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Insights Activation Tool for Market Research Allowing Organization
To Search and Find their own Consumer Market Knowledge

CEOCFO: Ms. Zuhlke, would you tell us about KnowledgeHound?
Ms. Zuhlke: KnowledgeHound is a company on a mission to cure corporate amnesia 
for market research organizations. We are an insights activation tool, and what all of 
that means is that we are curating all of the market research knowledge inside 
organizations, and allowing them to search, find, analyze and activate their own 
consumer market knowledge.

CEOCFO: What goes into the process of making all of the information 
searchable?
Ms. Zuhlke: We go into a company, take all of their market research data and load it 
into a database. We layer on top of a search engine and a visualization tool, so that a 
company can go in and type their business question. For example, “What size candy 
bar do women prefer”. It populates all of the data that they have on that particular topic. 
It is actually a pretty simple process and solution from a user’s perspective. There is a 
great deal of magic that happens behind the scenes, but our technology can make it a 
pretty simple user experience.

CEOCFO: Where was the challenge on the technology side for getting all of the 
data to work together and be searchable?
Ms. Zuhlke: Market Research comes in a very particular format, so that piece was 
easier to get our heads wrapped around. What makes it difficult is that it does not 
always come in beautiful structures. Therefore, we have spent time developing 
technology around getting different structured pieces of research to work nicely together 
in the same database.

CEOCFO: Is each implementation customized?
Ms. Zuhlke: Our solution is similar across all of our clients in terms of their software and the software experience. 
However, there are some customizable pieces to it. For example, a company may want to search by category or they may 
want to search by geography, so we tweak our search engine to better understand that client and their needs, as well as 
how they talk about their business and their category. There is some customization that happens to make sure that the 
search experience is tailored to work well for that organization.

CEOCFO: Once you have set this up for a company, what is the ongoing relationship?
Ms. Zuhlke: Our relationship with a client is twofold. There is the software service side of it, which is providing them a 
continuous stream of all of their knowledge from that point into years and years to come. The second piece, which is what 
we pride ourselves on is really our service. What can happen with many organizations is that you can have the coolest 
tool in the world, but not the adoption. We treat a software launch within a company the same as a company would treat a 
product launch in a market. 

CEOCFO: What types of companies tend to come to KnowledgeHound? Is there a common thread?
Ms. Zuhlke: Companies that are feeling the pain of having too much research, to where they cannot find specific 
information that they need. Those tend to be Fortune 500 companies, but also academia and medical research.

CEOCFO: When a company puts in a query, are they looking for the top ten results, the raw data or are they 
looking for you to quantify or rank info?
Ms. Zuhlke: We have to be prepared for any type of user question. Therefore, it is understanding what all of those 
different types of questions are that they could come with to the tool, so that is what we study to make sure that we have 
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the right use cases that we are designing for. There are times when someone will just want an understanding of the 
knowledge that they have inside of an organization. Then there are other times in which someone will have a very specific 
business question and they want a particular data point. We cater to both of those use cases, but it is all really about 
understanding the different type of questions that people come with, and then creating a tool around all of those different 
scenarios.

CEOCFO: What have you learned over time about situations that you might address today that you did not have 
initially?
Ms. Zuhlke: We initially were very heavy on data points, and the market thought that was great. They loved our tool for 
data points, but then asked if we could search their flat files like PDFs, PowerPoint and Word Documents. Therefore, that 
has been a shift from where we initially started out. However, it is a very natural shift and one that has been very easy for 
us, as well as a huge consumer need.

CEOCFO: What happens with the new data that a company acquires after you have set up the system? Is it 
automatically loaded into your system or periodically added?
Ms. Zuhlke: It automatically comes into our system, then as soon as it is complete it goes right into KnowledgeHound. 

CEOCFO: There is so much noise surrounding big data and analytics. What is the competitive landscape? How 
do people find you? What keyword or terms would they search for when online?
Ms. Zuhlke: When a company is looking at how to solve their analytics problem, they do have a number of choices. One 
choice is to build internally or they could use a generic tool, such as a SharePoint. They also have the choice of finding 
someone who can come in and really help them think about this insights activation in market research terms. Some of 
those cost more and some cost less. We see that if they do an internal solution, many times that fails because the people 
building the tool do not understand their user as well as we do. In addition, many of them are using older technology. 
Therefore, it can be tough to do an internal tool. It also requires a great deal of resources, and over time that really builds 
up. If they opt for SharePoint, that does not give them that tailored need for what they do need for market research. 

We have been having people find us through our network, word of mouth and through organic articles where we have 
been featured as one of the hot tech companies in analytics. There are not a great number of people out there doing what 
we are doing for market research. This space is also very new, so it is ripe for disruption, which we are, so our growth has 
come very organically.

CEOCFO: In healthcare, there is so much research. Does it matter how much data a company has?
Ms. Zuhlke: There is no limit to the data that we can accommodate into our tool. We have Fortune 50 companies as 
clients, and have smaller clients as well. We have built our technology to scale, so the more data that they put in, the 
more powerful the tool becomes for that organization.

CEOCFO: Do you see industries or sectors that are not embracing this arena as much as they should; areas 
where you can make inroads?
Ms. Zuhlke: The university space is a place that could greatly benefit from a tool such as KnowledgeHound. That is the 
space that is leveraging newer tools the least. Right now many of these company have a huge opportunity to leverage 
these types of technologies, so you can feel the momentum in the market. Market research is not a sexy space, but 
marketing is, so a great deal of innovation has been happening in marketing. Therefore, market research has been late to 
the game, but that is where I recognized the opportunity in the market. 

CEOCFO: Where does security come into play?
Ms. Zuhlke: The cloud is still surprisingly a scary place for people and it doesn’t need to be because it can be more 
secure than when we had our servers sitting in our offices. We have extensive security policies and procedures. With any 
client that we work with, we go through a security audit process to ensure we comply with their requirements.

CEOCFO: What surprised you as KnowledgeHound has grown and evolved?
Ms. Zuhlke: In my prior life I worked at Proctor & Gamble and I really experienced those pain points. Therefore, I felt that 
there must be a solution out there, but I was surprised to find the lack of innovation in this space. I could not believe that 
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there was no one else doing this. There were companies that have been around for about 10 or 15 years that were just 
not innovating in this space. Now that we have entered the market, we have started to see those companies start to 
innovate, which is good for the industry. I was so surprised how behind market research was, from marketing, in terms of 
developing really important and great technology to understand and digest our market research.

CEOCFO: Is there a focus on the mobile side?
Ms. Zuhlke: If you think about all of the touch points in which we use market research, much of it happens when we are 
out having a conversation, such as a sales person in the aisle looking at products. We may also be traveling and need 
data. Therefore, mobile is a piece of this puzzle for sure, especially as we get more and more millennials into the work 
force, who have grown accustom to doing most of their work on an iPad.

CEOCFO: How is business these days?
Ms. Zuhlke: Business is great! We are growing at a really great clip and the market is ripe for this type of technology.

CEOCFO: What do you look for in your people? What are the intangibles?
Ms. Zuhlke: The number one thing is to hire leaders. In a fast growing company, you need people who are going to 
recognize and jump on opportunities, and lead us through change.

CEOCFO: Would you tell us about Sammy?
Ms. Zuhlke: Absolutely! Sammy is my black Lab who is the Director of Happiness at KnowledgeHound, and she keeps us 
very happy. Her favorite game is where we hide antlers and tell her to go “find her dear”. She will then hunt around and 
find dear antlers.

CEOCFO: Why choose KnowledgeHound?
Ms. Zuhlke: We are the first company to innovate in this arena. We think about knowledge management for market 
research in extremely different ways than anyone else has, and that is truly about activating insights. We are bringing the 
newest technology with the best user experience, enabling organizations to save millions of dollars and thousands of 
hours in time a year. If you want to get your hands onto something that is a fast growing technology, and have that shiny 
new object that is going to move your business forward, that is KnowledgeHound.

Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine
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For more information visit:
www.knowledgehound.com

Contact:
Kristi Zuhlke
872-228-5211
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