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Some observations...



1.The power of cliént data
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2. Branded communities
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3.0nline qualitative research




4. User-generated-content
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Welcome to the world of unstructured data







Two principles

Top down
analysis

Bottom-up
analysis






STEP 1: extraction

IBM SPSS Software wants to make software COOL again: well-known, popular and unique

Software detects terms based on several dictionaries

Count based Linguistische analysis
wants Part of speech analysis
to

make
marketing software
research cooL
cooL Well-known
again popular
Well-known unique
popular

unique



Categorization

Categories are higher-level

concepts that represent higher

x level ideas and information in
| the text




Augmented research model for
observational research




STEP 1: Descriptive taxonomy detection

To what extent do | find pre-defined topics back?




Casel:
Online brandscape

Ice cream







Share brands in total amount of conversations

Ben & Jerry's | —— 31
Breyers | 15%
Blue Bunny NN 12%
Hadgen Dazs [ 1%
Edy's I 1%
Bluebel NN 10%
Mars R 7%
Dreyer's [ 6%
Turkey Hill I 6%
Kemp I 4%
Carvel I 3%

Unilever [ 3%
Zambeedo Il 2%

Snickers [l 2%
Skinny Cow Jll 1%
Klondike [l 1%

Fudgsicle Wl 1%

Drumstick J| 0%



Sentiment analysis
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Sentiment analysis

o, Average
o e o . )
Emotlonallty o Positive % Negative rating
; Y review sites
N

I

& 90% 52% 1,75
A ) )

* Strengths

— Breyers has a strong tradition. Their vanilla & chocolate flavours are legends and
they always had a strong fan base. People have a lot of trust in the brand.

* Weaknesses

— Recently, consumers report a decrease in quality

* Taste
®* Texture
* Natural claim

* Profit above quality



STEP 2: Associative pattern recognition

What terms co-occur? What are the major
themes that pop up in the conversations?




Case 2: And they lived happily ever after

Health p Y. » & PR 2 jmpact



31361



Sentimete

Success factors

Opportunities

Immediate attention

J

Buzz volume



Sentimete

Buzz volume







Sentimete

.. 2
\

(

VAN

Treatment

Telephone
call

J

Buzz volume



i ad

e Eating = enjoying life J L

)

; -
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Health problems

"5"" 4
Swallowing ™

i



Supermarket for elderly




STEP 3: Qualitative analysis

l
‘ Qualitative analysis of original verbatims




Case 3: The longest day

Beyond user generated content
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12 online discussion groups
80 participants

63 countries

283 pages of text

© 20104BM Corporation
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Te.xt analytics
Is a guide
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The text analyst of the future is a hybrid
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InSites Consulting

taking research forward

Evolution Analyze
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Are you ready?
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