NEW TECHNIQUES

Creativity 24/7

Research World talks to three
entrepreneurs whose innovative services
offer clients direct access to the consumer
voice around the clock.

DIANE HESSAN, PRESIDENT AND CHIEF EXECUTIVE
OFFICER OF COMMUNISPACE

How does your company engage with consumers?

One of our Unilever clients once said, “My community is the
equivalent of having 400 of my target consumers always

in my office with their feet up on my desk, asking me what
| want to discuss.”

A community is a ‘conversation engine’, and these
conversations happen on three dimensions. Clients ask
consumers to take surveys, mystery shop, brainstorm ideas,
send in videos, fill out diaries; consumers give clients
unsolicited advice; and consumers talk to each other about
topics of interest.

In the course of building and managing 350 communities,
we've learned a lot about how to run this conversation engine
and get consumers to engage with companies in an honest,
trusting way. And that’s key - consumers want transparent and
mutual exchanges of information. They are willing to be open
if companies are equally open with them, creating a reciprocal
relationship. They love a chance to be heard by major brands
and feel valued for their ideas and opinions. What makes this
work is limiting the community to 300-500 members, which is
the right size to grow the intimacy and trust but large enough
for a diversity of voices on each topic.

This model allows respondents more room to reveal
potential white space, surface unmet needs, and drive
innovation whilst companies can get better, faster insights.

How do client companies use the service?

Most clients use their communities to gain a better
understanding of their consumers in order to make better,
more relevant marketing and innovation decisions. They find it
is a fast, flexible and dynamic way to get real-time information
and ideas, Tactically speaking, they get feedback on brand
messaging, advertising, packaging, promotions, brand
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perceptions and so on. But they can also do more exploratory
work on surfacing unmet needs, generating foundational
insights and generally bringing customers to life!

Is your company structured differently from other market
research companies?

Like many research companies, we're set up to service our
clients so our largest group (about 150 of our 220 employees)
is client services, who work with clients and interact with
consumers online every day.

What is most likely different is how we work. Most
traditional market research companies have a project-based
approach; they engage for a project, get the data, do the
analysis and reporting, and then they are on to the next project.
For us, most client communities go on continuously, often for
years, In a typical community, the consumers are engaged in
three projects every week, The goal is that the community
becomes a strategic asset that's always there for our clients,
engaged to help them with their biggest business challenges.

Which areas of research innovation do you think will grow
most quickly?

We think a few areas are poised for faster growth and we're
already experimenting with some of them. The first is better
ways of getting relevant information to the right stakeholders
in a company at the right moment by creating an open and
unimpeded link between the voice of the customer and
corporate decision-makers. Ways to do that include
communicating real-time insights through dashboards, SMS,
and RSS feeds, and through rich-media displays.

Another area is text analytics that go beyond positive/
negative sentiment tracking. While tracking basic measures of
sentiment can be valuable, we expect that text analytics tools
that enable us to analyse the variety of social discourse,
behaviour, and subtle emotion present in online speech will
become more important as the sheer volume of online content
continues to grow exponentially.

| also hear from senior executives that they are tired of
receiving large binders full of information that merely validates
what they already know. The growth will be in any area that
helps us discover the unexpected, or hear the important
consumer voices that make all the difference.
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