
How Generative AI is Transforming the 
Consumer Insights Industry

Neeraj Arora

University of Wisconsin-Madison





https://www.bcg.com/publications/2023/generative-ai-in-marketing

https://www.bcg.com/publications/2023/generative-ai-in-marketing
https://www.bcg.com/publications/2023/generative-ai-in-marketing
https://www.bcg.com/publications/2023/generative-ai-in-marketing
https://www.bcg.com/publications/2023/generative-ai-in-marketing
https://www.bcg.com/publications/2023/generative-ai-in-marketing
https://www.bcg.com/publications/2023/generative-ai-in-marketing
https://www.bcg.com/publications/2023/generative-ai-in-marketing


4



Large Language Models in Marketing Research: An Adoption Framework
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Research Questions We Ask

● Investigate how LLMs could be used for qualitative and quantitative marketing 

research 

● Study the possible role LLMs could play in

○ Recruiting respondents, Collecting data, Analysis 

● How well do the synthetic respondents perform vis-a-vis data provided by 

humans

○ Qualitative, Quantitative 
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7 Generated by DALL-E.

Qualitative research

Objectives:

• Insights on Friendsgiving 

via real-life language, 

emotions, experiences, etc.

Methodology

• Online in-depth interview​



Human Evaluation: Prolific Study
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Qualitative research: What we find

● LLMs generated new themes from qualitative data that humans did not 

● LLMs as analysts are comparable to humans

○ Key ideas, themes, summarizing

● Human-LLM hybrids appear to outperform human-only or LLM-only 

alternatives 

● Upshot: The future of qualitative marketing research is hybrid

○ Humans and LLMs contribute complementary strengths
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LLM as an Interview Moderator
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Innovative companies
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LLMs for Qualitative 

Research: A Road 

Map
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Quantitative research (Refrigerated dog food)

Objectives:

• Know attitudes toward the 

product

• Purchase likelihood, Liking

Methodology

• Online survey, n=600



Evaluation Criteria of generated survey
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1. Are mean of scores similar?

2. Are variances of scores similar?

3. Are scores consistent internally?

• LLM1: Zero-shot 

• LLM2: + In-context learning with historical data

• LLM3: + Retrieval-Augmented Generation (RAG)



Concept evaluation: Purchase likelihood, Liking, Uniqueness
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Attitudinal measures
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Quantitative research: What we find

• A zero-shot LLM picks the answer direction well, but the generated 

answers are biased and are less heterogeneous

• In-context learning with historical questions and answers + RAG help 

LLMs generate better answers

• Gains in heterogeneity, internal consistency
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Two innovative companies
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LLMs for 

Quantitative 

Research: A 

Road Map
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How GenAI is Transforming the Insights Industry

● Faster, Cheaper Insights

○ More frequent, timely research

● Digital twins will have an increasing role to play 

○ Better research

○ Interactive research (persona chatbots)

● Qualitative research at scale will see growth

○ Richer insights
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Thank you!

neeraj.arora@wisc.edu

linkedin.com/in/neeraj-arora100
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