
The insight 
advantage
How to drive brand growth with 
the data you actually need



We’ll say one thing for this wretched 
pandemic, it’s forced businesses to 
adapt like never before. 

Yet here we are, in a consumer land-
scape being shaped and reshaped by 
a slew of emerging and accelerating 
trends that brands can’t ignore:

After one-plus years of restrictions 
and lockdowns, consumers’ values 
and attitudes have changed, per-
haps permanently. 

Consumers want personal rela-
tionships with brands. Emotion will 
continue to play an important role 
in buying decisions, and we’ll con-
tinue to see a growing preference 
for brands that genuinely care.

The shift online has accelerated. 
Massively. With the digital space 
becoming more crowded every 
day, the struggle to stand out is 
becoming intense.

Looking on the bright side, these appar-
ent difficulties are really opportunities 
in disguise.

In the words of Greek philosopher 
Heraclitus, “The only constant in life is 
change”. Clever bloke, that Heraclitus. 

The point is, brand growth means 
making the right decisions, which in 
turn depends on having access to the 
right data and insights. 

Before we develop that idea further, 
let’s take a closer look at today’s com-
petitive landscape and the context in 
which brands are operating.

The new reality 
in numbers

60% of consumers 
are now willing to pay 
more for an eco-friendly 
product. (GWI Core)

27% of consumers want 
brands to offer customized 
or personalized products. 
(GWI Core)

More consumers prefer 
to shop online (58%) 
versus 42% instore. (GWI 
Core)

41% of U.S. consumers 
want brands to be 
socially responsible. 
(GWI USA)

21% of consumers say if they 
had a personalized relationship 
with a brand they’d promote it 
online. (GWI Core)

26% people globally  
are prone to anxiety. 
(GWI Core)

44% of U.S. moms want 
brands to help simplify 
their lives. (GWI USA)

84% of consumers 
purchased something 
online in the past month. 
(GWI Core)
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Why on earth is  
everything so hard?

Call them roadblocks, bottlenecks or 
pinch points, here’s why some brands 
are struggling to stand out these days 
- and why we think it’s not all bad news.

1. Lack of audience understanding
Since the arrival of Covid behaviors 
and attitudes have changed at break-
neck speed, making consumers harder 
than ever to track. Ironically that just 
means it’s more important to stay 
closer to them. Staying clued on your 
audience at all times is the key when it 
comes to trying to reach them.

The good news: Slick first-party data 
is great, but it’ll only get you so far.  
Accurate audience profiling is possible 
- you just need the right data. And that’s 
more accessible than you might think.

2. Limited research resources
Behind every great brand are great 
researchers. But they’re only human 
(we assume). When research resources 
are scarce, it can be a real challenge 
to unearth those business-changing, 
golden nugget insights. The problem 
only gets worse if your data’s not up 
to scratch or has more holes than the 
proverbial Swiss cheese. In that situa-
tion, finding the all-important insights 
you need to steer strategy can be time 
consuming at best.

The good news: Grow your in-house 
research capabilities and you grow your 
brand - it’s that simple. Choosing to stay 
informed is the single best investment 
any brand can make. If that’s not your 
priority then it almost certainly should be.

3. Imperfect market predictions
If you want to know what’s round 
the next corner, it’s crucial you track 
trends that are gaining - and indeed 
losing - momentum at both a global 
and local level. That way you’ll know 
where to direct your efforts and spend 
for the best return. 

The good news: Driving brand 
growth is about pinpointing spe-
cific opportunities and seizing them 
- and that is exactly where audience 
data and insights come in. With the 
right information at your hand you 
can constantly keep a close eye on 
the bigger picture as it unfolds. You 
can’t always predict the future, but 
what you can actually do is monitor 
and react quickly to the present.

Using old data 
means they 
can’t know 
what today’s 
new online 
consumer 
journeys  
look like.

Making 
assumptions 
means they’ll 
have an 
incomplete 
audience 
picture so their 
strategy could 
be out  
of whack.

Small target 
pool means 
that they are 
not sizing up 
emerging 
audiences.

Poor targeting 
means their 
approach is 
diluted and 
won’t make the 
right impact 
with audiences 
likely to convert.

Being late 
to the party 
means they 
risk doing the 
right thing but 
at the wrong 
time.

Why brands can misunderstand  
their audiences
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Oxymoronic as it may sound, manag-
ing uncertainty is possible, even in the 
wake of Covid.

The challenges facing retailers, for 
example, range from budget cuts and 
store closures to unpredictable mar-
kets. In response, and with lockdown 
restrictions chipping at the profit mar-
gins of bricks and mortar stores, many 
are focussing on their online opera-
tions by accelerating and improving 
their ecommerce capabilities. It’s easy 
to see why.

Simple safety measures 
will tempt buyers back 
in-store.

Our research shows that 
while bricks and mortar 
retailers clearly took a huge 
hit during Covid, the future 
looks pretty encouraging. A 
hefty 44% of internet users 
in the UK and U.S. say effec-
tive safety measures would 
make them more likely to 

buy a product in store rather 
than online - great news for 
retailers working like hell to 
get back on their feet. 

What do we mean by “effec-
tive safety measures”? 
Clearly social distanc-
ing and compulsory face 
masks are important, but 
our data reveals that con-
sumers also want safer 
ways to pay, and we’ve 

seen increased demand 
for contactless payments. 

Bottom line? Many shoppers 
want to buy in-store, they 
just need to see visible signs 
that it’ll be safe for them to 
do so. For retailers, enticing 
long-lost customers back 
through the door means put-
ting relatively simple safety 
measures front and centre 
of the shopping experience. 

With good data, you can snap fuzzy 
market projections into focus and find 
a reasonable degree of certainty in an 
unpredictable world. 

But what is it exactly that counts 
as “good data”? 

Our research 
shows nearly 
half of all 
consumers 
plan to shop 
online more 
after the 
pandemic.

Managing uncertainty in
a confused economy

CPG trend to watch:
Shoppers seek reassurance
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Fantastic data  
and where  
to find it 

Not all data is created equal – this 
you most likely know. And the stuff 
you can really trust depends largely on 
methodology.

There’s also the issue of data overload. 
Despite what they say, you can have too 
much of a good thing, in this situation 
leading to an “analysis paralysis” of sorts. 

The solution to both challenges is to 
mercilessly cut through the fluff and 
just focus on the high quality stuff that 
really delivers.

With so many moving parts to the 
modern research team, success is 
about organization; in other words, how 
well you use the tools at your disposal 
and how well you share that knowledge 
with others in the team.

But when it comes down to the types 
of data you use as your guiding light, 
there are some qualities that separate 
the wheat from the chaff. 

Think of the above as a topline check-
list – but don’t forget to factor in the 
context your business sits in and how 
you operate. Teams working in silos 
aren’t helpful in the long term, so:  

Accuracy. Leave no room for error: If the 
aim of any research team is to help leaders 
make the right calls, then using inaccurate 
data is as useful as a chocolate teapot.

Speed. Get answers when it matters: 
Adjusting to unexpected bumps in the road 
is normal, but made more simple if you’re 
able to be reactive and prepared.

Intuitiveness. Got to be simple to use: 
Market research and analysis become far 
easier when the data tools you’re using are 
consistent and intuitive.

Reliability. Especially in times of crisis: 
Your sources need to be utterly dependable. 
If you invest in them it’s only right they give 
you accurate answers.

Big on psychographics: Especially in the 
wake of a pandemic, the key to under-
standing audience behavior is to always 
ask ‘why?’

What to prioritize when  
it comes to data

Consolidate your tools 
and give them what 
they need to gather 
consistently accurate 
insights at speed.

Total harmonization: Harmonization 
means data is collected using the same 
methodology, and enables you to cross-com-
pare at leisure.

 13

https://blog.gwi.com/marketing/market-research-more-valuable-than-ever/
https://blog.gwi.com/marketing/harmonized-consumer-data/


Fresh
Pumped with new data 
each quarter

Harmonized
One methodology in  
a single view

Incredibly detailed
Gives you the nitty- 
gritty of your exact audience

Flexible
Let’s you analyze to your 
heart’s content

Big on psychographics
Tells you exactly how they think – and why

Things your data  
should tell you

them shout about a brand and what 
really matters to them – is it reliabil-
ity? Sustainability? Humor? You need 
to know.

2. Purchase drivers: what makes them 
more likely to buy?
Knowing what drives them to buy is a cru-
cial part of understanding your customers 
(and potential customers) and winning 
their favor. Study the factors that turn them 
from ‘Nah, maybe later’ into a ‘Hell yeah, 
let’s do it’. Are there key things that urge 
them to buy, for example price, rewards, 
free shipping or discount coupons?

3. Advertising preferences: what res-
onates most with your audience? 

Knowing what kind of advertising 
actually makes your audience sit up 
and listen is a key part of the strategic 
puzzle. You’ll want to know the kinds of 
advertising and content they respond 
best to (and the ones they find most 
intrusive). Is it video, blogs, memes or all 
the above? What kinds of messages get 
their attention? Funny? Informative? 
Straight-talking?

For example, using GWI Sports – the 
data set representing the behaviors 
and attitudes of over one billion 
sports fans – you can overlay fans 
who (1) follow teams/leagues/brands 
on social media on (2) those likely 
to buy a product from their favorite 
team. This gives you an instant 
insight into the people most likely to 
buy from a sports brand they love; 
factor in their advertising preferences 
and you’ve the bones of an ad 
campaign. Obviously this is a simple 
example, but it makes the point. In 
reality, you’ll want to segment your 
audience using dozens of attributes, 
and build out full audience personas 
from there.

A good quality 
data set enables 
you to combine 
attributes.

Knowing what you need from your data 
starts with knowing what questions you 
want your audience to answer - the 
more specific the better. With a plat-
form like GWI you can go as deep or 
as broad as you want, so allow yourself 
to think big.
Once you’ve nailed down who you’re 
targeting and have the audience set 
up, here are three things to start with:

1. Brand advocacy: what makes 
them become advocates?
Knowing what attracts people to your 
brand and others they normally buy 
from steers you towards the right kind 
of product strategy and marketing 
messaging. Find out what would make 
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You’re a professional – and as 
such, you probably rely on a ton 
of different sources to get the 
answers you need. While that’s 
the right thing to do it can lead 
to serious information overload 
if you’re not clear in your head 
what role they all play. So let’s 
paint a quick picture...

All these sources have an 
extremely important part to 
play in getting you closer to 
your audience. But the thing 
that ties all of this data together 
and forms the foundation of 
solid research is reliable survey 
data. Starting and ending your 
analysis with this means that 
you are constantly able to val-
idate your thinking, and you 
never miss a trick.

Pooling your sources  
for better results

First party data:
Pro: Important source of brand- 
specific information
Con: Could be disjointed, with no 
single or unified customer view 

Web analytics: 
Pro: Tells you what is happening  
in real-time
Con: Doesn’t tell you why 

Social listening data:
Pro: Tells you what people are talking 
about, sharing and engaging with
Con: Doesn’t let you dig deeper for 
the full story

As lockdown measures 
ease, cleanliness is the key 
to consumer confidence.  
It’s not enough for hospitality 
businesses to wait for post-virus 
positivity. They need to actively 
build consumer confidence 
by taking steps to assure even 
high-risk individuals that some-
thing approaching normal life is 
increasingly possible.

Our data shows that just shy of 
4 in 10 of those with high-risk 
health conditions – such as 
diabetes or high blood pressure 

– intend a quick return to public 
venues like leisure facilities. 
That’s a sizable audience the 
hospitality sector can’t afford 
to neglect.

In practice this means making 
hygiene an absolute priority: 
64% of high-risk individuals 
say they consider regular clean-
ing important in public venues, 
rising to 70% for those aged 
45-64.

Well over half of those intending 
an immediate return to public 

spaces say regular cleaning 
is the most important safety 
factor, rising to near;y three 
quarters for slow returners.

Hospitality businesses can sat-
isfy both groups by making 
simple adjustments to their 
cleaning routines and being 
seen to do so. 

In short, keep it clean and they 
will come.

Source: GWI coronavirus 
research May 2020

Hospitality trend 
to watch: Hygiene 
is on a high
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Why attitude  
is everything  
(well, sort of)

Now we’re getting to the crux of this 
guide: the most effective way to drive 
growth is with the perfect blend of 
data – which means making the most 
of targeted attitudinal insight.

“Targeted” is what we were talking 
about in Chapter 2; it means all the 
data you need, and none of the data 
you don’t. “Attitudinal insight” means 
understanding exactly what your cus-
tomers think and feel, in a way that 
reveals something valuable or useful 
that isn’t immediately obvious. Put 
this together, and targeted attitudinal 
insights give you a competitive edge 

by helping establish a clear point of 
difference over your competitors. 
In fact, targeted attitudinal insights 
are the secret to becoming a truly 
resilient brand, creating bullet-proof 
brand strategy and positioning, and 
supporting online execution that drive 
brand growth. 

Attitudinal insights uncover the 
all-important thought processes that 
drive commercial behavior. As proof, 
let’s explore a hypothetical but real-
istic example focussing on grocery 
shopping and one of its core audi-
ences: mothers. 

Imagine a direct-to-consumer grocery 
brand that wants to fully understand 
the factors that might influence a 
mother’s decision to buy certain food 
products, how they’re purchasing them, 
and what is the best place to promote 
its content.

Here are some key findings from our 
latest waves of coronavirus research 
looking at mothers’ specific reactions 
to the pandemic:

Attitudinal insights  
in action: mothers  
during a crisis

These top-level insights shed light on 
how the food brand can pivot its offer-
ing to strengthen relationships with 
existing customers, as well as how and 
where to attract new ones.  
This sort of analysis is an important 
first step, outlining the direction that 
action could take. The next stage is to 
use the GWI platform to go deeper, 
get more bespoke and create more 
in-depth analysis.

The big takeaway - no pun intended - is 
that social and environmental respon-
sibility may be things our hypothetical 
brand should prioritize and leverage in 
its messaging. If personal finances are 
a concern for mums, offering sign-up/
loyalty promotions and discounts via 
their favorite online shopping site could 
improve uptake and retention. 
Attitudinal insights like these enable 
brands to develop their offer in ways 
that mirror audience concerns to 
immediately add value.

say corporate sustainability 
has become important to 
them during the outbreak.

feel it’s important for com-
panies to behave more 
responsibly.

believe the outbreak will 
have a big or dramatic 
impact on their personal 
finances.

say they will be shopping 
online more frequently.

say they spend more time 
cooking, and 27% say they 
intend to continue.

45%

70%

37%

51%

51%
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When we talk about psychograph-
ics, we’re talking about the study of 
people according to attitudes, aspira-
tions, values, desires, goals, interests, 
and lifestyle choices. 

It’s about analyzing how exactly they 
think and feel.

So while demographics tell you who 
a group are, behaviors tell you what 
they do, but psychographics tell you 
why they do it. 

This extra layer of information is often 
described by marketers as the most 
crucial insight they can get thanks to 
its enormous potential to drive crea-
tive strategy.

One of the simplest and most effec-
tive ways to acquire psychographic 
data is via our old pal market surveys. 

The noble art of  
psychographics

Survey data is a crucial component 
of any marketing strategy because 
there’s nothing more powerful than 
the opinion of people who’ve volun-
teered to share what makes them tick. 
Here’s why opt-in survey data is so 
valuable when it comes to under-
standing consumer behavior.

More reliable and accurate
Put simply, if you don’t hear it directly 
from your consumers, you can’t really 
be sure about their actions, intentions 
and motivations.
 
Marrying this with other data sources 
allows you to paint a more coherent 
and accurate picture of your target 
consumers. 

Enables you to go deeper
Understanding what your consumers 
are doing and where they’re spending 
their time and money is essential, but 
that’s just the start. Survey data ena-
bles you to build data-driven buyer 
personas and consumer journey 
maps that lay the foundation for cut-
ting-edge personalized marketing.

Tailored to your needs
Unlike other kinds of data, survey 
research can be customized. You 
get the opportunity to ask audi-
ences exactly what you want to ask, 
fueling more consumer-centric deci-
sions and assessing the uptake of 
your products or ideas before going 
to launch.
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So far so good, but acknowledging 
the importance of a consumer-centric 
approach is one thing; actually deliv-
ering it is another. How exactly do you 
build targeted attitudinal insights into 
your research? 

Build detailed audience segments
Segmentation is an incredibly impor-
tant element of marketing and the 
cornerstone of pretty much any effec-
tive strategy. The more complete your 
segments, the greater the chances your 
targeting will yield returns.

The point is, effective segmentation sets 
you up for success – especially if your 
goal is to build a brand that connects 
with consumers at a deeper level.

Plugging the insights gap

Construct accurate personas
Personas bring audiences to life. And 
when creating a real-world representa-
tion of your audience, it pays to base 
it on fact.

The pain points, purchase motiva-
tors, lifestyle indicators and desires 
of each personas work together har-
moniously in order to help you build a 
strong brand and a powerful message 
that resonates.

Invest in the right channels
You might know your consumers are 
active Facebook users, but do you 
actually know what exactly it is that 
they use it for? Knowing the reason 
consumers use a particular channel 
will give you important insight into the 
kind of campaign or strategy that will 
really cut through.

Tell emotionally compelling stories
With the right narrative you can convert 

prospects into customers in a cost-ef-
fective way. And for B2B brands looking 
to win new business, knowing more 
about your client’s audience than they 
do is always impressive.

Adapt your brand/product strategy
Understanding what your target con-
sumers want from your brand and its 
products on an emotional level helps 
you fine-tune your message and main-
tain your brand’s sense of purpose.  
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Office catering company City 
Pantry needed to reframe their 
messaging to align with new ways 
of working during the pandemic. 
They wanted to extend their offer 
beyond just food, and position 
themselves as thought leaders in 
employee wellbeing. All this was 
with the aim of driving high quality 
leads among their target market: 
business owners.

The problem

How City Pantry 
drove down cost 
per lead by 75%

Success story

City Pantry used GWI’s granular 
survey data to tap into the psyche 
of today’s employees and gather 
targeted attitudinal insights. 
Compiling this business-critical 
information around workplace 
stress and mental health into a 
downloadable report, they success-
fully drove down their cost per lead 
by 75% compared to previous cam-
paigns of a similar type.

The solution

Using GWI for our 
marketing helps us 
be more strategic. It 
drives ROI – simple.
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Why driving 
growth is all 
about harmony

So far we’ve established that tar-
geted attitudinal insights can help 
drive brand growth by making your 
message more meaningful to your 
audience. 

Because your message is mean-
ingful, it generates a response. And 
because it generates a response, the 
money you spend to promote it will 
get results, driving brand growth in 
the process. Simple. 

That, in a nutshell, is the business 
case for everything we describe here.

Just to be clear, targeted attitudinal 
data isn’t the whole story. The truly 
sweet spot is where all this data - attitu-
dinal and behavioral, global and local, 
deep and broad - comes together. 

Embracing this means - perhaps for 
the first time - you’ll have a single 
source of truth, instead of different 
departments using multiple tools and 
data sources that simply don’t add up. 

This sort of integrated, harmonized 
data acts as a north star guiding your 
whole organization. 

The result is a new level of confidence 
and accuracy in decision making.  
That’s exactly the benefit GWI pro-
vides. By bringing everything together 
under one roof and making it available 
via one powerful, intuitive platform we 
deliver the deep people-based insights 
often missing from analytics, and the 
consistency and structure lacking in 
social listening. 

Our integrated approach enables 
you to realize the full benefits of 
broad-spectrum research, with all the 
commercial advantages that implies.

It drives consistency, supporting like-
for-like comparisons and helping 
teams make better decisions at global 
and regional levels.

It enables you to profile niche audi-
ences, identify adjacent markets ripe 
for expansion, and adjust your strategy 
to make sure it’s successful.

It supports the creation of more tar-
geted, on-point campaigns, giving 
consumers content that aligns with 
their lives, attitudes and preferences.

It accelerates the process of trans-
lating data into insights in a way that 
supports smarter decision-making.

The big things to remember
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Match Media Group is the brand 
behind some of the top dating plat-
forms in the world including Tinder, 
OKCupid, Plenty of Fish, Hinge and 
Match.com. In the midst of a global 
pandemic, the teams needed to know 
what was changing – and crucially – 
what changes were going to stick.
And this insight needed to stretch 
across elements like engagement, 
evolving mindsets, emerging audiences, 
and changing purchase behaviors.

The problem

How Match Media 
knew where to 
pivot in a crisis

Success story

Using GWI’s global coronavirus 
research, coupled with their own 
first-party data and that from our 
flagship survey, meant Match Media 
could apply their own audiences and 
brands, pinpointing the changes that 
were happening in terms of behaviors, 
attitudes and more. These insights 
helped reveal significant opportu-
nities, opening up ways to connect 
with new partners and proving the 
practical value of harmonizing data.

The solution

GWI’s coronavirus 
research has been 
able to show us what 
trends are going to 
outlast this pandemic.
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If you forget everything else here 
- and we sincerely hope you don’t - 
then remember this:

The benefits of properly  
harmonized data

Relying only on demographic and 
behavioral data can actually leave 
big gaps in fully understanding 
your audience.

Targeted attitudinal insights give you a 
competitive edge and help you estab-
lish a clear point of difference over 
your competitors. 

A psychographic-led approach can 
help guide media spend, creative exe-
cution, product development, new 
business pitching and brand purpose.

Solid survey data is the best way to 
gather psychographics on a large 
scale. It’s these large samples that 
make data rock-solid.

Want more 
answers?

Talk to us about a tailored demo. Our 
survey-led research gives you the 
answers you need on your target cus-
tomers. That’s why the world’s biggest 
brands rely on us to shape their thinking.  
 
Email hello@globalwebindex.com 
and we’ll get you booked in to see how 
for yourself.

Talk to us
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