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3 Reasons Why They’re the Best New Research Method

Introduction
Social communities are market research’s best-kept secret.
They allow researchers to tap into natural avenues for
communication where people are comfortable: social media.

the pavement, learn from consumers quickly, and react
strategically, social communities are invaluable.
They give big companies the opportunity to be agile.
Not sold yet? Great, we’re going to explore three big
reasons why they’re the best new research methodology
you’ve never heard of:

As a result, consumers are incredibly engaged and eager to
offer up rich insight. In a world where emerging CPG
companies are disrupting the industry with their ability to hit
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They’re
Authentic

Social communities are powerful because they are already ingrained in
consumers’ lives (think: Twitter, Facebook, Instagram). They’re also painless for
participants (unlike traditional communities which require significant behavioral change).
We’ve heard time and time again how much consumers enjoy participating to
the point where they are sad to see their community end. Traditional research
methods like focus groups, in-home ethnographies, and in-store research, on
the other hand, are more arduous for consumers because they require a
substantial time commitment (usually in the middle of the day) and take place
in artificial environments.
These methods help marketers understand general usage and shopping
patterns, but they do not provide the same sense of authentic interaction as
social communities. They are planned interviews, no matter how much you
emphasize that they should reflect consumers’ “typical behaviors.”

Put Customers
on the spot

Consumers say what they want
moderator to hear
Spontaneous
discussion
among members

Focus Groups

Ethnographies

Shop-Alongs
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Consumers
craft thoughtful
responses

Social
Communities

In social sphere
where consumers
are comfortable
Highly
Planned

41 North Main St | Norwalk, CT 06854

Email: info@seuratgroup.com

Phone: +1 (203) 774-4900

www.seuratgroup.com

Page 02

Social communities yield insights that ultimately drive innovation, inform
consumer messaging, and help refine shopper strategy.
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Take a fictional case of a toothpaste manufacturer, for example. In our scenario,
the toothpaste manufacturer leverages social communities to generate a breadth
of insights related to the areas above (innovation, consumer messaging, and
shopper strategy.) The company’s marketers are able to pick out the best insights
and use them as the foundation for action.

The Output
is Actionable

Example: Toothpaste Manufacturer
I. Innovation

II. Consumer Messaging

III. Shopper Strategy

Goal

Identify pain points

Understand language that
resonates

Pinpoint effective influencers
at shelf

Prompt

Post a picture of what
your toothpaste looks
like right now. How
would you describe it?

What three words best
describe how you feel after
you brush your teeth?

Pretend you’re sending a
friend to buy toothpaste
for you. What do you tell
him/her?

Key
Insight

Betty Brown
“My tube of toothpaste is full, but my
sink is a mess. My boyfriend always
leaves streaks of toothpaste…”

Mike Johnson
“I’ll give you 4!
Flawless, fresh, healthy, prepared.”

Like Reply March 12 at 3:48 pm

Like Reply March 1 at 6:01pm

April Randolph
“ I’d tell my friend to head to aisle 3
with the toiletries, I think it’s called
“Personal Hygiene.” Then I’d tell her to
walk halfway down, look for a red and
silver sign along the side of the shelf,
and pick up the 2-pack of [Brand].”
Like Reply March 3 at 11:22am

Action

New concept:
Streak-free toothpaste
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They Elevate
Qualitative
Insights

You might be wondering: “If social communities are so great, why don’t we hear
more about them in CPG?” The big reason is that they are labor intensive. They
take a lot of time to facilitate, require a flexible research plan, and often
necessitate extra buy-in from key stakeholders.
Despite the added effort, however, researchers who go the extra mile LOVE
social communities because they elevate their qualitative insights. If you are
hungering to foster an authentic connection with consumers and generate new,
rich insights, you should consider them too.
Researchers LOVE social communities…and you will too!

“At the beginning, I thought ‘boy, this is going
to be a long process.’ Now all I’m thinking
about is how worth it communities are.” 1

“I never thought we could get such great data
from social media.” 2

1,2,3

“This is truly a frontier in market research.
In all my time in Insights, I’ve not seen
qualitative learning this robust.” 3

To learn more about Social Communities,
please contact us at info@seuratgroup.com

Source: Seurat Group Fieldwork, 2016
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