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Discuss = Market Intelligence on a global scale

Insights platform + services for more qual research, your way

Examples of global brand customers & recognition

Extensive Services

(across every project)

• Live tech support

• Project management

• Recruitment

• Screener writing

• Report writing
InterviewRecruit Project Translate Insights

One Global Platform

Leverage Genie Experience Agents

Do In-Depth Research Analyze Findings

Human-led  •  AI-led  •  Uploaded Themes  •  Quotes  •  Sentiment  

•  Charts  •  Highlight reels

InterviewRecruit Project Translate Insights



Collecting “always on” 
feedback is hard

The biggest 

challenges to 

building a people-

centric culture Understanding global  
audiences is inefficient

Difficult to deliver 
insights fast



Market Insights Shift at Danone

From To>

Instant access to in-depth (the why) 
perceptions across target audiences

Tech-forward market insights
(AI + human approach)

Low fidelity insights (the what)

Consumer insights are time 
consuming and effort intensive

Siloed data and difficulty 
sharing insights across teams

One global consumer insights hub





How Danone is Driving This Shift



Step 1 - we needed a scalable global solution

Leveraging proven tech was critical - used by peers, powerful yet easy

Our needs

Enable anyone to understand target audiences

One central place for all global market insights

Budget-friendly approach to fast, in-depth customer feedback 



• Save key moments in a click

• Create highlight reels in the platform

• Interactive discussion guide

• Enable an unparalleled observer UX

• Whiteboarding and stim sharing

• Mobile screen sharing

• Organize key takeaways

• Auto-transcription and subtitles

• Insights agent summarizes feedback

Human-led feedback sessions

Even our most senior execs (including CEO) are engaging



• Snackable insights - by task or respondent

• One click to add to highlight reels

• Instant translation to English, if needed

• AI auto-probing to surface deeper motivations 

and context

• Global recruiting included

• Analyze insights instantly with GenAI

• Better, larger pool of respondents - complete 

questions on their schedule

Self-paced feedback activities

In-home usage testing, unboxing, shopalongs & more



Insights on-demand

➔ Ask questions, get answers

➔ See suggested relevant quotes

➔ Get handed clips that the agent 

thinks are highlight reel worthy

➔ Get the agent’s POV on top themes

➔ Glean perspectives across 

audience segments

➔ 1 click to watch the clip, add to 

highlight reel

Insights Agent analyzes feedback across self-paced and live research



Step 2: Create a global people-centricity program to 

unleash the power of 1-to-1 consumer connection



CREATE A 
DANONE
ALWAYS ON 
CONSUMER-
CENTRIC 
CULTURE TO 
INSPIRE INSIGHT-
LED GROWTH



We started with being center stage at key internal executive summit



We created in-person events to promote globally

Whilst sessions were being shown, Danoners were able 

to learn about:

● Consumer Centricity

● How to Request Projects on Discuss

● How to Moderate Sessions in the platform

● Moderation Do’s and Don'ts

● Best Practices when Observing Sessions



Our training helped people get comfortable engaging



And we gamified it!

Inspiring ideation and communication

The top 3 brands (most number of interviews) 

gifted a BRAND LOVE BOOK containing a 

goldmine of consumer testimonials/verbatim and 

key themes on why they love our brands.



Critical element: senior leadership engagement

Listening to consumers and talking to 

them as people always reinforces my 

conviction that consumer connection 

needs to be a part of our Danone way

of doing business and should be done 

much more systematically using the 

efficient and effective tools and 

resources at our fingertips – both online 

and offline.

Antoine de Saint-Affrique

Danone CEO

“

”



The Impact We’re Seeing



Our efforts are paying off!

25
Countries

400+
Interview 

hours 

recorded

700+
Respondents

800+
From Danone 

engaging

600+
Instant 

summaries to 

burning q’s

5,000+
Saved moments

More in-depth understanding in 6 months than in the 

previous 6 years

GenZ perspectives

Motivation for almond milk

Pharmacists feedback on medical 

nutrition-related purchases

Moroccan perspectives 

on yogurt
Ramadan insights

Feedback on specific brands



Example: In-depth conversations on sustainability 

Goal - go beyond the investigation of our hypothesis around «action 

of self» vs «expected corporation action»

Use case

Iterative hypothesis 

testing

Initial focus

Explore a single tension

Outcome

Learned about multiple 

tensions that people had



Example: views related to Danone products and 

Ramadan from Kazakhstan

With Discuss’ online platform, participants felt more comfortable sharing

Biggest Aha moment

Consumption trends/needs change pending how Ramadan falls on the calendar:

➢ Hotter Ramadan they look to hydration before their fast

➢ Colder Ramadan they look for satiation and nutrition products like our 

flavored spoonable yogurts, RTE desserts and full-fat SKUs



Brand Love & Sustainability Initiatives

Brand Love Projects

Teams involved:
★ SIA

★ Morocco

★ Japan

★ Dairy

Sustainability Projects

149
sessions

Top Brands:
★ Activia

★ Danonino

★ Danone Dairy 

Yogurts

Teams involved:
★ Waters

★ SIA

★ Sustainability 
(SIA)

38
sessions

Top Brands:
★ Waters (non-

specific)

★ Danone Dairy

Markets:

Markets



Thank you!

For a copy of this presentation and 

a chance to win a pair of Ray-Ban 

Meta Smart Glasses:

• Scan the QR Code

• Visit booth 506 for our live 

drawing at 6:00 PM today!


