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Christi Walters is the Principal of Consumer Products at Gongos Research. As a principal
and owner of Gongos Research, Christi has been integral to the growth and
diversification strategy of the company since it opened its doors in 1991. Kristin Lozon is
the Manager of Consumer Insights and Strategy at Domino’s Pizza. Kristin currently
oversees all consumer and market research related initiatives for the company.

Kristin, first can you tell us how did Domino’s first decide that communities were an
area in which they wanted to focus research initiatives?

Kristin Lozon: Sure, we’re always looking for I’d say new innovative methods to help us
conduct our research we are a very small department at Domino’s, so we’re always
looking for new innovative ways to reduce time and costs yet still yield actionable
insights and information that we can use to develop new products, services. We are
aiming to get quality event from our consumers. So | was at a Market Research Event
about six years ago, and there was some talk of web communities and their value and
specifically | remember one conversation that | was having with the gentleman from
General Motors and talking about the cost savings, quick turn around time and the value
that web communities were to his organization and so | start to look into it. | found that
here were some companies who had just starting using or offering web communities as
more of a platform. They had the software platform offered to utilize to get in touch
with your constituent, but there were other companies like Gongos that were taking it a
bit further, not just offering up the platform, but also offering the tools and the insight
from a research perspective, and that’s how we ended up partnering up with Gongos. |
actually needed someone to help me from an innovative and research method, as well
as gathering insights and helping to communicate them back to me versus just a host.

What have you learned from your experiences with community research to date?
Christi Walters: Oh gosh, you know it’s really surprising how much more you can really
do with a research community. To give you a couple of examples, research communities
allow you to have really quick turn around of information. So rather than spending



weeks and weeks developing a plans and executing and ad hoc research, you can do
research within a matter of hours and even days instead of the weeks that are
sometimes involved. It also allows for the research company and Domino’s and some of
their marketers to have 24/7 access to their consumer target. Since this is the internet,
people can do it on their own time, at their own speed, in their own environment which
often allows consumers to be more expressive and open with their own opinions.
Sometimes they tell us stuff that sometimes were really not sure we want to know. You
can also research hot topics as soon as they come up. For example, you know those ad
hoc things that you’re in a meeting and someone says “Gosh it would be great to know
this.” [When you have an online community you] have convenient sample allows you to
just run back, make a phone call, and within 24 hours you can have that topic posted
and ready to go. You can also, in that same vain, you can also have some provide some
critical information to support some decisions that might otherwise be made without
the benefit of having research to back up the decisions. The consumer insights can be
invaluable. We try to be as in touch with the consumers as possible, there are often
times when a bad decision is made. A community can really help you to make really
informed and good decisions.

And then finally, | think communities, especially research communities really help you
build a great amount of excitement. And in an essence, communities help build loyalty
around brands. So with the Domino’s community, we started on an unbranded
perspective, and we asked all the questions we need to ask from and unbranded, clean
slate perspective, but then at some point during the running of the community, we
expose that it’s Domino’s. Then our folks in the community we get super excited about
Domino’s and become those brand advocates that at the end of the community, know
they’ll become.

In your opinion is community research as cost effective as people think?

Kristin Lozon: | would say it’s probably even more cost effective than people think. |
mean you can put together the dollars and cents and | can talk to that in a minute, but |
would say it goes beyond just the dollars and cents. And in terms of value, it’'s more than
just the money, it comes down to the time savings, and also the connection you have
with you consumer base. And this is one way you can actually feel like you’re getting
real insight from them from various different methods of approaching them. You not
only can get information back like you would form a survey, but you have dialogues and
online chats. You really hear what they have to say and what they’re thinking in their
own words.

We also have a part of the community called the “Coffee House” where they can talk to
each other. And it’'s amazing how much you can learn by seeing what they have to say
to each other. So you're really getting the real side of the consumer and getting to know
them. And that’s | think is the most valuable, and that was something that we really
wanted to do. (We wanted to really know and understand them from) where they live,
and how they speak versus how they speak versus just answering our survey questions.



And so it’s really hard to put a dollar amount on that, but | would say, since people are
really interested, in terms of dollars and cents if | look at our research budget, | probably
wouldn’t have been able to gain half the insights that we typically were able to gain
through the community. If we put together some of the qualitative dialogues and
guantitative surveys that we’ve done over a year, and add that up to about 90 different
topics through both qualitative and quantitative. The cost to research those same
topics on an ad hoc basis, we’ve probably saved over half a million dollars in one year.

How have you been successful in measuring the effectiveness of your research
initiatives in communities?

Kristin Lozon: | would say from a Domino’s perspective, the continuous involvement
and interest from our executive team, as well as my peer group from various
departments, we get question that people ask us to pose to our community members,
from product development to brand managers to our operations team, so we’re getting
guestion from various departments continuously. They are very interested in and
excited to receive the reports. We’re adding more and more people to our distribution
lists for our summary reports, and you know they’re reading them because they come
back with additional questions. This is just awesome, we love to have this happen. So |
think from that perspective, we know that the internal constituents are very happy and
interested in it, so that says to me that it’s been very effective. Gongos actually helped
us promote the community through the organization by providing us with little Post-It
notes that had the name of the community on it. So what we did was after presenting
insights from the community, we passed the post-it note to the, a deck, to each person
in the room. There were 50 or so people in the room at a time. We gave them each a
stack of post it notes. And we said “Hey, whenever you have a question that you need to
ask, or that you want to know the answer from the consumer, just write it on the Post-it
note and drop it by my desk.” It was amazing how many people came back for more
Post-It notes, how many Post-It notes were at my desk. So you know that people are
utilizing it and that they’re getting valuable information from it.

Christi Walters: And | would say from a Gongos Research perspective, one of the ways
we’ve been able to measure the effectiveness of the communities, and oftentimes, we’ll
engage with a client for a six month period. Where they’re not sure if its’ going to be
going for a year, so we say, OK Let’s try it for six months. And | say a hallmark for
success is the majority of the time, our clients will up it for a year period. The other
hallmark of success for research communities is the creativity that we’re able to do.
We're able to not only do the basic dialogues or surveys, but we have really spanned the
gamut of what we’ve been able to do in terms of product placement, executive chats,
some booster sells in key cities where we can go and do in-person research. We've
done countless other very creative elements of research and really added to the essence
of what a research community can give you. So that’s kind of how we measure success.
We’ve been so blessed with clients like Kristin, who have allowed us to stretch the
parameters of what a typical research community can do. And every time we stretch,



we learn a little bit more. And as we learn a little bit more | believe our communities
become more effective.

Kristin Lozon: One other thing I'd like to add, | think I kind of glossed over it, it’s very
important. | know that the community is successful and that people believe in the
information they’re getting because we’ve used it to make some really critical decisions
in the organization. | think that’s very important to note. We have actually tested some
scripts or early stage advertising and we’ve made go/no go decisions based on the
results from that. We’ve tested some new product and promotional ideas and again,
made some changes to what we were going to originally produce or launch or scrapped
it all together or when there’s different direction based on the information we’ve
learned from the from community.

Do you think community research is here to stay?

Christi Walters: You know I'd say absolutely. We’ve been doing research communities
now for five years. We’ve learned a ton over the five years. And now we’re just
beginning to understand more of the breadth of the research applications that you can
do via community. We're really careful to say that this isn’t a one-size fits all. It’s not a
solution for every kind of research. There’s still a place for the traditional marketing
research approaches that we use. We are using research communities as a platform for
understanding consumer needs, understanding how products fit into their daily lives,
having respondents interact with products, using them to co-create with clients like
Domino’s, and spurring new and innovative ideas, we use them to evaluate concepts
and advertising. We're able to bring into media feeds, and allow people to react to
what may be going on in the outside media. And as the years go on, we’re finding that
even more and more creative applications to use the community for. In fact, | think as
we think into the future, our research, innovation and technologies team are thinking
ahead and we'’re adding on to the platform. We just launched the 2.0 application of the
platform. With many many enhanced applications such as social networking and easier
ways to manipulate the data from a user perspective. As we look further into the
future, there may be applications where you can use your telephone devices, and
enhanced ways to put on visuals either still photos or digital video interfaces, so there
are many many applications as we move into the future.

Kristin Lozon: From a corporate perspective, | would as, as timelines are constantly
shortened, we need to continually innovate. It’s very helpful to tap into the voice of the
consumer and have them help us better understand their needs. It really shortens our
development process considerably; | don’t see that changing anytime soon. Consumers
know more and want more and expect more from companies. And for us to be able to
truly engage with them at a level that we really can’t do for other methods, and for us,
certainly, and for the decisions we’ve been able to make with it, web communities are
here to stay.



We'd like to thank Christi and Kristin for speaking with us and a very special thank you to
our listeners. Be sure to follow us on Twitter at twitter.com/tmre.

See you in October!



