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5-minute guide to audience analysis
As executive vice president of baseball operations for Major League Baseball’s 
Oakland A’s from 1980 to 1995, Andy Dolich increased season ticket sales from 
326 to 16,000 and annual attendance from 850,000 to 2.9 million. He was (and 
still is) a very smart marketer. Once asked who his target audience was he replied, 
“Anyone who can fit in a seat.”

From that comment, you might think Dolich didn’t bother with audience analysis. 
But you’d be wrong. He was a master at carving that very large potential audience 
into segments and developing fan outreach that spoke to each one.

Consumer Insights: in search of the unvarnished truth
Dolich’s tenure with the A’s preceded the emergence of social media by a decade 
— and the advanced consumer insights analytics that go with it by two decades. 

Before around 2007, companies relied on focus groups, consumer surveys, and 
aggregated demographic and psychographic data to perform audience analysis 
and answer questions about consumer preferences and opinions. Although all 
these methods are still in use today, the “firehose” of online data puts modern 
consumer insights at the fingertips of every company — and, best yet, available 
in real time. From social data and online reviews to news and proprietary data 
sources, more data is available today and it’s much easier to analyze.

Combining traditional, structured data with social data, marketers can: 
• Find new audiences and markets
•  Uncover granular insights to create and finetune demographic profiles that 

improve personas and segmentation
• Engage more effectively with communities and influencers
• Spot emerging consumer trends and behaviors

B2C marketers must merge “all 
types of social data with other 
data streams…  incorporating 
them into business intelligence 
models to build more complete 
customer profiles. Only then 
will companies be able to paint a 
comprehensive — and human — 
picture of their customers.”
— The Future Of Social Intelligence Is In The 

Enterprise, Not Marketing, Jessica Liu, Forrester 
Research, Inc., December 15, 2017
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Sometimes survey 
responses are more 
aspirational than truthful. 
But when a positive or 
negative Tweet storm 
kicks up over a product 
or service, you’re much 
closer to the unvarnished 
truth.

Refining audience analysis 
with social insights can 
deliver lift in:

• Brand perception

•  Competitive share of 
voice

•  Engagement and follower 
growth on owned 
channels

• Sales

Look who’s talking
Consumer insights based on social media analytics help brands understand what 
consumers are saying about their products, ads, competitors and more. But just as 
important, they reveal who is saying it. That, in a nutshell, is audience analysis.

Audience analysis eliminates “spray and pray” marketing. Instead, it uncovers 
opportunities for increased market share and greater revenue through strategic 
audience planning: who should you target, when, and with what kind of messaging.

No organization can pursue everyone who might be a potential customer. Even 
large marketing budgets have limits. Audience analysis means getting the most 
out of the resources you have. And consumer insights based on social data can 
humanize marketing — transforming it from manipulative gimmick to authentic 
communication.

She plays like a girl: How Fender targeted a new audience
There are plenty of activities that seem to be dominated by men: hardcore video 
gaming, poker, electric guitar playing, science and math… the list goes on. But, 
many women take part in these endeavors, and sometimes outperform men — 
dramatically. Just ask Albert Pujols after softball pitching legend Jenny Finch struck 
him out on four pitches. Or poker playing great Dan Hellmuth who went down in 
flames to Annette Obrestad at the 2017 National Heads-Up Poker Championship.

And, for a business, letting gender stereotypes guide your marketing program is 
guaranteed to leave money on the table. A good case in point: Fender guitars.

The unvarnished truth
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The Fender mystique

Fender Musical Instruments Corporation is the world’s foremost manufacturer of 
guitars, basses, amplifiers and related equipment. Fender has transformed music 
worldwide and in nearly every genre. Everyone from beginners to the world’s best 
artists have used Fender equipment.

Fender’s marketing approach for electric guitars was simple: create a new guitar, 
ship it to guitar stores, and wait for them to sell. This model functioned well enough 
for years. Yet, Fender had no understanding of what worked or didn’t. It had no 
consumer data to guide strategic planning, develop accurate personas, or refine 
campaign tactics.

A couple years ago, Fender decided to take a more data-driven approach to its 
marketing. Instead of spending millions on consumer research reports from third 
parties, Fender turned to social media analysis to uncover consumer insights about 
their audience, potential new markets, brand health, and product launch strategy. 
And they learned a lot, including that a big part of the social media conversation 
among female guitar players was about electric guitars — not acoustic as it had 
assumed. It was an audience and a market just waiting to be found.
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It’s all about nuance

One of the things Fender learned as it explored the nuances of the female audience 
for electric guitars was that many women were turned off by the traditional, male-
dominated guitar store.

These insights from social media presented a lucrative opportunity for Fender. To 
capitalize on it, the company put some paid promotion behind a video of talented 
female bassist and vocalist Nik West playing a Fender bass.

The paid boost was a huge success, strongly resonating with this new audience. 
Or as BJ Carretta, VP of Digital Brand Media, Partnerships and Communications at 
Fender describes the response, “Crazy numbers. Through the roof.”

Audience analysis had uncovered a new market — and pointed the way to the right 
approach.

@Palehound
ellen kempner
SMH went to music store went to buy guitar 
picks guy asks if I’m making a necklace I say no 
he asks if they’re for my boyfriend I say NO

1 Mar 2016 

VOLUME
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AI meets audience analysis
A lot of what makes large scale audience analysis possible are advances in the 
commercial application of technologies from the discipline of AI. These technologies 
include:

•  Text analytics and natural language processing (NLP) enable a computer to 
understand the nuances of messy human communication

–  Natural language generation (NLG), a subset of NLP, turns data into human 
language, creating an understandable narrative

•  Machine learning accurately classifies attributes such as emotion, sentiment, 
topic at scale. It can make sense of data that is “noisy,” when random deviations 
hide patterns.

–  Deep learning (an extension of machine learning) via neural networks can 
identify logos, scenes, actions, and objects in image-based content. Deep 
learning algorithms continue to learn as they’re fed more data.

Computing power has increased dramatically over the last couple decades, while 
its relative cost has dropped. Likewise, data storage. This puts the compute and 
storage resources necessary for AI within the grasp of even small businesses. AI 
technologies make it possible to analyze enormous data sets much faster and more 
accurately than humans.

When applied to the fire hose of social media data, AI-powered audience 
analysis can reveal consumer insights that might otherwise remain hidden. It can 
find patterns in the marketplace and consumer behavior that lead to product 
refinements and new products, more effective marketing campaigns, and innovative 
ways to engage with communities of customers and influencers.

Understand the audience

Patagonia vs North Face Gender Breakdown 
Discussion (2015-2017)
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Patagonia vs North Face Age Breakdown 
Discussion (2015-2017)
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Driving with your eyes closed.
An old Don Henley song warns, “You’re drivin’ with eyes closed; You’re gonna hit 
something; But that’s the way it goes.” For marketers, driving with their eyes closed 
is not an option. There’s too much at stake.

Audience analysis delivered by consumer insights from social data is the way 
to ensure you’re “driving” with eyes wide open. The Crimson Hexagon Platform 
employs proven AI technologies, image analytics, and the world’s largest data library 
to help customers execute the kind of audience analysis that boosts the bottom line 
and keeps the competition at bay.

To learn more about AI-powered audience analysis, schedule a personalized 
demo with Crimson Hexagon today.

REQUEST A DEMO

https://www.crimsonhexagon.com/demo/ 
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About Crimson Hexagon
Crimson Hexagon helps global brands better understand their consumers. With 
instant access to the world’s largest volume of unstructured text and images 
across social, online public, and enterprise-held data sources, Crimson Hexagon’s 
AI-powered consumer insights platform allows clients to analyze audiences, track 
brand perception and campaign performance, and even detect competitive and 
market trends. Our clients include Anheuser-Busch InBev, Adidas, General Mills, 
Paramount Pictures, Starbucks, and Twitter. Find us on Twitter and on LinkedIn.


