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LASTING COVID IMPACTS

GLP-1 GROWTH

CHANGING FOOD POLICY

TARIFF IMPACTS

CORPORATE BACKLASH

LOW INCOME
SUPPORT CUTS

CONSUMER STRAIN



Research must keep pace:

insights in days, not weeks.
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Why? 

● Talked to 100 consumers in 1 day!

● Speed allows us to set the pace with 
the business

● Video clips helped the work land with 
more impact

● Engaging with AI 1:1 allows 
consumers to be more vulnerable, 
especially around a more sensitive topic

How we used Listen to interview GLP-1 users
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Decision-making impact at Nestlé

● Marketing 
positioning/strategy

● Product development
● Understand influences across 

consumer journey
● Holistic understanding of 

real-life, individual customers





Example findings: what GLP-1 users are craving in hydration





New package testing with Listen 

• 200 interviews over video done in 24 hours

• Both qual and quant questions used to rank 4 concepts

• Understand the qualitative nuance with quantitative rigor 



A quantitative overview...



...and qualitative insights too



AI: "You mentioned using half to a full bag of cookies. 
What do you typically do with any leftover morsels?"



AI is not perfect - it’s important to understand its strengths as well as 

areas where it is not a fit

Areas where AI is stronger

✓ Early-stage qualitative guidance, including 

✓ Concept testing 

✓ Creative evaluation

✓ Qualitative customer feedback

✓ Exploratory research

✓ Brand perception

✓ Research with hard-to-reach audiences 
(children, difficult geos etc.)
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Areas where AI is stronger Areas where AI is weaker

✓ Early-stage qualitative guidance, including 

✓ Concept testing 

✓ Creative evaluation

✓ Qualitative customer feedback

✓ Exploratory research

✓ Brand perception

✓ Research with hard-to-reach audiences 
(children, difficult geos etc.)

❑ In-depth insight mining qualitative (in person is 
better)

❑ Where nuance is needed on specific topics or 
stimuli

❑ Complex quantitative research and analysis 
(e.g., max diff.)



Scale
Best of both quant & qual

Why Nestlé is investing in AI research with Listen

Speed
More insights, earlier

Cost
Reduce cost barriers



Video demo?
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