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Introduction
Very few organizations are able to serve all of the people, all of the time. One
thing that most successful organizations have in common is an understanding of
their key target audiences and how they can most successfully engage with those
individuals or businesses.

Identifying the specific groups of people with shared characteristics who are
most likely to be interested in your products or services has never been easy,
but understanding what motivates these audiences is even more complex in a
fast-paced, constantly evolving marketplace. With a deep knowledge of audience
analysis and persuasion, communications professionals are well-positioned to
play a crucial role with helping organizations more clearly define and better
understand their target audiences.
The purpose of this white paper is to suggest a variety of practical tools and
strategies that we can employ to help our organizations connect effectively with
our target audiences.

Five Steps for Audience Analysis
There are a wide variety of techniques to define and better understand an organization’s target
audiences. Based on interviews with leading communications industry experts, here are five
steps that marketers and communicators can follow to lead the audience analysis effort for their
organizations:
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1. Market Research

The best place to start is to conduct sound market research. This baseline research helps
pinpoint the organization’s position in the market, competitive strengths and weaknesses,
as well as potential opportunities for growth.
“The expression ‘marketing and communication’ is often used to denote all facets of
a company’s marketing process, including communication,” writes Neil Kokemuller, a
college marketing instructor and author. “In reality, marketing is an umbrella concept and
communication is a key component of it. Companies use market research to understand
customers and then prepare benefits messages used in communication.”
Unfortunately, some organizations are hesitant to embrace market research because of a false
impression that it requires a large budget to hire consulting firms, research teams and focus
groups. That is no longer the case.
Market research does not need to be cost-prohibitive as it is now more accessible to
organizations of all sizes. Tactical examples of how to collect these insights include:
Analysis of industry statistics
Interviews with industry thought leaders
Meetings with customers, prospective customers, former customers
Research into competitors
Study of emerging trends in market
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Moreover, there are now creative ways to bundle together various information services in
order to reduce market research costs. For example, Nexis offers a one-stop shop for company,
competitor, industry, market, patent, legal and legislative content. This eliminates the need to
subscribe to all of the relevant industry publications in your space and instead just have one
subscription and one login to access your industry research needs.
This raw data provides a foundation for professionals to begin to piece together where their
organization sits in the marketplace, evaluate how it compares to competitors, and identify gaps
between where it is now and where it needs to be tomorrow.

THE RIGHT TOOLS
In order to properly analyze the raw data collected during market research, we need to make sure that
our organizations are adopting the most advanced tools and applications. Market research technology
has grown by leaps and bounds in recent years.
“Big data and marketing research are at a turning point and will converge to help businesses produce
more meaningful insights,” said Russ Klein, CEO of the American Marketing Association. “We will
see more use of behavioral data, attitudinal data, and advanced analytics to help brands make more
strategic decisions in a faster amount of time. Using data mining and visualization and predictive
models can also help with the different states of the customer lifecycle.”
Communications professionals should learn and
put to work these kinds of advanced research
technologies that provide more in-depth analysis
and deeper insights into market conditions.
For example, emerging qualitative research
tools include sentiment analysis and consumer
perception analysis through social media
monitoring. These kinds of tools empower
communicators with various targeting features
that help them fine-tune their audience
research.

“The expression ‘marketing and communication’ is often used to denote all facets of
a company’s marketing process, including communication. In reality, marketing is
an umbrella concept and communication is a key component of it.”
Neil Kokemuller
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2. Data Analysis

Once the market research has been collected and leading-edge tools have been put to work, it’s
time to analyze the data we have in front of us. The goal of this analysis should be to elicit key
insights that will help them define their target audiences and tell a story to their colleagues
that helps them better understand these constituencies.
“In marketing, if you’re trying to talk to everyone, you’re not reaching
anybody,” said marketing expert Jennifer Yesbeck. “Through target
marketing, you can alleviate this problem and focus on crafting
messages for one specific audience.”
Communications professionals need to develop a clear
understanding of their research findings with robust analysis of each
key target audience the organization needs to engage. This might
include demographics (e.g., age/gender/education/etc.), geography
(city/region/country/etc.), behavior (purchasing/website visits/
etc.) or psychographics (values/beliefs/interests/etc.). A composite
analysis of these multiple areas of input will create a robust picture
of the narrow audiences that need to be reached for the
organization to be successful.

“In marketing, if you’re trying to talk to everyone, you’re not reaching anybody.
Through target marketing, you can alleviate this problem and focus on crafting
messages for one specific audience.”
Jennifer Yesbeck
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3. Benchmarking

With audience data analysis complete,
we can move to the process of
assessing and benchmarking key
audience trends.
This benchmarking is important
to surface insights into where the
organization needs to evolve in order to connect with these audiences. It’s also a useful way
to identify areas where the communications team may want to take the research further in order
to provide a more comprehensive analysis of specific audience trends.
“(Market research allows you to) benchmark and evaluate your success,” according to the
Kauffman Entrepreneurs blog. “By knowing the size of your market, how your competitors are
doing and who their customers are, you can set goals to reach your market, grow your customer
base, and track how you are doing in relation to the competition.”
Audience analysis that produces benchmarks for ongoing reference puts communicators
in a strong position to provide pro-active strategic recommendations to their leadership
teams—as opposed to reacting to marketplace changes after the fact.

“(Market research allows you to) benchmark and evaluate your success. By knowing
the size of your market, how your competitors are doing and who their customers
are, you can set goals to reach your market, grow your customer base, and track
how you are doing in relation to the competition.”
Kauffman Entrepreneurs blog
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4. Knowledge Sharing

The next step for marketers and professional communicators to take the lead with better
understanding the organization’s target audiences is to communicate the findings with our
colleagues.
It’s critical to share the results of an audience analysis initiative in a way that helps other
teams within the organization to optimize their performance and make better strategic
decisions. Most executive teams will receive these insights more favorably if they are based on
sound research techniques, enabled by advanced technology tools and subjected to rigorous
data analysis—that is why it’s important to get the fundamentals right from the beginning.
“Once market research data has been collected and evaluated, the findings must be presented
to stakeholders,” said Colson Steber at Communications For Research. “This may seem like a
straightforward and relatively simple process, but quite surprisingly, presenting market research
results is an area where many projects run off the rails. When this happens, instead of being
empowered with actionable intelligence, various stakeholders are left scratching their heads.
The good news is that avoiding these pitfalls is a matter of tactics and strategy, rather than luck
or timing.”
Specific formats that communicators may use to share knowledge internally include:
Graphs/Charts/Diagrams to visually illustrate audience analysis
Detailed statistical reports with robust data tables for deep dives into the numbers
Buyer personas and anecdotal examples for expository explanations

Regardless of the format they select for sharing their audience analysis knowledge, we
should focus on doing what we do best: tell a story that allows our colleagues to understand
the actionable information gleaned from our research.
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5. Ongoing Monitoring

Finally, if the organization’s newfound understanding of its target audiences is to have any
sustainable value, it is crucial to put in place a process for ongoing monitoring of those
audiences. The most efficient tool for this day-to-day monitoring of target audiences is a
media monitoring solution.
Media monitoring is more than a PR function, it is a “must have” resource in many
organizations for analyzing competitors, researching new industries or potential markets of
opportunity, or conducting due diligence before inking a new deal or partnership. It is also
an essential tool for ongoing audience analysis across various media types and channels,
from print to broadcast to digital media.
This is not the same thing as the “free” online monitoring tools, such as Google Alerts, which
have obvious/crucial limitations when it comes to comprehensive media monitoring (e.g.,
their inability to find and surface media content that sits behind paywalls). Media monitoring
enables communications professionals to monitor coverage of their organization’s brands,
update the map of their target audiences based on real-time developments in the marketplace,
provide “early warning alerts” for potential crises, and evaluate the results of the organization’s
marketing/branding efforts over time.
The result of this intelligence is that we are able to more deeply understand the topics
our audiences care about, better engage in the dialogue these audiences are having about
our organization and our competitors, identify shifts in audience sentiment trends, and be
better prepared for responding to breaking news or crises impacting our brands.
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Conclusion

A comprehensive understanding of an organization’s target audiences is crucial to the
organization’s long-term success by any measure. Failure to identify, define and understand
key aspects of those audiences will likely lead to organizational failures in the marketplace and
with other key stakeholders.
Communications professionals are uniquely qualified to take the lead in helping their
organizations conduct thorough audience analysis exercises that will produce the knowledge
needed to engage successfully and thrive over the long term. By giving our colleagues and
leadership teams access to deep audience insights, identifying key audience trends and
leveraging advanced tools to obtain actionable insights, communications professionals can lead
our organizations to greater marketplace success.
Utilizing sophisticated monitoring solutions can help the organization stay at the front of the pack.

Media monitoring is more than a PR function, it is a “must have”
resource in many organizations for analyzing competitors, researching
new industries or potential markets of opportunity, or conducting
due diligence before inking a new deal or partnership.
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Get More Information
Contact us for a demo or to learn more about Nexis® Media Intelligence Solutions
internationalsales.lexisnexis.com
+31 20 485 3456
information@lexisnexis.com

About LexisNexis
After nearly 40 years providing solutions that help organizations harness the power of
information, LexisNexis remains dedicated to developing innovative tools to support data-driven
decision-making. Our commitment extends beyond comprehensive content and outstanding
search technology to world-class client service support, ensuring that our clients gain maximum
insights—and value—from LexisNexis solutions.
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