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Agenda 

• Background 
 

• The Challenge 
 

• Making Consumer Insights Visible and Relevant 
 

• Anticipating Expectations for Share-Outs 
 

• Actionable Insights 
 

• Conclusions 
 

Goal for today=make this session interactive 
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Background 
MY EXPERIENCE IN THIS AREA COMES FROM: 

• Currently leading Consumer Insights for the Brand and Product Marketing team at 
Pandora 

• (the music, not the bracelets) 

• Also support Product, Strategy, Business Development, and Music Curation 
teams 

 

• Previously: 

• Seven years on the Consumer Insights Team at Clorox 

• Innovation, International, New Business 

• MBA internship at Amazon 

• Home and Garden category 
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The Challenge 
EXECUTIVES AND OTHER CROSS-FUNCTIONALS SHOW DIFFERING AMOUNTS OF BUY-IN 

WHEN IT COMES TO CONSUMER INSIGHTS 

 
• Thinking it’s a “nice to have” versus a must 

 
• You don’t necessarily know people’s expectations until you learn the hard way 

 
• Different stakeholders in a room may have entirely different goals and 

expectations 
 

• Consumer Insights will always be just one piece of the puzzle in making a 
business decision 
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Making Consumer Insights Visible and Relevant 
PARTNERING WITH STAKEHOLDERS AT KEY POINTS IN THE INSIGHT-GATHERING PROCESS 

• Involve stakeholders early in the process 

• Balance getting input and alignment with having too many cooks in 
the kitchen 

• Focus on shared goals 
• A “head nod” early in the process can help avoid push-back when the 

results and recommendations come in 
 

 

 

 

“Get the other person saying ’yes, yes’ immediately.  Let the other 
person do a great deal of the talking.  Let the other person feel 
that the idea is his or hers.  Try honestly to see things from the 
other person’s point of view.  Be sympathetic with other person’s 
point of view.” 
   Dale Carnegie, How to Make Friends and Influence People 

Example case: 
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Anticipating Expectations for 
Share-Outs 

• Focus on high level implications for most audiences 

• This probably isn’t the time to show off your technical research chops 
 

• However, 

• Appendices and hidden slides can be your friend  

“A good speech should be like a woman’s 
skirt: long enough to cover the subject and 
short enough to create interest.” 
 
    Winston S. Churchill 
 



Pandora Confidential 

Actionable Insights 
MAKE FINDINGS PROVOCATIVE SO PEOPLE WILL BE ENCOURAGED TO ACT  

 
• Deliver a clear point of view 

• “Buts” and caveats can go in the appendix 

 
• Be ready to re-surface past research for different audiences over time, 

• but consider whether you’re comfortable having the original report 
“out in the wild” 

 
• Recognize that consumer research is only one driver of a decision, 

• but make it clear what the risks will be if the findings aren’t taken into 
consideration “Honestly, if everyone likes what you say 

something is wrong with your message.” 
    Ashley Ormond 



Pandora Confidential 

Wrapping Up 
CONCLUSION HERE 

 
• Consumer Insights is increasingly gaining importance, but is still not fully 

understood or appreciated by some cross-functional partners 
 

• As researchers we can add value to the business and encourage our partners to 
act upon our findings if we make them visible, relevant and provocative 
 

• Partnering early with our audience, anticipating their needs, and sharing our 
insights in compelling ways will encourage executives and cross-functionals to 
see Consumer Insights findings as key to business decisions 
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QUESTIONS? 
COMMENTS? 


