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Capabilities summary and compilation 
about what A.I-powered insights and 
millions of unsolicited digital discussions 
reveal about the impact of COVID-19 across 
diverse population segments.

http://www.cien.plus/


Applying our Culturintel tech-enabled algorithm to 
proactively keep a  pulse on the emotional, physical and 
economic needs of people across genders, ethnicities 
and generations based on the analysis of millions of their 
authentic and unsolicited digital discussions- as they 
happen across platforms everywhere.

Innovating in 
response to 
COVID-19

COVIDimpactmeter.com 

http://www.covidimpactmeter.ccom
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DISRUPTING CONSUMER RESEARCH WITH A.I. POWERED CULTURAL 
INSIGHTS THAT GO BEYOND TRANSACTIONAL DATA OR SURVEYS

TURNING THE DIGITAL VOICE OF 
THE PEOPLE INTO ACTIONABLE 
INSIGHTS BY SEGMENT

We are disrupting the world of market bringing agility, scale 
and depth in insights in real-time.

Our proprietary methodology uses leading AI, machine learning 
and big data tools to harvest and turn all available open-source 
digital discussions into actionable insights and decision journeys 
across segments, globally.

Trusted by 



The context: 
Traditional access to insights is being 
compromised and the need for speed is 
crucial to decision-makers

While...people’s personal, psychological, and economic 
pain-points, needs and expectations are shifting faster than we 

can keep track of to proactively serve, respond and stay relevant.



About the methodology
CulturIntel uses an advanced software platform to mine and structure  
unstructured, qualitative data for insight and intelligence. The  
CulturIntel big data and AI suite of tools, scrapes and listens to  
conversations online wherever they are occurring, and examines who is  
talking, where users are talking, and what they are talking about.

CulturIntel’s strategy and data science team identify relevant topics/  
themes to mine to support the main body of research. Advanced 
search  techniques are applied using Web spiders, crawlers, and site 
scraping.  CulturIntel then extracts topical data, tag data with the origin 
and user,  and create a large, unstructured ‘big’ dataset. The data 
collections  occur across various sites where relevant discussions are 
taking place,  over a complete range of social discussion channels, 
including sites  directed toward selected segments and directed by (but 
not limited to)  our predefined phrases, topics, and questions.

After completion of the comprehensive data collection, natural  
language processing, text analytics, and social data mining are  
employed to examine previously described and undescribed patterns 
in  data. These analyses will be human-assisted and include repeated  
training, testing, and reviewing of the program output by CulturIntel in  
partnership with the client's designated research team as needed. In  
this thematic analysis, we tag and sort data, determine key motivations  
of topics being discussed, and assigned an underlying drivers and  
barriers when possible throughout decision journey stages. Finally, the  
CulturIntel strategy team outlines implications and recommendations  
based on insights discovered and also a graphical visualization of key  
findings is completed and delivered.

Web crawlers/ scrappers: (Google technology- performing archiving 
pre-  programmed collection of website/topic/discussion data: 
copies and  saves the information as it goes)

Text mining/analytics: refers to the process of deriving high-quality  
information from text. High-quality information is typically derived 
through  the devising of patterns and trends through means such as 
statistical  pattern learning. (theme modeling, topical frequency, 
named entity  recognition, event extraction)

Natural language processing: Natural language processing (NLP) 
is the  ability of a computer program to understand human 
speech as it is  spoken. NLP is a component of artificial 
intelligence (AI)

Profile crawlers: designed to extract information from online profiles

Cognitive Computing (tagging/learning for automated 
classification of  large datasets)
• Artificial intelligence
• Machine learning/tagging

Search bots: used to analysis search behaviors and related motivations

Review crawlers: designed specifically to crawl/aggregate and 
extract  insight from all the various review sight protocols

Business intelligence suite: tools to manage, optimize and 
aggregate  disparate datasets for seamless insight extraction

Tools used



2. Cluster, segment and
discover discussion patterns using AI, 

NLP and text analytics

TOPICS

PSYCHOGRAPHICS

TONALITY

CONTEXT

3. Visualize and report  
cultural insights, drivers and barriers 

to behaviors and mindsets at scale

MINDSET

SENTIMETER® JOURNEYS

1. Harvest all available and relevant 
unstructured open-source digital 

discussions everywhere they happen

Our process in 1-2-3

Cultural intelligence®
Across segments and geographies globally



CANCER 
TREATMENT

BARRIERS
Based on two analysis of digital discussions about cancer treatment PRE 

(3/1/19-3/1/20) & DURING (3/1/20-5/13/20) COVID-19 outbreak
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DATA SOURCE PROFILE
Where are discussions taking place?

Message Boards      
Topical Sites
Social Networks              
Content Sharing
Blogs
Comments

CulturIntel analyzed  

8.9M
conversations about 
barriers to Cancer 
Treatment PRE COVID-19 
outbreak

WHERE DO PEOPLE DISCUSS BARRIERS TO CANCER TREATMENT 
PRE & POST COVID-19 OUTBREAK

Based on two analysis of digital 
discussions about cancer treatment PRE 
(3/1/19-3/1/20) & DURING 
(3/1/20-5/13/20)
COVID-19 outbreak

33%

29%

6%

13%

10%

N=8.9M

CulturIntel analyzed  

1.8M
conversations about 
barriers to Cancer 
Treatment POST COVID-19 
outbreak

PRE POST
Hispanic 579K
AfAm 863K
Boomer 211K
Millennial 858K

Hispanic 157K
AfAm 201K
Boomer 98K
Millennial 57K

9%

31%

30%

13%

21%
N=1.8M

2%

3%



WHAT ARE THE OVERALL BARRIERS TO CANCER TREATMENT PRE & DURING COVID-19?
Based on two analysis of digital discussions about cancer treatment 
PRE (3/1/19-3/1/20) & POST (3/1/20-5/13/20)COVID-19 outbreak

Emotional

Situational

Access

Beliefs

Financial

HCP Issues

PRE COVID-19 DURING COVID-19

2x+

N= 8.9M N= 1.8M

Access to treatment has 
become the #1 barrier, 
growing 2x

3/1/19-3/1/20)  (3/1/20-5/13/20)



WHAT ARE THE BARRIERS TO CANCER TREATMENT PRE 
COVID-19 AMONG SEGMENTS?
Based on two analysis of digital discussions about cancer treatment 
PRE (3/1/19-3/1/20) & POST (3/1/20-5/13/20)COVID-19 outbreak

ETHNICITY GENERATION

N= 579K N= 863K N= 211K N= 858K

Emotional

Situational

Access

Beliefs

Financial

HCP Issues

Situational Emotional



WHAT ARE THE BARRIERS TO CANCER TREATMENT DURING COVID-19 BY SEGMENT
Based on two analysis of digital discussions about cancer treatment 
TIMEFRAME: DURING COVID-19 (3/1/20-5/13/20)COVID-19 outbreak

ETHNICITY GENERATION

N= 157K N= 201K N= 98K N= 57K

Emotional

Situational

Access

Beliefs

Financial

HCP Issues

Access

HCP Issues
1.7x greater

Access is a 
shared #1 barrier 
to treatment

Issues related to 
HCP issues 
(interaction, 
relationships and 
communication) 
are 1.7x greater 
for minorities 
versus others. 
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