
Communities are a powerful immersion tool.

They delve right into the lives, minds and 
hearts of people – whether that’s a niche 
group of leading-edge consumers, or a huge 
span of hard-to-reach audiences across 
multiple time zones. 

Here at Crowd DNA, we’re not actually new to 
communities, we’ve been using them since the 
beginning in lots of different shapes and sizes 
(and countries). Even so, we like to go beyond 
the obvious and explore new ways in which 
they can meet commercial needs. By reframing 
communities as cultural hubs, we’ve uncovered 
ongoing trends and insights from across the 
globe, and discovered lots of exciting 
opportunities along the way. 

Cultural Insight Hubs

Innovation Journeys

Flexible Audiences

Delivering Impact

Cultural understanding forms the backbone of any 
community project. We see it as an opportunity to build 

ongoing relationships with different audiences, all 
connected around a common theme. Communities 

provide trackable data and the chance to map trends 
across markets and countries (as well as closer to 

home). By celebrating them as insight hubs, all this 
cultural understanding is brought to the surface – and, 

ultimately, decisions are never made without context. 

While communities can, of course, be used to talk to 
existing customers, the joy comes from mixing it up. 

Recruiting leading-edge or alternative audiences means 
adding members who can ignite discussion and new 

cultural references. Experts can refine academic 
understanding and influencers can spice up specialisms. 
Asking members to chat to their wider circles also helps 

shift the focus – and provide an even deeper 
understanding of their passions and influences.

Socialising the community findings is key to building a 
successful insights hub. Whether that’s through 

broadcast-quality film, digital magazines, interactive 
workshops or immersive events – getting the insights 

the attention they deserve comes from creating 
impactful content that flows naturally through a 
business. After all, the more exposure, the more 

actionable and engaged a community (and the brand 
connecting with it) will be.

 

Communities are not only fast and iterative 
environments, they’re also a live conversation. By 

continuously speaking to participants, we identify gaps 
in their lives and the most commercially viable 

opportunities to fill them. Concepts and ideas can then 
be co-created with members to inform new 

developments or push boundaries, and actual potential 
can be assessed at any stage. After all, communities 

make for great testing grounds.

Not just consumer analysis one-offs

Informing, and re-informing, the pipeline 

Changing crowds to get the right answers

A community should never exist alone
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