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THE BEAUTY 
IN DATA

L E T ’ S  D I S C O V E R
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WE ARE A 

NEXT GEN
INSIGHTS AGENCY

We work with a unique mix of unprompted consumer 

data to unearth new insights to discover 

opportunities. We believe this is best identified 

through the analysis of online communities and future 

growth signals that often lie unseen. 

Experts in uncovering growth 
through advanced analytics 
and strategy consulting.

Freemavens for L'Oréal
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WE BUILD BRANDS

WORTHY OF

ADVOCACY
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FOLLOWING BREADCRUMBS

WE LISTEN TO 
CONSUMERS ACROSS 
DIFFERENT DATASETS

Freemavens for L'Oréal

WEB
SCRAPE

CRM

SEARCH 
VOLUMEMEDIA

WEB 
PLATFORM

KNOWLEDGE 
TREE

WEATHER

NEWS/PR

FORUMS

TWITTER

YOUTUBE

REDDIT

SEARCH 
RESULTS

REVIEWS

CALL 
CENTRE

Our relationships with analytics tools, data 
vendors and clients provides us with constant 
exposure to new analytical opportunities and 

functionality. While we have a preferred list that 
is updated on a continuous basis, we are data-

and tool-agnostic; creating bespoke ‘data recipes’ 
for each project that are tailored to the insight 
requirements of the relevant stakeholders and 

encourage collaboration with partners.
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MACRO TO MICRO
THE INSIGHTS 

FUNNEL

Freemavens for L'Oréal

Where is culture & society going?

What drives influence?

Who are the consumers before us?

What products/messages/moments matter?

How do consumers think/feel/do/buy along the journey?

What engages?

How are brands performing?

WHERE TO PLAY
Unpacking the category dynamics
Understanding cultural shifts
Direction of trends and moments
Segmentation of needs

HOW TO WIN
Product claims and benefits
Messaging hooks 
Drivers of engagement
Customer journey / CRM



TRIBES
PEOPLE INSIGHTS

Scouring the digital landscape to 

uncover new communities and 

true insight into how people 

think, feel and behave; helping 

you adapt to meet evolving 

consumer needs.

TIDES
MARKET & CATEGORY INSIGHTS

A richer understanding of how 

the world and your market is 

evolving, and which new 

streams of growth present the 

most significant opportunities.

TRACE
ADV. ANALYTICS

Uncovering novel earned equity 

measures to assess brand and 

category performance and 

model against sales and 

campaign performance.
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RECAP: INGREDIENTS RADAR
02

A  S U C C E S S F U L  P A R T N E R S H I P  A R O U N D  T I D E S

Freemavens for L'Oréal
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THE CONTEXT IS THAT

The beauty industry is a rapidly evolving environment, and our consumers 

are evolving along with it. Our knowledge-hungry consumer is constantly 

on the look out for new ingredients to add to their routines and bring out 

their best selves.

WE SET OUT TO

Identify emerging ingredients of interest to consumers in skincare and

haircare, as well as the attributes and stories that can help L’Oréal brands

better incorporate them into the brand narratives and product claims.
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WHAT INGREDIENTS

DO PEOPLE LOOK

FOR IN BEAUTY?

S E A R C H  D A T A  T O L D  U S …

body scrub | 

body scrub coffee
body scrub shea
body scrub salicylic acid

WHICH ONES ARE 
SEARCHED FOR A LOT? 

WHICH ONES ARE 
SEARCHED FOR MORE 
THAN BEFORE? 

WHAT 
INGREDIENTS DO 
PEOPLE GOOGLE 
IN BEAUTY 
CATEGORIES? 



11Freemavens for L'Oréal

HOW DO PEOPLE 

UNDERSTAND AND 

EXPRESS STORIES?

S O C I A L  D A T A  T O L D  U S …

I love that this is eco-friendly…

This ingredient is just perfect for my allergies…

It works just as well, but is more gentle…

from

N I V E A

C E R A V E

I N K E Y  L I S T

K I E H L ’ S

C O S R X  

O I L

C R E A M

S E R U M

B A L M

T O N E R  

WHEN CONSUMERS 
TALK ABOUT THE 
INGREDIENT, WHAT 
DO THEY SAY? 

WHICH PRODUCTS 
OR BRANDS DO 
PEOPLE SEEK OUT 
FOR INGREDIENTS? 
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WHAT

OPPORTUNITIES

DO WE SEE IN

THE STORIES?
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ONE INTELLIGENCE

Freemavens for L'Oréal

IF YOU HAVEN’T ALREADY SEEN THE WORK, YOU CAN FIND IT ON 
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INSPIRING POSSIBILITIES
03

R E A L - L I F E  U S E  C A S E S  F O R  D I F F E R E N T  D A T A S E T S

Freemavens for L'Oréal
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TIDES
M A R K E T  &  
C A T E G O R Y  
I N S I G H T S

Freemavens for L'Oréal

How social and search data led to 

growth opportunities for Coca-Cola
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T C C C  I D E N T I F I E D  A  U N I V E R S A L  
S E T  O F  N E E D S  &  W A N T S

T H E Y  W A N T E D  T O  S P O T  F U T U R E  
G R O W T H  O P P O R T U N I T I E S

INNOVATION CAN COME FROM CONSUMER NEEDS & WANTS

OVERLAPPING
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convenient

PHYSICAL ENERGY

“Including a good source of protein is a much better option for slow-

release energy and to keep you fuller for longer. If you’re pressed for 

time, grab a protein smoothie on the way out the door”

SNACKABLE

on-the-go

grab-and-go

pick up

refuelfills

recharge

invigorate

revitalise

boost

keep going
energy

In my busy life I always 
feel the need to have 
something convenient & 
healthy that fills me up 

Energy to face daily 
demands & getting the 

most out of my day. The 
main focus is the activity 

& performing
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WE COULD SIZE HOW 

BIG THE OVERLAP 

BETWEEN WANTS IS
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PLOT WHICH 

OPPORTUNITIES

ARE GROWING MOST
Unplug and 

Reboot + Mood 
Enhancer

Healthy Fuel + 
Physical Energy

Healthy Fuel + 
Mood Enhancer

Hang Out + Tasteful 
Refreshment

Chill Out and 
Cocooning + 

Indulgent

Chill Out and Cocooning + 
Healthy Fuel

Basic and 
Lifestyle + Mood 

Enhancer

Augmented + Mood 
Enhancer

Augmented + 
Chill Out and 

Cocooning

Advanced 
Nutrition + 

Mood Enhancer

Snackable + 
Physical Energy

Tasteful 
Refreshment + 
Mood Enhancer

-15%

-5%

5%

15%

25%

35%

45%

0 1000 2000 3000 4000 5000 6000 7000 8000 9000 10000

Mood Enhancer 
+ Chill Out and 

Cocooning

Family Time 
+ Hang Out

Mood 
Enhancer + 

Physical 
Energy

Basic and Lifestyle 
+ Augmented

Family Time + Chill 
out and Cocooning

Physical Energy + 
Advanced Nutrition

Hang Out + Chill Out and 
Cocooning

Snackable + 
Chill Out and 

Cocooning

-8%

-6%

-4%

-2%

0%

2%

4%
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8%

10%

12%

14%
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O P P O R T U N I T I E S
HIGH GROWTH, LOWER VOLUMES

T R E N D I N G
HIGH GROWTH, HIGH VOLUMES

E S T A B L I S H E D
LOW GROWTH, HIGH VOLUMES

L O W  P R I O R I T Y
LOW GROWTH, LOW VOLUMES
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AND UNCOVER THE

DRIVERS OF HOW

TO ACTION THEM
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USE CASE

FUTURE OF 
FLAVOURS

1. SIZE HOW MUCH SEARCH INTEREST EXISTS AROUND FLAVOURS

2. FIND WHITESPACES WITH FEWER WEBPAGES/MINTEL LISTINGS

3. BRIEF THE INNOVATION DEPARTMENT

Transforming the innovation process 
through data that empowers the team 

to make evidence-based decisions, 
maximising the success of new 

product development and accelerating 
the time from idea to shelf.

Markets: 
Europe: UK, France, Spain. 

North America: USA, Canada.
Latin America: Argentina, Colombia, 

Mexico, Peru. 
Asia: Japan

G O O G L E  S E A R C H
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USE CASE

SCIENCE 
THAT SELLS

1. ANALYSE ATTRIBUTES CONSUMERS MENTION IN REVIEWS

The objective was to help Johnson 
& Johnson leverage its scientific 

credentials effectively. We 
mapped consumer language, 
needs and concerns to unlock 

how they understand and 
perceive the role of science within 

3 need states – Skin Health, 
Essential Health and Self Care. 

Markets: 
Australia, China

3. AUDIT COMPETITORS AND OWN COMMS

2. SPOT WHAT DRIVERS MATTER (AND DON’T MATTER)

E - C O M M E R C E  R E V I E W S
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HOW COULD IT HELP L’ORÉAL TO…

Freemavens for L'Oréal

MEASURE THE OVERLAPS 
IN BEAUTY NEEDS?

COMPARE SEARCH TO 
WEB RESULTS?

AUDIT COMPETITORS 
IN REVIEWS?
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TRIBES
P E O P L E  
I N S I G H T S

Freemavens for L'Oréal

How did Pernod Ricard made their 

segmentation far more actionable?
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PERNOD RICARD HAD DEFINED A SET OF 
CONSUMER SEGMENTS BASED ON SURVEYS

Passions:
Exploring how PICs embrace and enjoy the world through
social, search, and content analysis

Moments & Occasions:
Finding where people make the most of mixing the drinks they
love and the experiences that matter to them

Drivers:
Unearthing the attributes and triggers that inspire a PIC to
engage in the digital and real world.

Their Story:
Finding the hints and clues of where Pernod Ricard can 
enhance their personal story and enjoyment

BUT THESE NEEDED TO BE GIVEN A 
HEARTBEAT IN ORDER TO BE ACTIONABLE



26Freemavens for L'Oréal

HOW TO TAILOR 

COMMS TO THEIR 

PERSONALITY
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WHEN, WHERE 

AND HOW TO 

TALK TO THEM
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AND ALIGN WITH 

THEIR MOMENTS & 

BEHAVIOURS
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USE CASE

PASSION 
POINTS

1. INVESTIGATE AUDIENCES ENGAGED WITH DIFFERENT INTERESTS

2. RANK BY STRATEGIC RELEVANCE AND PROXIMITY

3. DEVELOP CREATIVE CONCEPTS TO INFORM THE PIPELINE

Tapping into the passions of adult 
LEGO builders to identify brand 

partnerships and IP’s to feed into the 
2024 innovation pipeline. 

Markets: 
USA, Canada, China, Germany, United 

Kingdom, France, Italy 
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USE CASE

WELLNESS 
INFLUENCERS

1. MAP OUT TOPICS OF CONVERSATION

We explored and defined new 
strategic opportunities for Centrum 

to power growth in the wellness 
landscape, mapping the 

influencer/expert network, and 
identifying key influencers and key 
associations in the wellness space.

Markets: 
USA, Australia, Italy and China

3. CODIFY WAYS IN WHICH COMMS CAN ENGAGE CONSUMERS

2. USE AI TO PULL OUT THE INFLUENCERS LINKED TO TOPICS

Freemavens for L'Oréal



31

HOW COULD IT HELP L’ORÉAL TO…

Freemavens for L'Oréal

ENRICH SEGMENTATION
FOR MARKETING?

UNDERSTAND AUDIENCE 
INTERESTS & PASSIONS?

DETERMINE SOURCES OF 
INFLUENCE & TRUST?
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How we developed a model to predict 

marketing effectiveness and measure equity
TRACE

A D V A N C E D  
A N A L Y T I C S
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WHAT IF WE KNEW WHICH SIGNALS MATTERED 
MOST TO EARNED BRAND EQUITY? 
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EARNED EQUITY AND BEYOND

Freemavens for L'Oréal

SHARE OF PRESENCE
(Brands + Category)

FO
O

TP
RI

N
TS

SHARE OF SEARCH
(Brands + Category)V

IS
IT

S

SHARE OF TALK
(Brands + Category)V
O

IC
ES

.COM
Content Analytics

ONSITE SEARCH

DTC / CRM

CARELINES

PAID

CONSUMER FEEDBACK

PAID
MEDIA VALUE & 
SPONSORSHIPS

E-COMMERCE

PAID / EXPERT

INFLUENCERS / KOL

EARNED EQUITY OWNED EQUITY PAID EQUITY

.COM Site Analytics 

AWARENESS

AWARENESS

CONSIDERATION

NPS

RECOMMENDATIONS

PROMPTED EQUITY

PROPENSITY TO BUY

ASSOCIATIONS

CA
TE

G
O

RY
 E

N
TR

Y 
PO

IN
TS



Freemavens for You! - 35 -

EARNED EQUITY: A KEY CONSUMER SIGNAL FOR SALES

SHARE OF WEB 
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Earned Equity is the consumer brand and category 
signals built from:
• Internet content and presence
• Consumer curiosity and search
• Market, editorial and consumer conversation in 

social

Freemavens have shown that search is a 
key component in modelling sales performance for 
GSK brands and competitors.

This plan focusses on how to maximise the insight 
value and ROI of this source of insights for BPS and 
beyond.
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THREE LEVELS OF INSIGHT & DIRECTION

So what?
Diagnostics based on 

sales drivers

GSK SCORE

CATEGORY WEATHER

COMPETITOR SCORES

Modelling from 100+ 
consumer search signals Weekly data updated monthly

List of ranked features 
for each score

Sales validated model Clear metrics over time Rank of scored features
+ve & -ve

So what?
GSK plus competitor & 

category context

So what?
Granular focus to inspire 
activation & identify key 

threats/opps
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FEATURES AT BRAND & CATEGORY LEVEL

Brand Focus: Advil Category Focus: Pain

Allows insight leaders to understand what impacts their brand 
most AND what impacts most across the category.
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Effective Activation 
ADVERTISING

SOCIAL MEDIA

PR & CORPORATE

The NEED:
Being relevant to consumer 
wants and needs to inspire 

human consumer health 
content

The NEED:
Insight on consumer 
curiosity and how it 

converts into consumer 
conversation.

The NEED:
Understanding category 

and brand threats to 
reputation

SEO / SEARCH

TARGETTING

OWNED SITES

The NEED:
Capturing organic and paid 
for search both for brand 

and category themes 
relevant to consumers

The NEED:
Maximising ROMI and 
finding novel forces to 

target against

The NEED:
Be a relevant landing pad 

for consumer curiosity and 
reasons to believe

GROWTH MAPS

INNOVATION & NPD

DISRUPTORS

The NEED:
Identifying signals and 

features on the fringes of 
the category that are set to 

experience growth

The NEED:
Isolating evolving consumer 

needs 

The NEED:
Revealing emerging direct 
and indirect competitive 

threats 
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WHAT IF WE COULD PREDICT THE 
BEST PERFORMING CONTENT? 



CREATIVE ELEMENTS DRIVING BEHAVIOUR CHANGE



/ PERFECT BLEND
AD TESTING PREDICTIVE SELF-SERVICE SOLUTION



/ CATEGORY OVERVIEW
42

IDENTIFYING NOVEL ATTRIBUTES THAT MATTER MOST FOR EACH CATEGORY



/ CATEGORY OVERVIEW
43

IDENTIFYING NOVEL ATTRIBUTES THAT MATTER MOST FOR EACH CATEGORY
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DISCUSSION
04

Q U E S T I O N S  A N D  A L I G N M E N T

Freemavens for L'Oréal
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QUESTIONS 
ABOUT…
What we can do?

How do we do it?

Industries and markets?
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INSIGHTS 
CLINIC
30 minute slots to chat about how 

data could answer your questions
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INSIGHTS 
HOTLINE
If you’re not ready to talk today, 

you can always reach us at:

matteo.deangelis@freemavens.com

sanjana.mathur@freemavens.com



www.freemavens.com

http://www.freemavens.com/

