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A Quick Poll Before We Begin…

• What is your Social Media IQ?

1. Tweeting is something birds do 
2. I  have a facebook page with <10 friends
3. I am on facebook, linkedin and have over 150 friends
4. I am on facebook, twitter, linkedin, with over 500 

connections each and I blog all the time, in fact I checked in 
via  FourSquare
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How does a 100-year old brand innovate?
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New types of data are emerging 
from the social web…
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Savvy market researchers will glean 
insights from social data to innovate 

products, promotions and 
packaging.
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Always start with Learn

LearnLearn

DialogDialog

AdvocateAdvocate

SupportSupport

InnovateInnovate
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Then, use customer insights to innovate

LearnLearn

DialogDialog

AdvocateAdvocate

SupportSupport

InnovateInnovate
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Q: How long have you been using social media data 
to understand customers and then innovated 
products, promotions, and packaging?
a)I haven’t started
b)Less than 1 year
c)1-2 years
d)2-3 years
e)3-4 years
f)More than 4 years

Audience Poll
10
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7 Types of Social Data7 Types of Social Data

Image by fariac used with Attribution as directed by Creative Commons http://www.flickr.com/photos/fariac/4629320313
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The 7 Types of Social Data
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Age
Race/ethnicity
Gender
Education
Income
Geography

Demographic
14

De
Demographic
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Gather demographic information from public 
social profiles and social interactions



Demographics are a first start –yet a broad 
brush may not serve all customer needs.

• Demographics are a strong source of context 
about consumers

• Yet broad secondary research sources may 
not account for the nuances of individual 
choices and specific needs – the world has 
shifted to long tail

• Marketing and innovation towards 
demographics becomes more powerful when 
combined with social data, as consumers 
share about their persona
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Brand or product mentions and 
discussions on the social web

Product
18

Pr
Product
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Rubbermaid learned from customer feedback, and 
improved the product experience after launch

Immediately after their Produce 
Saver product launch, 

Rubbermaid received negative 
reviews on their site. They 

contacted the reviewers and 
learned how to improve their 

product instructions.

Immediately after their Produce 
Saver product launch, 

Rubbermaid received negative 
reviews on their site. They 

contacted the reviewers and 
learned how to improve their 

product instructions.



© 2011 Altimeter Group

20

P&G uses reviews to improve products
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Fiat invites ideas for a new car

Contributors submit ideas, 
and can include pictures and 

embed videos. Fiat gets 
valuable ideas for features 
and design, and marketing 

and advertising.

Contributors submit ideas, 
and can include pictures and 

embed videos. Fiat gets 
valuable ideas for features 
and design, and marketing 

and advertising.



Using product information is tried and true

• While contextually relevant, and often tied 
to demographic data, it may not be 
detailed enough for the nuances of 
individual customers

• Product-based marketing and innovation 
will be more powerful when combined with 
social, and behavioral, data
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Any attributes relating to: 
• Personality

• Values

• Attitudes

• Interests

• Lifestyles

Psychographics
24

Ps
Psychographi
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Charles Schwab uses a private community of 350 
Gen X-ers to gather insight and makes product changes 

Charles Schwab launched a 
private community to gather 

insights from 350 Gen X 
non-clients. Schwab lowered 

account minimums and 
made other changes as a 

result.

Charles Schwab launched a 
private community to gather 

insights from 350 Gen X 
non-clients. Schwab lowered 

account minimums and 
made other changes as a 

result.
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Mountain Dew crowdsourced a new flavor, 
design, and campaign geared towards Gen Y 

Mountain Dew fans submitted designs 
and picked the new flavor. Three new 
flavors were launched in 2010 – fans 

voted for their top winner.

Mountain Dew fans submitted designs 
and picked the new flavor. Three new 
flavors were launched in 2010 – fans 

voted for their top winner.



Customers are now explicitly sharing their 
desires

• Using self-expression tools, consumers are 
sharing their woes, pains, and aspirations

• This provides companies opportunity to market 
and innovate by focusing on lifestyle and pain 
points – rather than just products

• With Psychographic data, companies can focus on 
higher level topics to learn how to better solve 
their customers’ problems
1. Pain
2. Aspiration
3. Product Value
4. Features
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Specific past activities or actions 
that indicate future intent, e.g. 

purchasing history

Behavioral
29

Be
Behavioral
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Gauging interest for Bacon Salt by finding bacon 
fans on Myspace

Makers of BaconSalt reached 
out to fans of bacon on 

MySpace to gauge interest in 
their new product. Baconaisse 
and bacon-flavored sunflower 
seeds were later created after 
listening to customer requests.
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InterContinental listens to previous guests –and 
gathers insight to innovate

InterContinental built 3 private communities 
of about 350 members each to engage, 

listen, and innovate. InterContinental has 
asked members “for help in developing 

promotions, new features and services for 
the loyalty program, hotels, their brands…”



Behavioral and Historical data is a strong 
looking glass

• There are two sources of this data: 
– Inside our existing customer databases (like 

CRM and e-commerce systems)
– Externally as customers produce more “digital 

breadcrumbs” around the internet
• Leverage existing and external social data 

to understand historical trends, and make 
better decisions
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Customer ratings and 
reviews
Non-verbal “Gestures”
Reward mechanisms
Most often leverages 
social technology

Referrals
34

Re
Referral
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Facebook “Likes” offer Levi’s insight into what’s 
popular for the season
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Visitors to Levi’s see auto-populated shopping cart 
based on friends’ previous Likes
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Referral data is a powerful way to 
understand consumer networks

• Customers organically talk about their 
experiences – both positively and 
negatively

• Savvy companies understand that word of 
mouth is key to understanding who 
shares, what they share, and why they 
share
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Physical location of a customer or 
prospect, with present time a factor.

Location
39

Lo
Location
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Location data emerges as a baseline

In 2009, Twitter released 
geolocation to developers, 

allowing users to tweet 
from their approximate 
longitude and latitude.
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Starbucks experiments with context-aware 
(location) offers based on Foursquare check-ins
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Business owners can tailor their campaigns based on 
venue stats in Foursquare’s Merchant Platform



While emerging, location data is highly 
context-aware

• Marketing and innovation are shifting from 
context on web pages to the real world

• Understanding location, also serves up 
time and intent
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Desired state
Desired products
Planned activities
Often inaccurate, but 
could be a valuable 
predictor

Intention
45

In
Intention
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Amazon knows what its customers will buy 
through its Wish List
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“Be the Buyer” votes directly impact what products get 
sold by online fashion retailer ModCloth
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Event organizers can view Plancast’s social planning 
site to see what event topics are popular

48



The least mature, Intention data is 
inaccurate – but could yield highest value

• Consumers will often indicate what they 
want to do in two forms
– Explicit buying interests or desires
– Aspirations of what they “would want to do” 

(like 43 things)
• Savvy companies will harness explicit 

content and tailor their products, 
promotions, and packaging
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Q: Which of these 7 data types are you using today?

Audience Poll
50
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A Pragmatic Approach
for Market Researchers
A Pragmatic Approach

for Market Researchers
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Take inventory (for each product and BU) of 
the existing data types
Map existing and new data types to 
actionable insights that can improve 
products, promotions, and packaging
Note that not all elements are mature, e.g. 
Intention data is inconsistent and adoption is 
low – yet it holds the promise of providing 
new context

1: Take inventory of existing data 
types and map out a strategy
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Know which social channels your 
customers use
Do this by surveying your customers 
and prospects to understand their 
Socialgraphics, primarily where they 
are online and their social behaviors, 
i.e. what data they sharing

2: “Fish where the fish are.” 
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Beyond a dashboard, ask brand 
monitoring services how they can help 
deliver actionable insight reports based 
on these 7 data types
Build in the appropriate workflows and 
processes, which can lead to early 
Social CRM efforts that will anticipate 
customer needs in the future

3: Invest in customer insight 
software wisely and for the long-
term
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Social media insights can be coupled 
with an innovation platform where 
customers are encouraged to share with 
you directly, and with each other
These brand enthusiasts may know your 
products best, and are more likely to 
activate discussions on the social web 

4: Beyond listening, ask your 
customers directly
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Jeremiah Owyang
jeremiah@altimetergroup.com

web-strategist.com/blog

Twitter: jowyang

THANK YOU

With assistance from Christine Tran, Researcher
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Altimeter Group is a research-based advisory firm that helps 

companies and industries leverage disruption to their advantage.  

We have four areas of focus: Leadership and Management, 

Customer Strategy, Enterprise Strategy, and Innovation and 

Design.

Visit us at http://www.altimetergroup.com or contact 

info@altimetergroup.com.

ABOUT US



And Now…A Word From Our Sponsor

Email: info@netbase.com for your free chart!



Thank you!

Q&A
Please post any questions to us in WebEx 

Connect with us on Twitter: #Net_Base or @Net_Base
Tweet about this event #11for11 

Email:  info@netbase.com



Join Us Next Month’s 11 for ‘11

Managing the Mess: 11 Tools To Manage Social Media

Wednesday, March 16, 2011 11:00 am/PT 
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Start with the Five 5Ms

Monitoring

Mapping

Management

Middleware

Measurement
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Marketing Sales Service & 
Support Innovation Collaboration Customer

Experience

2. Social 
Marketing 
Insights

3. Rapid 
Social 

Marketing 
Response

4. Social 
Campaign 
Tracking

1. Social Customer Insights: The 5M’s

5. Social 
Event 

Management

6. Social 
Sales Insights

7. Rapid 
Social Sales 
Response

8. Proactive 
Social Lead 
Generation

9. Social 
Support 
Insights

10. Rapid 
Social 

Response

11. Peer-to-
Peer Unpaid 

Armies

12. 
Innovations 

Insights

13.
Crowdsourced 

R&D

14. 
Collaboration 

Insights

15. Enterprise 
Collaboration

17. Seamless 
Customer 

Experience

18. VIP 
Experience

16. Extended
Collaboration
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The 18 Use Cases of Social CRM


