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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.  ²ŜΩǾŜ all been to Groups where 
someone was afraid to speak while another liked the sound of his own voice a bit too much.  
²ƻǳƭŘƴΩǘ ƛǘ ōŜ ƴƛŎŜ ǘƻ ōŜ able to ǎŜŜ ǿƘŀǘ ǿŀǎ ƛƴ ǇŜƻǇƭŜΩǎ ƘŜŀŘǎ ǿƛǘƘƻut having to ask?  Would it be 
good to have data from a larger proportion of the population than the base sizes we normally have?  

²ƛǘƘ ǘƘŜ ǊŜǎŜŀǊŎƘ ƳŜǘƘƻŘƻƭƻƎȅ LΩƳ ŀōƻǳǘ ǘƻ ŘŜǎŎǊƛōŜΣ 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 ς 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.  IǘΩǎ ŀ ƎƻƭŘƳƛƴŜ.  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 GoToΩǎ ǎŜǊver logs.  The data showed how 
many people made a particular search in the last month.   

¢ƻ Ƴȅ ǘŜŎƘƴƛŎŀƭ ŎƻƭƭŜŀƎǳŜǎΣ ǘƘŀǘ ǿŀǎƴΩǘ ǾŜǊȅ ŜȄŎƛǘƛƴƎ 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 thŜ ƛƴǎƛƎƘǘǎ ǿŜΩŘ ƘŀǾŜΣ ŦƻǊ w ϧ 5, marketing and PR.  It really was a Eureka 
moment.   

Eureka! 

This initial discovery has evolved into a unique research and planning methodology ǘƘŀǘΣ ōŜŎŀǳǎŜ ƛǘΩǎ 
in permanent Beta, is getting better all the timeΦ LΩǾŜ Ǉǳǘ ŀ ƭƻǘ ƻŦ ǘƘƛƴƪƛƴƎ ƛƴǘƻ Ƙƻǿ ƛǘ Ŏŀƴ ōŜ ŀǇǇƭƛŜŘΣ 
both strategically and tactically. And the sources of insight are much bigger and better than ever 
before.  GoTo is long gone ŀƴŘ ¸ŀƘƻƻΗ ƛǎƴΩǘ ǘƘŜ ƻƴƭƛƴŜ ŦƻǊŎŜ ƛǘ ƻƴŎŜ ǿŀǎ 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, 
ȅƻǳΩƭƭ ǎǘŀǊǘ ǘǿŜŀƪƛƴƎ ŀƴŘ ǘŀƛƭƻǊƛƴƎ ƛǘ ŀǊƻǳƴŘ ǘƘŜ ōǊŀƴŘǎ ȅƻǳ ǿƻǊƪ ƻƴ ŀƴŘ ŦƛƴŘ ƴŜǿ ǿŀȅǎ ǘƻ ƎŜǘ ǾŀƭǳŜ 
from it.    

Lƴ ǘƘƛǎ tŀǇŜǊΣ LΩǾŜ ǘǊƛŜŘ ǘƻ ǇǊƻǾƛŘŜ ŀ ŎƻƳǇƭŜǘŜ ƛƴǘǊƻŘǳŎǘƛƻƴ ǘƻ ǘƘŜ ƳŜǘƘƻŘƻƭƻƎȅΣ 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.  ̧ ƻǳ ŘƻƴΩǘ ƎŜǘ ŀ осл ŘŜƎǊŜŜ ǾƛŜǿ ƻŦ ƻƴŜ ŎƻƴǎǳƳŜǊΣ ŀƴŘ ȅƻǳ ŎŀƴΩǘ Řƛg 
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 ƛǘΩǎ fresh, free and fast.   The Internet is a living repository of data, you can watch ǿƘŀǘΩǎ 
ƘŀǇǇŜƴƛƴƎ ǊƛƎƘǘ ƴƻǿΦ  LǘΩǎ ŀƭǎƻ ŦǊŜŜƭȅ ŀǾŀƛƭŀōƭŜΦ  ¢ƘŜǊŜ ŀǊŜ ǇŀƛŘ ƻƴƭƛne 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 lastlyΣ ƛǘΩǎ ŦŀǎǘΦ  LŦ ȅƻǳ ƴŜŜŘ ŀ 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.  

LŦ ȅƻǳΩǾŜ Ǝƻǘ ŀƴȅ ƴƛƎƎƭŜǎ ǿƛǘƘ ǘƘƛǎ paper, ŘƻƴΩǘ complain.  I never said it was perfect.  .ǳǘ ƛŦ ȅƻǳΩǾŜ 
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 ƛƴ ŎƻƴǎǳƳŜǊǎΩ ƳƛƴŘǎ, 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 

[ŜǘΩǎ ǎǘŀǊǘ with a look at the base ǿŜ ŀǊŜ ǿƻǊƪƛƴƎ ŦǊƻƳΣ ƴŀƳŜƭȅΣ DƻƻƎƭŜΩǎ ŎǳǎǘƻƳŜǊ ōŀǎŜ.  According 
to the Office for National Statistics, 65% of UK households have access to the webΦ ¢ƘŀǘΩǎ мсΦпсƳ 
households and an increase of 1.23m on last year.  And this is just people at home ς 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 ς 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 
DƻƻƎƭŜ ǊŀƴŘƻƳƭȅ ǎŜƭŜŎǘǎ ǘƘŜƳ ŦǊƻƳ ƛǘǎ ŀǊŎƘƛǾŜΣ ǎƻ ǘƘŜȅΩǊŜ ƻŦǘŜƴ ŦǊƻƳ obscure US news sites like the 
Wichita Herald, where the last big event was IƻǳŘƛƴƛΩǎ ŀǘǘŜƳǇǘ ǘƻ Ǝƻ ƻǾŜǊ bƛŀƎŀǊŀ Cŀƭƭǎ ƛƴ ŀ ōŀǊǊŜƭΦ  

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 
ǘƘŜ ǇŀǇŜǊΣ ǿŜΩƭƭ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ ǎƻƳŜ ƻŦ ǘƘŜ ƛƴǎƛƎƘǘǎ ǿŜ Ŏŀƴ ƭŜŀǊƴ ŦǊƻƳ ǘƘƛǎ ŘŀǘŀΦ  

 

 

 

You can also look at the top and fastest growing searches.  This tells you what the most popular 
ǎŜŀǊŎƘŜǎ ǿŜǊŜΣ ŀǊƻǳƴŘ ǘƘŜ ǘŜǊƳ ŀƴŘ ǘƛƳŜǎŎŀƭŜ ȅƻǳΩǾŜ ǎŜƭŜcted.  The rising searches are the fastest-
growing, so you can identify surges in demand within a given timeframe.  

 

www.gmail.com


DƻƻƎƭŜ LƴǎƛƎƘǘǎ ŦƻǊ {ŜŀǊŎƘ ŀƭǎƻ ƎƛǾŜǎ ƭŜǾŜƭǎ ƻŦ ǊŜƎƛƻƴŀƭ ƛƴǘŜǊŜǎǘΣ ōǳǘ ǘƘƛǎ ǎŜŜƳǎ ŀ ƭƻǘ ƳƻǊŜ ΨōŜǘŀΩ ǘƘŀƴ 
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.  LΩƭƭ ŜȄǇƭŀƛƴ ŀƭƭ ǘƘƛǎ ƛƴ 
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, 
LΩƭƭ ŎƻǾŜǊ ǘƘƛǎ ƛƴ ƳƻǊŜ ŘŜǇǘƘ ƭŀǘŜǊΦ   

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 wƻƴΩǘ ƭƛǎǘ 
them all here.  New ones come along all the time, but for now, here are the main ones that I use.  
¸ƻǳΩƭƭ ŦƛƴŘ ȅƻǳǊǎŜƭŦ ŀŘŘƛƴƎ ƴŜǿ ƻƴŜǎ ǘƻ ȅƻǳǊ ǇƻǊǘŦƻƭƛƻ ŀǎ ȅƻǳ Ǝƻ ŀƭƻƴƎΣ ǇŀǊǘƛŎǳƭŀǊƭȅ ǘƘƻǎŜ ǿƘƛŎƘ ŀǊŜ 
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 ǾŜǊȅ ǉǳƛŎƪ ŀƴŘ ŜŀǎȅΦ  ¸ƻǳ ǎƛƳǇƭȅ ŜƴǘŜǊ ǘƘŜ ŎƻƳǇŀƴȅΣ ōǊŀƴŘ ƻǊ ǿƘŀǘŜǾŜǊ ȅƻǳΩǊŜ 
tracking, do a search and can sort the results.   

LŦ ȅƻǳΩŘ ǊŀǘƘŜǊ ǘƘŜ ƴŜǿǎ ŎŀƳŜ ǘƻ ȅƻǳΣ ǘƘŀƴ ƘŀǾƛƴƎ ǘƻ Ǝƻ ƭƻƻƪƛƴƎ ŦƻǊ ƛǘΣ ǳǎŜ ǘƘŜ w{{ ŦŜŜŘ ŦƻǊ ƛƴǎǘŀƴǘ 
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 ŎƭƛŎƪ ƻƴ ǘƘŜ Ψ!ƭŜǊǘǎΩ ōǳǘǘƻƴ ƛƴ ǘƘŜ ƭŜŦǘ ƘŀƴŘ ŎƻƭǳƳƴΣ 
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 
άŜȄŀŎǘ ǎŜŀǊŎƘέ ƛŦ ȅƻǳ ŀǊŜ ƳƻƴƛǘƻǊƛƴƎ ŀ ǇƘǊŀǎŜ ǊŀǘƘŜǊ ǘƘŀƴ ŀ ǎƛƴƎƭŜ ǿƻǊŘ ƻǊ ȅƻǳΩƭƭ ƎŜǘ ŀ ƭƻǘ 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 ΨƳȅ ƘŜŀǊǘ ŀǘǘŀŎƪΩ ƻǊ ΨL ƭƻǾŜ ōǳǘǘŜǊΩΦ  ¢Ƙƛǎ ƻƴŜ ŦƻǊ ΨCƛƎƘǘƛƴƎ ŀ 
ŎƻƭŘΩΣ 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 ς 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 bŜƛƭǎŜƴΩǎ 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 itΩs great for a quick insight into the hot topics of the 
ƳƻƳŜƴǘ ŀƴŘ ǿƘŀǘΩǎ ōŜƛƴƎ ǎŀƛŘ ŀōƻǳǘ ŀ ǇŀǊǘƛŎǳƭŀǊ ōǊŀƴŘΣ ŜǾŜƴǘ ƻǊ ƛǎǎǳŜΦ  ¸ƻǳ Ŏŀƴ ǎǳōǎŎǊƛōŜ ǘƻ ƛǘǎ w{{ 
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 ς 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, όǿƘƛŎƘ ȅƻǳΩƭƭ ƴŜŜŘ ǘƻ ƭƻƎ ƛƴ ǘƻ ǳǎŜύ ȅƻǳ can see how often a 
ƪŜȅǿƻǊŘ ƛǎ ŘƛǎŎǳǎǎŜŘ ƻƴ CŀŎŜōƻƻƪ ǳǎŜǊǎΩ ǿŀƭƭǎΦ  IŜǊŜΩǎ ǘƘŜ Řŀǘŀ ŦƻǊ ΨǘƘŜ ŦƭǳΩΣ ŦƻǊ ŜȄŀƳǇƭŜΥ  

  

²ƛǘƘ ǘƘŜ ΨƴŜǿΩ [ŜȄƛŎƻƴΣ ȅƻǳ Ŏŀƴ ŀƭǎƻ ǎŜŜ ŘŜƳƻƎǊŀǇƘƛŎ ŀƴŘ ǎŜƴǘƛƳŜƴǘ Řŀǘŀ ŦƻǊ ǘƘŜ Ƴƻǎǘ ǇƻǇǳƭŀǊ 
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  

LŦ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ƪŜŜǇ ǘǊŀŎƪ ƻŦ Ƙƻǿ ŀ ²ƛƪƛǇŜŘƛŀ ǇŀƎŜ ƛǎ ŎƘŀƴƎƛƴƎΣ ȅƻǳ Ŏŀƴ 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.  

 LǘΩǎ ǘǊǳŜ ǘƘŀǘ ǘƘŀƴƪǎ ǘƻ ǿƻǊŘ ƻŦ ƳƻǳǘƘ ƳŀǊƪŜǘƛƴƎΣ ǎƻƳŜ ƻŦ ǘƘŜǎŜ ǇŜƻǇƭŜ ŀǊŜ ōŜing paid to review 
ǇǊƻŘǳŎǘǎΣ ōǳǘ ŘƻƴΩǘ ƭŜǘ ǘƘŀǘ Ǉǳǘ ȅƻǳ ƻŦŦΦ  ¢ƘŜȅ ǘŀƪŜ ǘƘŜƛǊ ǊŜǎǇƻƴǎƛōƛƭƛǘƛŜǎ 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 
markǎύ ƻŦ ŀƴ ŀǘǘƛǘǳŘŜ ƻǊ ǎǘŀǘŜƳŜƴǘΣ ŎƻǳŎƘŜŘ ƛƴ ǘƘŜ ǿƻǊŘǎ ƛƴ ǿƘƛŎƘ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ŦƛƴŘ ǘƘŜ ƛƴŦƻǊƳŀǘƛƻƴΦ  
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:   

  άL ƭƻǾŜ ǇŀǊǘƛŜǎ ōŜŎŀǳǎŜέ  

άaȅ ŦŀǾƻǳǊƛǘŜ after dinner ǎƴŀŎƪ ƛǎέ  

ά L ǿƛǎƘ Ƴȅ ōŀƴƪ ǿƻǳƭŘέ 

άL ƘŀǘŜ ƛǘ ǿƘŜƴ Ƴȅ ōŀƴƪέ 

άaȅ ƘƻƳŜ ƛǎ Ƴȅέ 

άhǳǊ ƘƻƭƛŘŀȅ ŀǘ .ǳǘƭƛƴǎ ǿŀǎέ  

 
L ǘƘƛƴƪ ǿŜ ŀƭƭ ƪƴƻǿ ǘƘŜ ŀƴǎǿŜǊ ǘƻ ǘƘŜ ƭŀǎǘ ƻƴŜΣ ōǳǘ ƛǘΩǎ ǿƻǊǘƘ ŀǎƪƛƴƎ ŀƴȅǿŀȅΦΦΦ 

  

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 shaǇŜ ŀƴŘ ǎƛȊŜ ƛǎ ƛǘΚ Lǎ ƛǘ ƎǊƻǿƛƴƎ ƻǊ ŘŜŎƭƛƴƛƴƎΚ ²ƘŀǘΩǎ ƘŀǇǇŜƴƛƴƎΚ  ²ƘŜǊŜ ƳƛƎƘǘ ƛǘ ōŜ ƎƻƛƴƎΚ  
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 ΨǎǘŀƳǇ ŘǳǘȅΩ 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 ς in 
this case, the annual Budget and changes in Government policy.    

 

If we compare 2006, 2007 and 208, side by side, ŦƻǊ ǘƘŜ ǎŜŀǊŎƘ ǘŜǊƳ ΨƘƻǳǎŜ ǊŜƳƻǾŀƭǎΩ 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:   

 

hƴŎŜ ǿŜΩǾŜ ƛŘŜƴǘƛŦƛŜŘ ǘƘŜ ƪŜȅ ǇƭŀȅŜǊǎΣ ǿŜ Ŏŀƴ ǳǎŜ 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 
ǎŜŜƳǎ ǘƻ ōŜ ŎƻƴǘƛƴǳƛƴƎ ŀ ƎŜƴǘƭŜ ǎƭƛŘŜ ƛƴǘƻ ƻōƭƛǾƛƻƴΦ  LǘΩǎ ŀƭǎƻ ƛƴǘŜǊŜǎǘƛƴƎ ǘƻ ƴƻǘŜ ǘƘŜ ŘȅƴŀƳƛŎǎ 
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:  

 


