
Instant access to 
what people think.



Companies using OnePulse



USE CASES & CASE STUDIES



NPD



New offering & product testing



I need to test product concepts and decide on a 
route.

Problem: Researchers at Google had a variety of potential 
features to test in a short amount of time.

Solution: The team used OnePulse to speak to their target 
market and test 6 concepts in a couple days.

Outcome: Google decided on 2 routes to pursue. By 
enabling comments in their Pulses, they were also able to 
learn more about their customers pain points.

6 Pulses

400 
responses 
per Pulse

10 minutes
per Pulse 



I need to understand if a new product is viable.

Problem: Marketeers at Propercorn were unsure which 
kind of new popcorn their customer segment wanted to 
try next.

Solution: The team tested flavour profiles with healthy 
snackers on OnePulse.

Outcome: Propercorn whittled down flavour profiles to a 
few choice options and created a new product that’s flying 
off shelves.

3 Pulses

500
Responses
per Pulse

15 minutes 
per Pulse



I need data, quickly, to make our innovation and 
development processes more agile.

Problem: Muller needed a way to speak to consumers 
and customers to gather feedback 

Solution: OnePulse was used as core to development 
and innovation processes, letting no idea go untested

Outcome: Muller used OnePulse in understanding 
purchase motivations and barriers to purchase, idea 
testing, finding optimal product benefits and claims, and 
marketing optimisation messaging

Multiple
Pulses per 

week 



SOURCE FOCUS GROUP



“I need to source a focus group.”
Researchers at an agency needed to source a niche group of homeowners for a qualitative research project.

People sourced 

10

QUESTION
How can I access people who 
have bought a house in the last 
6 months without the normal 
amount of time we need?

“The focus group will run for about 
a week, with around ten women 
involved. It'll consist of just a few 
casual questions a day, for you to 
answer when's convenient. Would 
you like to be involved?”

SOLUTION
The agency asked relevant 
homeowners to opt-in to a 
focus group via OnePulse.

OUTCOME
Researchers were able to 
recruit 10 participants for their 
focus group, significantly 
under budget, managing the 
process from beginning to end. 

“Are you available for 45 
mins in central London on 
____?”

“Please leave your email in 
the box below and we’ll 
contact you to get involved.” 

Q1

Q2

Q3



“I need to source an online focus group.”
Strategists at an innovation agency needed to provide their client with new insights to inform launch materials for a new 
hair dye. They wanted to show their client that gathering rich qualitative insights can be done more effectively without 
blowing allocated budgets. 

People sourced 

15

“Hello! Earlier you told us that you dye your 
hair at home. Thank you for taking part! We 
wanted to see if we could speak to you a 
little further. We'll be running a casual 
focus group via WhatsApp. For your time, 
we'd provide you with a £30 Amazon 
voucher. Tap ahead to find out more…”

SOLUTION
The team isolated a group of 
women who said they dyed their 
hair at home and the asked them if 
they wanted to take part in a 
casual focus group via WhatsApp.

OUTCOME
With over 100 people to choose 
from who opted in, the team 
recruited 15 participants for their 
focus group, significantly under 
budget, managing the process 
from beginning to end. Each day, 
strategists dipped in and out of the 
group, moderating discussion 
between the 15 participants.

“The focus group will run for about a week, 
with around ten women involved. It'll 
consist of just a few casual questions a 
day, for you to answer when's convenient. 
Would you like to be involved?”

“Thanks! Last thing... please could you 
provide your email address? If selected, 
we'll be in touch soon. If you don't hear 
within 48 hours, we unfortunately 
haven't been able to include you this 
time.”

Q1

Q2

INTRO



AD/creative TEST



“I need to run an A/B test on creative.”
Category managers at a food & beverage company needed to test 2 pieces of creative with 2 distinct groups of people within 
the same demographic.

responses 
Including comments

1500

mins  
60

QUESTION
Which creative campaign does 
our target demographic 
associate most with our 
existing branding?

“Which food brand springs 
to mind when you see the 
above image?”

SOLUTION
The team asked their account 
manager to exclude previous 
respondents (from the same 
demographic) for a follow up 
Pulse.

OUTCOME
The team was able to make a 
decision on campaign creative.

“Which words do you 
associate with the campaign 
above?”

“Agree or disagree?
‘This campaign makes sense 
when I think about ______ 
brand’.”

Q1

Q2

Q3



“I need to validate a piece of creative.”
Brand managers wanted to make sure that a new piece of creative their agency produced was in line with their core strategy.

responses 
Including comments

1000

mins 
30

QUESTION
Does the new ad make 
consumers within our target 
audience view the brand as fun 
and energetic?

“Please watch the video 
above. Which of the 
following words would you 
associate with it?”

SOLUTION
An account manager sent out a 
Pulse to the brand’s target 
audience to validate their 
direction.

OUTCOME
The client was keen to 
continue with the account 
team’s concept.

“Complete the sentence: 
‘This ad feels more _______ 
than other food adverts.’”

“Overall, does this advert 
change your perception of 
______?”

Q1

Q2

Q3



“I need to optimise my creative.”
The content manager at a well-known media publisher wanted to optimise creative content featured in a few of their 
publications.

responses 
Including comments

1000

mins 
30

QUESTION
Will readers find the creative 
used in this article engaging, or 
will they be put off?

“Which words do you 
associate with the above 
image?”

SOLUTION
The brand used OnePulse to 
test a few different images to 
get emotional reactions to 
them.

OUTCOME
The brand was able to get a 
direction on which images to 
use for this article and further 
solidify hypotheses on their 
target audience.

“In your own words, how 
would you describe the 
image above?”

“Which image do you 
associate most with the 
word ‘fun’?”

Q1

Q2

Q3



“I need to test a storyboard.”
Strategists at a creative agency needed to ensure their ad campaign sat well with their target audience before moving to final 
production.

responses 
Including comments

1000

mins 
30

QUESTION
Is this the correct direction to 
take our ad? What is not 
working that we can change?

“Which of the following 
messages is most applicable 
to the ad?”

SOLUTION
The agency provided a link to 
the animatic allowing 
respondents in their target 
group to provide feedback in 
the moment.

OUTCOME
The team was able to quickly 
and cost-effectively identify 
areas where the ad’s message 
was not properly coming 
across and change tact before 
committing more budget.

“In your own words, what is 
the ad’s main message?”

“How relevant would you 
say this ad is to you?”

Q1

Q2

Q3



With these 
demographics 
applied, the client 
targeted males and 
females, aged 35-65, 
with a household 
income of £50k-
£69,999 (UK).

“I need to test a static concept or creative.”



Example ad test 

With these 
demographics 
applied, you’ll 
target females 
between the ages 
of 18-34 and 
segment your data 
by these variables 
after. You can also 
apply up to 4 
additional 
demographics to 
segment your 
results by (such as 
location & income). 

You can immediately retarget 
respondents based on any 
previous responses.If immediately 
retargeted, follow up response 
rate is typically 90%+ 



“I need to test various creatives.”

QUESTION: Marketeers at Citroën could 
not decide which creative would 
resonate best with their target audience

SOLUTION: The team tested a few 
different design ideas with their 
customer segment.

OUTCOME: Marketeers at Citroën made 
their decision in a couple of hours, 
cutting out the need for a time 
consuming, lengthy research project

Question everything. Find the answers at OnePulse.com

“In your opinion, which set of creative 
makes Citroën a more desirable brand?” 

“In your opinion, which set of creative 
positions Citroën as an aspirational 
French brand?”

“Which set of creative makes you more 
likely to consider Citroën as a brand of 
choice?”



TRACKING



“I need to track brand perception over time.”

responses (weekly)
Including comments

500 QUESTION
Will the upcoming marketing 
and campaign work we’re 
running actually make a 
difference?

“Of the following, which 
beauty brands have you 
purchased from in the last 6 
months?”

SOLUTION
The team selected 3 key brand 
health metrics and scheduled a 
weekly Pulse to an audience of 
16-24 year old women with an 
interest in fashion.

OUTCOME
The insight team at Zenith 
were able to provide fast 
turnaround brand tracking 
data on a weekly basis.

“Which brand does this 
packaging belong to?”

“How would you rate the 
appeal of this branding?
1 = I hate it
5 = I love it”

Q1

Q2

Q3

Mins per Pulse 
10



“I need to track brand awareness over time.”

responses (weekly)
Including comments

500 QUESTION
How are marketing efforts 
affecting our brand awareness, 
and how does this vary by 
region?

“Which travel money 
companies are you familiar 
with? Please list at least 3 if 
possible. (open text)

SOLUTION
The FairFX team scheduled a 
weekly Pulse to people 
between 18 and 54 in the UK, 
applying the home location 
demographic to see trends at a 
more granular level.

OUTCOME
The marketing team was able 
to track brand awareness (and 
awareness of competitors over 
the course of a year)

“Which of the following 
travel money brands have 
you heard of?”

Q1

Q2

Q3
“Which of these travel 
money companies would 
you most associate with 
[insert attribute here?”}

Mins per Pulse 
10



“I need to track effectiveness of our marketing 
campaign.”

Responses (weekly)
Including comments

500

Mins per Pulse 
8

QUESTION
Which marketing channels are 
most effectively getting our 
messaging across? How is this 
varying by location and by 
consumers of competitors?

[Prompt with logo]. “Have 
you heard of this brand 
before?”

SOLUTION
The insight and marketing teams 
at Itsu collaborated on a weekly 
Pulse to gauge effectiveness 
across channels. They applied the 
location and restaurant 
demographics.

OUTCOME
The teams were able to prove 
that the channels for the 
particular campaign were 
having in impact on overall 
brand awareness.

[To the ‘yes’ branch] “Where 
have you heard of this 
brand?”

[To each  the ‘yes’ and ‘no’ 
branch] “Which of the 
following attributes do you 
associate with this brand?”

Q1

Q2

Q3



“I need to test awareness and perception.”

Responses (weekly)
Including comments

1000

Mins per Pulse 
30

QUESTION
How does our charity sit with 
consumers and is our offering 
clear?

“If you were to donate to 
one of the following 
charities, which would it 
be?”

SOLUTION
Insight managers at the charity 
scripted a Pulse for 
quantifiable data to 
benchmark against.

OUTCOME
The team was able to validate 
digital marketing efforts over 
time by understanding how 
their charity is perceived  by 
consumers.

“What words would you use 
to describe _____?Please 
select all that apply. “

“Which services do _____ 
provide? Please select all 
that apply.”

Q1

Q2

Q3



Pulses 
2+ per week
2015-present

1000+
mins 
average 
response time 

12DECISION MAKERS
- Strategy Partner
- Strategy Director(s)
- Client Director(s)
- Strategist(s)
- Data analyst(s)

USE CASES
- Brand tracking
- Customer 
segmentation
- Concept testing
- New business 
pitching

‘OnePulse has become an invaluable way for us to quickly and 
reliably get genuinely insightful information from consumers.  
It’s an indispensable tool in the way we do business, offering 
genuine opinion data at scale.'
- Ed Beard, Strategy Partner

“How do I give my clients the ‘why’ behind the ‘what’?”
Digitas needed to get insight to their clients that validated their decision-making on a regular basis. 
To do this, they needed quality data at speed.



MESSAGING



I need to decide on a topline message.

Problem: Marketeers at Coca-Cola could not decide 
which topline message would resonate best with their 
target audience.

Solution: The team sense checked a few messages with 
their customer segment.

Outcome: Marketeers at Coca-Cola made their decision 
in a couple of hours, cutting out the need for a time 
consuming, lengthy research project.

1 Pulse

500
responses

10 minutes



UNDERSTANDING TARGET 
AUDIENCE



Consumer understanding & insight



“I want to learn more about our target 
audience to tailor our messaging.”
Philips was launching a new men’s razor in the US but wanted to understand men’s relationships towards 
facial hair & shaving.  They sent out a series of retargeted Pulses to men aged 18-44 in the US to learn more 
about their consumer base within a period of a few days.



“I need to understand customer pain points.”
Researchers at a large utilities company needed to understand how customers were feeling about the sector.

responses (x3)
Including comments

500

mins 
90

QUESTION
How can I understand how 
customers view their utilities 
provider while also asking 
about the problems they face?

“Which of the following 
companies do you consider 
to be the most trustworthy? 
Rank the following, with the 
most trustworthy at the 
top.”

SOLUTION
The team used OnePulse to get 
a better sense of customer 
perception.

OUTCOME
Researchers were able to 
understand how their sector 
was perceived and create 
messaging that spoke to the 
issues.

“Agree or disagree?
‘I trust utilities companies.’”

“What is the main reason 
that you do/do not trust 
utilities companies?”

Q1

Q2

Q3



“I want to communicate with a bespoke group of consumers 
regularly.”
The insight team at a large food supplier wanted to understand purchase motivations and likes/dislikes of customers of several 
different supermarket chains. 

Respondents per Pulse
Sent 9-10 times/week

250 

mins per Pulse
5-10

QUESTION
How can we understand competitors’ customers and 
customer motivations of different supermarkets better?

SOLUTION
The company worked with OnePulse to screen for customers of 
different supermarkets.  Distinct groups were then put into 
channels for the team to send Pulses to at any point.  The 
channels were refreshed on a quarterly basis.

OUTCOME
The food supplier was able to provide valuable insight to 
the supermarkets and also to shape their own offerings.



“I want to learn more about our target 
audience to tailor our messaging.”
Philips was launching a new men’s razor in the US but wanted to understand men’s relationships towards 
facial hair & shaving.  They sent out a series of retargeted Pulses to men aged 18-44 in the US to learn more 
about their consumer base within a period of a few days.



Bringing customers onto 
OnePulse



“I want to communicate with my customers regularly.”
Marketing and insight managers at a careers company wanted to communicate with their network on a regular basis for quick 
insight.

Respondents per Pulse
Sent weekly

1000

mins per Pulse
60

QUESTION
How can I speak to existing customers on a regular basis? 

SOLUTION
The agency sent a link to their email database which job 
seekers could use to join a private OnePulse channel.  
The careers company was then able to communicate 
with them on a regular basis, gaining valuable insight.

OUTCOME
3000 people have been deeplinked into the OnePulse app so 
far and the agency have been able to increase communication 
with, and understanding of, their customers.  The company 
refreshes the members in the channel on a quarterly basis by 
re-sending invitations to the channel.



FINDING MEDIA PERSONALITY 
FOR BRAND



“I need to decide on a personality to represent a brand”
- An account team at a creative agency needed to determine which personality was the best fit for a brand

responses 
Including comments

500

mins 
30

QUESTION
How recognisable are the 
personalities we have sourced 
for our brand’s target 
audience?

Check out the image above. 
Do you recognise this 
person?

SOLUTION
Account teams ran a number 
of Pulses to test recognition 
amongst the competitor’s 
users.

OUTCOME
The account team had data to 
back up their decision to select 
one of the personalities.

Which of the following 
words do you associate with 
this person?

Check out the images 
above. Which of these 
people do you recognise?

Q1

Q2

Q3



OPTIMISING MEDIA CHANNEL



“I need to decide on the best channel for content.”
Social media strategists at a global clothing brand wanted to decide on the most effective channel for their new campaign.

responses (x3)
Including comments

500

Mins (x3) 
20

QUESTION
Is Pinterest, Instagram, or 
Facebook the place that will be 
most effective in portraying 
our brand as a stylish, modern 
brand alongside our new 
campaign?

“Complete the sentence: my 
relationship with fashion 
brands on social media is 
_____.”

SOLUTION
The team used OnePulse to 
send people to each channel 
and get gut reactions on the 
new branded page and 
campaign.

OUTCOME
The brand was able to nail 
down a preferred channel as 
well as securing over 100 new 
followers on the channel in the 
first week.

“Which brand would you 
associate with the following 
images?”

“Check out a page by 
clicking the link below.  
Which of the following 
words would you associate 
with the campaign? Select 
all that apply.”

Q1

Q2

Q3



COMPETITIVE



“I need to test the effectiveness of multiple ads. How are we 
doing against competitors?”

QUESTION: The brand team at Tesco wanted to test 
what messages were getting through their ads and also 
which were driving the highest likelihood to purchase. 
They also wanted to know how this effectiveness 
compared with competitors’ advert effectiveness.

SOLUTION: The team used one Pulse per ad 
and asked if they’d seen it before, what 
people thought the key messaging was, and 
if they’d shop at the supermarket. They did 
this for both Tesco and competitors’ adverts.

OUTCOME: Tesco was able to directly 
compare results of several ads, resulting in 
the most effective going to market

“Before today, have you seen this 
advertising?”

“Which of these statements best 
describes what the advertising was 
saying about Tesco? (Please select all 
that apply)

“Which of these statements best 
describes how strongly the ad would 
make you consider Tesco next time you 
are shopping for school clothes?’



Competitive & marketing insight



Using Custom  Channels/Custom 
Channels



“I want to dig deeper into an audience segmentation.” (1/2)
The insight team at a media agency wanted to dig into attitudes of an existing segmentation of a 
prospective client and test ideas, activations, awareness, and perceptions against each.

Step 1
Identify segments via a screening Pulse.

Step 2
Segments were built into channels off of the 
screening Pulse using OnePulse’s Custom 
Channels features. The client could send Pulses 
directly to these channels at any time.



“I want to dig deeper into an audience segmentation.” (2/2)

Step 3 - Outcome
Identical Pulses were sent to each segment to compare/contrast. The agency impressed the client with their deep understanding of
their audience & won the business.  As part of the scope of work, the client receives 5 Pulses/month to go to each segment.

Sample Pulses



Company case studies



Client Case Study: 
Müller wanted to develop a way to iteratively narrow down concepts to what had highest 
likelihood of being successful in market.



Client Case Studies:  
Coca-Cola European Partners wanted a tool to be used across their insight and category 
function.



Client Case Studies:  
Marks & Spencer needed to get insight on new offerings, flavours, and packaging to take back 
market share from takeaway restaurants and grow their food retail business.



Client Case Study: 
J&J speaks to their core demographics for marketing insight for specific products.



Client Case Studies:  
Digitas wanted to redefine their customer insight offering in order to differentiate themselves 
from agency competitors in the space.



Client Case Studies:  
Santander wanted a lifeline to consumers that could be used across the business to stay ahead 
of competitors and quickly test new ideas, products, and features.


