


Oh, this is LIT.
The World’s Largest Focus 

Group…on Edibles

CASE STUDY
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Most brands only 
see social media 
data trendlines

Most brands only see social 

media data trendlines
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The real value 
in social 

media 
listening is 

digging deep, 
well beyond 

the trendlines.
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How do we get ahead of percolating issues?
How do we control the conversation?

Who are the standout voices?

What are the hot buttons making 

noise? Delights? Pain Points?

Are there new uses? 

Compensating behaviors?

5555

What are our competitors’ 

strengths vs. ours?
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What Are 

Consumers Saying 

Online About 

The Makery 

Edibles?



Is there more to this? Is this a “thing?”
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✓ Coverage of unlimited social media data (450 million 

daily documents), 8 social media sources: Twitter, 

Blogs, Forums, Product Reviews, Website Comments, 

Reddit, RSS, YouTube, 

✓ Three periods of time in the past year

✓ Across the U.S.

✓ Examine the themes, read the posts (randomized 

sampling for statistical reliability)

✓ Organic emergence of 24 themes and clusters!

June 2020 –

Aug 2020

20,577 posts

Nov 2020 –

Jan 2021

(Launch NV)

12,109 posts

Feb 2021 –

May 2021

12,955 posts
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The Good News: There is no 

criticism of The Makery 

edibles’ potency online

The Bad News: There is almost 

no conversation of The Makery 

edibles online at all

Below are examples of the only mentions about The Makery.



Analysis revealed the prominence of potency-

related topics

10

June 2020 –

Aug 2020

Nov 2020 –

Jan 2021

Launch NV

Feb 2021 –

May 2021
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1

Discovery: hang with the deliverers
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“LEVELS”

Beginners vs. experienced users

CRAFTSMANSHIP 

Language mimics alcohol

NATURALNESS

Absence of the negative (toxic pesticides) 

Presence of the positive (grown inside for 

consistency)

GRAPHICS ATTRACT

Perceived “official” and 

easier to read
QUALITY CONTROL MENTIONS

Precision and consistency efforts matter 

(reinforced by budtenders)

SERVING VS DOSING

Food terms easier to understand to control effects

Discovery: new communication language



Discovery: Consumers want trusted guides

Like Asking Your Dad

We’re Protecting You

New need-state aspirations

Micro-dosing 
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Chocolate!

Bakery!

Florals!

Mint!

In addition to common fruit flavors in edibles  

Discovery: New flavors!
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Anxiety and depression, 

sleep

Discovery:  medical conditions

Aging related issues 

(relationships, physical 

changes, mortality 

acceptance)

Enhanced sexual 

experience (aphrodisiac, 

longer orgasm)

Pain management and 

relief  
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Discovery: Sponsorship opportunities



Qualitative social media analysis

1

7

Customer experience

Brand storytelling

Trends, language, priorities

Research considerations


