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If reporting is an aspect of your research that you 
particularly enjoy or excel at, then the world is your 
oyster when it comes to running online communities.

Using Further’s technology, you’ll be able to 
reveal ‘in-the-moment’ insights, as well as 
more considered accounts from your research 
participants. There are plenty of exciting 
opportunities to flex your consulting and 
creative skills. You’ll be able to tell the ‘human 
story’ behind the numbers, using various  
media sources, all the time creating engaging 
insights that will attract wider interest across 
your organisation.

The prospect of data analysis, can be daunting 
(trust us, we hear this all the time, even from 
highly experienced researchers), and analysing 
and reporting community activities, like all  
forms of research, requires a carefully 
considered approach.

This is especially the case when we consider  
the various forms of conversation that 
communities are capable of sustaining, as 
well as the volume of comments that they can 
generate. Just compare the approach to focus 
groups – where only one conversation can 
occur at any particular moment, then consider 
how communities gather comments and 
feedback from each and every question.

Like many other aspects of community 
management, with appropriate planning and 
consideration you have the opportunity to 
maximise the pleasure and minimise the pain, in 
this vital aspect of project delivery. To this end, 
here are Further’s 10 essential tips to refine and 
get the most out of your analysis and reporting 
when it comes to handling your communities.
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1 BE REALISTIC ABOUT YOUR TIME
 It’s important to know how to use your time and ensure that you’re setting 

aside enough time to plan, develop and present the all-important analysis 
and evaluation. Looking for a rule-of-thumb estimate? One hour of an 
experienced researcher’s time should be set aside per PowerPoint slide 
generated.

2 COMMAND AND CONQUER
 Make sure that at the reporting stage you’re involving the moderators 

whom you’ve worked with throughout the course of the study – their 
insight into the analysis you need to present will be invaluable. Break down 
the bulk of analysis by segments and, where possible, delegate to other 
team members (to cover certain activities, for example) or gather insights 
amongst community segment members. Make sure that you arrange 
frequent catch-ups to keep everything on track.

3 TAKE A DEEP BREATH: CLEAR THE DECKS
 It’s important that you try and minimise distractions and give yourself the 

time you need to focus on the analysis. Try and block out diary time that 
allows you to really get stuck into the study, without interruption. 
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4 WRITE THE 10 THINGS THAT YOU THINK  
YOUR CLIENT SHOULD KNOW RIGHT AWAY

 Make sure that you do this before you get your head stuck into the 
analysis. If you’ve been moderating during the study, conversations will 
be fresh in your head and it is a golden opportunity to get the most from 
your responses.

5 DIVE RIGHT IN, BUT CHOOSE YOUR DIVING SPOTS CAREFULLY
 Once you’re ready, it’s time to get into it. Make sure you start off by 

choosing a logical order and prioritise activities to analyse. This doesn’t 
have to be the same order as your fieldwork, just one that makes sense 
against the outcomes you’re seeking, or the story you’re looking to tell 
the client. Make sure that you don’t lose sight of the big picture and get 
bogged down in data.

6 TAG KILLER QUOTES
 This one is easy. Make sure that you use the tagging facility in Further 

platforms to highlight various comments you would like to use in your 
client’s final deliverables.

7 CONSIDER SOFTWARE TO SUPPORT YOUR ANALYSIS
 Everybody has their ‘process’ and way of making notes during analysis. 

Mind-maps, and/or Post-it-notes, can be useful to illustrate emerging 
themes. Fortunately, there are now a variety of online solutions that can 
support this including a number of free apps. This software not only helps 
to keep your desk space tidy (and your desk neighbours happy) but also 
offers the opportunity to share ready-packaged digests and deliverables 
to the client as a basis for topline reporting discussions.
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8 CONDUCT ANALYSIS BY SEGMENTS
 Throughout your analysis, develop your knowledge of the mainstream 

consensus view (if such a view exists), then seek to compare and contrast 
groups of individuals whose attitudes and behaviours might vary on the 
basis of their segment criteria and demographics. Sometimes in NPD/
Innovation it can be useful to pre-identify extremes/outliers, or identify 
these individuals on the basis of their engagement. What makes these 
individuals different and/or unique? Sometimes, drawing comparisons  
can give your client useful clues on next steps to inspire innovation and 
future concept and product developments.

9 DOES YOUR TOP 10 LIST STILL MAKE SENSE?
 Keeping this list in your mind’s eye, check the analysis against it and,  

if needs be, revise the list accordingly. Why not share the list with your 
client once you’ve sense-checked it? Another way of doing this is to  
show a colleague what you’ve been up to and let them critique it from  
a ‘so-what’ perspective!

10 REMEMBER ‘THE POWER OF ONE’
 Tell stories about real people, not community members, participants  

or respondents. Remember you have the opportunity to combine 
feedback in a variety of different forms (from showreels, to images, to  
key comments) to amplify the human voice and enable your research  
to engage wider stakeholder groups across the business.
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Contact us
For further information and to find out how Further’s pioneering 
online qual research software and support services can help  
you do better online research, call us on the following numbers.

UK: +44 (0) 20 3515 3301  /  US: +1 310 853 6986

Visit our website at: go-further.co

Bonus tip! 

11 LOOK FOR INTERESTING WAYS TO ENGAGE STAKEHOLDERS
 Research industry representatives bemoan the use of PowerPoint, but it 

remains a popular choice for presenting. Try to think out-of-the-box when 
it comes to enhancing stakeholder engagement.

 A project carried out by Further for rice brand Amira, involved creating 
postcards addressed to the company CEO highlighting what consumers 
considered to be the company’s priorities to support the launch of their 
brand of super-premium rice.  

 Other projects have created mock bedrooms and living rooms to bring 
customer segments to life using qualitative research.
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