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The Case for Listening 
Travel and Tourism 

¶15% of global online conversations are from 
ǘǊŀǾŜƭŜǊǎ ǎŜŜƪƛƴƎ ŀŘǾƛŎŜ Χ ƻǊ ƎƛǾƛƴƎ ƛǘ 

¶άIƛƎƘέ ŎƻǊǊŜƭŀǘƛƻƴ ōŜǘǿŜŜƴ ŎǳǎǘƻƳŜǊ ŜȄǇŜǊƛŜƴŎŜ 
and repeat purchase and recommendation 

¶Travelers use mobile social networks, 37% by 
2014 

¶Only 25% of companies know where their most 
valuable customers are discussing experiences 

Source: Wunderman 2011 
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Breakdown of Unique Responses 

ÅMarcomm (8) 

ÅTargeting (3) 

ÅMedia Strategy (3) 

ÅSM Marketing (3) 

ÅResearch (2) 

ÅCustomer Service (1) 

Research! Research! Research! Know 

thy Customer! 

 

Listen on Twitter 
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Listen First! Answers 4 Questions 

What is Listening? 

How is the 
Research Done & 
What Tools are 
Used? 

What Marketing 
Objectives does 

Listening Help 
Achieve? 

What are 
[ƛǎǘŜƴƛƴƎΩǎ 
Frontiers? 
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Two Types of Marketing Process 

Creates Competitive Advantage 

Source: http://www.senseandrespond.com/?page_id=7  
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The ability to capture, interpret and act upon signals 
from rich and dynamic data 

Advantage therefore accrues to companies that can 

focus on the right information, extract the 

relevant signals, process them rapidly, and 

adjust ǘƘŜƛǊ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ  

behavior accordingly. 

Signal Advantage Contributes to 
Business Advantage 
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Listening Is a Source of Signal Advantage 

The study of naturally occurring signals 

 conversations, behaviors and emotions 

ǎŀȅ Χ Řƻ Χ ŦŜŜƭ 

That may, or may not, be guided 

¢ƻ ōǊƛƴƎ ǘƘŜ ǾƻƛŎŜ ƻŦ ǇŜƻǇƭŜΩǎ ƭƛǾŜǎ ƛƴǘƻ ǘƘŜ ōǊŀƴŘ 
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Signal Advantage  
Brands Will Shift Research Investments 

Innovation Sense/Respond 

Evaluation 
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Listening Research Performs Many 
Standard Research Tasks 

¶Profile new customers 

¶Detect early market shifts 

¶Customer segmentation 

¶/ƻƳǇƭŜƳŜƴǘ άŀǎƪƛƴƎέ 
research 

¶Concept testing 

¶Product co-creation 

¶Discover/evaluate 
product features 

¶Competitor analysis 

¶Problem detection 

¶Insight Development 

¶Message 
development/testing 

¶Issues Analysis 

¶Customer Satisfaction 

11 
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¶Understand mindsets 

¶Discover new customers 

¶Develop new  
products 

¶Improve existing products 

¶Shape and sharpen 
messaging 

¶Increase Sales 

 

¶Rebrand or reposition 

¶Address public issues 

¶Manage  
reputation 

¶Care for customers 

¶Increase loyalty and 
customer value 

12 

Brands Use Listening to Achieve Many 
Standard Marketing Objectives 
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[ƛǎǘŜƴƛƴƎΥ Iƻǿ LǘΩǎ 5ƻƴŜ 
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Major Types of Listening Research 

Type Typical Uses 

Social Research ¶Deep understanding of environment 

¶Consumer insight 

¶Brand/consumer relationship 

¶Innovation, MMA strategy 

Social Media 
Monitoring 

 

¶Tracking brand and competitor mentions 

¶Customer service outreach, PR 

¶Media planning, SEM 

¶Campaign metrics 

Feeds & Search-
based 

¶Quick reads on a wide variety of topics 

¶Alerting 

C
o
s
t 

 

V
a
l
u
e 
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Listening Research Guide 

Setup 

¶Business Goals and KPIs 

¶{ŎƻǇŜ Χ vǳŜǎǘƛƻƴǎ 

¶±ƻƛŎŜǎ Χ ²Ƙƻ ǘƻ [ƛǎǘŜƴ ǘƻ 

¶{ƻǳǊŎŜǎ Χ .ǊŀƴŘ ϧ /ƻƴǎǳƳŜǊ .ŀŎƪȅŀǊŘ 

¶/ƻƭƭŜŎǘ Χ 5ŜŦƛƴŜ vǳŜǊƛŜǎΣ IŀǊǾŜǎǘ 

Operations 

¶/ƻƭƭŜŎǘ Χ /ƻƴǾŜǊǎŀǘƛƻƴǎ 

¶/ƭŜŀƴ Χ 5ŀǘŀΣ 5Ŝ-dup, Kill Spam 

¶¢Ŝǎǘ Χ 5ŀǘŀ /ƻƭƭŜŎǘƛƻƴ ϧ /ƭŜŀƴƛƴƎ 

Analyze/Report 

¶{ǘǊǳŎǘǳǊŜ Χ 5ŀǘŀ ŦƻǊ !ƴŀƭȅǎƛǎ 

¶!ƴŀƭȅȊŜ Χ vǳŜǎǘƛƻƴ-based Analysis 

¶aŜǘǊƛŎǎ Χ  {ǳǇǇƻǊǘƛƴƎ YtLǎ ŀƴŘ Dƻŀƭǎ 

¶wŜǇƻǊǘ Χ 5ŀǎƘōƻŀǊŘǎΣ 5ƻŎǎΣ {ǘƻǊƛŜǎ 

 

Evaluate & Iterate 

¶!ǎǎŜǎǎ Χ  

¶LƳǇǊƻǾŜ Χ  

¶[ŜŀǊƴ ŀƴŘ !ǇǇƭȅ Χ  

Setup 
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The Five Types of Listening Solutions 

Feeds, Search, Real-time Search, Alerts 

Text Analysis Full-service 
Vendors 

Private Communities 

Tools and Services 

Social Media 
Monitoring 

Analytics / 
Mining 

Source: Stephen D. Rappaport, Listen First! 
(2011), J. Advertising Research (2010). 
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Text Analytics 

ωCollect and harvest 

ωExtract and structure 

ωDescribe, analyze, report; machine-scored 
sentiment 

ωIntegrate 

ωLexalytics, Clarabridge, NetBase, Radian6 

Listening Solutions Cheat Sheet 
Feeds, Search, RT Search and Monitoring 

ωTerms, topics, trends; engine/service specific 

ωAlerts and subscriptions 

ωReal-time often add social data, such as retweets, 
influence 

ωCan be analyzed on its own or become inputs 

ωGoogle Insights for Search, Topsy, Meltwater News 

Private Branded Communities 

ωCollect and harvest conversations and data 

ωGuided and unguided activities 

ωDescribe, analyze, report; often qualitative 

ωEngagement and research focus 

ωCommunispace, Vision Critical 

Full-service Vendors 

ωProvide end-to-end solutions 

ωAnalyze, report, consult 

ωSome offer agency services 

 

ωNielsen Online, Converseon 
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Skills Needed 

¶Research Question 
Formation 

¶Unstructured Data 
Expertise 

¶Classification, Topics, 
Themes 

¶Pattern Recognition 

¶Bottom-up Reasoning 

¶Social Communication 
Theory 

¶Triangulation 

¶Storytelling 

¶Creativity and 
Inventiveness 

¶Openness 
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Listening Research: Quality Issues 

¶Research 
ςtƻƻǊ ǎŎƻǇŜ ŘŜŦƛƴƛǘƛƻƴ Χ ǎŎƻǇŜ ŎǊŜŜǇ 

ςListening to the wrong voices 

ςListening in the wrong places 

ςNoisy data 

ςInsufficient skill for structuring and analysis 

ςPoorly communicated findings and insights 

¶Management 
ςFit between business goals and listening capabilities 

ςBalance between precision and application 

ςLƴŀŘŜǉǳŀǘŜ ƳŜŀǎǳǊŜǎ ƻŦ ƭƛǎǘŜƴƛƴƎΩǎ ŎƻƴǘǊƛōǳǘƛƻƴ 

¶Failure to listen continuously 
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[ƛǎǘŜƴƛƴƎ Χ Iƻǿ LǘΩǎ ¦ǎŜŘ Χ /ŀǎŜ {ǘǳŘƛŜǎ 

¶Where are the new customers? 

¶²Ƙŀǘ ŀǊŜ Ƴȅ ŎǳǎǘƻƳŜǊΩǎ ǘƘƛƴƪƛƴƎΚ 

¶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 

¶At least four ways to listen for customer 
discovery 
ςListen to behavior 

ςAllow listening to challenge mental model 

ςListen to light users and switchers 

ςDetect change in voices 
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Where are the New Customers? 
Listen to Behavior 
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Hennessy 

Link listening --> 

Ethnography and 
online 
interviews 
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Hennessy 

¶уκмл ǿŜǊŜ άƘƛƎƘ ǾŀƭǳŜέ 
consumers  

¶рκмл ǿŜǊŜ άƻǇƛƴƛƻƴ 
ƭŜŀŘŜǊǎέ 

¶Wholesale revamp of 
marketing strategy  

¶Focused on the 
experience of enjoying 
and mixing 

¶Six+ years and counting 
New Products Launched:  

White, Fine de Cognac, 

Black 
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What are they Thinking? 
Emerging Shopping Patterns 

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

¶Listening: used category-level, non-branded 
insights to understand consumer motivations and 
experiences. 
ςShopper Insights group leveraged findings as early 

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

¶Listening focused on Moms 
ςManually analyzed for key themes and trends 

ςQuarterly, identified stable patterns and changes 

¶Surveys 
ςBased on listening findings 

ςDetermined how resonant findings were among moms and 
depth of shopping patterns 

¶Synthesis 
ςDistilled findings for Sales Leadership team w/implications 

ςTriangulated with  Nielsen, MVI, TNS and other sources 
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Insight #1 
ά.ǊƛƎƘǘǎƛŘƛƴƎέ 

¶Consumers who are changing 
their grocery shopping and 
eating behaviors because of the 
economy travel along an 
emotional continuum 
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Business Implications 

¶Communication should focus on positive 
ŜƳƻǘƛƻƴǎΣ άǘƘŜ ƭƛƎƘǘ ŀǘ ǘƘŜ ŜƴŘ ƻŦ ǘƘŜ ǘǳƴƴŜƭέ 

¶{Ƙƻǿ ŎƻƳǇŀǎǎƛƻƴ ŦƻǊ ŎƻƴǎǳƳŜǊǎΩ ŎƻƴŎŜǊƴǎ ŀǎ 
they move along the emotional continuum 

¶Help her achieve her goals by sharing recipes and 
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 

¶ In-store merchandising and assortment 

¶ In-store and consumer promotions, scale programs 

¶ Distribution, sell stories 

¶ Marketing initiatives, advertising 

¶ Kraft Foods website content 

¶ Food & Family magazine and website content 

¶ Recipe development 

¶ Product and platform Innovation 

¶ !ǿŀǊŜƴŜǎǎ ƻŦ {ƻŎƛŀƭ aŜŘƛŀΩǎ ǾŀƭǳŜ ŀǎ ŀ ǊŜǎŜŀǊŎƘ ǘƻƻƭ 
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¦ƴŘŜǊǎǘŀƴŘ ǘƘŜ ¢ǊŀǾŜƭŜǊΩǎ WƻǳǊƴŜȅ 

Source: Wunderman 2011 
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What are they Interested In? 
New Product 

ñGrass rootsò listening 

Searched profiles of bacon lovers 

Detected interest, got orders in 

advance of product 

Developed product 

Today, multiproduct company 

listening continuously 
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Anticipate Interests and Trends 

Fashion enthusiasts: 

¶Vote on fashions 

¶Make outfits 

¶Enter competitions 

¶Generate near real-time 
data for: 
ςProduct development 

ςBuying 

ςMerchandising 

ςMarketing and sales 
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What are the Top Issues being Discussed? 

�‡ 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. 

 

Verbatim Concepts Satisfaction Index 

Payment Process 0.74 

Bathroom 0.82 

Furniture 0.84 

Check in 0.90 

Bed 0.93 

Service 0.93 

Food 0.95 

Transportation 1.00 

Room 1.03 

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 

Selected topics and their Satisfaction Index Common themes discovered by text mining 


