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The Case for Listening

Travel and Tourism

1115% of global online conversations are from
UNJ St SNRA aSS|AYy3 | RIA

Td1 ATKE O2NNBEFGA2Yy 0Si
and repeat purchase and recommendation

1 Travelers use mobile social networks, 37% by
2014

10nly 25% of companies know where their most
valuable customers are discussing experiences

Source: Wunderman 2011
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Getting ready to conduct a workshop with travel
and tourism professionals. What would you tell them
about marketing their communities?

JasonFalls
June 8, 2011 at &:11

28 Tips to Market Your Destination

: : : 7JasonFalls What would you tell them about
Researchl Researchl Researchl Know e e T R e

Breakdown| it SEEiemniEi LeeJCarey ‘

3 June &, 2011 at 8:12

LYEUININE )M isten on Twitter
Arargeting (3)
Mvedia Strategy (3)

JasonFalls Think women aged 25-54. Mom
ploggers are your champions. Photos/Video spur

most engagement. Create fresh/helpful content.
ASM Marketing (

damion_white
3 June 3, 2011 at 8:13 .
Research (2)

ACustomer Service (1) @JasonFalls That using Twitter and hashtags of
their city is a great way to build community

awareness. IMHO
Cole_Watts
3 June &, 2011 at 813 E
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Listen First! Answers 4 Questions

What is Listening?

How is the
Research Done &
What Tools are

What Marketing

Obijectives does
Listening Help

Achieve? Used?
What are
[AaiSyAy3aQa
Frontiers?
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Two Types of Marketing Process
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Source: http://www.senseandrespond.com/?page_id=7
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Signal AdvantageContributes to

Business Advantage

The ability to capture, interpret and act upon signals
from rich and dynamic data
Advantageaherefore accrues to companies that can
focus on theright information extract the
relevant signalgorocess thenapidly, and
adjusti KSANJ 2NBI yAT I

nehavioraccordingly.
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Listening Is a Source of Signal Advantage
The study of naturally occurring signals

conversations, behaviors and emotions
alé X R2 X TFTSSf
That may, or may not, be guided
¢2 ONAYy3d (GKS @G2A0S 27
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Signal Advantage

Brands Will Shift Research Investments

Evaluation

-4 -3 a5 1 0 1 2 3 4

Sense/Respond Innovation
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Listening Research Performs Many

Standard Research Tasks

‘Profile new customers 1 Competitor analysis

‘Detect early market shifts | Problem detection
Nt Development

T

T

1 Customer segmentation | INSIY
: A A .'. ,TM S ,

1 2YLX SYSy G 4 gga)gyeﬁtftesting

research develo
1 Concept testing 1 Issues Analysis
1 Discover/evaluate

oroduct features
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Brands Use Listening to Achieve Many

Standard Marketing Objectives

{ Understand mindsets 1 Rebrand or reposition
i Discover new customers 9 Address public issues

1 Develop new 1 Manage
products reputation

1 Improve existing products 9 Care for customers

1 Shape and sharpen 1 Increase loyalty and
messaging customer value

1 Increase Sales
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Major Types of Listening Research

Type Typical Uses
Social Research| {Deep understanding of environment
fConsumer insight
{Brand/consumer relationship =
v fInnovation, MMA strategy 0
Social Media {Tracking brand and competitor mention$ | S
° Monitoring t
| fCustomer service outreach, PR
g {Media planning, SEM
fCampaign metrics
Feeds & Seareh| Quick reads on a wide variety of topics
based .
fAlerting
ADVERTISING
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Listening Research Guide

Setup
{Business Goals and KPIs
H O2LIS X vdzS:3
*®2A0Sa X 2K
{ 2dz2NDOSa X
W2ttt SOt X

Operations
SOG X [/ 2y @S N& I
X -ddp - Kill Sgam 5 S
5FalF /2t ft S
NJ . I Ol &l NR
| NS A

=\ . ~h

Analyze/
Y 0 NHzO (i dzNFB !
MmyrftelsS iase X NP IS X
faSGNR Oa X LFay Ry RLILOE 281 £ X&
WSLIER2NI X 5FakKozl 520ax {02NASa
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The Five Types of Listening Solutions

Feeds, Search, Retime Search, Alerts

RN

1| Social Media
Monitoring
Fulkservice <I|: Tools and Services Text Analysis
Vendors
Analytics /
R Mining

Private Communities

Source: Stephen D. Rappaport, Listen First!
(2011), J. Advertising Research (2010).
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Listening Solutions Cheat Sheet

SAMSUNG
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Activities

Since You've Been Gone
Welcome to
the Community

[y

What's Happening This Week

New this Week in the COW Advisory Board

it was on 28-Aug
™

RESPONSES TO YOU
Most nt updates on your itams!

Discussion Contributions (wew

New Members Meet and Greet: 10
> Customer Referrals: ©

WHAT ELSE 1S NEW
of the new activities
tast visit

Grastings Members!

wie are delighted to have new membsrs Joining t
plesse complete your mamber profile b .
me to the Advisory Board” $15 Amazon gift certificate.
on average at least once per weel

ommunity this wask. For new
g Memkﬁ view

ces menu at the top of the page. When
o ut Fariins. wit?

you ar
s that are posted. The Sus 2 Discussion ks in the
WRE ol yoii. £0-O Crrent Comomity ScUvises

Who's Online

i@ E

1f you have questbions for your fallow mambers, post them i
or Veteran e sure to rev
ot Arsentrare I £11a $6mow HGeAarS Waet s Groat e

New Mem

Current Members: Plaase join us

making our new members welcome by posteg &

| ]

R converseon

Services Our Work

Converseon uniquely provides the full service, “end-to-
end” social media solution to infuse the value of social
across the enterprise.

e 0 D B0

About Us

Services

What we do

We believe brands are only beginning to scratch the
surface of social's eventual potential. That's why
Converseon was designed from the ground upto
become the world's leading social media agency.

©2011 The Advertising Research Foundation. All rights reserved.
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Skills Needed

1 Research Question 1 Social Communication
Formation Theory

1 Unstructured Data 1 Triangulation
Expertise

1 Storytelling
1 Classification, Topics,
Themes 1

Creativity and
Inventiveness

1 Pattern Recognition f Openness

{ Bottom-up Reasoning

ADVERTISING
©2011 The Advertising Research Foundation. All rights reserved. RESEARCH

1936.200 FOUNDATION




Listening Research: Quality Issues

{ Research
ct 22N 4a02LIS RSTFAYAUAZY X &a02LIS O
Listening to the wrong voices
Listening in the wrong places
Noisy data
Insufficient skill for structuring and analysis
¢ Poorly communicated findings and insights

D N N N

1 Management

¢ Fit between business goals and listening capabilities
¢ Balance between precision and application
cLYlFRSIljdzr 0S YSI adz2Nka 2F ftA&0SYAY

1 Failure to listen continuously
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[ AAUSYAYy3T X

:
:
:
:
:
:
:
:

‘Where are the new customers?

2KIFIO FNB Yé Odzaiz2YSNRa 0K
‘What are they interested in?

‘What would my customers like to hear about?

'How does my brand stack up vs. competition?

"How can we market more effectively?

‘What is driving customer satisfaction?

‘What can we expect?
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Discover New Customers

1At least four ways to listen for customer
discovery
¢ Listen to behavior
¢ Allow listening to challenge mental model
¢ Listen to light users and switchers
¢ Detect change in voices
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Where are the New Customers?

Listen to Behavior
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Hennessy

/ B \ BlackPlanet.com

THE WORLD 1S YOURS

Home = MemberFind v Connect v HaveFun v = Look & Listen ~

Join the largest Black community online!

s Socialize Meet Black wormen & men for friendship, networking, dating.

' Speak Freely Discuss hottopics in our forums, groups, chat & blogs.

Shine Showcase talent with a personal profile and build your netwaork.

ﬂ Let |l oose Have fun meeting Black people who share your interests.

Link listening->

Ethnography and
online
Interviews

©2011 The Advertising Research Foundation. All rights reserved.
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Hennessy

New Products Launched:
White, Fine de Cognac,
Black

TykmMn 6SNB dKA
consumers

TpkmMn BSNB a2zl
f SIF RSN&A ¢

' Wholesale revamp of
marketing strategy

{ Focused on the
experience of enjoying
and mixing

1/ Six+ years and counting

©2011 The Advertising Research Foundation. All rights reserved.
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What are they Thinking?

Emerging Shopping Patterns

1 Rationale: understand how the recession was
Impacting shopper attitudes and behaviors
related to grocery and food purchases

f Listening: useg@ategorylevel, norbranded
Insightsto understand consumer motivations and

experiences.
¢ Shopper Insights group leveraged findings as early

Indicators of shopper behaviors that could potentially
grow into much larger trends.
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Research Approach

f Listening focused on Moms
¢ Manually analyzed for key themes and trends
¢ Quarterly, identified stable patterns and changes

1Surveys

¢ Based on listening findings

¢ Determined how resonant findings were among moms and
depth of shopping patterns

1Synthesis
¢ Distilled findings for Sales Leadership team w/implications
¢ Triangulated with Nielsen, MVI, TNS and other sources
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Insight #1

. NAIKGAARAY3E

f{Consumers who are changing
thelr grocery ShOpplng and “So what do | have to say about
eating behaviors because of the e rveconeouor

this week pissed off. Angry. In-

e CO n O my tra_ve I a_l O n g an credulous. Disappointed. En-

thralled. Energized. Motivated.

emOtlonaI Contlnuum We talked some at the party

about how doing this challenge

changes you. You don't look at

food the same way. You don't

shop for groceries the same way.
Something in the back of your
mind is making you account for
what you buy. Not waste food as
much. Let me tell you...it doesn't
go away. This challenge has in-
spired a lifestyle change by both
Mike and I.”

- G
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Business Implications

ffCommunication should focus on positive
SY2dA2yas GOKS fAIKG |

HK2g O2YLI aarzy FT2N O2
they move along the emotional continuum

Help her achieve her goals by sharing recipes an
tips on how to do more with less, sticking to a
budget, etc.
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Originally Done for Sales Department:

Insights Used for Many Purposes

.
.
.
:
.
.
.
.

n-store merchandising and assortment
n-store and consumer promotions, scale programs

Distribution, sell stories

- Marketing initiatives, advertising

Kraft Foods website content

~ood & Family magazine and website content
Recipe development

Product and platform Innovation

N o o AN
A" 4

__q.

l g |
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The kids can da
amazing activitles

Kids at the Kids Programme Spa Maalks on the EE';T:H(
my girifriand besch vacation
I get vo spend time  helped me F R B arimseanig
with my spousal make the ; N " .
decision :' s :' -= .
£ Lang wadl Far— Eids sick, any L :
Wi Mauritius or Maldhaes? I P odinner, kids  9o0d dottars g :
] £ { euhaumrsd in Mauwritius? = .:'El'u.ru ATMAZIng
I weather and Fos : % s photos
] local activities & 5 * =
Where 5 the best b ! - . Ready to ga . *aa”
h a = u H G n .
E:ﬂ:mrf" x K = 5 kids excited L.,  F Anil-<limacse
! e % Side by side  § : F e ¢ Long line for return home
o, How long is the % tomparisons 5 : % chetk in after and kids. back
P 5 s % Signed up for Bumpy lang o schasl
1-' '.' - ot t the spa ‘.1' Righe
E v . 1 y - :
3 - E 3 -
" i [ 2 s ot
s O R
Y L . H [ 5
" 5 4E . i
L g = = Difficult o prepare, pack,
bl get Al these mooms ook the r
time off? Kid's \
school? same and don't know Row
Hushard's vwork?

o decide between the Four

Ceasons or 5t Reqis?

Wpdate immuniEalions, and
hold the mail, find pet care

The faa .E.'ﬂ.'ﬂ.’.’..’g DOCEsEs I COMDax and Diesands musipee Nunches. Actve .'..;"n_:.’.."_-‘_fl O e ety DDDOrTLANRSE Tal Sfmpy e DDCSss foF COMELATIETS

©2011 The Advertising Research Foundation. All rights reserved.
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What are they Interested In?

New Product

AGrass rootso | i s
Searched profiles of bacon lovers
Detected interest, got orders in
advance of product
Developed product
—_ = - Today, multiproduct company
E; Jomvour pacsookorovp-  listening continuously
A h ERe o 2 VISITOUR MYSPACE PAGE -
EVERYTHING TASTE LIKE BACON, =) FOLLOW US ONTWITTER »
READ OUR BLOG » You[5) SEEUSONYOUTUBE
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Anticipate Interests and Trends

THE
JOIN THE STYLE EI.ECTORATE
q 9 Fstl?!:cplyg influence Fashion & Win Your Favorite Cloth
SEE NEXT SEASON'’S TRENDS, TODAY
s | [ oo | ] S o] .n|

D WOMENS SUMMER 2011 FASHIONS
:aJ:I;nADE:EEEHEE Clothes onthly Fashion Competitions. Just Register & Vote. It's Fre
JON THEEIECTO!W'E SEE, SHAPE & SHARE NEXT SEASONS FASHIONS TCDAY

THE STYLE COUNCIL  SEE ALL 40
] oty
Y = — 1

- BARBARA WHALEY  12:55 17 Lier 2011
minine

6083 Points

w twitk:
MOST POPULAR - UPDATED DAILY

213likes, Sign Up to see what
et [ menos N oums J  mes |
60's. F II nd pills Patent Leather
Ladylike 4th l.m Beach Party Nylon

® Fashion enthusiasts:

q
‘Make outfits

T
1_.
T

Vote on fashions

Enter competitions

‘Generate near reaime

data for:

¢ Product development
¢ Buying

¢ Merchandising

¢ Marketing and sales

©2011 The Advertising Research Foundation. All rights reserved.
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What are the Top Issues being Discussed?

Common themes discovered by text mining

Rate: where and how to obtain good rates
Stay: Discussing experiences in regard to
their stay at the hotels. Both positive and
negative

Nights: Free nights obtained from the loyalty
programs

Property/Hotel: physical appearance and
facilities

Room: Condition of the hotel rooms
Upgrade/Suite: How they receive upgrades
to suites

Booking/Reservation: Reservation process
Check-Ins: Regarding the check-in
procedures, generally contains more
complaints than compliments.

Promotions: Informing one another about
special promotions

Bonus/Points: Discussion on ways to earn
more or utilize the hotel points earned
through the loyalty programs.

Selected topics and their Satisfaction Index

Verbatim Concepts Satisfaction Index
Payment Process 0.74
Bathroom 0.82
Furniture 0.84
Checkin 0.90
Bed 0.93
Service 0.93
Food 0.95
Transportation 1.00
Room 1.038
Restaurant/Bars 1.04
Bedroom 1.05
View 1.05
Renovations 1.07
Health club 1.08
Promotion 1.10
Point 1.14
Spa 1.24

Satisfaction Index: a measure of the ratio of
positive and negative comments

33



