Case Study: Qualitative Insights + Social Analysis

CASE STUDY
Qual + Social = Complementary Insights
WITH A QUALITAITVE
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Background
KNow Research’s 2020 pro bono study was for Financial Gym
(https://financialgym.com/) a personal financial services company that takes a
fitness-inspired approach to their clients’ finances. Their initial plans for 2020
were to do a traveling road show across the US, connecting from customers
nationwide in order to expand their offering. And, then, well, 2020 happened.
We stepped in to help them learn from their prospective customers despite not
being out on the road. The goal was 3-fold:
1. Deliver targeting strategies for potential FG customers
2. Inspire messaging/marketing strategies to attract these customers
3. Fine-tune and/or expand Financial Gym’s service offering
Why Start with Qual?
We are a qualitative-first firm and we believe in connecting with consumers in
the form of open-ended conversations to hear their stories in their words. In FG’s
case, the company had done surveys with existing customers in the past to
understand their feedback on the service, but they had never reached out
systematically to learn from non-customers. Our goal was to bring them closer
to their potential audience qualitatively, by way of a large enough sample for
the leadership team to have confidence in the learnings.
So we turned to our Booth™ Insights methodology, which mimics the
spontaneity of in-person intercepts and allows for a large sample size in minimal
field time. We started our exploration with a 1-day Booth. We invited
2

Case Study: Qualitative Insights + Social Analysis
participants from metro areas where FG was not physically present to assess
what people wanted in terms of financial advice and training in these especially
turbulent times. This was the very audience they had hope to reach on the road
trip, now brought to them via webcam from all around the country!
We spoke with 30 people in just one day via an online video platform in 15minute intervals, connecting with them on their personal finance worries, needs,
priorities, and what a company could do to serve them best. Read more about
our Booth™ Insights methodology HERE: https://knowresearch.com/pop-up-with-know-with-booth-insights/

Qualitative Learnings

So Why Add Social?
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We could have stopped there. We had rich, qualitative feedback on the topic
of personal finance management FG was able to move forward with a new
digital, tiered approach to their services with confidence, since they had heard
first-hand how their ideas were in line with customers’ needs and expectations.
But we wanted to cast an even wider net for FG to see if these isolated
qualitative conversations mirrored the views of the larger population. We could
have done a survey of course, but in this case we wanted to tap into what was
naturally being discussed, where those conversations were happening and by
whom. We wanted to be a fly on the wall and hear what people were saying
without asking a question, prompting or leading them. So we listened.
We leveraged the Talkwalker (https://www.talkwalker.com/) platform under the guiding
hand of NorthStar Solutions Group (http://www.northstarsg.com/solutions/social-media-intelligence-solutions/)
and cast that wider net by listening to conversations on social channels over the
past 24 months. We mined conversations on the topic of #personalfinance,
discussions in financial advice channels, and mentions of the FG brand.

Social Learnings
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Through social analysis, we were able to add new learnings for FG on 2 of the 3
topics they were curious about in the broader scope of personal finance
management. The social analysis also adding scale and validation to our
qualitative findings:
1. Deliver refined targeting strategies for potential FG customers
2. Inspire messaging/marketing strategies to attract these customers
Through this experience and others, social media research has earned its place
amongst our offerings as a welcomed complement to qualitative. We’re
excited to bring more clients closer to their customer by listening.
However, we were also pleased to be reminded of the inherent need for
primary research, for asking the specific questions. FG’s third topic of interest
was how to fine-tune and/or expand their service offering. This could only be
done by joining the conversation and conducting primary research.
Moreover, our qualitative allowed us to deliver insights in our favorite medium –
video. We love shining a light on participants themselves, and FG appreciated
the video highlight reel made possible by our Booth™ Insights approach:
https://www.dropbox.com/s/m1ghn6n6ptq2vs9/Financial%20Gym%20Video%20Reel%20V2.mp4?dl=0
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We learned that both methods have unique benefits as well as
complementary ones that can make either method useful in silo, or
supercharged when used interdependently.

And we’re still experimenting, especially which should come first – the
qualitative or the social. In this case study, we started with qualitative and
therefore knew how to set up the social media analysis. In this case, the
qualitative helped us know what to listen for in the social. But in the future we
can the broader social spectrum of information being used before the
qualitative to help guide and refine our qualitative deep dive both in terms of
determining participant recruiting criteria and designing the interview guide.
We welcome the opportunity to talk with you about ways to leverage qualitative and social media
research! Reach us at: admin@knowresearch.com
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