      

By  comparison  you  can  see  for  yourself  what  they  want  from  Paris   not  
family-‐friendly  brand  to  be  associated  with:    

  

  

  

  

  

  

  



3. Proposition    

How,  when  and  where  can  we  best  engage  people?      This  is  about  finding  where  your  audience  lives  
and  talking  to  them  in  their  own  language,  with  a  message  and  an  offer  that  will  resonate  with  them.      

What  to  say  

One  of  the  easiest  ways  to  find  the  message  that  will  resonate  best  is  to  compare  them  on  Google  
Insights  for  Search.    For  example,  here  is  a  comparison  of  various  terms  for  stopping  smoking  and  we  

including  the  other  terms  in  your  communications,  to  engage  with  the  people  who  use  them  (as  they  
may  well  be  the  same  people),  but  to  lead  with  the  one  that  has  the  biggest  mindshare.    

  

Testing  your  creative  

There  are  several  ways  you  can  see  whether  a  particular  creative  approach  will  have  traction,  or  is  
already  in  the  public  domain.    For  example,  the  campaign  line  for  Beechams,  the  cold  and  flu  brand,  

  we  can  see  whether  any  other  brands  are  using  this  line,  or  any  variations  on  it.      

  



As  we  can  see,  only  one  other  brand,  SeSDERMA  professional  skincare  products,  uses  the  line  in  the  
meta  tag  copy  that  appears  in  the  Google  search  results,  yet,  when  we  go  and  look  at  their  web  site,  

  

  

What  to  offer  

otion,  or  as  the  call  to  action,  you  can  
use  Google  Insights  for  search  to  compare  demand,  and  therefore,  the  potential  desirability  of  the  
offer  and  the  expected  response  to  it.      

Here,  for  example,  is  a  comparison  between  mobile  ringtones  and  mobile  games.  We  can  see  that  
although  the  demand  for  mobile  games  has  declined  slightly  in  the  last  six  months,  they  are  still  
considerably  more  popular  than  ringtones,  which  had  their  heyday  back  in  early  2006  and  have  been  
slowly  declining  ever  since.      

  

  

If  we  go  back  to  the  smoking  example,  we  can  use  Google  Insights  for  Search  to  see  how  people  
want  to  engage  with  an  issue,  which  can  give  us  some  ideas  on  how  to  position  and  promote  it  to  
them.      As  we  can  see,  there  has  been  a  big  increase  in  searches  for  the  NHS  stop  smoking  services,  
thanks  to  their  publicity  campaigns,  so  this  is  a  potential  way  to  connect  with  our  audience,  in  this  

offering  a  structured,  authoritative  and  proven  solution  to  help  people  stop  smoking.    



  

  

When  to  engage  

For  example,  if  we  take  a  brand  that  owns  a  definite  time-‐based  territory,  such  as  Tchibo,  the  coffee  
and  home  shop,  we  can  see  that  Wednesdays    when  its  weekly  stock  changes,  is  Tchibo  day:    

  

  

  

  

  

  

  

offers  .     ake  a  DIY  brand.    As  
between  weekday  and  weekend  searches,  consumers  clearly  want  to  enjoy  their  weekends,  they  
want  to  relax,  improve  themselves  and  be  happy,  the  brand  should  focus  its  message  on  the  
pleasure  and  satisfaction  of  DIY  as  the  emotional  driver.    At  the  same  time,  as  the  majority  of  
searches  for  tradespeople  are  on  a  Monday  and  Tuesday  and  that,  therefore  is  when  the  plumbers,  
electricians  and  tilers  are  going  to  be  getting  their  calls  from  prospective  customers
trade  marketing  strategy,  to  drive  them  to  the  store  with  special  offers  and  incentives,  should  focus.      

Where  to  catch  them  

some  useful  insights  into   .      

people  who  enjoy  the  finer  things  in  life,  who  buy  premium  groceries,  clothes  and  homewares  online  
and  who  rely  on  a  portfolio  of  trusted  authorities,  such  as  the  Royal  Mail  and  the  Met  Office,  for  the  
information  by  which  they  plan  and  organise  their  lives.    These  are  people  who  like  their  information  
directly  from  the  source  and  who  value  credibility.      On  
starter  list  for  media  selection,  cross-‐promotion  and  sponsorship:    

http://www.google.com/insights/search/#q=Tchibo&geo=GB&date=today%203-m&cmpt=q


  

If  you  would  like  to  explore  the  possibilities  of  a  particular  channel  or  medium,  check  out  the  online  
communities  such  as  Yahoo  Answers,  where  you  can  see  (or  initiate)  discussions  around  the  subject,  
in  this  case,  for  email:    

  

Likewise,  you  can  look  at  sites  you  know  your  target  audience  visits  and  this  will  give  you  an  idea  of  
the  channels  and  devices  popular  with  this  demographic.    For  example,  if  you  look  at  Monkeyslum,  
the  site  for  teenage  boys,  you  can  see  what  kind  of  Virals  are  the  most  popular  with  this  audience  
and  how  to  position  them  for  maximum  traction:    

  



Tone  of  voice  

A  very  simple  way  to  define  the  tone  of  voice  is  to  look  at  the  way  that  audience  talks  amongst  
,  verbatim,  

about  Frijj  milkshake:    

 Yum  Yum  Frijj  is  awesome  

 Frijj  is  Great.  Its  defining  feature  is  its  yummy  thickness  

 Frijj  is  a  thick,  fresh  &  tasty  milkshake  that  comes  in  a  groovy,  cowy,  bottle  

 I  love  frijj,  I  used  to  be  obsessed  with  them.  Whenever  they're  half  price  in  Tesco  I  go  on  a  
frijj-‐binging  session  

 I  love  Frijj!  yeah  I  lurvee  the  chocolate!  

 I  luv  frijj.  frijj  makes  me  hyper.  people  say  frijj  is  my  enemy  but  really  its  my  frend!  i  have  an  
imaginery  friend  calld  frijj!  lol!!!  

2008  Limited  Edition  flavour  name  that  came  out  of  this  research:    

 



 

4. How  will  we  know  when  we  have  succeeded?    

  Lastly,  we  can  assess  the  success  of  an  actual  or  potential  campaign,  by  looking  at  increases  in  
search  demand,  in  conversations  or  other  forms  of  online  engagement.      

Campaign  vs.  brand  visibility  

If  we  compare  demand  for  a  campaign  strapline  and  the  product  it  is  advertising  such  as  in  this  
example,  for   ,  as  we  can  see,  the  brand  enjoyed  an  
increase  in  demand  that  was  higher  than  the  interest  in  the  campaign  device.      

  

We  can  also  look  at  Google  Insights  for  Search  to  see  what  effect  a  campaign  has  had  on  consumers,  
the  category  and  the  competition.    Here  is  the  data  for  a  variety  of  insurance  comparison  search  

i   

  

Firstly,  we  can  see  there  was  an  increase  at  the  end  of  the  year  right  across  the  category,  for  the  

However,  Go  Compar

campaign  with  Paul  Daniels  had  much  of  an  effect  either.      What  is  also  interesting  is  that  demand  
for  Compare  the  Meerkat  is  more  spiky     presumably  driven  by  media  visibility,  yet  demand  for  
Compare  the  Market  has  risen  steadily,  which  might  mean  that  more  robust  and  long  term  demand  
for  the  brand  is  growing     a  good  outcome.        



Lastly,  if  we  l

campaign  has  served  to  boost  its  own  brand  and  not  the  category  as  a  whole.  

Social  currency  analysis  

We  can  also  do  an  exact  search  on  Google  to  see  the  extent  to  which  a  product  or  campaign  line  has  
entered  the  vernacular,  as  in  this  case  for  Utterly  Butterly,  the  spread

  to  be  a  popular  phrase  with  exuberant  people  who  
life,  or  themselves,  too  seriously.    Just  as  Utterly  Butterly  intended.    

  

world.    For  example :    

  



We  can  see  the  extent  to  which  it  has  become  an  everyday  expression  and  a  kind  of  verbal  
shorthand  for  short-‐sightedness.    Specsavers'  strategy  to  become  the  first  port  of  call  for  consumers  
with  either  bad  eyesight  or  bad  glasses  and  the  hero  of  the  category,  appears  at  first  glance  to  have  
been  a  success.      

Engagement  and  advocacy  

campaign  has  driven  engagement  and  advocacy,  but  to  find  out  what  people  think  of  the  campaign,  
the  language  they  use  and  the  kind  of  people  they  are.    In  the  case  of  the  online  card  company  
Moonpig,  there  is  a  clear  divide  between  Moonpig  customers  who  love  the  TV  campaign  and  people  
who  hate  the  campaign  and  vow  never  to  use  the  service,  no  matter  how  cheap  and  easy  it  is.      

  

  

An  illustration  

ermarket  or  a  food  brand  and  you  read  a  report  of  some  research  
recently  carried  out  by  Oxfam  which  showed  that  60%  of  consumers  say  they  will  buy  more  organic  
food  in  2009.  Terrific.    But  the  actual  sales  figures  tell  a  different  story.    According  to  TNS,  after  
several  years  of  robust  growth,  sales  of  organic  goods  fell  by  almost  20%  in  2008  and  have  continued  
to  decline  into  2009.      

So,  while  consumers  are  saying  one  thing,  the  figures  are  saying  another.    What  it  immediately  
implies  is  that  even  in  the  relative  anonymity  of  the  research  environment,  even  in  a  general  climate  
of  belt-‐tightening,  people  feel  compelled  to  say  they  are  going  to  buy  more  organic  food  than  they  

hat  your  ethics  
  

Most  online  data,  on  the  other  hand,  is  untainted  by  social  pressures.    When  people  are  online,  
making  searches  in  particular,  but  also  chatting  on  their  blogs  or  writing  reviews,  they  are  much  
more  themselves.    So,  if  we  look  at  the  interest  in  organic  food,  as  reflected  via  searches  on  Google  
Trends,  we  can  get  a  new  perspective  on  the  current  and  potential  market  for  organic  food  and  what  
we  can  do  with  the  information.    



As  we  can  see  from  the  chart  below,  taken  from  Google  Trends,  there  was  a  significant  decline  in  
-‐school  term  and  pre-‐Christmas  peaks  

of  previous  years  were  much  lower.    Nor  was  there  the  sharp  New    Year  rise  in  2009  that  we  have  
seen  before,  so  the  market  is  the  most  depressed  it  has  ever  been,  as  per  the  TNS  figures.    

  

  

We  can  see  the  data  from  another  angle,  by  comparing  time  periods  on  Google  Insights  for  search,  
whic
that  of  2007.    

  

  

Before  we  start  forming  any  conclusions,  we  first  need  to  think  about  what  else  might  have  caused  
this  decline.    For  example,  could  it  be  that  consumers  are  saturated  with  information  about  organic  

sensitive  to  the  demands  of  their  readership,  would  have  already  stopped  covering  the  issue  in  their  
editorial.  But  as  we  can  see  from  the  Google  Trends  graph,  news  coverage  is  at  least  as  high  in  2008  
and  2009  than  at  any  previous  time.  Nor  has  online  buzz  around  the  issue  slowed  down  in  the  last  6  

e  conversation  monitoring  tool  shows.        



  

interested  this  year  in  buying  learning  about  the  issues  surrounding  organic  food  than  they  were  last  
year.    

  

ng  to  buy  more  organic  food  in  the  
first  place.    

Day  must  have  been  a  disaster.      

  

  

Likewise,  if  we  look  at  the  most  popular  and  fastest  rising  searches  for  the  last  year,  we  can  get  our  
final  clue  into  the  mystery  of  the  disappearing  organic  food  sales.      



  

recent  issue  around  organic  food.      In  other  words,  we  still  want  to  know  about  it,  but  we  simply  
  

If  we  dig  even  deeper    and  look  at  what  people  are  saying  in  their  blogs  and  on  online  forums  and  
communities,  

we  can  see  that  people  are  taking  a  keen  interest  in  the  organic  farming  process  and  the  
reputed  health  benefits  and  are  using  that  knowledge  to  take  a  selective  approach  to  optimise  their  
shopping.    They  are  finding  out,  for  example,  which  types  of  produce  absorb  the  most  pesticides,  
and  those  which  simply  need  to  be  washed  or  peeled,  or  which  produce  has  the  greatest  
environmental  or  ethical  impact  when  intensively  farmed,  and  are  buying  organic  (or  not)  
accordingly.      Ag   

For  a  supermarket  or  food  brand,  this  research  has  identified  these  key  issues:    

   Consumers  are  very  interested  in  organic  food     what  it  is  and  where  to  buy  it  

 But  they  just        

 
  

This  gives  us  a  number  of  avenues  a  brand  could  explore  using  more  conventional  research.    For  

organic  an  everyday,  accessible  product,  maybe  it  alienates  people  who  can  only  buy  it  as  a  luxury  
and  who  are  treating  themselves  with  more  glamorous  products  instead?    Champagne  sales  are  
healthy,  after  all.      If  organic  food  was  positioned  as  a  celebration  of  life  and  an  investment  in  
ourselves  it  might  find  more  of  a  market  at  the  moment?      This  could  be  our  territory.    

them  to  engage  with  
the  organic  issue  on  their  own  terms,  without  making  them  feel  that  they  have  to  buy  everything  
organic  every  time  they  shop.      By  giving  them  access  to  the  information  we  know  they  are  looking  
for,  such  as  the  provenance  of  the  goods,  and  by  encouraging  open  conversation,  a  brand  gives  
consumers  the  content  they  need  to  tell  and  share  their  brand  stories.    Brands  could  also  actively  
encourage  consumers  to  pick  and  mix,  as  they  are  already  doing  it.  We  might  as  well  make  it  easy  for  
them.  

more  rounded  insight  into  the  consumers  and  their  conflicting  desires  and  pressures,  through  real  

authenticity  that  makes  the  methodology  so  powerful.    

What  do  you  think?    Drop  me  a  line  at  Nicholine@gmail.com  or  visit  my  blog  at  
www.nicholine.com.    

mailto:Nicholine@gmail.com
http://www.nicholine.com/

