
Consumer insight
This month, Merry Baskin advises on how to dig deep into consumer insight
to find out what really motivates people's behaviour and choices

Insight is usually pegged to the
word 'consumer', but there are
myriad kinds of insight - business,
media, product, brand, strategic
and competitive.

This piece focuses on the
people sort; what motivates
our behaviour and preferences.
Consumer insights emanate from
a deep human truth, or the culture
of the communities within which
we operate, the latter gleaned from
the beliefs or learned from the
behaviours of others around us.

Insight is not synonymous
with market research, but too
many customer insight managers
are still data gatherers, rather than
knowledge-appliers.Yet it is the
'application' of insight that really
sorts the men from the boys.

The primary purpose of an
insight is that it is actionable - it
is a fresh and thought-provoking
perception (about the consumer,
the category, the brand and so on)
that can be applied to improve
a business solution, to challenge
a marketing strategy, stimulate a
different communication idea. It
can aid the development of a new
product, the writing of a creat-
ive brief, or make an executional
element resonate. Otherwise, it is
an interesting piece of understand-
ing, a bit of data, a market research
finding, a mere observation of
human behaviour.

If the response is 'so what?',
then you haven't got an insight. If
the response is 'Aha!' ('that makes
sense, I can see now why that is
so, I know exactly what to do with
it') then you've struck gold.

Why do we need insight?
Well, our communications efforts
do not persuade shoppers to dash
blindly into stores and start buying

exactly what we tell them to.
Many other factors come into
people's decision-making —
previous experience, reputation,
familiarity, perceived quality and
value, mood, values, imagery
filtered through their emotional
responses to all of the above.

Just as people are never pas-
sive receivers of communication,
nor are we simple consumers of
products.We now have relation-
ships with brands, we engage in
dialogue with brand owners and
we interact with our brands at
all kinds of different touchpoints.
And what is a'relationship' but an
emotional interaction?

of neuroscience, behavioural
economics, semiotics, sociology,
anthropology and ethnography,
there are a lot of new methodo-
logical opportunities beyond the
group discussion or segmentation
study, previously the traditional
default methods for gathering
insightful data about consumers.

Ethnography has become
the popular technique of late,
embraced by clients who want to
really get under the skin of their
customers, some spending up to
15 hours a day observing people
going about their lives, without any
specific agenda.This is a great way
of introducing customer-centricity
into product-led companies (such
as mobile telephony, where the
geeks come up with a widget
and then tell marketing to sell
it, whether or not the customer
actually wants or needs it).

Because there are no pre-
determined or preconceived
questions, it removes the response
and recall biases, since people

are often not conscious of the
things they did.

Similarly, encounter groups
(where internal stakeholders from
both the client and agency side
get to meet'real people') can be
engineered online or face-to-face
to develop new products or serv-
ices collaboratively, not just hone
communications. In the case of
hard-to-reach audiences (such as
drug users and dealers) attendees
can include people dealing with
the issue in the front line, such
as police, community leaders and
social workers. If you are Procter
& Gamble, you set up a division
called Connect and Develop.

Then, of course, there is
simple participation; immersion
and first-hand experience (doing,
feeling, seeing, hearing) of the cus-
tomer journey itself; understand-
ing the lives of the people you are
targeting - knowing what it is like
to spend a day queueing in a Job
Centre, or what it is like to be
elderly and living on a pension.

Mining for strategically applicable
insights means generating them
or catalysing their development
from observations, common
sense, and all sorts of soft
and hard data.With the help



yourself,'why does that matter?',
or'what is going on here?'.

Take the example of dispos-
able nappies. Rationally, they're
convenient, less messy and they
work. Why? 'They make my life
easier.'Why?'Providing I change
frequently, my baby stays dry
and comfortable and doesn't get
nappy rash.'Why?'Because nappy
rash is horrid, avoidable, and
makes my baby suffer.'Why? 'Be-
cause caring parents should look
after their babies.'Why? 'Because
they are helpless and terribly
precious.'Why? 'Because we have
great hopes for him to grow up
and be a happy and healthy, well-
rounded person.'Why?'Because
he is an extension of us and we
don't want to let him down.'
Why? 'Because if he turns out
wrong, it is our fault and it means
we've been lousy parents.'

What this example illustrates
is both the huge role emotions
(guilt, love etc) play in some-
thing essentially practical and
convenient, and how the marketer
can stop at various stages on the
ladder and consider the product,
strategic and communications
options. Pampers always focused
on efficacy and dryness, via various
technical layers and blue liquid
demos, stress-tested by some
authoritative nursery maid who
spent her life dealing with nappies.
Huggies, on the other hand, took it
up a notch and talked about how
their elastic-sided nappy allowed
baby greater freedom, without
leaking, to crawl, to walk and ex-
plore, to grow and be stimulated.
Both brands offer the emotional
benefit of happy babies. Which is
the more emotionally rewarding
for the parent? Which brand had
the better insight? 'Why?'

Customer insight is a
powerful tool if you can identify
something genuinely differentiating
about their motivation and
behaviour.The challenge is to
translate it into strategic ideas that
grow the brand and deliver profit
to the business.
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you have, and what you don't have
that you need to go and find out.
Identify the optimum method
(given your budget and timing con-
straints) and go fetch. Start with
the most affordable: desk research
- digging into government stats on
demographics or syndicated data,

Conduct a data gap analysis.
Figure out what research
and consumer knowledge

Develop some hypotheses
about the nut you are trying
to crack, about the objectives

of the comms task ahead and wha
you (think you) know about the
people you are targeting. Who are
they? Why are they the way they
are? What are the drivers, influ-
encers and barriers affecting their
attitudes and behaviour? The key
is being able to get to the bottom
of what people do, and why. Mind
mapping can be a useful tool to
help organise and span out your
thoughts at this stage.Write your
theory in the centre and then
interrogate it, branching out your
hypotheses as you go. You will be
left with a one-page map of vari-
ous themes that you can collate,
craft and leverage.

As the methods of collecting
and collating consumer inform-
ation evolve, it becomes even
more important to be able to
integrate findings and distil them
down from key themes into
actionable insights, rather than
stop at the more superficial 'in-
teresting observation' or'curious
factoid' that may be fascinating and
surprising to the less insightfully
vigilant.These data are, however,
potentially the bits of grit from
which the pearl is made; the pearl
around which you can build your
communications solution.

your client's databases plus infor-
mation from the media and social
sciences about social, political
and economic trends. Customer
loyalty cards provide an insight
goldmine into shopper habits,
behaviours and preferences.

Mine existing market
research - if you're lucky,
you will have a fresh, robust

segmentation study to hand. Dig
deeper into the most compelling
segments. Find out what really
defines and motivates them.

Don't forget the wonders of
the online world - bearing
in mind thatTwitterers are

not representative of the world
at large, but are a very immediate
source of knowledge. Online blogs
and chatrooms, as well as the
client's own customer letters, can
be great sources of nifty, penetrat-
ingly honest data.

Commission or even con-
duct your own special quali-
tative or quantitative survey

designed to unearth the emotional
heart of the issue in hand. Or just
get out and informally observe.

When you have unearthed
some great nuggets from
your plethora of sources,

collate them into groups of similar
themes and start to craft them.
A great insight development tool
is a variation on the ever popular
'laddering' technique; also good for
brainstorms, proposition develop-
ment and brand benefit tiering.
Take your collection of interesting
and (what you perceive to be)
pertinent bits of consumer data,
and use your instincts to identify
any patterns emerging.

The mam question - pos-
sibly the only question -
you need to ask in insight

mining is why? You will begin to
sound like a petulant four-year-old,
but it works. For each one, ask
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