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Some observations...
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1.The power of client data
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2.
 

Branded communities
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3.Online qualitative research
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4.User-generated-content



consumer insightsconsumer insights

interviewing biasinterviewing bias

emotionsemotions

contextual informationcontextual information

Long time periodsLong time periods
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Welcome to the world of unstructured dataWelcome to the world of unstructured data



Text analytics
=

 

process of extracting knowledge and information from text



Top down 
analysis

Bottom-up 
analysis

Two principles



Extracting dataExtraction
= What do we want to use in our analysis and what 
do we want to ignore?
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STEP 1: extraction

Software detects terms based on several dictionaries

Linguistische  analysis

Part of speech analysis

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

software
COOL

Well-known
popular
unique

wants 
to

make
marketing 
research

COOL
again

Well-known
popular
unique

!

 
Also add your own terms

Count based



Categories are higher-level 

concepts that represent higher 

level ideas and information in 

the text

Categorization2



Augmented research model for 
observational research

Augmented research model



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

STEP 1: Descriptive taxonomy detection



Case 1 : 
Online brandscape

Ice cream
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Share brands in total amount of conversations
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% 
Emotionality % Positive % Negative

73% 68% 28%

90% 81% 52%

79% 64% 41%

78% 78% 25%

Average 
rating 

review sites

2,69

1,75

1,1
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Sentiment analysis



•
 

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

% 
Emotionality % Positive % Negative

90% 81% 52%

Average 
rating 

review sites

1,75

Sentiment analysis



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

STEP 2: Associative pattern recognition



Longevity

Health problems

Quality of Life

Daily life impact

Case 2: And they lived happily ever afterCase 2: And they lived happily ever after
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Buzz volume

Se
nt

im
et

e r
Success factors

Opportunities

Immediate attention



Eating

professional

Housing
Payment

Guilt

Identity

Telephone 
call

Treatment

Diagnosis

Transport

Dog

Personal 
care Law

Clothes

Active

FriendsDecision

Safety

Religion

Buzz volume

Se
nt

im
et

e r



• Need for good friends

• Natural communication 
device

• Loosing their identity

Telephone call?
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Eating

professional

Housing
Payment

Guilt

Identity

Telephone 
call

Treatment

Diagnosis

Transport

Dog

Personal 
care Law

Clothes

Active

FriendsDecision

Safety

Religion

Buzz volume

Se
nt

im
et

e r



Eating = enjoying life

Health problems Appetite decreases

Altered tasteChewing

Swallowing



Supermarket for elderly



STEP 3: Qualitative analysis

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
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Text analytics 
is a guide



The text analyst of the future is a hybrid







Are you ready?
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