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Introduction

The problem with Planning is theve need to know what people wantThis means asking them

questions which immediately creates dilemma Every group, every, omnibigsjrveyor depth

interview, however carefully planned and objectively moderatgendersa sense of self

consciousessin the respondensthat can skew the result S Qall Seen to Groups where

someone was afraid to speak while another liked the sound of his own voice a bit too much.
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good to havalata froma larger proportion of the population than the base sizes we nornmay?
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are asking for and talking about amdi, we have access to the largest, most honest and unself
conscious focus group in the world.

We can apply theesults of this methodologio every stage o business and marketing strategy,
from developing the products that people are looking for amgiioving the ones they aralready
buying to devising communications campaigns that really strike a chatelcan use it to see
market and category dynamics reflected in consumer awareness and detodn] out what
people think about brand, create bunded and realistic pen portraisnda resonant tone of voice
or to gain insights inteaonsumerbehaviourg and how best to reach them

What this methodology givassis both a snapshot afhe collective psyche of millions of people and
the personal tlhughts of one person at atimedli Qa | .3Ahd newiticgnde yours

Some background

In 199, as the Marketing Director of an Internet compahyeboptimiser, (whichincidentally s
still alive and well andne d the leaders in its fieldl came across some very interesting
information. It was the raw data from the search engine Gd#oved I8gslIrhe datashowed how
many people made a particular search in the last month.
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me, a marketer and former copywriter, what people were looKimg 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 P®@/e could use this information for more

insightful new product develapent, more relevant communications strategies dwatter creative

executionsWe could talk to consumers in their own language, to meet the needs they were telling

us they had Just thinkof s Ay A A IKGa ¢ S dketiid aBSPRI rdallyiNds w Eusekas

moment.

Eureka!

This initial discovery has evolved into a uniquseach and planning methodologyK I G = 6 SOI dza S

in permanent Beta, igetting better all the tm&® L Q@S Llzi + 20 2F GKAylAy3
both strategicalf and tactically. And the sources of insight are much bigger and better than ever
before. GoToislonggomey R |, K22 H Aay Qi { B8 wehygve Gobge. T2 NOS A i

Message boards and user groups , once a rich source of user generated datdeblaved 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 changiesoo. Once you start to use this methodology for yourself,
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from it.
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works and what it can do for you . In the first section, | look at the tools and techniques themselves,
in Section Two | lookt how they can be applied to@mmunications strategy and in Section Three,



| have taken a sampleusiness chllengeandlooked at how the methodology could be used to help
solve it

The Get Out Clause

Thereare somecaveats, 2 dz R2y Qi 3IS0G I ocn RSARNSS2 dgidley @F RN
deeper to ask more questiorns clarify a point Sometimes the datean be quite hard to reado

you often need to look at it fron several perspectives in order make sense of itRather than

relying wholly on the insights, | use them as a way of setting the agenda for further exploration and
validation via the usuaksearch channelsa catalyst for ideas or a sounding board for existing

strategies

ButA (fr@sh free and fast The Internet is a livingpesitory of data, you cawatchg K I (i Q &
KFELIISYAYy3d NAIKG y2oo LGQa hefrebearchftddls &hél servitegdnd £ | 6 £ €
many of them are excellent. An honourable mentisnluehere to MotiveQuesand theirsuperb

online anthropologyservice but in this paper | have concentrated on what you can fardhothing

Andlasthz A G Qa T I aqliigk poink of vied, ddwanf 8 ©4R a theory or an idea, this
methodology will give you instant resultshaking it ideal for chemistry meetings and pitches as well
as longer term planning and strategy.

L @2dz2Q@S 320 papa R jcaniplbirS aneverisdickit waskpdrfact. dzi AT &2 dzQ 0!
got ideas and feedback, or suggestions to improve it, then drop me a lin@icholine@gmail.com
or call me on 07767 320687.
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Executive summary

The Internetfrom search engines to social media, offers a east easily accessibtepository 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 streeheotalking to a researcher with a
clipboard, but from unguardedonversations on forums, social networks and blogs and searches on
Google.| call it the'largest, mostionest and unselfconscious focus group in the world' and it can
help us at every stagef the StrategidPlanning 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 perceptiong/e can identify, anticipateral 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 lodlke, identify potential territorieand 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 andh@vioural change, competitor activity and overall
category dynamics.

So, if you need a snapshot of whether a market is growing or dechinifig O2 y & dzZY&NAR Q YA Y R&
instant point of view on a brand positioning, an outline agenda for a focus group,ideaof 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
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to the Office for National Statistic65% ofUK households have access tothe web ¢ K | (1 Q &

households an@n increase of 1.23m on last yeaknd this $ just people ahome¢ manymore

have access to the web at work, school and via their mabifeyou also consider that Google has
approximately 80% of the search markat,least in the UKand after email, search is the most
popular online activity, this gives us aydig base to work from. In fact, we can assume that the
hopes, dreams, fears and needs of the populatimimus the very young, the very old and the
socially excluded are reflectedviathe tools and techniques 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 Treniisadneys the best tool to
start your investigation with. It shows you the level of search demplod, news coverage, for any
word or phrase yoehoose The news stories that the tool lists caometimes be a bit misleading as
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Wichita Herald, where thiast big eventwas 2 dZRAYy A Qa FdGSYLIW G2 3I2 20SNI |

You can search by word or phrase, geography and time, so for example, you can ¢aash@vn
here, searches for Porsche compared to those for new and used cars in the URQSickater in
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You can also look at the top and fastest growing searches. This tells you what the most popular
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growing, so you can identify surges in demavithin a given timeframe

Search terms  related {0 porsche
Top searches

1. porsche 911
291

3. porsche uk

4. porsche for sale
5. porsche cars

6. porsche hoxster
7. porsche turbo

8. porsche cayenne
9. poreche cartera

& & &

~  United Kingdom, Last 12

1. pod panamera +130%
2. porsche museum +10%
i +70%
+0%
+0%
+40%
+40%
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the other functions and the datis 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 balfne marketers identify théest
keywords and phrases faneir AdWords payper-click advertising campaignét tells you how many
people (approximatelymade a particular search last montnd the monthly average for the
previous year. You can compaearch terms broadly, to identify the key trends, or by the exact
phrase. So you can see, for example, what the most popular searches anghi@se, in this case,
mobile phones:

Match Type: (7

Advertiser ¥Approx Search Approx Avg Search Search Volume Trends Highest Volume
Keywords Competition (2 Volume: February (2 Volume 2 B Occurred In Broad -
Keywords related to term(s) entered - sort by relevance (2
mabile phones [ 523,000 16,600,000 Mov Add
pay as you go mobile
phones || 246,000 246,000 MNov Add
samsung mobile
phones [ 246,000 1,000,000 MNow Add
maobile phone [ 201,000 5,000,000 Mo Add
mobile phone
accesaories [ — 110,000 673,000 S e Oct Add
free mobile phones [ 90,500 135,000 Mov Add
Ig mobile phones [ 90,500 368,000 Mo Add
motorola mobile
phones [ 74,000 246,000 RN . Oct Add
mobile phone deals [ 60,500 90,500 Mov Add
cheap mobile phones | 49,500 74,000 Mov Add
pink mobile phones [ 49,500 135,000 Mo Add
mobile phone reviews [ 40,500 49,500 Mo Add
mabile phones orange [ 27,100 74,000 May Add
latest mobile phones [ 22,200 27.100 Oct Add
new mobile phones [ 22,200 110,000 May Add
sony ericsson mobile
phone || 22,200 368,000 Now Add
mobile phone cases [ 18,100 301.000 Mov Add
orange mobile phone [ 18,100 90,500 Mov Add
3g mobile phones [ 14,800 165,000 Mo Add
mobile phone
insurance | — 14,800 22200 Nov Add
mobile phone review [ 14,800 22,200 Mov Add
samsung mobile
phone || 14,800 368.000 MNow Add
best mobile phone | 12,100 49,500 Mov Add
best mobile phane T 12 100 14 80N S 1 1 1 1 N (R Mo Add

Asyou can see, you cajuantify relativedemand for particular brags, see what the most popar

buying criteria are and get an insight into broad mardetl categorydynamics.L Qf f SELJX | Ay

more depth later in this paper.

Google Trends for Welies

Google Trends for Websitesasiseful tool for gauging the ppoximate 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 chddr Moonpig, the greetings card site, and you can see seasonal trends,
as well as useful insights intlke audience and their overall online behaviotfou can sewhich

web sites they visited, and what the searched for, in order to understand the typenstimers

visiting the site and what their motition might be, which is also handy for media strategy. Again,
LQftf O2@SNJ iKA&a Ay Y2NB RSLIGK fF dSNW
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https://adwords.google.co.uk/select/KeywordToolExternal
http://trends.google.com/websites?q=wikipedia.org
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Searches Websites United Kingdam v Allyears
@ moonpig
Daily L Google
Al
N
/1 |
f / |
/™ \_ A1
/ \
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AN/ — \/
/ v
A
Ranked by: moonpig.com ~ | eamn more
Subregions Also visited Also searched for
1. England, United Kingdom 1 co uk(? 1. moonpig —
2. Scotland. United Kingdom - 2. gettingpersonal.co.uk(? 2. moon pig —
3. Wales, United Kingdom - 3. hallmark co k™ —

4. Northern Ireland, United Kingdom . 4. ipoints.co.uk(?

6. matalan

7. mothercare

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 outwhat people are talking about:

z

There are so many tools and techniques out there to mordtdine buzzand sentiment, @ y Q4 € A a i
them all here. New ones come along all the time, but for now, here are the main ones that | use.
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specific to your clients or category.

Onlinenews services

If you want to look up or track news on a particular brand or issue, the online news services, such as
Google Newsare@SNE 1ljdzA O1 YR Sl ago . 2dz aAYLX e SydaSNJ i
tracking, do a search and can sort the results.
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updates. Moreoverand Yahooalso offer RSS feeds for aggregated industry news.

Google Alerts

One of the first things to look at when you want to know whath consumers and presse saying

about a brand, issue or event, avhen theydisplay a particlar attitude or need state, is to set up

Google Alerts. Simply go @oogle NewandOf A O1 2y GKS W! f SNIIaQ odzidz2y
choose the word or phrase you wish to monitor, what kind of alerts you wadthow often. You

can edit and add new ones whenever you like but remember to use speech marks to designate an
GSEFOG &aSHNOKE AT @2dz I NBAYAYSG #RNRI afN) BIR NAQA § HX
irrelevantresults

As well as monitoring brangames, you can get some very interesting insights when you set up

alerts for attitudes or need states, such@s™@ KSI NI F ddF O] @ yBNIFTLINI (WA S Kal
O 2 twiaulide very useful if you weraarketing a cold and flu remedynd waned some insight

into how people feel abouighting a cold and how it affects their behaviour


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

Google Blogs Alert for: "Fighting a cold™

Not such a good idea..

By azhaliday

Aside from feeling achy and icky from the flu shot ({a side effect | always get from the flu shot), I'm now
fighting a coldthat seems to be winning. | started feeling a bit under the weather on Thursday
afternoon. ...

ice my cake - http:/fwww.icemycake.com/

NaMoWriMo: Week 2

By Pete Anderson

Part of that is because I've been fighting a cold all week and have had no energy at night on my train
ride home, so whatever I've been able to write has been strictly on the morning train. Some good stuff
has come out
Pete Lit - htt

Under the YWeather

By Sunny{Sunny)

| have my usual "after-the-seizure” stuff going on. Chris is fighting a cold, and Rupert is nursing a cut
on one of the pads of his back paw. Rupert was so wonderful at the vet's last night, even though we had
to wait an hour while she ...

The Errant Pen and Escaping Words - http://theerrantpenandescapingwords. blogspot.com/

One down. one to go

By Scott P(Scott P)

I've been fighting a coldthe past few days and by the time | got to song #11. my throat was scratchy
and sore. I'm drinking hot Thai tea right now to socthe it. | should be fine by tomorrow afternoon. | tried a
bunch of new songs. ...

Saquirrels love me because I'm a nut - http://purplesquirrel.livejournal.com/

Saturday rain and maore rain

By Kim(Kim)

Today would be a great day to get my bulbs planted but | think | am fighting a cold. so | don't know if |
want to be outside. Plus, it's April's best fiend’s birthday today so we need to go birthday shopping for
her. ...

How this Frugal Momma in Maryland... - http:/frugalmarylandmom.blogspot.com/

Blog monitoring

Google Alerts are great for a regular supply of insights over time can bring you results very

quickly and frequently. However, you alseed to see the bigger picture, as reflected in the

blogosphereand identify the most influential bloggegsand hence brand advocates or detractors in

relation to your brand or categoryTechnoati is one,Google Blog Seardéhanother.

Another useful service is provided byS A f Bl&puRdionversation trackewhich tracks who is

linking to blog stories.f 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 campaidiotipulse trends

Micro-blog monitoring

An easy wayto see what people are talking about righis minuteis throughTwitter and itssearch
facility. I have better things to do thamwitter myself and would rather listen to sheep bleating than
follow anyone elsgbut as a research tooldt greatfor a quick insight into the hot topics of the

Y2YSyi FYyR 6KFGQ&E 6SAy3 &b AR

feed, for updates, or choose email alerts.

Blog comment tracking

l 6 2 dzi
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BackTypeés 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 atchdtors.co.mments.conalso lets you

track comments and you can subscribe to the RSS feed for instant updatesKédfitty.conyou

can see who is using a brand or issue agjadeer several sites.

Board monitoring tools

BoardTrackeand BoardReaderare both good for monitoring forum posts, topics, and actual forum

names, so you can see if thereeany dedicated to your brangipositive or negative.

NJ
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http://boardtracker.com/
http://boardreader.com/

Socid bookmark tracking

Social bookmarking networks, suchZigg del.icio.usand Redditwill 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 bre®aktisl Mntion. You
can choose from blogs, twitter, bookmarks, comments, events and images.

Social network buzz
Facebook Lexicon

With Facebook Lexicold, ¢
1Se@62NR Aa R

facebook Home Profile Friends Inbox (28

4 Lexicon
Facebook Lexicon counts oecurrences of words and phrases that appear on Wals over tme. Learn more or preview the new Lexicon

2 A0K GKS wy$SgQ [SEAO2yS &2dz Oy f&a2 488 RSYzand
terms.

Photo and video sharing sites
Flickroffers an RSS subscription that will update you on any new image that matches your word or

phrase. LikewiseGoogle Vide@an help you track videssfrom many online hostingtss (such as
YouTubeandMetaCafg.

Wikis

LT &2dz2QR f A 1 S (2 1 SSLJ GNI (31 2 WackkcBa#gige histotyXot any.JS R A | L
Wikipedia page

Q & A forums

Question and answer sites such¥ahoo Answerand theAnswerbankare a good waya find out
consumers views on partitar 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/
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http://en.wikipedia.org/w/index.php?title=IPhone&action=history
http://en.wikipedia.org/w/index.php?title=IPhone&action=history
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http://answers.yahoo.com/
http://www.theanswerbank.co.uk/

A R make 1 my Homepage mew Users Sign UP - sign in - HEIp
YaEOO! ANSWERS rsearch wes searc
UKaIRELAND
ask. EB  answer. I discover. Il
Can't find it with search? Ask Share knowledge
Earn points cockney: =
How does it work? pets 4§
Search
Ready to Participate? Yahoo! Answers Blog
S5 Get Started! N
& Aniwar Cuiasons, What are Suggested Questions?
L 5] Today we are introducing a new “Suggested
« Questions” module, here on the Yahoo! Answers
Categories o+ homepage. Sign in with an active level 2 account or
above and you'l see them here. Check this blog post
Arts & Humanities Lneves oo lamarar TOT MOFE iN1F0
Beauty & Style Read the Answers Blog >

Business & Finance

Cars & Transportation

“«nm
Computers & Internet

Consumer Electronics Answer Questions Recen

Dining Out How would you take a portrait of someone with the
ERcaRuEIRietatce subject sharp and the background out of focus?
Entertainment & Music % In Photoaraphy - Asked by Sam- 14 seconds ago

To read what people are saying abohbtands and companies

The review sites, such d3oyoq Kelkooand Ciaoare a great source of insight into what people are
looking for, what they need and what they think of your branthu can use the insight to identify
problems with your product or service, higtitgpotential NPD opportunitieand see what kind of
language consumers use to talk about you.
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seriously enjoy the opportunity to speak oandtend to be honest in their feedback.
To find people who feel a certain way

This techrjjue is a gem and almost comically simple. Just make an exact sealichspeech

marki 0 2F 'y GGAGdZRS 2NJ aGFdSYSyids O2dz-OKSR Ay (K¢
You can leave it open in order to get a wider range of results.caiouse it to identify motivations,

behaviours, need states and use case scenarios. For example:

aL 208 LI NIASE 0SOI dza S¢
Gae T gterdokra gl O1 A ace
G L 6AAK Y& o0ly] ¢2dZ RE

GL KFEGS Al 6KSy Ye ol yqé

agd K2YS Aa Ye@é¢

(o}

hdzNJ K2t VRI & FlaE . dzif A

Q-

7

L GKAYl S Ittt (1y26 GKS IyasgSN G2 GdKS flald 2


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

SectionTwo

From insight to strategy

If we take a typical strategy flgwe can apply the online research methodology at every stage, to
give us insights that wihelp us understand the market, the category and the consumer, the
problems that the brand is facing, and how comrimations might be best deployed, and later,
evaluatedto meet thebrief and measure the results

Where are we Where dowe
now and how want to be? And
did we gethere? why?

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



1. Wherearewe now and how did we gehere?

To help us understand the context, the environment, the marketde and competitive pressures

online research can give us a wealth of insight into:
1 The market/category
1 The consumer
9 The brand

i) The marketcategory

WhatshdJS yR aAlS A& AdGK L& Ad
And where could it potentially end up?
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We can gart with Google Insights for Seartt giveusa snapshot of awareness and demand, and
see which issues and evernight be driving the market dynamicBor exampleif wetake a search
term that denotespurchasing intentsay, for Wa { | Y lak aRvimakea¥ 61 growth or declirie 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 year§Ve can also see the events that drove consumer intega@st

this casethe annual Budget andhanges in Govement policy.

Searches Websites
Scale is based on the average traffic of stamp duty from United Kingdom in all years. Leam mare
stamp duty =—— 1.00

Search Volume index Al Google Trefds Ll Stamp duty threshold increased
Telegraph.co.uk - Mar 16 2005

Fl

£| Tories to raise stamp duty bracket
Daily Mail - UK - Apr 21 2005

|| China raises stamp duty to cool market
CNN International - May 30 2007

|D] Average stamp duty hits £2 000
Derby Evening Telegraph - Feb 23 2008

Trading Markets (press release) - Apr 24 2008

L| Halifax welcomes stamp duty move
Staines News - Sep 2 2008

Rank by stampduty ~ More news results »

United Kingdom

|E| China B-shares close sharply higher after stamp duty cut

If we compare 2006, 2007 and 208, side by skdg&,NJ & KS X2IdMISK NBSOMNSde'dt a Q

even more clearly

Web Search Volume: 2008 vs. 2007 vs. 2006 Totals (0]

2007 —
for house removals, United Kingdom 2007 e—

Categones: Industries, Local, Real Estate 2006 =7

Interest over time Mews stories weren't found for your query.

Leam what these numbers mea

100
&0
' A ~ —
N / I~ —
A f - v /X W T A
/ / N / Y WA e s0
AN AN AN IO X
A =an PP AV AR ¢ N o
Y ~ N >
e~ \/\// 20
0
| | | | | | | | I
Jan'os Fab'0s Mar'os Apr'os May'08 Jun'os Jul'os Aug'og Sep'08 ocros Nov'08 Dec'08

Dates on the x-axis are shown only for the first time ranae selected abhove.

Although 2008 has followed the same overall annual pattern, with a peak in the summer, demand

for the service is considerably lower. Peogte 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

Tohelp us understand the copetitive landscape in a market, we can use the Google Keyword tool
to identify the brands with the biggest mindshaaad quantify that demand to some extent

For example, if we take theearches for laptop brands during February 2666 convert it intca
bar chart, we get this

100000
90000
80000
70000
60000
50000
40000
30000
20000
10000 -
o , , 1
Acer Toshiba Asus IBM Gateway

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

Gateway February 2009

iBM 3%

Asus 4%
7%
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demandover time. So when we examitiee most populataptop brandsover time, we can see that

2008 and early 20Q@lespite the economic climates actwally quitea healthytime in terms of

consumer interest.

Web Search Volume: acer laptop vs. toshiba laptop vs. asus Totals @
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Lesm what these numbers mea;
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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
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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, rathanthrand driven.

We can see anothagood examplef the relationship between brand demand and market dynamics
if we comparesearchedor the threebanks Barclays, NatWest and HSBC

We can see that firstly, HSBC generates the most search demandadridetivWest 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 wds, 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 theimortgages andavings.

Segmenting the market

We can also usenline tools to look at market segmentatioriwe take a lively, mulfiaceted
marketsuch ad-airtrade, we cagompare relative demand for a wide range of Fairtrade events,
products and issues:



