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Insight is Crucial
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Companies Don’t Use the Data Well 
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Business Leaders Value Sales and Marketing Data 
Most
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Four Key Research Trends from an Agency POV

Online is winning because of lower cost and speed to market

Real-time insight is becoming the norm

Move from explicit to implicit data

Rise of the data analysts and dashboards
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The Simple Life
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What are my customers
interested in?

What content do
they consume?

What trends should
I be responding to?

Who are my brand’s

customers?

What do they think
of my brand?

Who is my
competition?

How much interest is
there for my products?

Who are their
customers?

How does their
online offer compare to ours?

Which messages are
they most receptive to?

Campaign Planning Insights
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TGI

TGI

Market Report

Segmentation
Study

Focus Groups

Usage Study

Usage & Awareness
Study Usage Study

Competitor
Benchmarking

Concept Testing

Campaign Planning Insights
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What are my customers
interested in?

What content do
they consume?

What trends should
I be responding to?

Who are my brand’s

customers?

What do they think
of my brand?

Who is my
competition?

How much interest is
there for my products?

Who are their
customers?

How does their
online offer compare to ours?

Which messages are
they most receptive to?

Searches for ‘Digital 
Switchover’

has grown exponentially 
2009

CE brandX.co.uk users at 
60% male and 32% are 

aged 55+

1million searches for 
‘netbook’ in April 09 

People who went to CE sites 
also visited PriceRunner, 

DIYNot and BMW UK

Shift from Research to Real Time Insight



© Banner Corporation plc, 2006

What content do
they consume? What do they think

of my brand?

Who is my
competition?

Who are their
customers?

How does their
online offer compare to ours?

Which messages are
they most receptive to?

Shift from Research to Real Time Insight
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Shift from Research to Real Time Insight
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Facebook
mentions

Volume of discussion
per country

Volume of searches

Insight 2010
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Communities as Research Pools

• Good for hard-to-reach, niche 
audiences

• Cheaper than traditional tactics
• Profiles give colour to the responses
• Less chance of misinterpretation
• On-going relationships (3rd party 

managed)
• Your own communities as an 

opportunity (e.g. Facebook fans)
• Sample size is limited
• Not as representative as balanced 

samples

Insight 2010
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Source: Forrester Research 2009
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Insert presentation title here
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Shift from Explicit to Implicit Data
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Using Digital Body Language as a Sales Tool

• Accumulate Digital Body Language
• Communicate Digital Body Language
• Evaluate Digital Body Language
• Accelerate the sales process
• Cultivate the Digital Body Language
• Validate marketing spend
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Insert presentation title here
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Ad server data

Web analytics data

Search campaign data

Email marketing data

Marketing Automation Data

CRM data

Sales-force automation data

Rich media data

Social media campaign data

Brand tracking dataTelemarketing data

Event marketing data
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Dashboards!
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Summary

• Insight crucial for business strategy but poorly exploited
• Four key shifts:

• More cost-effective, online research
• From research to real-time insight
• From explicit to implicit data
• And the rise of the data analysts and dashboards!
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Brand
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What?

How
much?
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