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Elena Ozeritskaya - Founder Fresh 
Insight 2012

Specialized in Insight, Creativity & 
Innovation

 Insight research, consulting, training  
& coaching

 14 years of experience in customer 
insight & within industries as Fast 
Moving Consumer Goods and Fresh 
Produce 
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Objectives of the Webinar

• To share some thoughts on Customer Insight, its 

importance, and what it can bring to you

• To share techniques including online communities 

to create an insight

• How Customer Insight can drive your Innovation 

platform

• Crucial steps within your Innovation platform that 

are in need of Customer Insight

• Tactics to better integrate Customer Insight & Co-

creation into your process
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Operating environment for companies has become 

more competitive and fast-paced

• Days of product-push 

are over 

• Need to move quickly

• Need to leverage 

knowledge better

• Globalization

• Increasing competition intensity 

• High information availability

• Demanding customers

• Organizational complexity
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Why companies focus on Customer 

Insights

“Tomorrow's successful 

companies will likely be 

those that have leveraged 

customer insights to create 

nationally recognized brands 

that are worthily of their 

price.” 

- Deloitte, 2009.
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Generating Customer Insight is not easy



7

Biggest Innovation Challenge
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Lost in translation…
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What is a Customer Insight?

A useful working definition of Customer Insight is:

“ A deep, hidden ‘truth’ about the customer based on their 

behaviour, experiences, beliefs, needs or desires, that is 

relevant to the task or issue and ‘rings bells’ with target 

people.”

“Customer Insight is 

looking where others

don’t look to find what

others can’t find!”

“The hidden obvious”
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CUSTOMER INSIGHTS  data is around 

the WHY, the drivers, motivations, 

(unmet) needs, concerns, wishes, it’s 

qualitative SMALL DATA, operating in 

the consumer psychology space

and tells you what consumers’ 

fundamental concerns are and what 

opportunities these represent for 

marketing and development  

STANDARD market research data is 

what we call BIG DATA coming from 

databases and quantitative surveys 

that give us a lot of information on 

current product usage from consumers 

and can have quite detailed information 

on what, when, how, where, but very 

little information about the WHY?

Customer Insight data
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How to recognize a Customer 

Insight?

 What is an insight and how do we know we got a good one?

 Firstly we have to recognize what is a real insight is and 
what isn’t

An insight consists of the 3W’s:

1. What is the Customer Doing?

2. Why are they doing it?

3. Wow - nobody has ever noticed
or talked at such detail about that 
problem before!
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Here you get 

most insights

How to generate Customer Insights?

 Customer/ retail level

 Trend reports

 Customized research (qualitative 
& quantitative)

 Internal data

 Discovery (deep dive) interviews

 Ethnography

 Persona’s/ customer Journey

 Market research online 
communities (MROCs)
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 What it is for -
 Discover unmet needs
 Discover how customers use 

your product/service today –
usability assessment

 Discover where your product fits 
in the customers ecosystem

 Discover customer 
segments/persona’s 

 What it is not for
 Selling your product (I am not 

selling – So no sales people)
 Not about asking the customer 

what they want in the product

Discovery Interview (1)
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Discovery Interview (2)

Explore your customers challenges 

and jobs to be done:

1. Tell me about the last time you 

experienced …. ?

1. What was hardest? 

2. Why was that hard?

3. What, if anything, have you done to 

solve that problem?

4. What don’t you love about the 

solutions you’ve tried?

You just listen and write your 

observations & emotions
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A valuable Customer Insight changes 

mindsets

 Persil, the laundry brand from Unilever changed their 
branding strategy because of a powerful insight gained 
through ethnographic research

1) What is the Customer doing?
Mothers stimulate kids to play 
outside 

2) Why are they doing it?  They want 
them to be active and have a 
healthy lifestyle

3) Wow - nobody has ever noticed or 
talked at such detail about that 
problem before!  Mothers are very 
proud of their kids getting dirty as 
they are learning, experiencing 
and developing themselves in a 
very active and healthy way 
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The impact of Customer Insight
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Fruit growers community (1/4)

Context

• Discover (latent) needs and 

generate ideas focusing on 

short /mid term solutions as 

new services for growers

• Test the online community 

methodology for insight 

generation and co-creation among 

growers

• Get closer to the grower 

community as marketing 

department

Objectives

• Leading global crop solutions 

company - asked us to help them 

connect with the Dutch fruit grower. 

• The Marketing department wanted to 

explore a new way to generate 

insights and start a dialogue/ co-

create with their customers, i.e., 

growers.

• There was no existing direct 

contact with growers due to 

presence of distributors in the value 

chain

• Communities were chosen as a 

method due to it’s dynamic 

environment in which you develop 

a continuous dialogue and build a 

relationship with growers
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Fruit growers community (2/4)
What we did

 Variety of community tools deployed such as individual 

tasks, forum discussions and chat sessions 

 Top line results fed weekly to ensure grower engagement

 Discovery: Each week deep dive into specific topic such as 

“market development” and “sustainability” provided as 

output qualitative data on important topics

 Insights: Data analyzed using a 360º analyses method

 Moderator analysed data from step 1 from which the most 

interesting quotes, comments and observations were

shared within grower community and marketing team to

receive additional interpretations and opinions

 Out of the 360º degrees analyses 12  key insights (for

example on market, usage, competitor) selected

 Co-creation: Went deeper into 12 key insights from step 2 

to create new concepts for short/mid term service 

solutions

Preparation Discovery Insights Co-creation

5 wks 5 wks 1 wk 3 wks

Core community time

 Conducted workshop 

with company marketing 

team to define community 

topics and assignments 

and roles (co-moderation, 

analyses) 

 Recruited ca. 50 growers 

in the marketing teams 

database – a mix of 

traditional and innovative 

growers selected

 Community was planned 

in 2013 in Q1, that is a 

lean time for growers to 

ensure their participation
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Week 5: Your relationship with company x 

Hoe hecht is uw band met bedrijf x en 

andere spelers in de markt?
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role company
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Fruit growers community (4/4)

Investment by 

company’s marketing team

 Active participation of over two third 

growers leading to about a 1000 

postings

 11 key (market, usage, competitor) 

insights identified after a 360 degrees 

analyses

 5 most promising service offerings 

were selected for further co-creation 

with grower community in 2014

 Company marketing team started 

building a relationship with the 

grower community

 New initiatives and collaborations 

developed as a spin-offs from the 

grower community

Outcome / impact of community

 Recruitment phase: 4 hrs

for identifying growers and 

preparing communications 

 Company project leader 

and co-moderator spent on 

an average 1,5 hrs per 

week

 3 x 30 min chat sessions 

where 1-4 marketing team 

members were involved

 2 x 120 min Debriefing 

moments: 360 degrees 

analyses & final debrief 
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Customer Insight – recognizing it’s 

value

A GOOD and USEFUL Insight is:

 TARGETED

 TRUE  & RELEVANT

 FRESH
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Consumer 
Trends & 
Insights

Consumer 
Segmentation

Innovation 
strategy

•Idea generation

•Defining new 
business 
opportunities

•Concept 
development

• Concept testing at 

Consumer level

• Consumer input and 

insight for 

product/service 

development

• Consumer 
feedback first 
prototypes

• Refinement of 
prototypes

• Consumer 
feedback to 
“full offer”

• Development 
launch 
campaign

• Consumer 
satisfaction 
measurement 

• Marketing  
communication 
activities

5. Go-to-market3. Feasibility 4. Capability

Acting on Customer Insight

2. Ideation 6. Launch

1. Discovery
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Steps in Insight activation

Define and enrich 

insights using a 

community of 

stakeholders and 

validate them

Derive implications 

(ideation)

Test ideas and concepts 

with customers and 

relevant stakeholders
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Tel : +31612496084
Email : elena.ozeritskaya@fresh-insight.eu
Website : www.fresh-insight.eu
Twitter                : E_Ozeritskaya

Visit : Richard Holstraat 73
3131 EN Vlaardingen
The Netherlands


