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Question: How long does it typically take to analyse 
a topic using Quid?

It depends a lot on what kind of analysis you are doing. If the text you are analyzing is very straight 
forward it can take 2 hours, if you analyze something fairly complex like reviews that touch upon 
many topics at the same time the tool will require more of your input and human judgment. I 
usually reserve half a day to a day for complex and bix review analyses. Generally, for news and 
public media, I need about 1-2 hours, that is also assuming you are quite comfortable with the tool. 
In the beginning, it definitely took me longer.

Question: How do Quid and NetBase fit together? 

Netbase is the social analytics arm of the platform, while Quid is more of a media intelligence tool, 
giving an end to end suite for qualitative and qualitative data analysis driven by AI, with NLP finely 
tuned for both social (NetBase) and long form content (Quid).



Question: Where you able to use crisis? Many travel 
companies lost a big part here?

We definitely use the analysis during the crisis too. What is nice about our framework is that it can 
be reused and the data can be benchmarked over time, as I have also shown in the slide 
"Performance tracker" but we also measured consumer sentiment in other ways where we just 
looked at social media such as Twitter and analysed what topics are people mostly talking about 
and based on that derived our next steps. 

Question: What other databases does Quid Index? 

LexisNexis Global News + Broadcast Data, Patents, Companies, Earnings Calls and the ability to 
upload your own data.



Question: Could you tell us a bit more about how 
you scraped those TripAdvisor reviews? 

When we started with the first test sample we scraped the data manually with a programming tool 
(such as Python) and then loaded the dataset into Quid. Today, the tool already offers that function 
so you don't have to scrape it manually but you can just tell it you want to scrape TripAdvisor, 
Twitter, etc. and it will automatically load it in a network for you. It will still need some cleaning 
and refining of the categories but it cuts one step.

Question: How did you determine the action steps 
for each of the quadrants?

We did so firstly based on our leading variables (relevance and sentiment), which already offers a 
lot of direction. E.g. if you see something is a major pain point (customer is not satisfied) that is 
crucial to the customer it doesn't make sense to not solve it. Secondly, we also dug deeper into the 
reviews to find patterns and look for context. 



Question: Is there a way you could recommend/suggest to collect 
data as a small business with *very* few resources? 

I wouldn't limit your analyses to your own company or your own industry. You can also do 
competitor benchmarking and look what are your competitors doing, what do customers like about 
their product? What features do they have that prove successful? You can also perform these for 
your industry and if you want to truly innovate look at industries and markets that could 
potentially present an entry market and look there for new features and innovations. Take the 
example of Zoom who didn't limit itself to video calls and now started competing with event 
management companies with its new Virtual event tool.

Question: It's interesting to categorize those items. but how then do you 
prioritize on which ones you work? 

It surely depends on what is your focus at the moment but we generally recommend to start with 
the category Solve - so must-haves that are a pain point and solve those first. Afterwards, you 
should look whether there are categories you need to Surpass. After that I would recommend 
looking into Match or Optimize but as I said it really depends on what is your business goal. 



Question: What would be the percentage of solicited and 
unsolicited sources data? 

I wouldn't say there is a specific percentage or ratio you should try to achieve. The point is rather, 
try to collect and explore feedback on several fronts, not just one. Then you need to determine for 
yourself what source brings most value to your business if you must but I think only with a 
combination you can get a full and accurate picture. Often you'll also see that the different sources 
might actually differ because you might be addressing different audiences (eg. more digitally native 
customers use TripAdvisor) but in that sense the data sources complement each other so probably 
would be wisest to base it on the strength of each customer segment.

Question: Trust and loyalty can be so difficult to measure but so important 
as we move to a more digital world, I would love to hear about how you 
measure the impact of these insights after you put them into practice?

The beautiful thing about Quid is that you can also tell the tool what topic do you want it to watch 
out for. You can search for keywords related to loyalty and trust or look up campaigns that lead to 
increased trust and loyalty (higher positive sentiment) and cluster these together. And after you 
release a specific feature that is aimed at improving trust, let's say Lufthansa would launch a new 
voucher platform, you can just search your everything related to your "brand name" + 
"product/feature" ("Lufthansa" AND "voucher platform")



Question: Is the Relevance/Sentiment matrix something NetBase
Quid calculates for Lufthansa, or is this something Lufthansa does?

The framework and the matrix was developed by the Lufthansa Innovation Hub but we encourage 
you to apply this to your own business because we believe that is how we can drive innovation in 
the whole industry - with open resources and knowledge sharing. I wrote an extensive analysis 
about how I did the analysis here.


