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_________________________________
In Need of Digital
Consumer Insights
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The ComRatings Red Book collection provides synthetic views of internet information
sources relating to a particular key digital marketing and advertising topic, and
describes the appropriate methodology to leverage on this type of information and
convert it into competitive advantages.

MSERRA P EERN T —MFERIXBERKMEHEM Siad , B4 7 ETEERNARG
BRIZEDHT , ANBERSENSEHETIENFR , BIXNMGE DT FHEPrimarily
written for marketing & advertising professionals and market intelligence practitioners,
the ComRatings red books are also of interest to students, teachers, librarians, and to
whoever needs to learn more about a specific subject on digital marketing &
advertising.
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In order to improve our red book publication, we are willing to hear more from you:
please post your comments to info@comratings.com for any insight and question.

AT H—SRARNNVLEZBABSTOITAIKE | FAIRDEHIEENER
BREHNERENSEINAEZE | info@comratings.com
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What is « Digital
Consumer Insights »?

(RAP=IE:

Analytics techniques dramatically reshaped
conventional approaches including market
studies, survey panels, and focus groups in
the way to comprehend and apprehend
buyer behaviors: This first evolution was the
beginning of a much stronger wave of
changes. Indeed many consumer analysis
paradigms fall apart as it is possible today
to measure behavior trends in real-time. The
overall «Digital Consumer Insight » should
be reconsidered.
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Globally defined as «the knowledge a
company has about the digital behavior of
its customers», the Digital Consumer Insight
activity actually encompasses a systematic
process to analyze buying patterns
assuming they translate into behavior-
conditioned and attitude-driven actions and
opinions. As a consequence, «Digital
Consumer Insight » consists in the multi-
component analysis of digital media trends
(representing a culture), attitudes and values
(of a community), and consumer actions or
opinions (representing buying behaviors on
a given period of time).
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With Web 2.0 and social networks, the
propagation of information may do or undo
the image or the value of a brand in a few
days whereas it might have taken years to
build it. As brand reputation directly impacts
buying behaviors, product managers and
brand managers may complete market
segment approaches based on geographic,
social-professional criteria with an iterative,
reactive approach focusing on consumer
micro-communities.
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Software solutions and dedicated databases
are used in that process since consumer
digital behavior and opinions change
rapidly, are published daily by millions, and
are difficult to track manually. Typically
software solutions help in automating the
process of collecting, filtering, archiving, and
analyzing consumer opinions.
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Differing Use

Cases
I ZzHN FAZG

Improving Product Development

PUHF IR

« Digital Consumer Insight » is a direct and
immediate way to anticipate new consumer
needs and is used to rationalize product
development and to manage brands. Also
« Digital Consumer Insight » is ideal to
identify potential improvements of existing
products by leveraging on consumer’ s
feedbacks.

In that regard, a consumer goods company
was able to test 200 options through
tracking behavior after the launch of voting
campaign, and picking the right name of a
particular product. This way, the company
took benefit of the digital consumer
insights to engage with its customers for
fine tuning its packaging. This product is
very successful today.
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Planning Social Marketing

KRR EH

A well-known on-line selling company
wished to improve customer acquisition by
creating an on-line community. They
studied the digital behaviors of their most
loyal customers, and find the key elements
for word of mouth marketing through
identifying the interests and perception map
of most loyal consumers to the company’ s
products. Then they use the key elements
to launch a SNS marketing campaign.

As a result, from receiving feedback from
existing loyal uers and no longer from the
company, the company measured a higher
acquisition of new customers and a stronger
commitment of existing customers to their
products and brand name.
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Deliver High Performance Brand Management and Marketing

FRGREENmEEENEHE

It is crucial for brand managers to measure and analyze the impact of an on-line ad
campaign. In that regard, “Digital Consumer Insight” helps understanding the typology
and the nature of consumer opinions and how they amplifies or diminishes over time.
Indeed, it is important to quickly react when an ad receives low or negative traction or
when a perception discrepancy surfaces after an ad was released.

Nowadays, the analysis of digital consumers during a TV show or during an ad campaign is
part of the daily routine of large corporation communication department.
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Performing Successful Advertising Research

LTI SRR

Why should advertising be any different? We do have the
evidence that great creativity drives positive financial impact. l l l
But like all creative crafts, advertising benefits from

feedback—not just the feedback of the
client or colleagues—but, even more critically, from the target E R EAT ‘ VE
audience.

TR ERTASEREZ IR ? H()EPHANIHERPLHE TEStII'I SIII|Lit|[|rIS
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Therefore, we need diligently test and refine the creative before the actual launch. Copy
testing can provide a protected environment where advertisers can test their acts
before they take them on the road. However, there is no way to precisely predict what
kind of feedback the general market will provide. But smart testing using digital
consumer insights can anticipate those reactions and enable marketers a chance to
refine and perfect their creative work.

Eit , FNFERCHR RS HEFENE SRR SEIE. EReIERA
DE—NRERMEHINT SRR, A |, iEEa70AR LUSHEIN B 2 AR5
STEHAFRIRR. A, FIRHFEHEERRNEATAERIN B2 R , AT
RS A RS AAIBGHBA IR S0,

Identifying Thought leaders and influencers

g3 AR

In 2010, a consumer goods company registered

some substantial reactions after it decided to

remove a popular product from the market.

Indeed, more than 14,000 members expressed

their disagreement with that decision. At to take

into account that supportive reaction, the

company re-entered that product on the market

Brand to meet the consumer’ s passion rather than

profit. This example illustrates the influencing

power that internet users may have face to large
corporations.

Nowadays, it becomes critical for companies anxious or sensitive to consumer’ s
reactions to identify the persons who lead opinions through a systematic
segmentation and analysis of influences over the web sources and contents.

— N EBHBRRATE2010F RERE— N RAVER | EREER | %I#_T—ltb?é
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Performing Successful

« Digital Consumer
Insights » Intelligence
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Customer Insight Insight Consommateur Digital Consumer Insight
B EREAZL Web 2.0 Focus Group Customer Intimacy Sentiment
analysis Opinion tracking voice of the customer Word of mouth

Social media Market Studies Perceptual maps Segmentation

Trends watching User Reviews User Generated Content (UGC)
Consumer-Generated Media Conversational Media Marketing Viral

Ambient Intimacy e-reputation Purchasing Behavior E&MESL{T /9
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Are we measuring the \
impact analysis of an ad-
campaign,

BARETHE SRRG ?

or the consumer perception

of our product,

Step 1

Define your key intelligence topics

N —

as well as their functional goals

B R AR B BT Bl TR
R9INER or are we looking at

identifying the core values
of a pre-defined

population,

RERIRETH—MSEA
Step 2 BROMMEEAL

or at better understanding
Segment the groups of population by a consumption trend?
they use to communicate to and the Then break down those
key consumption trends $ZEREFiEZE goals into several

measurable parameters: It

is important to know

whether the impact analysis

of a TV ad will focus on a
single forum of discussions
just after the ad or if the
impact analysis will consist

in analyzing longer term
trends based on hundreds
blogs, forums and web

sites.
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BIDHTIENS | LIBBRRORIE |
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sk e \ BIASE

.+ Pop-up online
questionnaire for target
respondent at any time [
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Analytics Tool for « Digital
Consumer Insights »

EFHERRE DT TR

As to set a systematic and cost-efficient
process to collect and to automatically
categorize such amount of data, it is
convenient to rely on a flexible software
based solution. A suitable analytics tool
would  support an arbitrary and
expandable analysis that can adapt.

AT ARARGAMEAAR ST H SRR DT
LAMERESS B RIREM DT A BRI FHEEE
&, HNFREAREETRE TERER
hE. GENS T TEERSETLIERCHF
SRS EEE RRNDT.

A suitable analytics tool for this purpose is
called digital audience measurement &
analytics software. It is not based on the
cookie technology that will cause
significant uncertainties and bias in the
analysis due to cookie deletion.

BF#=EEE REoTHNRESTIERA
HFAPNEMoTRE., XHREARARET
T iAAAY CookiedzA , Bl ACookiefflffrs
B EURAIR K RE.

The best digital audience measurement
and analytics tool should meet these
functionalities:
HENSFAPUENS T TRENZESNT
EZEINEE
O 360Degree digital insights capability 360
BRIEEHFIT/ANE
Q 7x24 hrs continuously capture and
record online activity of internet user
Tx24INES AN BT AISREEF N T
O Support home/office/iCafe users/Mobile
XEARRNERMEANR G , BFERE. D
n. WIB, Bahin
Q Behavior targeting survey Capability 179
ERAEEEINEE
Q Serve target survey based on
respondent’ s online behavior
Q Pop-up online questionnaire for
target respondent at any time
Q Precise & Time-saving solution for
online surveys
O Creative testing and ad effectiveness
measurement capability =& IE K0
I EERITHEINEE
O Content replacement technology
Q Video clips measurement technology £

LA ETIRE

(A

\comTlacker

s an innovative analytics tool, ComTracker by ComRatings is able to perfectly deliver these
functionalities, and has helped many leading marketers, research agencies, and advertising
agencies to obtain and analyze the digital consumer insights.
HSERILERIComTrackerfFABMBINIT TR , AILAAFREFHARXLTINEE, ComTracker B4IN
WEBTRZEHEEF. BWHARAE. LRAAT SR SERUSEIIO T T EEE .
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About ComRatings
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NSEREE ( ComRatings ) RMSTHIEERMAF DT R ERMIISRAMRSRMEE , #&ET
BEXMATS tE USRI E SRR ZE. ComRatings is the leading provider of the
digital audience analytics & marketing optimization technology and services provider in
China, with a specialization in Internet video marketing solution.

BA BT EREIFRIEEAMABNEN SIS , ETHEMEEHRIDAO(Digital
Analytics & Optimization ) DTS HNUFEIFEFIRNSELRIEDIT , A ST
SRR ERNCERSE | BB SENEREEA AN REMSIIE HRR KR
&=, Leveraging our innovative technology of digital audience measurement and
marketing optimization, and the large data of our proprietary digital analytics &
marketing optimization (DAO) platform, our mission is to provide the innovative
marketing optimization solution with a specialization in Internet video to help
advertisers get the best results through proper advertising allocation.

EBREMERIARATSEMIT LS |, kB BENEHTRASRAZ SEEREAT N
HEH , HEFNEFESCHEERMBR SERENAT 6. it B, HHFS M
RUEHPL , FREHRE SR ISR 2010FEREMIKENEWR |, 20116 EigREReF
RINEESIAFF. W5, M EWBS SHREFFAZRIAREI LTI 7R SIFKEFRER |
EHNVREITFREGE.
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