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research 
worth 
fighting 
for

Hi, my name is Nicole [Marie] Alexander. As a 
Storytelling Researcher, I use the  best  data of 
choice to amplify the people’s voice. Through 
research investigation, I use data to create 
stories that adequately represent the population 
at hand.

Need a quick data scan? I can look into that. 
Strategic qualitative interviews? Tell me where 
and when! Whatever the data type, I make sure 
the audience’s story is told with an accurate 
narrative.

 I dig for what’s smart and fight for what’s right! 



let’s 
connect

email: 
nicolemariealexander@outlook.com

linked in: 
linkedin.com/in/nicolemariealexander

twitter:
twitter.com/nik_marie_alex

location: 
Mid-Hudson Valley, NY



about me
I’m a Communications Specialist with 5+ years 
of Qualitative Research Experience. I'm 
passionate about turning data into stories and 
digital accessibility. I've been called a logistics 
person who can turn big ideas into actionable 
items!
  
Currently, I'm a second-year student with the 
CUNY City College: Branding and Integrated 
Communications program.



why research?
Too many times people and communities are 
taken advantage of to contribute to a data set. 
Many marginalized groups feel used because 
organizations came to them or counted them 
simply to justify a need for resources that 
never fully reach the community. 

Data is an objective tool. People often make 
inferences about a population. But once you 
dig, you see it’s either a misunderstood 
concept or not accurate enough to fight for. It’s 
my job to ensure that data is not twisted to fit 
biased assumptions.



okay, but, you 
have fun?
Fun? Don’t know her. I really don’t have a lot of 
free time because sadly I’ve been commuting 
160 miles to work and school, 5 days a week, 
for nearly 10 years.

But, I watch a lot of cartoons, am a huge 
Nintendo fan, a lover of ice (the water, not the 
jewelry), and am a big fan of the outdoors. I 
spend a lot of my extra time helping my church 
get into the 21st century.



my research tactics
Here are the seven* tactics I follow to ensure the research done tells the story of the people. 



dig into the data
See what you can learn about the population 
segments after briefly scanning the provided data. 



ask questions
Whom is this meant to help? What is the impact? 
Define for me the intended goal or expected 
outcome. Tell me the idea or story behind this. 



listen up!
Hear what the conversations are about the product, 
project, or solution the research aims to solve. Does 
it match what the people are saying?



speak to people
Reach out to the people it's aimed to impact and ask 
questions, when possible.



create the story
Using the data you've dug for, develop the narrative 
you'll use for the research story. Prepare for the fight!



fight for what’s right
 Advocate for the data change, improvement, or 
replacement and explain its benefits to the end goal. 



lay the foundation
Explain the benefits to the end goal in providing the 
groundwork for strategy and creative development.



BIC Projects
Here are a few projects from my time as a BICster 
that helped me define my role as a storytelling 
researcher.

Heineken 0.0

Ally Bank

Seedlip



Heineken 0.0
Heineken 0.0 sought to amplify their #NowYouCan 
campaign for their non-alcoholic beer, believing the 
product could be perceived as a cool, health-conscious, 
great tasting beer alternative for:
● Professional Man/Women of the World
● Health Conscious
● Moderate Experienced
● Active Parents



I was not convinced,
so I began digging.

The brand identified awareness as a problem but,
I believed there were a few discrepancies with the product placement 

and the Active Parents persona.



dig into the data

Using Simmons, I looked at: 

active parent x location 
segments to see how they aligned with what Heinken believed.

And, nearly every time I saw, 



*  *   
DREADED TWO STARS.

meaning the projections are likely unstable.
So, I did more digging. 



3 inquiries with stores: 
Common themes:  
● Customers returned upset 

accidentally picking up 0.0 
● Chose to place 0.0 with other 

non-alcoholic options. 

We had people come back 
mad because they picked 
this stuff up by accident. 
So, we moved it. 

ask questions

“



In a Mexican restaurant, a Heineken 0.0 commercial aired.
Older Gen Xers and Baby Boomers were talking about it so I listened.

After the second one, I joined. 

listen up x speak to the people



Older people like me would like 
this… I grew up on beer. These 
kids today like wine and weed. 
But I like beer. And, a lot of us 
are on meds so I shouldn’t be 
having alcohol like that anyway. 
I’d buy it.
 -Black Male, 71“
They should advertise this to us 
40 somethings. I still want the 
taste but I can’t handle multiple 
beers anymore
-Black Woman, 51“

I think I’ve seen this in the store 
when I went up north but I 
think it was with the other 
Heineken stuff so I wasn’t sure 
if it was really alcohol-free
-Latina Woman, late 40s “
Exactly. Especially because I’m 
assuming it tastes the same it just 
doesn’t have the buzz
-Mixed Woman, 40s“



dig into the data

“WINE & WEED?”
there was something to that: 

25%
of users have decreased 

alcohol consumption

52%
of nearly 55 Million adults who 
use marijuana are millennials

75%
typically smoke with 

company



create the story

New Persona: 

CALI SOBERS
● Cali Sobers left alcohol behind 

replacing it with marijuana and related 
products.

● With Heineken 0.0 current branding 
and marketing, this was the best 
solution. 



fight for what’s right

Cali Sobers are the right now,
Gen Xers are the future

Xers
are still enjoying alcohol 

and wine on a regular 
basis.

45%
of Gen X men 43% Baby Boomer 
men are most likely to cite beer 
as their favorite alcoholic drink.

30%
of U.S. adults admitted that 
they’ve had a problem with 

drinking to excess.



lay the foundation

The new persona and future target market recommendations, backed by research, laid 
the foundation for the strategy and creative teams at Heineken to reevaluate & adjust 

current strategies to incorporate Cali Sobers into their reach. 



gave up alcohol 
because of it's 

negative health 
impacts & stigmas?

#NowYouCan drink 
with friends, 
wherever, without 
fear, just taste



Ally Bank
Ally Bank, an online-only banking institution, 
wanted to increase awareness of their account 
options and higher than average APYs to millenials 
by creating a moment for them to assess their 
current financial situation and plan for the future.



we wanted to understand the target’s view 
of finances, so we began digging.

The brand cited awareness but, as Millenials, we felt the problem actually seemed like a 
need to emphasize the urgency around being financially fit and hesitation around their lack 

of a physical store.



dig into the data

Using Mintel and other academic sources, I looked at: 

millennials x finances
to see understand their current financial outlook.

-2%
the Millennial savings rate 

in 2017

68%
of Millenials have less than 

$1,000 saved for a 'rainy day'

93%
of Millenials prefer banks 

have mobile apps and 
online options



dig into the data

I also looked at

millennials x behaviors
to see understand millennial habits and actions.

want to capture and share 
memories with anything 

they do

choose to spend money on 
desirable experiences

are more anxious than Gen 
Xers and Baby Boomers



Millennials are: 

asset poor & debt rich



1. I don't think my bank offers 
anything unique from other 
banks

2. I want personal connections 
with the people managing 
their money.

3. I prefer mobile and online 
banking options. 

What is your perception of 
your banking institution?

ask questions



My bank isn't special.
I prefer to use mobile banking primarily.

I don't have a lot of savings.
I will spend money on experiences. 

listen up



We thought so too, but there was something 
consistent in those inconsistencies. 

Does this sound a little like 
conflicting feelings?



"Millennials feel like they can lose everything at any time"
This anxiety stems from an uncertain future 

Millennials are the anxiety generation
living with the "someday scaries."

create the story



With everything we learned, it was best to help tie the 
urgency of financial stability in an escaping experience.

fight for what’s right



Ally SavingsQuest:
A mobile role-playing game that encourages users

to make responsible financial decisions.



dig into the data

Why did we choose a game? 
“Role-playing games, rooted at the heart of human behavior, encourages higher-level 

mental stimulation on top of the chance to explore the depths of (a player’s) own empathy.”

203MM
mobile game users in

the United States

56%
play mobile games 10
or more times a week

2.7
hours/23 minutes a week are 
spent playing mobile games



Our game would create an immersive mobile game experience to help make the 
realities of financial stability achievable. 

lay the foundation

With this as a foundation, the strategy team was able to develop the gameplay, 
storylines, and development paths for the creative team to make the sample 

interface for how the game would look.



Finances can be 
intimidating & 
savings can be 

hard. 

With SavingsQuest, 
we can tackle both 
while having fun 
and making it real. 



Seedlip

Seedlip Drinks, a non-alcoholic spirit, came to us to help 
bring awareness to the US market and get a jump on the 
growing trend of non-alcoholic alternatives.  



I needed context, so I began digging. 

The brand identified awareness and becoming a key player in the growing category as a 
goal. But, I found it interesting that a company with the biggest globally recognized alcohol 

brands embraced a non-alcoholic product. 



dig into the data

I started with an understanding of the: 

wellness category 
The non-alcohol alternative demand is on the rise due to health-conscious millennials

57%
of people want to eat healthier

51%
want to have a balanced diet

Americans, particularly Millennials, are redefining what “healthy” means to them. Health is 
holistic; mental and physical health and one affects the other.



Then I looked into: 

non-alcoholic beverages
to learn how this new category is growing and adapting

42%
are reducing consumption 
because of health reasons

51%
are increasing consumption 

because they are socializing more

37%
are reducing consumption 

because they are going out less

41%
are increasing consumption 

because they are going out more

65%
 of Americans aged 21 to 44 

are trying to significantly 
reduce their alcohol intake



Something jumped out during this round of digging: 

"I feel like alcohol is the new 
cigarettes. Smoking was completely 

socially acceptable 20 years ago. 
Fast-forward a couple of decades and 

people will drink and use alcohol 
much differently."

Ruby Warrington, Voice of the Sober Curious Movement 



1. Millennials
2. Wellness-Focused
3. Recovering Alcoholics
4. Pregnant Women

Who would be interested 
in non-alcoholic products?

ask questions



When asked, about current relationships with alcohol and 
familiarity about non-alcoholic products we heard:

speak to the people



We just grew up drinking with friends, not to get drunk or anything; it was just 
what you do. When we go out, the bill… I can’t. That’s why I’m trying to cut back. I 
do it for lent and stuff, not even catholic, but I feel good, I'm just bored and 
lonely. “ “I didn’t go out with my friends when I was trying to cut it [the alcohol], so the 
first thing I did the next month was to invite them over to my apartment for a 
Netflix & drink party.”“ “Dry January was a hell of an experience… I feel healthier, but missing out my 
buddies’ Friday happy hour sucks.”“



There was a common theme here.

People loved how they felt without it 
but, no alcohol meant no friends.



What are the benefits to socialization?
Why are friendships important?

ask questions



dig into the data
It was important to understand the benefits of friendships and 

socialization to see why it's missed so much:

1. Increases your sense of belonging and purpose
2. Boosts your happiness and reduces your stress
3. Improves your self-confidence and self-worth
4. Helps you cope with traumas, such as divorce, serious illness, job loss or the 

death of a loved one
5. Encourages you to change or avoid unhealthy lifestyle habits, such as excessive 

drinking or lack of exercise



create the story x lay the foundation
this made us realize what our insight was:

People don't miss the alcohol,
they really miss the sociability!

this would be the groundwork for what our campaign would be



ask questions x dig into the data

How can we make Seedlip 
ambassadors of socialization?

What does socialization even mean in Spring 2020?

20%
of people don’t feel 

comfortable going out to eat at 
for at least six months

51%
people don’t feel comfortable 

going to a party or social 
event for at least six months

51%
cited the ability to socialize 

with friends and family again 
as a sign of normality



Seedlip is a catalyst to help get people 
talking again!
A catalyst for social change.

This was our mentality while developing creative concepts and strategies!

lay the foundation, lite



This uses a national issue to bring awareness on how that issue will be 
different in a post-COVID world.  

We had to ask ourselves, will this really bring awareness to the 
product? Is the greater cause too large for the non-alcohol spirit that’s 

meant to be used as a base?

fight for what’s right



fight for what’s right

Yes.
This issue impacts the 

world. 

Yes.
People often socialize over a 
shared activity or experience.

Yes.
We need meaningful, deep 

conversations with loved ones.



Make it Matter Deepen your 
Connections







thank you!
-nicole marie alexander


