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// Noted Posts••• social media

@QuirksMR is all a-Twitter

It’s been two years since Quirk’s joined the 
Twitter ranks and we’ve amassed almost 

2,500 followers – and we’re still growing! We 
use our Twitter presence to connect with our 
audience, share our latest articles and blog 
posts and give live updates from the numer-
ous events we attend throughout the year. 

We hope our tweets provoke, inform and 
engage you in a way and at a volume you can’t 
replicate offline. Most of all, we hope Twitter 
will allow us to hear your thoughts and ideas 
in order to make Quirk’s more valuable to you. 
Follow us on Twitter at @QuirksMR.

••• research archive

PDFs of every issue available from 
1986 to 2014!

Do you have a stockpile of Quirk’s magazines in your office? Want to de-clutter 
in the new year? You’re in luck! We’ve spent the past six months bolstering our 

PDF archive and we’re happy to report that every single issue of Quirk’s – that’s 28 
years’ worth of articles! – is now available for download from Quirks.com. 

Each issue PDF is complete with bookmarks and navigation links and at the 
begging of every month we will upload the latest issue.  To view and download the 
issue PDFs visit www.quirks.com/articles/IssuePDFs.aspx.

http://www.quirks.com/articles/IssuePDFs.aspx
http://www.quirks.com
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news and notes on marketing and research

••• brand research

Combatting bad press before the 
ticker tanks
When a firm is the subject of a news story, its stock price is usually affected. 

Whether positive or negative, newly-publicized details attract investor atten-
tion and move the stock price based on the article’s sentiment. Research from the 
University of Georgia (UGA) Terry College of Business and published in the Journal 
of Marketing Research shows that two in-house tools can influence the effects of news 
reports on stock price: advertising and marketing 
capability. (Marketing capability refers to a 
firm’s capacity to understand consum-
ers’ needs and influencers.) 

The study examined 141 firms 
over about five years, find-
ing that when news reports 
highlighted positive news, 
firms with higher advertis-
ing levels experienced a 
stronger increase in their 
stock prices. 

“People have talked 
about the fact that investors 
tend to buy better-known 
stocks but nobody really talks 
about how that link happens,” 
said Sundar Bharadwaj, co-author 
of the paper and Coca-Cola Company 
chair professor of marketing at UGA. “When 
there’s good news and the company advertises that 
good news, we find that Google searches for the ticker symbol of the company go up 
but not for the company name. Unlike a big institutional buyer who is well aware of 
the symbol, it’s the individual buyer who searches for ticker symbol. So we can see 
that, all of a sudden, a lot more people are buying the stock.”

When negative articles are published, however, advertising doesn’t mitigate the 
dysfunctional effects. In those instances, firms with strong marketing capability 
can better calm customer and investor fears and soften the detrimental impact of 
such news on stock price. The article cites an example of how McDonald’s quashed a 
rumor about overcharging minority customers by immediately taking to Twitter and 
other online forums to assure the public that the rumor was untrue. 

“Our contention is that if you have strong marketing capability, it’s important 
for you to let outsider investors also benefit,” said Bharadwaj. “Firms should use 

things such as investor forums to reassure current investors and ex-
plain their abilities, while at the same 
time ensuring that their competitive 
advantages are not revealed.”

••• hybrid research 

Twitter hosts 
Hyatt’s WLFG
On September 26, 2013, Hyatt used 

Twitter to conduct the world’s 
largest focus group (WLFG) to answer 
a simple question: How do YOU travel? 
The WLFG is the second phase of Hyatt’s 
18-month listening exercise, which 
kicked off with 40+ facilitated online 
group discussions around the world. 

Hyatt used its social media pres-
ence – and the hashtag #HyattWLFG – to 
engage with guests around the globe in 
real time. Travel enthusiasts from the 
U.S., U.K., France, Hong Kong, Australia
, Chile and Mexico, along with Hyatt as-
sociates, organized Twitter conversations 
on various travel-related topics, such as 
seamless travel, routines on the road, on 
the road rituals and traveling like a pro. 

According to Hyatt CMO John Wallis, 
the endeavor yielded great insights. In 
a September 30 blog post, Wallis shared 
some of the findings. For example, 
sampling interesting local cuisine is one 
of the best parts of business travelers’ 
trips and women do the majority of 
packing for family vacations. Hyatt is 
brainstorming ways to connect travelers 
with the best each city has to offer and 
expand its Hyatt Has It program to cover 
frequently-forgotten items in vacation 
destinations. A few participants also ex-
pressed interest in selecting their guest 
room online and Hyatt is looking into 
what would be involved to add that 
technology into its systems. 

In Case You Missed It

quirks.com/articles ID 
20140101
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Though no one is whistling “Happy 
Days Are Here Again,” as we turn the 

calendar to a new year, it does seem that 
the worst of the recession is behind us 
here in the U.S. Globally, things have 
largely stabilized as well, though low 
rumblings of economic and/or territo-
rial issues in China aren’t going away. 

As for other issues on the horizon, 
the World Economic Forum Outlook on 
the Global Agenda 2014 ranked the fol-
lowing as the top trends for the coming 
year, by global significance:

1. Rising societal tensions in the Middle   
    East and North Africa
2. Widening income disparities
3. Persistent structural unemployment
4. Intensifying cyber threats
5. Inaction on climate change
6. The diminishing confidence in eco
     nomic policies
7. A lack of values in leadership
8. The expanding middle class in Asia
9. The growing importance of megacities
10. The rapid spread of misinformation 
online

While these and other potential fac-
tors loom, consumers around the world 
have generally started to loosen their 
purse strings a bit, though our addiction 
to bargain-hunting, which the recession 

has fueled and the Internet and smart-
phones have made possible, endures.

As consumers move from just get-
ting by to getting more out of life, 
what’s on their minds? One set of 
viewpoints comes from research firm 
Euromonitor, which has released 
results from its Global Consumer 
Trends survey, in which the lifestyle 
traits of 16,300 online consumers in 
nine major developed and emerg-
ing markets – Brazil, China, France, 
Germany, India, Japan, Russia, the 
U.K. and the U.S. – are examined.

As taken from Euromonitor press 
materials, here is an overview of 
some of the findings (an entry in the 
December issue’s Survey Monitor sec-
tion – “What’s coming in 2014” – also 
had a look at some of the survey data). 

Consumer spending intentions.
Even in developed markets, where 
economies have been hit hard, 
younger consumers are twice as 
likely as their older counterparts to 
anticipate increasing their spending 
in the next 12 months (20 percent 
of those under 45, compared with 11 
percent of those over 45).

Shopping attitudes and key prod-
uct preferences. Consumers continue 
to be interested in value in the form of 
high quality, especially as represented 
by strong brands and low prices. 
Independent consumer reviews are 
eclipsing traditional media, such as TV 
ads, as the most influential marketing 
channel in consumers’ minds.

Consumer technology access 

and activities. Online shopping 
continues to gain traction among 
consumers: over 80 percent have now 
purchased apparel, shoes or consum-
er electronics online at least once, if 
not more frequently.

Meal and snack preparation and 
preferences. Although the availability 
and acceptance of ready meals and 
takeout is increasing, consumers are 
still sitting down to home-prepared 
meals not just weekly, but daily.

When shopping for food, consumers 
look for “added vitamins or fiber” on 
labels and shun artificial ingredients, 
particularly in emerging markets.

Healthy living patterns. Overall, 
global online consumers tend to have 
positive perceptions of their health, 
particularly in emerging markets. Weight 
management and dieting is also on the 
radar for global consumers: 44 percent 
actively monitor their weight and 23 
percent are on a formal diet.

By the way, if you don’t already, 
you should subscribe to the feed for 
Euromonitor’s blog (http://blog.euro-
monitor.com). It’s an oft-updated and 
consistently interesting source of analysis 
of demographic, economic and social 
trends. And best of all, it’s free! 

Checking in with 
global consumers 

By Joseph Rydholm, Quirk’s Editor

Joe Rydholm can be reached 
at joe@quirks.com

Trade Talk

quirks.com/articles

ID 20140102
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The U.S. isn’t the best country in 
which to be employed but it’s also 

not the worst – especially if you’re 
well-paid, according to research from 
Monster.com and New York research 
company GfK comparing country-level 
job satisfaction. U.S. workers’ satis-
faction falls exactly in the middle of 
the seven countries surveyed, though 
almost one-third of Americans really 
love or really hate their jobs and salary 
seemingly has everything to do with it.

But before diving into the U.S. 

findings, let’s take a look at the global 
trends. When asked about their jobs, 64 
percent of Canadians say that they love 
it or like it a lot and only 7 percent say 
they don’t like it or that they hate it, 
followed by the Netherlands (57 percent 
love it or like it a lot; 7 percent don’t 
like it or hate it); India (55 percent 
and 5 percent, respectively); the U.S. 
(53 percent and 15 percent); the U.K. 
(46 percent and 12 percent); France (43 
percent and 9 percent); and Germany 
(34 percent and 10 percent).

Five percent of workers in India 
claimed to dislike/hate their jobs, while 
Canada and Netherlands tied for second 
(both at 7 percent). Though just over 
half of the U.S. workers enjoy their 
work, 15 percent didn’t like or hated 

it – the highest among all surveyed 
countries. The U.K. was a close second 
at 12 percent.

Twenty-two percent of Americans 
love their jobs so much they would do 
them for free, compared to 11 percent of 
Brits who say the same. Just under half 
of French workers like their job only 
well enough for now, while 9 percent 
don’t like or hate their current role. 
Three percent of Dutch workers truly 
hate their jobs but think it’s a necessary 
evil. More than half of German work-
ers (54 percent) like their job only well 
enough for now and a mere 5 percent 
truly love their jobs.

“What is striking about the findings 
is that the strength of a country’s labor 
market doesn’t necessarily correlate 
with workforce contentment. While 
workers in challenged markets may 
have had fewer opportunities to ad-
vance in terms of promotions or salary 
during the recent downturn, it has not 
necessarily affected their happiness,” 
says Chris Moessner, vice president, 
public affairs, GfK. “Clearly there are 
many variables when it comes to job 
satisfaction. For example, Canada and 
Germany have enjoyed buoyant labor 
markets yet they lie at completely dif-
ferent ends of the happiness spectrum, 
some of which could be driven by broad-
er cultural differences between the two 
countries. More generally though, work-
ers internationally want more out of 
their work and seem to have just settled 
for their current jobs.”

A closer look at the U.S. findings 
reinforces this. When asked “Which of 
the following best describes how much 
you love your current job?" 22 percent 
love it and would do it for free; 31 per-
cent like it a lot but could like it more; 
31 percent like it well enough for now; 6 
percent think they could do better; and 
10 percent don’t love it at all but see it 
as a necessary evil. 

America’s lowest-paid are the most 

IN FOCUS ••• a digest of survey 
fi ndings and new tools 
for researchers

//  Survey Monitor

••• employee research

No love affair
Global study examines job satisfaction; U.S. employees 
polarized

quirks.com/articles

ID 20140103
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likely to be unhappy at work, with 21 
percent of workers paid under $50,000 
confessing that they dislike or hate 
their jobs. In contrast, only 10 percent 
of those earning over $50,000 feel as 
negatively about their jobs and 63 per-
cent of higher-earners say they love or 
like their jobs a lot.
www.gfk.com/us

••• advertising research

Where are we?
Multigen families spend 
big but feel absent from 
advertising

In recent years, it’s become clear that 
the word “family” doesn’t have to 

mean a mother, father and 2.5 children. 
Some families include two same-sex 
parents or are multigenerational, 
where grandparents have a bigger role 
in raising their grandchildren, and 
these new families translate to big 
bucks for retailers and marketers. 

A study from Chicago research com-
pany Mintel found that multigenera-
tional families are more likely than all 
parents surveyed to say they have in-
creased spending on their kids in each 
of the categories considered but half 
wish families like theirs were better 
represented in TV and print ads. What’s 
more, 35 percent of multigenerational 
households agree that seeing families 
like theirs in advertisements encour-
ages them to buy products, compared to 
29 percent of all parents surveyed.

Sixty percent of multigenerational 
parents are spending more on grocer-
ies for children this year compared to 
last and 51 percent are doling out more 
cash for clothing and accessories. 
Meanwhile, 43 percent increased 
their spending on footwear for 
children this year and 40 percent 
are spending more for personal care 
products. In addition to groceries and 
clothing, 58 percent of multigenera-
tional parents say they sometimes 
spend more than they should on non-
essential items for their children and 
33 percent are willing to spend more 
on their children if it means keeping 
up with the latest trends.

“Brands that feature non-traditional 
families in their ads and programs are 
the most likely to show they acknowl-
edge – and embrace – the changing 
scope of family and should consider 
their needs in any type of product or 
service promotions, especially consider-
ing their comparative spending power,” 
says Gretchen Grabowski, travel and 
leisure analyst at Mintel.
www.mintel.com

••• social media research

Social media 
success stories
10 retailers whose social 
media efforts are paying off

We all know by now that having a 
presence on social media is an 

integral part of a brand’s identity and 

personality. With Twitter, Facebook, 
Pinterest, Tumblr and more, there is 
no one-size-fits-all approach to social 
media marketing but there are a few 
things that work well – no matter 
who you are.

Seattle research company 
Blueocean Marketing Intelligence’s 
2013 Social Media Effectiveness 
Index (SEI) for Retailers found that 
the retailers with the most impact-
ful social media presence vary in 
industry – from AutoZone to Walmart 
to Ikea to Amazon – but their strate-
gies do share some common threads: 
Top SEI companies utilize virtual and 
traditional word-of-mouth marketing, 
offer digital discounts or interactive 
contests, promote an omnichannel 
presence and integrate their social 
media efforts into their CRM system. 

SEI is a global study designed 
to assess the business impact of top 
retailers’ social media efforts. It found 
retail brands with positive scores 
across multiple social media dimen-
sions have the greatest potential for 
market leadership and influence over 
customer experiences. Blueocean cap-
tured conversations on social networks 
and online communities and corre-
lated their impact with key business 
metrics, including advocacy, revenue 
and brand value. It also measured 
business-to-consumer interactions in 
social media, including how top in-
fluencers on Twitter and engagement 
on Facebook drive site visitors and 
purchase behavior. 

The following brands comprise the 
2013 top 10 SEI Retail: 

• AutoZone
• BJ’s Wholesale Club
• Walmart
• Costco
• Walgreens
• IKEA
• Bed Bath & Beyond
• Amazon.com
• Ralphs
• Dollar Tree 

www.blueoceansei100.com

IN FOCUS  //  Survey Monitor
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••• shopper insights

Ignoring apps
Consumers favor retailer 
Web sites over specifi c apps

Consumers go everywhere and can 
do just about everything on their 

smartphones and shopping is no excep-
tion. But retailers may be wise to focus 
their energies on creating a mobile-
friendly user experience on their 
Web sites and forgo smartphone apps 
altogether. 

According to a study from Port 
Washington, N.Y., research company 
The NPD Group, nearly 75 percent of 
smartphone owners use their device as 
part of their overall shopping experi-
ence and a large part of this shopping 
experience plays out on retailers’ Web 
sites rather than on store-specific apps. 
Only 57 percent of consumers are ac-
cessing retailers’ apps to enhance their 
shopping experience. 

Amazon, Walmart, Target and Best 
Buy all have Web sites that are outpac-
ing app-usage but eBay stands out in 
that its app is vastly more popular 
among mobile users than its Web site. 

According to NPD, just three 
months after downloading a retailer’s 
app on their phones, 75 percent of 
consumers don’t even use it once a 
month and only one-third of shop-
pers are accessing and utilizing the 

retailer apps in the physical stores. A 
large majority of app and Web site use 
is occurring in consumers’ homes.

“The fact that nearly 94 percent 
of consumers are shopping on their 
phones from home rather than in-
store suggests that engagement on 
their smartphone is more of an al-
ternative for online shopping rather 
than a showrooming tool,” says Eddie 
Hold, vice president, connected intel-
ligence, at NPD. 
www.npd.com

••• restaurants

Saving money, 
eating better
Health surpasses fi nances 
as No. 1 reason consumers 
plan to dine out less 

As 2013 drew to a close, the restau-
rant industry, overall, found itself 

in stable waters as margins steadied 
and spending returned to pre-recession 
levels. At press time, a record low 
number of restaurants were facing fi-
nancial distress. Looking ahead to 2014, 
however, traffic and spending concerns 
loom as consumers plan to dine out less 
frequently – primarily due to a desire 
to eat healthier – as well as spend less 
per meal when dining out, according 
to a study from AlixPartners, a Detroit 
business advisory firm. 

Consumers are dining out less now 
than in early 2013, as dining frequency 

dropped from an average of 5.8 meals 
out per month in first-quarter 2013 to 
only 3.8 meals out per month in third-
quarter 2013. Consumers also plan to 
dine out even less in 2014, especially 
at quick-service restaurants. However, 
in marked contrast from five previous 
diner surveys where consumers cited 
financial concerns as the primary fac-
tor preventing them from eating out, 
the primary reason consumers plan 
to eat out less this year is because of a 
desire to eat healthier.

Despite the increasing importance 
of health to diners, the top three driv-
ers in choosing where to eat remain 
food quality (i.e., taste and freshness), 
price and value. Consumers are plan-
ning on spending an average of 4.5 
percent less per meal than they have 
in the past 12 months. And while the 
availability of healthy menu items 
has a significant impact on restaurant 
choice – 51 percent of consumers rated 
healthy menu options as important, 
very important or extremely important 
in choosing where to dine out – con-
sumers are unwilling to pay extra for 
healthy or quality menu options. 
w ww.alixpartners.com

http://www.npd.com
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••• market analysis

A Roadmap to 
success
GfK launches innovation 
process using market 
analysis framework

 Nuremberg, Germany, research com-
pany The GfK Group has launched 

GfK Innovation Roadmap, a strategic 
innovation process designed to guide 
an organization’s innovation journey 
– from growth plans to launch – by 
exploring market dynamics, identify-
ing market opportunities and enabling 
market impact. This innovation process 
uses focused deliverables to provide 
actionable growth plans, a pipeline of 
compelling innovation initiatives and a 
blueprint for how to activate.

GfK Innovation Roadmap includes 
five milestone deliverables: a future 
market map; strategic innovation 
platforms; compelling experiences; an 
innovation management plan; and a 
strategic innovation roadmap. 
www.gfk.com/innovation-roadmap

••• research panels

Recruit, refer, 
reward
CiviSelect launches site to 
source panel participants

Civicom Marketing Research 
Services, Greenwich, Conn., has 

launched a CiviSelect Recruiting Web 
site as a portal for sourcing research 
project participants. In addition to 
applying to join the panel, potential 
respondents can also refer others and 
be paid for it.

CiviSelect Recruiting is designed to 
help research project managers find 
the right participants for their stud-

ies, including multi-country projects. 
Clients who contract with Civicom 
CiviSelect can also use the recruitment 
management services to book research 
projects through the client portal on 
the CiviSelect Recruiting site.

CiviSelect features an online Apply 
for Our Panel link, wherein interested 
individuals can submit a form to apply 
to become research study participants. 
The online panel application is the 
first step in the screening process 
for those who want to become part of 
future market research projects. All 
applicants are vetted for accuracy of 
the personal data they report before 
they will be released into a research 
study. Signing up is free of charge.

The site also features a referral 
program, which rewards individuals 
for pointing the recruitment team 
toward study volunteers. Rewards are 
processed after a referral participates 
in a research study.
www.civi.com

••• social media research

Ride the Waves 
Topic Waves detect trending 
topics on social media

Boston research company Crimson 
Hexagon has launched Topic 

Waves, a new feature in its ForSight 
big data analysis platform, designed to 
discover emerging topics and trends in 
social media conversations. 

Topic Waves aims to reveal the 
evolving stories in social media con-
versations and visualize the volume 
of conversation associated with 
topics over time. Using Topic Waves 
and Crimson Hexagon’s social media 
analysis library, customers can access 
present and historical trend data with 
social media topic modeling capabili-
ties that go back to 2008.

In addition to Topic Waves, Crimson 
Hexagon has added the following fea-
tures to its ForSight platform: Twitter 
metrics to provide high-level metrics 

Product and 
Service Update

IN FOCUS

••• online qualitative

Change the 
conversation
Virtual Intercepts tool adds 
live qual to online quant

20|20 Research, Nashville, Tenn., 
has debuted Virtual Intercepts, 

an interactive tool that aims to help 
researchers gather qualitative feedback 
from respondents already engaged in 
online quantitative surveys. A platform 
extension of QualMeeting, the com-
pany’s real-time Webcam interviewing 
tool, the service is designed to intercept 
survey participants and move them to a 
live, one-on-one, moderator-led qualita-
tive interview. Participants can also 
be invited directly via Facebook, other 
social media sites or e-mail lists.

During quantitative surveys, select 
participants are asked if they’d like to 
take part in a quick interview. Those 
who opt in are moved to the 20|20 
virtual lobby and asked a few qualifi-
cation questions. Once the moderator 
is free, the participant is ushered into 
a private QualMeeting session for a 
Webcam interview. 20|20 handles proj-
ect set-up, participant screening and 
flow and technical support.
www.2020research.com 
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on Twitter activity and help handle 
mentions surrounding a brand, product 
or event; improved automated senti-
ment to categorize posts using human-
derived perceptions of positive or nega-
tive sentiment; Crimson Community, a 
user forum intended to connect custom-
ers with Crimson Hexagon employees 
and partners; and Workspaces to allow 
users to curate results from multiple 
ForSight analyses and queries.
www.crimsonhexagon.com

••• data analytics

Opportunities for 
Enrichment
Analytics suite aims to 
improve existing services 
and generate new revenue

Plantation, Fla., research company 
cVidya has released Enrich, a mar-

keting analytics solution designed to 
analyze customer information from 
multiple sources to offer a 360-degree 
view of cross-business KPIs, as well 
as packages of pre-modeled customer 
data analytics to address specific chal-
lenges faced by mobile operators. These 
include accelerating the penetration 
of data services and maximizing data 
revenue; improving customer acqui-
sition and retention; managing LTE 
migration; optimizing price plans; and 
identifying opportunities for collabora-
tion with third parties.

Enrich is also intended to help 
marketers independently detect 
new business opportunities; identify 
underserved customer segments and 
their needs and preferences; detect and 
address negative trends in customer 
behavior; and monitor the impact of 
marketing initiatives. 

Enrich aims to reveal correlations 
between related subscribers, such as 
family members or partners of a small 
business, which can then be offered ap-
propriate group tariffs or cross-service 

propositions. Marketers can also use 
this Customer Groups model to priori-
tize specific customer groups in reten-
tion activities and lower overall churn. 
Similarly, the Influencers model en-
ables marketers to identify and target 
customers whose actions influence the 
decisions of other customers regarding 
usage, purchases, churn and the like.
www.cvidya.com 

••• marketing mix

Six ways to win
Confi rmit solution to analyze 
and support channel and 
marketing strategy

Oslo, Norway, research software 
company Confirmit has launched 

its Channel and Trade Audit solution, 
a program designed to help companies 
to understand their retail, channel and 
trade marketing opportunities and to 
drive growth. 

The solution combines Confirmit’s 
mobile applications with a market-
profiling methodology. The Confirmit 
Channel and Trade Audit solution aims 
to address the six critical components 
of a channel and marketing strategy:

1. Understanding new markets: Map 
new markets to overcome unique 
challenges.

2. Vendor compliance: Achieve vendor 
compliance to maintain brand 
identity.

3. Competitive analysis: Monitor and 
respond to competitor activities.

4. Marketing insights: Prioritize mar-
keting and advertising efforts based 
on unique regional characteristics.

5. Distribution and delivery: Analyze 
and monitor channels and distribu-
tion effectiveness.

6. Asset management: Track promo-
tional equipment to maximize value. 

www.confirmit.com

••• mobile research

Cloud meets Mobile
Analyze and optimize apps 
with Adobe

Adobe, a San Jose, Calif., software 
company, has launched Adobe 

Mobile services for Adobe Marketing 
Cloud, designed to help marketers un-
derstand and improve user engagement 
with mobile apps. 

Adobe Mobile services offer a series 
of app-centric capabilities, including 
a new user interface for mobile teams; 
app experience targeting based on GPS 
location; and audience testing. Key 
features include geo-location targeting; 
app analytics; app optimization; broad 
platform support; ease of deployment; 
and data privacy. 

Customers can access the Adobe 
Mobile services user interface by licens-
ing Adobe Analytics or Adobe Target. 
www.adobe.com

••• diy research

Global affl uent 
access
DIY platform allows 
researchers to reach affl uent 
consumers worldwide

Agility Research and Strategy, 
Singapore, has launched a DIY 

online survey platform designed to give 
marketers access to 17+ million afflu-
ent and luxury goods consumers in 13 
markets around the world.

Agility focuses on research across 
Asia using online and digital data 
collection tools. Its Affluential.com 
panel platform, which can be fil-
tered using income levels by country, 
offers access to Agility’s Influential 
Affluent segment. 
www.agility-research.com
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••• retailing

Manthan goes 
mobile 
Offering retail analytics 
on-the-go 

Manthan Systems, a Bangalore, 
India, research company, has re-

leased ARC Mobile, a retail analytics 
solution intended to provide retailers 
access to critical operations, mer-
chandising, marketing and financial 
insights from any location. 

ARC Mobile aims to provide the 
full breadth of ARC Merchandise 
Analytics on a tablet device, from 
interactive data visualizations and 
exception alerts to collaborative 
markups and annotations. Role-
based, customizable dashboards and 
analytical views are available on 
any iOS or Android tablet device in 
online and offline modes.

Manthan’s mobile analytics ap-
plication was designed for mobile 
retail employees, such as regional 
managers or for executives who use 
handheld devices. 
www.manthansystems.com

••• advertising research

What they do, not 
what they say
Nielsen service uses 
purchasing behavior data 
to guide campaigns

New York researcher The Nielsen 
Company has debuted Nielsen 

Buyer Insights – Precision Marketing, 
a digital measurement service de-
signed to enable the activation and 
measurement of online advertising 
campaigns based on what people buy. 

The Precision Marketing service 

aims to combine consumer online ac-
tivity with actual online and offline 
purchase activity from anonymized, 
privacy-protected credit card data of 
the Nielsen panel. Sales categories in-
clude retail, travel, dining and more. 
www.nielsen.com

••• mobile research

Heavy-hitting app
Sumo Insight launches mobile 
market research platform

Sumo Insight Ltd., a London re-
search company, has debuted its 

mobile market research services to 
provide access to market research via 
an engaging consumer experience and 
real-time, real-location accuracy for 
opinion capture.

Sumo Shorts is at the center of 
the service portfolio. This smart-
phone app aims to enable short, fun 
and engaging surveys and provide an 
optimized experience for respondents 
on Apple and Android smartphones. 
Capturing opinions as they happen 
in text, talk, picture and video, the 
Sumo Shorts app can be downloaded 
via the Apple App Store or Google 
Play. It uses location-based technol-
ogy to deliver surveys.

Sumo Chat also allows researchers 
and/or clients to engage with partici-
pants in the moments immediately 
following a survey and watch/inter-
act with group forums. It is designed 
to allow respondents who have more 
to say to voice their opinions and 
create a touchpoint for brands to 
interact with consumers and deliver 
qualitative group-formed insight. 
www.sumoinsight.com

••• Briefl y 
 The GfK Group, a Nuremberg, 

Germany, research company, has 
unveiled GfK Echo, a CEM solution 
designed to capture customer feed-
back in real time; integrate custom-

er feedback with transactional and 
other critical data; aggregate the 
responses; and communicate find-
ings via an interactive dashboard 
for immediate action.
www.gfk.com

 Google, Mountain View, Calif., 
has launched the Google Opinion 
Rewards app, which offers Google 
Consumer Surveys users Google Play 
Store credit via Google Wallet for 
answering survey questions. The 
program is currently available to 
U.S. Android users.
https://play.google.com/store/apps

 Norrköping, Sweden, research soft-
ware company Dapresy has released 
version 8.3 of its Dapresy Pro research 
reporting solution. Improvements 
and enhancements include support 
for the A4 Excel layout format; sup-
port for mobile devices and tablets; 
a setting to disable mandatory 
time-outs for security purposes; new 
controls for presentation mode; and 
improved sorting in answer blocks. 
Version 8.3 also features integration 
to Questback data collection tools. 
www.dapresy.com

 Survey Analytics, Seattle, has 
launched the SurveySwipe Software 
Development Kit (SDK) for develop-
ers, a solution designed to enable 
in-app feedback collection and 
management. The toolkit includes the 
full feature package of SurveySwipe, 
its smartphone survey system. The 
SurveySwipe SDK integrates with any 
existing iOS or Android app. 
www.surveyanalytics.com

 Cincinnati-based ThinkVine, a 
marketing-mix optimization soft-
ware company, has partnered with 
IMJ Corp., a Japan digital agency, to 
release a Japanese-language version 
of its predictive, consumer behavior-
driven marketing-mix optimization 
software. Other local-language ver-
sions of the software are planned. 
www.thinkvine.com
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 Santa Monica, Calif., research 
company Interpret LLC has 
launched New Media Measure 
Hispanic, the Hispanic version of 
its media consumption tracking ser-
vice. New Media Measure Hispanic 
is a semiannual syndicated study 
designed to use digital and offline 
data to monitor trends in media, 
technology and entertainment 
among Hispanics in the U.S. 
www.interpretllc.com

 SurveyMonkey, Palo Alto, Calif., 
has launched SurveyMonkey 
Enterprise, a product designed 
to help teams use SurveyMonkey 
and centrally manage the service. 
Administrators can invite colleagues 
to their SurveyMonkey group, bring-
ing all survey history together. This 
provides organizations with data 
ownership, user management and a 
single bill. SurveyMonkey Enterprise 
includes all features of the Platinum 
package. 
www.surveymonkey.com

 ThinkNow Research, Burbank, 
Calif., has launched Omnibus Plus+, 
a nationally-representative Hispanic 
monthly custom omnibus that 
compares responses to the general 
market population.
www.thinknowresearch.com 

 Digital Element, an Atlanta geo-
location services provider, has re-
ceived accreditation from the Media 
Rating Council, New York, for the 
geo-location identifications reported 
by its NetAcuity platform. Digital 
Element is the first company to at-
tain MRC accreditation within the IP 
geo-location industry. 
www.digitalelement.com

 Researcher Steven Struhl’s book 
Market Segmentation has returned for a 
fourth printing. This book endeavors 
to explain market segmentation in an 
easy-to-read style. The book is avail-
able from Amazon.com.

 Focus Pointe Global, a Philadelphia 
research company, has released the 
first edition of its Pointe-of-View 
report, a quarterly series intended to 
survey Focus Pointe’s respondent pan-
el on a topic of interest to its client 

partners. The latest report focuses on 
financial services (banking).
www.focuspointeglobal.com

 Chapel Hill, N.C., research com-
pany Best Practices LLC has released 
Consumer Marketing Research 
Innovation: Assessing New Tools, 
Technologies, and Approaches to 
Understand and Communicate with 
Consumers, a study that addresses 
consumer marketing issues , in-
cluding new media for interacting 

with consumers, new qualitative 
techniques for insight mining and 
new quantitative techniques for 
market research data analysis. A 
complimentary excerpt is available 
for download at www3.best-in-class.
com/rr1243.htm.

 Creative Research Systems, 
Petlauma, Calif., celebrated the 30th 
anniversary of The Survey System, its 
survey software, in 2013. 
www.surveysystem.com/survey-software.htm

www.mswarsresearch.com  ●  516-394-6000  

Multi-media advertising assessment, 
improvement and optimization. 

We help marketers build brands by providing a suite of world class 
research solutions designed to assess, improve and optimize every touch 
point of your advertising and media.  

Everyone at MSW●ARS Research is passionate about validated metrics, 
metrics that are predictive of business results. We combine this with 
senior staff experienced in brand building strategy and who deliver 
actionable insights. 

Actionable Insights 
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In a recent piece in Forbes, Mark 
Fidelman asked, “What if instead of a score, 
you could visualize the impact a person, busi-
ness or topic has in a social network? What if 
instead of using complicated listening tools, 
you could see in an instant who is talking 
about your company or its products and how 
you’re connected to them?” This, of course, 
is a central theme in the ongoing campaign 
to tame big data.

One of the most onerous challenges facing 
the marketing research industry today is 
to dam and direct the raging flow of social 
network data being generated each second. 
As researchers, we need to make things rel-
evant. We need to tell the story. 

Marc Smith is a sociologist specializing 
in the social organization of online commu-
nities and computer-mediated interaction; 
he and I met at a recent predictive analyt-
ics conference. Smith leads the Connected 
Action Consulting Group in Silicon Valley 
and cofounded the Social Media Research 
Foundation. Smith has pioneered a free, open-
source graphics program, NodeXL, which 
synthesizes and clusters social network data. 
This analysis is called social network analy-
sis (SNA). Instead of a complicated listening 
platform, NodeXL – an Excel add-on – is able 
to synthesize, for example, various Twitter 
feeds and produce a relevant graphic and re-
port. NodeXL creates maps that make sense of 
social media – and that is just the beginning.

Thanks to Smith’s mentoring, I have func-
tionally mastered NodeXL and learned how 
to make its output relevant to the marketing 
research industry. This article will present 
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snapshot

Using NodeXL to 
decipher big data
| By Michael Lieberman

the fundamentals of SNA and NodeXL. I will 
provide sample Twitter and Facebook maps 
and show how they may be used for under-
standing brand conversations taking place in 
the realms of social media.

Network theory
Social network analysis views social relation-
ships in terms of network theory, consist-
ing of nodes (representing individual actors 
within the network) and ties (which represent 
relationships between the individuals, such as 
Facebook friendships, e-mail correspondence, 
hyperlinks or Twitter responses). These net-
works are often depicted in a social network 
diagram, where nodes are represented as 
points and ties are represented as lines.

Figure 1 is an example of a Twitter NodeXL 
social network graph. Instead of using listen-
ing tools, these Twitter maps organize and visu-
alize content in a way that makes them very 
easy to interpret. 

• We can see who is talking about the brand (in 
this case, BMW). 

• We can tell who are major influencers or 
connectors and what they are saying. (A con-
nector is someone whose tweets are heard 
by a large number of people, oftentimes in 
different “clouds” within the graphic.) If we 
look at Figure 1, we see an oval that shows 
several connectors. These are people that 
the brand might want to contact directly 
through Twitter.

At first it may be hard to decode the map. 
In short, given that BMW is a major brand, 
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there are a lot of people who are talk-
ing about it who are not connected to 
other Twitter users. These nodes are 
referred to as islands. Most brands 
will have a large cluster of islands. In 
Figure 1, section G1 is the large group 
of dots to the left. These are people 
not directly connected to the main 
BMW Twitter account but are discuss-
ing topics related to BWM. These are 
people with whom BWM might want 
to talk in the future. 

In sections G3 and G4, clustered 
people are discussing different aspects 
of BMW. The lines that connect these 
mushroom-shaped clusters are “con-
nectors,” the people whose voice is 
heard in both groups. 

The clusters in the BMW map, the 

multicolored clouds of names, are 
people who are in contact with each 
other either by retweeting or respond-
ing. If we look to see which Twitter 
hashtags cluster in each group we get 
a pretty good idea of what they are 
saying about BMW. 

What’s exciting about this is that 
NodeXL allows companies to under-
stand not only what is being said in 
the social media sphere but also to 
identify their most efficient messen-
gers. This allows firms to ferret out 
prospective customers and identify 
influencers and allows brands to test 
social media campaigns by monitor-
ing NodeXL Twitter maps over speci-
fied periods of time. 

Figure 2 is another type of common 

Twitter map. This is called a broadcast 
map, where an individual account cre-
ates a large buzz. Examples might be 
Lady Gaga, the GOP, a news channel 
or the Chicago Bulls. 

In our example, CNNMoney is the 
center of the broadcast network. Its 
hashtags cluster around the day’s 
major stories. Interestingly enough, 
in our example Twitter is a major 
story for CNNMoney, probably be-
cause Twitter announced its IPO the 
day before I ran the map. Also trend-
ing for CNNMoney is Obamacare. 
Not surprising, CNNMoney is con-
nected to other news outlets, the 
most visible being CNN.

Again, where to begin? Looking 
closely at Figure 2, one can see that 
CNNMoney has many direct follow-
ers and broadcasts to a large number 
of small clusters (G3 thru G50) and 
islands (G2). These kinds of broad-
cast maps are useful not only for 
content but also for reaction. For 
example, if a football team bombs on 
Sunday, what are the responses by 
its fans? (Though not included in the 
map, NodeXL does record all tweets 
within the search for keyword and 
sentiment analysis.)

In addition to Twitter, NodeXL 
analyzes e-mail networks, hyper-
links, Flickr and Facebook friends, 
Likes and groups. Figure 3 is an 
example of a Facebook-focused 
map. Unlike Twitter, Facebook 
networks are not publicly avail-
able and a password is required 
to collect data from a user, so I 
used my own network of Facebook 
friends. I do not use Facebook for 
my firm Multivariate Solutions, so 
my account reflects life clusters. It 
is instructive to see how NodeXL 
clusters my Facebook friends.

NodeXL surveys all my friends 
and clusters those in my network 
who are connected to one another. It 
then maps these people around these 
shared connections. 

Examining Figure 3, we see three 
dominant clusters. One is my high 
school class – the original reason I got 
on Facebook. One is my current social 
circle. The third is family. I have sev-
eral other small clusters of friends but 
to show how robust NodeXL is, I put a 
small blue circle around a tiny cluster 
at the bottom, right-most corner of the 

Figure 1 

2 

Figure 2 
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map. These are a few people with whom 
I worked at Ristorante Alfredo in New 
Brunswick, N.J., in 1986 while I was an 
undergraduate at Rutgers University. 

The Facebook Likes page of a 
company like Starbucks is a treasure 
trove of social network information. 
NodeXL pinpoints the influencers 

and their opinions. This would allow 
Starbucks to directly contact a well-
connected Facebook customer and 
offer him a free latté. NodeXL could 
also cluster people who are saying 
negative things about Starbucks and 
allow the company to reach out to 
them in a positive way.

Harness the power
We are living in an increasingly 
saturated world. Facebook, Twitter, 
Google, smartphones – more data is 
being produced daily than was creat-
ed in the first 4,000 years of human 
existence. There is so much market-
ing noise that even big TV networks 
and news giants no longer have the 
ability to create overnight product 
success. The result is a growing 
effort by smart organizations to 
augment their campaigns through 
proven media channels with social 
network advertisements. That 
is, these companies have learned 
to harness the power of thought 
leaders, experts and influencers to 
promote their products. As we move 
forward, social network analysis, 
using tools such as NodeXL, will no 
doubt play a larger and larger part 
in this emerging field. 

Michael Lieberman is founder and 
president of Multivariate Solutions, a 
New York statistical consulting firm. He 
can be reached at 646-257-3794 or at 
michael@mvsolution.com.
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Once a slow and expensive process, 
collecting feedback from customers is now 
quick, simple and relatively cheap with the 
widespread availability of online survey tools 
and reporting systems. Companies can collect 
ratings and feedback at every point of contact, 
including phone calls, e-mails, Web visits and 
point-of-sale purchases. In addition, manag-
ers can view survey results instantly instead 
of waiting weeks or months to find out what 
their customers are saying.

This information is a valuable and neces-
sary component of any voice of the customer 
(VOC) program. But if you’ve been collecting 
survey results for a while, you’ve probably run 
into a situation that many organizations face: 
flat trend lines. Once the easy wins are behind 
you, any upward movement in the overall rat-
ings becomes increasingly difficult to achieve. 
This wouldn’t be a problem if you could confi-
dently say that your organization had reached 
a state of customer experience perfection, but 
in most cases, employees and managers are 
painfully aware that there is still plenty of 
improvement to be made.

The problem with flat trend lines isn’t sim-
ply that they suggest a lack of progress. It’s also 
that they’re boring. It’s difficult to keep stake-
holders interested and motivated when they 
see the same scores month after month. Many 
customer-experience initiatives have stalled 
when satisfaction ratings reach a plateau.

Flat scores are actually just a sign that the 
VOC program needs to evolve. There are various 
actions that can be taken to push the program 
along and different organizations approach the 
challenge in different ways. As a start, we offer 

Peter Gurney 

offers some dos 

and don’ts for 

dealing with a 

stubborn trend 

line
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When 
satisfaction 
scores go flat
| By Peter Gurney

a few dos and don’ts:
Do: Bring other metrics to the foreground. 

Satisfaction ratings (or NPS or however you’re 
keeping score) are not meant to be an end 
in themselves. They are intended to reflect 
customer attitudes and experiences as a means 
to achieving better business results. Eventually, 
satisfaction scores need to become less promi-
nent as other success measures take the lead. 
Depending on what the goals of the program are, 
various operational and financial metrics may 
be brought forward, including complaint vol-
umes, retention rates, new accounts, customer 
spend and average cost-to-serve. This doesn’t 
mean that satisfaction ratings disappear; they 
should continue to serve as an important indica-
tor of the customer relationship. But as the 
Chinese proverb goes, “When the finger points 
at the moon, the fool looks at the finger.”

Don’t: Change the scale. Some organiza-
tions fall into the trap of blaming the messenger, 
assuming that a different scale or manner of 
asking about satisfaction will change the result. 
Here are some hard truths:

•  Bigger satisfaction scales don’t give you 
more precision. As a practical matter, all 
satisfaction analyses tend to break down into 
three buckets: negative, neutral or positive. 
Whether you’re using a five-point scale or a 
100-point scale, you’ll still be looking at those 
three categories in the end. 

•  Using multidimensional indexes may not 
help, either. Combining and weighting several 
metrics, like overall satisfaction, willing-
ness to recommend, likelihood to repurchase, 
etc., sounds scientific and gives the illusion 
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of greater precision. Unfortunately, 
these formula-based indexes are 
seldom better predictors of business 
performance than simply tracking 
overall satisfaction.

Do: Focus more heavily on open-
ended responses. Numbers are nice be-
cause they’re easy to analyze and display. 
Words, on the other hand, are messy and 
analyzing them is labor-intensive. As a 
result, it is common for VOC researchers 
to severely limit the use of open-ended 
questions on their surveys. It is also 
common to find that the research team 
is sitting on a pile of unanalyzed com-
ments, hoping they will eventually have 
the time to make sense of them.

Although customer comments are 
indeed more difficult to analyze and 
report on than ratings, it is often in the 
comments that the richest and most 
actionable information can be found. 
Companies that have hit a wall with their 
satisfaction ratings may want to look at 
redesigning their surveys to better allow 
customers to tell their stories in their 
own words. This may require additional 
work but it will ultimately provide more 
powerful and actionable information.

Don’t: Shrink the scope. 
Satisfaction surveys can become overly 
focused on the needs of a specific user 
group, often at the expense of provid-
ing in-depth information about the 
customer relationship. For example, 
post-transaction surveys may be used 
primarily for coaching and rewarding 
call agents and other frontline service 
personnel and over time become short-

ened to exclude any questions that are 
not directly related to the customer’s 
interaction with the agent. But this 
narrowly-scoped data leaves out impor-
tant information about the customer’s 
overall experience and relationship 
with the company. In general, voice-of-
the-customer programs should include 
both in-depth relationship surveys and 
transaction-based feedback and the 
transaction feedback should capture 
information about the entire experi-
ence, not just the performance of the 
service agent.

Do: Segment the results. Rather 
than tracking an overall satisfaction 
score for the company, it is often more 
productive to break the scores out by 
relevant customer groups and monitor 
them separately. Different groups may 
have different satisfaction criteria, as 
well as different expected ranges of 
satisfaction. For example, business 
travelers typically give lower satisfac-
tion ratings than leisure travelers, even 
though they may, on paper, appear to 
be more loyal to a specific hotel brand 
or airline. Understanding how differ-
ent groups are best satisfied and what 
the relevant ranges of their satisfaction 
ratings are will allow you to focus your 
improvement efforts more effectively.

Don’t: Settle for “good enough.” 
If satisfaction ratings have reached a 
plateau, it may be tempting to rational-
ize by claiming that further improve-
ment is unnecessary or unaffordable. 
But this is seldom true. Executives at 
companies with superior service levels, 
such as Nordstrom, are frequently 

heard to use phrases such as, “We’re 
still far from perfect,” “We have a long 
way to go” and “We’re always working 
at getting better.” If scores are flat, it’s 
time to work harder, not to relax.

Do: Recruit new stakeholders. As 
VOC programs mature, they often apply 
customer feedback in new ways to meet 
the needs of an expanding base of in-
ternal clients. While VOC may initially 
be used for service recovery, frontline 
coaching and satisfaction monitoring, 
over time the information can be sys-
tematically applied to support product 
innovation, process improvement, 
vendor relations, training and commu-
nications content and other important 
organizational needs. At the same 
time, the VOC team may evolve from an 
analytical and report-generating group 
to an internal consulting organization, 
working closely with a  wide range of 
stakeholders to help them advance 
their business objectives.

Continually evolve
The main point to keep in mind is that 
customer satisfaction and VOC pro-
grams are not meant to be static. As the 
organization becomes comfortable with 
the process of measuring and sharing 
customer feedback, the program must 
continually evolve by incorporating 
new measures, serving new stakehold-
ers, and making more effective use of 
the information. 

Peter Gurney is senior director, VOC 
solutions, at Seattle-based NetReflector 
Inc. He can be reached at 206-234-7738 
or at pgurney@netreflector.com.
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LLifeScan is the Johnson & Johnson company that makes OneTouch, the 
leading U.S. brand of blood glucose monitors and test strips. In 2011, 
LifeScan was faced with some real marketing challenges. On one hand, 
we needed to reinvigorate messaging for our legacy blood glucose me-
ter line (OneTouch Ultra). On the other, we were preparing to launch 
a new meter (OneTouch VerioIQ) and needed a compelling way to talk 
about it to diabetes patients and health care professionals. These chal-
lenges were intensified by upcoming competitive meter launches.

Several different marketing groups within LifeScan’s U.S. market-
ing organization were considering revamping their messaging in order 
to support the new product launch and legacy refresh. Each marketing 
group had specific objectives for message development, such as:

Launch product team (OneTouch VerioIQ): Which claims best 
support the new product’s core benefit of identifying blood glucose 
patterns for patients?

Legacy product team (OneTouch Ultra line): How can we refresh 
the messages that have been used for several years to support the ac-
curacy and ease of use of our legacy product line?

Payer marketing team: What is the best way to talk about our 
superior insurance coverage?

Professional marketing team: How can we most effectively in-
fluence all decision makers and influencers in the doctor’s office to 
prescribe and recommend OneTouch?

Higher market share
The situation was ripe for a solution. Each of the marketing groups 
had started talking about the need for stronger messaging at about the 
same time. Each group’s messaging need was legitimate and action-
able: stronger messaging, combined with superior share of voice, could 
lead to more prescribing and usage of OneTouch meters and test strips. 

Lawrence Cesnik details how vigilance 

and team-building drove a successful 

effort to refine messaging for OneTouch 

diabetes-related products.
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Getting the messaging right could set us on a path toward even better 
customer perceptions and higher market share.

The strategic messaging study that I developed to meet this chal-
lenge was a success due to its ability to connect the dots within our 
organization. The first step was getting all of the marketers together 
in a room to show them the benefits that a strategic messaging study 
would bring to all. They agreed with me that a study that looked 
across the business would be more effective  – and more efficient – at 
finding the strongest messages for the OneTouch brand than multiple 
studies for each marketing group. As a bonus, this holistic approach 
would enable better awareness, communication and collaboration be-
tween marketing teams even outside of this initiative, since marketers 
would need to come together several times during this process.

Another success factor was identifying a passionate marketing 
partner with whom I teamed to drive the success of the study. She 
had already taken on legacy brand revival as one of her key roles 
and so was a natural fit to be the marketing champion of this 
messaging-optimization process. In addition, my marketing partner 
was very bright and savvy about the power of insights, was strate-
gically focused and had strong relationships with other marketers 
and outside agencies. Having her partnership and support on this 
strategic messaging initiative would also serve as a springboard for 
other insight initiatives to come.

Ample helpings of resources
To become actionable, the strategic messaging study would need to 
be “fed” very well and the feeding would include ample helpings of 
resources and relationships both inside and outside of LifeScan. As we 
did not want to miss any opportunity to strengthen our messaging, 
no stone could be left unturned. My marketing partner and I began 

by conducting a brainstorming session with 
key marketers (another would follow a couple 
of weeks later). That ideation yielded much 
fruit because we went into it with focused ob-
jectives, engaged participants, a competitive 
spirit (even a prize or two), a good knowledge 
of our current messages and a frank discus-
sion about our messaging gaps.

The output of the ideation session was 
a much stronger, expanded list of potential 
messages to test in the research. As we identi-
fied the messaging gaps, it became clear that 
a good way to plug some of them and drive 
differentiation would be to expand our team 
(Figure 1) beyond marketing to other parts of 
the organization – including health econom-
ics, clinical affairs and sales – and even be-
yond our organization to the creative agency.

A wide range of sources (Figure 2) was 
consulted for the messages, including the 
creative brains of our marketers, previous 
market research studies, clinical studies, 
competitor Web sites and brochures and even 
publications like Consumer Reports. We also 
tasked our creative agency with strengthen-
ing the message language with their copy-
writing skills. Some of the messages on the 
table were known (through previous work) 
to resonate with customers and could be 
substantiated; others could be substantiated 
but it was unknown whether they would 
resonate; and for others we were not sure, 
but they appeared to differentiate us in an 
increasingly commoditized category.

We then refined our growing message 
list using three filtering principles: (1) align 
most of the messages with the positioning 
and strategy of both our legacy and soon-to-
launch products; (2) include known strong 
messages (and exclude weak ones) from 
previous research; and (3) include a range 
of message buckets such as value, emotional 
benefits, functional benefits, ease of use, 
endorsement/legacy and service/support.

Multiple rounds of feedback from our 
cross-functional team strengthened the mes-
saging study. I always asked the team to pro-
vide their feedback from the latest message 
list version by a specific date. Checking in at 
different times sometimes uncovered the un-
expected bonus, such as the ability to include 
new competitor messages, a newly-published 
Consumer Reports claim and some powerful 
messages written by a very talented marketer 
who just happened to join the team late.
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Really be the strongest
I wanted to have confidence that the 
winning messages identified in the 
study would really be the strongest 
among those tested. First, I needed to 
ensure that we surveyed the relevant 
audiences: diabetes patients who 
tested their own blood sugar and 
the health care professionals who 
supported them; endocrinologists; 
primary care physicians; diabetes 
educators; office staff; and pharma-
cists. Second, we needed a technique 
that was robust, real-world and 
allowed us to test a large number of 
messages. I worked with research 

firm Moskowitz Jacobs, White Plains, 
N.Y., to design a conjoint-based mes-
sage optimization approach using 
its IdeaMap methodology. The con-
joint approach – through exposure 
to dozens of randomly-generated 
concepts – provided a clear assess-
ment of each message’s ability to 
“pop out” and impact the likelihood 
of patients and health care profes-
sionals to switch to our products. 
The concepts contained a mix of new 
product, legacy product and “overall 
OneTouch line” messages and, to sim-
ulate the marketplace, even included 
key competitor messages.

Four principles for insight-
sharing
When results came back several 
weeks later, I wanted to reengage the 
team with a concise overview of the 
key message opportunities for the 
business. Simple, colorful graphical 
output (green = message is strong 
driver; red = strong detractor; white 
= neutral) helped translate the 
conjoint results, as did the following 
four principles for insight-sharing:

Link study results to industry 
decision drivers. I quickly re-
grounded the audience in the key 
decision drivers in our blood glucose 
monitoring category (such as ac-
curacy, ease of use and value) and 
then structured much of the message 
results around those drivers.

Clearly identify gaps. The lack 
of “green messages” in the ease-of-
use bucket marked that message 
category as one in which we had 
no message that strongly motivated 
switching to our products – no sur-
prise in a category where everyone 
was claiming ease-of-use but one that 
clearly suggested that additional 
work was needed to differentiate 
ourselves (Figure 3).

Present solutions. The beauty of 
testing so many messages was that 
while we saw vulnerability associated 
with some of the messages tested, we 
also discovered avenues to overcome 
those weaknesses. For example, 
in the chart in Figure 4, the most 
powerful execution (Message R) risks 
cannibalizing our own user base, so I 
suggested that we could use Message 
U or V instead, which fared much 
better with competitive users.

Clearly show competitive ad-
vantages. Importantly, IdeaMap’s 
ability to test competitive messages 
allowed us to graphically show how 
our strongest messages fared against 
competitors’ strongest ones. As seen 
in Figure 5, there were several in 
which we did better!

Not be acted upon
Since the marketing teams were 
extremely busy with multiple priori-
ties, after the initial presentation 
it began to look as if the messaging 
insights from this study would not 
be acted upon – a very undesirable 
outcome for this strategic study. 

http://www.quirks.com
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Sensing this, I began to nudge my 
colleagues: first by walking around 
the marketing department to ensure 
that, indeed, it was just a busy sched-
ule and not a lack of motivation that 
was preventing action. Nudge No. 2 
was enlisting the support of my pas-
sionate business partner, as well as a 
process-excellence colleague, to drive 
a follow-up session to more granu-
larly identify the biggest message 
opportunities across the business. 
Nudge No. 3 was leading two messag-

ing workshops with the health care 
professional marketing team. This 
group was the “lowest-hanging fruit” 
due to their motivation to strengthen 
their plan of action for the upcoming 
early-2012 sales cycle.

The second professional mar-
keting messaging workshop was a 
focused, two-and-a-half-hour session 
that kicked off with a quick share-out 
of key takeaways from this and other 
messaging studies. We then dove 
right in and rolled up our sleeves. We 

leveraged those key insights to iden-
tify messages that we should drop, 
those we should keep or modify and 
those we should add – with a clear 
rationale for each bucket. During 
that meeting, we had a particularly 
productive discussion on how this 
study informed the “total office call” 
of our sales representatives. Through 
this technique, we had clearly identi-
fied some messages that resonated 
very strongly with the doctors in 
the practices we called on but found 
there were different ones that were 
compelling to the nurses, medical 
assistants and diabetes educators in 
those offices (Figure 6).

Lot of progress
A lot of progress has been made since 
the strategic messaging study and the 
follow-up action workshops. Some 
strong messages were continued as 
recommended and several new prom-
ising messages were implemented. A 
few messages uncovered in this study 
were so strong that a new study was 
developed to substantiate them. And, 
we continue to use a sales-detailing 
effectiveness study to track the ongo-
ing impact of our messages among 
health care professionals.

The strategic nature of this 
study allows it to live well beyond 
its expiration date. I have found it 
to be an important addition to the 
foundational learning toolkit with-
in the customer insights function. 
Key study results and implications 
can be used to open dialogues with 
business partners and help them 
visualize new messaging opportuni-
ties. The conjoint approach can also 
help us as internal research consul-
tants provide a real-world frame-
work for future research initiatives 
large and small.

We were able to strengthen our 
consumer and professional messaging 
at LifeScan through not just a smart 
research approach but also through 
leveraging the talents and resources 
of our company. I look forward to 
reaping more benefits from this expe-
rience for years to come. 

Lawrence Cesnik is U.S. lead, global 
customer insights, at LifeScan Inc., 
Milpitas, Calif. He can be reached at 
lcesnik@its.jnj.com.

Keys to success of the 
strategic messaging 

study at LifeScan

• Identifying a big need across marketing

• Bringing together key stakeholders

• Finding a passionate partner to walk the journey with the insights    

       manager and the organization

• Leaving no stone unturned for message ideas

• Choosing a research method that could reliably test a lot of messages

• Staying close to marketing and driving the process to implement actions
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TThanks to ever-expanding options for 
digital communication, customers now 
have countless ways to share their 
feedback with companies – and each 
other – with both positive and negative 
messages. Many customer-oriented busi-
nesses now have customer experience 
management or voice-of-the-customer 
platforms in place to manage this heavy 
inbound flow of communication. 

In parallel, companies continue 
to solicit insights through traditional 
surveys, though some are now question-
ing this approach. The same advances 
in digital communication have spawned 
alternative knowledge providers who 
claim to be able to provide better insight 
from this raw material than old-style 
market research.

It is rare for these disciplines to be 
integrated or for market researchers to 
use the feedback obtained from these 
operational platforms as a primary 
source for insight generation. In this 
article I will argue why an integrated 
approach is a necessity. Without it, 

••• online research

Navigating the new 
data streams
Integrating customer experience management with marketing 
research

| By Rick Kieser
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market research as we know it will 
be marginalized. I will also attempt 
to show how recent advancements in 
processing unstructured text can put 
this strategy well within the reach of 
market researchers.

Virtually no difference
Customer experience is increasingly 
the only meaningful differentiator 
for the consumer. Rigorous attention 
to product design and quality assur-
ance today means there is virtually 
no difference in the quality or effec-
tiveness between the brands found in 
most product sectors. The speed and 
transparency of the online marketplace 
means consumer decisions today – even 
about offline purchases – are all about 
price, past experience and reputation, 
judged from others’ experiences.

Can we put a value on the impor-
tance of reputation? According to 
one survey, more than $83 billion in 
business is lost each year due to poor 
customer experiences1. In this dynam-
ic and rapidly changing environment, 
marketers must constantly reexamine 
how to understand and engage custom-
ers, re-prioritize channels and main-
tain a consistent customer experience 
across all channels, while optimizing 
their marketing spend.

Each initiative can only be 
achieved with reliable data used to 
generate high-quality insight with 
which to drive decision-making. In the 
past, market research was often the 
only viable means to gather and pro-
cess this information. Today, there is 
usually an abundance of data on every 
different aspect of the customer expe-
rience and it can often be integrated 
easily. Now it is the market research 
data that can appear out of touch and 
disconnected with business. 

The customer experience manage-
ment and voice-of-the-customer (VOC)2

industries were born approximately 
20 years ago and although originally 
distinct, today the terms seem largely 
synonymous. Both focus on using auto-
mated processes to track, monitor and 
organize every interaction between a 
customer and the organization through-
out the customer life cycle.

In parallel, enterprise feedback 
management (EFM) is a term coined 
by research technology providers to 
describe survey-based feedback solicita-

tion. An EFM interaction is usually trig-
gered by a customer touchpoint, which 
makes it a convenient data source for 
many VOC initiatives. But some VOC 
initiatives do not depend on surveys 
and capture their data elsewhere.

The CEM industry has been grow-
ing nearly 20 percent annually and 
the market is projected to nearly triple 
between 2012 and 2017 (Figure 1) to more 
than $6.8 billion3. This is in contrast 
to market research, which stands at 
$39 billion of revenue worldwide, and 
inflation-adjusted growth of 0.7 percent 
achieved in 20124.

I see three principal driving forces 
behind the growth of the CEM industry: 

1. Enterprises have become more 
customer-centric, realizing the closer 
they are to meeting their customers’ 
expectations, the better chance they 
have of succeeding.

2. Companies tend to understand 
that acquiring a new customer costs 
more than keeping an existing one 
(one source states up to five times as 
much5). 

3. Technology now makes it easy to 
track customer interactions across a 
wide range of customer touchpoints 
and generate insight from this.

This growth has resulted in a tsu-
nami of customer feedback, which must 
be transformed into insight if compa-
nies intend to use it. It is the new raw 
commodity in every business: Processed 
and applied in the right way, data holds 
tremendous value. But with no effort 

made to generate insight from it, this 
data simply accumulates without con-
tributing to the company’s progress.

Do not control
The old paradigm for customer feedback 
in both market research and EFM relied 
on survey-based interventions, directed 
and regulated by the company. Initially, 
the rise of digital communications 
simply added more channels to the so-
licited model, with the advent of online 
surveys and communities (MROCs). But 
now, with rise of social media, con-
sumers have become voluble through 
channels that marketers do not control. 
For example, customers share their 
experiences with the world through the 
likes of Facebook, Twitter, review sites 
like TripAdvisor and personal blogs, 
without even being asked.

This abundant unsolicited feedback 
challenges traditional market research 
approaches, with their controlled 
samples and carefully constructed 
questions. This creates a new competi-
tive environment based on advanced 
analytic technologies to analyze these 
vast amounts of unstructured numeric 
and textual data. It has encouraged new 
entrants, in the guise of data providers 
and knowledge-management compa-
nies, who are very different in their 
approach from research companies.

It is not only this reversal of flow 
in insight gathering that is difficult; 
coping with the volume of data and 
its highly unstructured nature is one 
of the greatest challenges of big data. 
Only technology can manage this 
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massive inflow of data. And because 
so much of the content is raw text 
sitting alongside numeric data, we 
must use tools that can interpret both 
subjective and objective variables – 
both text and “hard” data. 

A taxonomy of text insight 
technologies
Just as CEM software has reached a 
level of maturity, so too has software 
for text analytics, mostly based on an 
underlying set of techniques termed 
natural language processing (NLP). 
The predominance of this method in 
commercial software risks overshadow-
ing two complementary text processing 
methods, which are equally relevant 
and in some instances are more appro-
priate in handling very large volumes of 
feedback data. 

Natural language processing. The 
technology behind NLP or text analytics 
uses lexicons or dictionaries alongside 
a series of deterministic rules to bring 
together responses that appear to share 
similar content, to identify topics or to 
identify sentiment such as positivity or 
negativity. NLP is particularly well-

suited to discovery of meaning or senti-
ment in large data sets, when used as a 
query or interrogation tool, as well as in 
developing analytical frameworks – an 
approach some describe as text mining. 

To achieve acceptable levels of 
accuracy, highly-skilled human 
input is required to interpret what is 
discovered and to refine the process 
of topic and sentiment extraction by 
writing additional rules. This tun-
ing process is time-consuming and 
expensive and is often overlooked 
when selecting this method. 

Machine learning.  A viable alter-
native to NLP is machine learning, an 
artificial-intelligence approach that 
learns how to categorize and inter-
pret text automatically from a sample 
of training examples that have been 
coded manually. As more examples are 
subsequently provided, including any 
that arise from quality-control checks, 
overall accuracy improves.

Machine learning is especially well 
suited to large-scale repetitive tasks 
and can run as an automated process, 
once trained, with minimal interven-
tion. Because a training set is required 

(typically 20 examples for each topic 
or category), the initial investment 
of effort lends itself to larger-scale or 
continuous projects; however, once 
operational, unlike NLP, it does not 
demand expensive interpretive or 
technical input on an ongoing basis, 
often making it a lower-cost automated 
solution when compared to NLP.

Semi-automated or computer-
assisted coding. Auto-assisted methods 
organize the work intelligently and 
optimize human decision-making in 
classifying customer comments by using 
powerful searches, fuzzy matching 
within an overall organizing struc-
ture. Arguably, this approach can yield 
the most accurate results but it does 
not scale well. The effort increases in 
line with the volume of work and the 
management burden increases expo-
nentially. Beyond low volumes, this 
approach carries a high cost premium 
compared to other methods.

If a company is analyzing the same 
type of customer feedback from a single 
source, one technology may be all that 
is needed. However, in today’s diverse 
and data-rich environment, that is 
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rarely the case. Much of the challenge 
in handling multiple channels of feed-
back, both solicited and unsolicited, is 
in the diversity of their characteristics. 
An appropriate analogy is the bicycle. 
If the road to be traveled is flat and 
straight, a single-speed bike will be 
fine. However, in more varied terrain, 
a multi-speed bike will make the trip 
easier, faster and more efficient.

For example, a transcribed phone 
call will exhibit very different use of 
language compared to a Facebook up-
date, as will comments in a customer 
survey differ from comments made 
on a hotel review site. Comments on 
Twitter are entirely different again, 
with their cryptic content and embed-
ded cross-references. Each type of 
language demands a different kind 
of solution. In my experience, even 
large enterprises can struggle to find 
an effective solution, because there is 
a common misconception that a single 
technology (often assumed to be NLP) 
can apply to all situations. 

Five considerations
To optimize customer insight there 
are five considerations that need to be 
balanced in any effective VOC or CEM 
program, namely: the program objec-
tives; feedback channel types; insight 
technologies deployed; cost constraints; 
and volume of responses. Since all of 
these go beyond the scope of this article, 
I will focus on the main consideration. 
A combination of technologies is needed 

to facilitate effective feedback manage-
ment across all channels. To understand 
which, you must know your channels 
as well as your text-insight technologies 
and then match those channels to the 
best combination of technologies. 

Any enterprise is likely to have a 
wide range of feedback channels. Each, 
as described here, has very different 
characteristics and presents its own 
challenges from an analysis perspective.

Social media comments can exist 
in very high volumes but can be dif-
ficult to interpret, as they are often 
extremely context-specific, cryp-
tic, jargon-riddled and even ironic. 
Nevertheless, social media is a source of 
insight that can help companies react 
quickly to events or new situations and 
reveal weak or emerging trends.

Survey data, on the other hand, is 
much easier to interpret, since ques-
tions are predetermined and answers 
are more focused. The high cost in 
obtaining survey data usually means 
the volume of data is low, so weak or 
emergent trends may be entirely absent 
from the data collected.

Call-center transcripts can offer 
a high volume of responses and are 
relatively easy to interpret, since they 
are intermediated, and may have been 
summarized by the call-center opera-
tor. Call-center audio, in comparison, 
can be harder to interpret and usually 
requires transcription first, making it a 
lot less accessible. 

Market research online communi-

ties data is often largely text-based but 
relatively low in volume. Although it 
can superficially appear social media-
like in its format, it is much easier to 
interpret because contributions are care-
fully considered by the contributor and 
tend to be focused and context-specific.

Inbound e-mail, in many ways, sits 
at the center of these channels in terms 
of its form and structure. Customer 
service e-mails can be highly structured, 
with a series of questions and answers 
not dissimilar to a survey, executed as an 
extended e-mail conversation. 

In searching for the right tools and 
methods to apply to each channel, it is 
essential to understand the character-
istics of the available channels within 
any specific enterprise. The two most 
relevant variables are the volume of 
data and the difficulty of interpret-
ing the channel. Analyzing these will 
reveal important differences in the 
scale of the task to be undertaken. A 
generalized visual representation of 
this appears in Figure 2. 

Match the technology to the 
feedback type
The final step is to match the best 
technology to the feedback type. Figure 
3 shows the optimum reach, in terms of 
cost-effectiveness, for each of the three 
different technological approaches with 
regard to the same two variables: volume 
and difficulty of interpretation.

NLP can handle high volumes but 
because it is a mining tool more than an 
interpretive tool, it is better at providing 
fast directional feedback. It is less ame-
nable to tuning to particular contexts 
and so it is less effective where there is a 
mix of channels that are more difficult 
to interpret. 

Machine learning works best when 
handling a high volume of text, as the 
marginal cost of adding more work is 
negligible. Because it is trained using 
context-specific examples, it is capable 
of interpreting difficult-to-recognize 
concepts or emotions once it has an ef-
fective set of training examples.

Both automated methods require ef-
fort in applying them to a new channel, 
either in adjusting the rules or diction-
aries for NLP or in training and validat-
ing for machine learning.

Semi-automated methods are well 
suited to channels where the content is 
difficult to interpret because humans 
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are involved in determining meaning. 
Further, they do not have the same 
start-up threshold to cross as automated 
methods, making them cost-effective for 
low volumes. But, because little economy 
of scale is possible for high volumes, 
semi-automated methods tend to price 
themselves out of the equation for high-
volume channels.

It may be possible to find an opti-
mum solution if you are working with 
only a single channel. However, with 
three or four different channels, you 
certainly need more than a one-speed 
bike to cover the terrain (to return to 
my earlier metaphor). This is not an 
inherent weakness of automated text 
processing; rather, judiciously combin-
ing methods actually builds a more 
robust and more cost-effective solution 
that plays to the sweet-spots of each 
technology involved. 

In practice, this means you can 
optimize not only time and quality but 
also reduce cost by concentrating human 
intervention within a few small areas 
where its value can be amplified – such 
as highly targeted quality control or 
having analysts interpret automated 
text-mining reports.

Do not settle
Set against the backdrop of different – 
and often disjointed – customer insight 
initiatives and customer feedback chan-
nels, companies can now start to build 
highly effective technological solutions 
to integrate feedback, provided they fully 

evaluate their internal needs and do not 
settle for suboptimal technological solu-
tions. The technology now exists to fa-
cilitate transforming disparate feedback 
channels – both solicited and unsolicited 
– into timely, actionable insights. While 
some investment is inevitably required, 
the results can be extraordinarily 
valuable and a full payback should be 
expected within a single fiscal cycle.

According to the Harvard Business 
School, increasing customer retention 
rates by as little as five percentage 
points has been shown to increase prof-
its by between 25 and 95 percent6. The 

investment in the technologies I have 
discussed here are likely to be a small 
fraction of one percent of revenues. 

The good news is that the best is yet 
to come. The technology continues to 
improve. Companies now have a choice of 
effective tools they can use in combination 
to manage their incoming flow of cus-
tomer feedback. Market researchers have 
an even richer source of data available to 
them to complement survey data and more 
conventional hard number big data feeds. 
In a few years, I am sure we will look back 
on today and be surprised that we only 
managed to unlock a fraction of the poten-
tial insights waiting to be discovered.  

R E F E R E N C E S
1 The State of Marketing 2013, IBM’s Global 
Survey of Marketers (2010-11 Research Study by 
Datamonitor/Ovum).
2 “VOC” term was fi rst used in 1993 within a paper 
written for Marketing Science, authored by Abbie 
Griffi n and John Hauser. (University of Chicago 
and Massachusetts Institute of Technology).
3 Customer Experience Management & Voice of 
the Customer Analytics Market Size and Forecasts 
(2012-2017), by MarketandMarkets, 12/2012. 
4 ESOMAR Global Market Research Report 2013.
5 Confi rmit Community Conference, keynote ad-
dress by Henning Hansen, CEO, Las Vegas, 2013.
6 “The economics of e-loyalty,” Frederick F. 
Reichheld and Phil Schefter, The Harvard 
Business Review.

Rick Kieser CEO of Ascribe, a Cincinnati 
software firm. He can be reached at 
513-241-9112 ext. 14 or at rick.kieser@
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MMost intelligent devices, software programs and Web sites rely on multilevel menus of functions, 
content and settings as a central element of the user interface. The perceived simplicity of the 
menu structure, and the ease of interpretation of the menu’s choices, directly affects both usabil-
ity and ratings of user experience.

Designing an effective menu is a challenge. A shrewdly designed menu will capture the full 
range of functions, content and options with a minimum number of intuitively-grasped words or 
short phrases. The design team faces a demanding trade-off between economy and clarity.

At the top level of the navigation scheme, the designers need a small set of words or short phras-
es that, as a group, span the universe of functions or content the user will encounter. Each of the 
main headings should succinctly describe both the variety and the boundaries of the functions and 
content the user is likely to discover at the next, lower, level. Extending the process, the subtopic 
headings should nest comfortably within the array of functions or subject matter implied by their 
main heading while maintaining a readily perceived thematic relationship with each other. 

A set of self-explanatory, topically-comprehensive and mutually-exclusive headings and sub-
headings will substantially improve both navigation and the user’s experience with the device, 
the program or the Web site. But getting there may require some experimentation.

Four essential qualities 
The technique of contingent concept analysis was developed to visually demonstrate four es-
sential qualities of a proposed function or content classification system:

• Whether the top-level headings are perceived as distinctive and mutually-exclusive.
• Whether the list of proposed top-level headings is sufficient to capture and categorize the 
   full array of proposed subtopic headings.
• How well each top-level heading in the content hierarchy effectively communicates the 
array of subtopics it is intended to define and subsume.
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• The relative ease with which us-
ers of the system can accurately 
anticipate where in the content hi-
erarchy specific subtopics are most 
likely to be found.

As a method for evaluating function 
and content descriptors, the research 
technique was designed as a method for 
the analysis of two sets of nominally-
scaled variables. In the example pre-
sented below, the nominal variables in 
question are the main headings and asso-
ciated subtopic headings used in the early 
versions of a technically-focused Web site. 
(Other applications are possible and are 
discussed at the end of this article.)

The research process employs a 
sorting task for data collection, comple-
mented by a data-mapping technique that 
visually summarizes the implicit relation-
ships between elements in the navigation 
(or content classification) scheme.

Card-sort process
Contingent concept analysis employs 
a card-sort process to reveal the user’s 
perception of conceptual relationships be-
tween function or content descriptors in 

a two-level hierarchy – in this instance, 
the main headings and the subtopic 
headings used for a Web site navigation 
scheme. Individual subjects – or two-per-
son teams – are given two decks of cards. 

The first deck contains the list of 
proposed top-level function or content 
descriptors (navigation headings), one 
heading or topic area per card. The 
second, much larger, deck is comprised of 
the full list of proposed second-level topic 
descriptors (navigation subheadings), one 
subtopic, or content descriptor, per card.

After arranging the top-level content 
descriptors (main headings) across the 
work space, participants are asked to 
place each of the subtopic cards under 
the main heading they feel is “closest 
to” or is “most likely to capture” the full 
meaning of that specific subtopic. 

Once the sorting process is finished, 
each respondent’s (or each team’s) sort 
pattern is checked for accuracy and then 
reviewed with the interviewer. Once the 
respondents are satisfied with their sort 
results, the placement of each subhead-
ing is recorded. Ties – the conclusion 
that a subheading reasonably could be 
placed under two or more headings – are 

permitted. Similarly, if respondents 
conclude that a subheading doesn’t fit 
anywhere within the main classification 
scheme, they are permitted to designate 
an “other” category. 

Depending on the project configura-
tion, the sort process can be executed 
as part of an individual (or couple’s) in-
terview or as a specific task embedded 
within the discussion guide of a focus 
group. As with any qualitative exercise, 
the process should be repeated until 
consistent results are being observed. 
(We have found that approximately 
15 to 20 repetitions per homogeneous 
subgroup are generally sufficient to 
determine a stable solution.)

The sorting task is easily ex-
plained, engaging for participants 
and quite revealing.

Arrayed as a matrix
The results of the sort process can be ar-
rayed as a matrix indicating the number 
of times each subheading is placed under-
neath a specific main heading. These raw 
counts, in turn, can be recast as a matrix 
of contingent probabilities, indicating 
the likelihood that any subtopic will be 
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assigned to a specific main heading by the 
members of the target group – given the 
list of main headings available and the 
number of subheadings in play. 

Finally, the likelihood matrix can be 
analyzed with a mapping technique, such 
as correspondence analysis†, to depict 
the target group’s mental configuration 
of main headings and their contingent 
subtopics. Essentially, the analysis gener-
ates a graphic representation of “what 
goes with what” – a mental map of how 
members of the target group perceive and 
configure the concept space under study.

Case study: navigation aids for a 
technical Web site
During the late 1990s a leading software 
firm had moved all of its technical 
support documentation online for easier 
access. After doing so, however, the site’s 
development team discovered that the 
members of its principal audience – IT 
professionals – were having difficulty 
finding the articles they were seeking. 
In other words, a Web site developed 
by tech-savvy professionals for use by 
other tech-savvy professionals was 
encountering significant usability 
issues. The site’s navigation scheme was 

identified as one of the principal factors 
contributing to poor ratings of usability 
and overall user experience.

We were invited by the site’s develop-
ment team to help review and refine both 
the home page layout and the principal 
navigation schemes used within the 
site. We interviewed IT professionals in 
several locations as part of a multistage 

program to revamp the site. During the 
interview process we employed contin-
gent content analysis to help the site 
development team assess the effective-
ness of their navigation tools. The results 
of the card sort and mapping analysis are 
presented in Figure 1.

At this early stage in the site’s 
development process, the naviga-
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Figure 1: Contingent Content Analysis of Main Headings and Subtopics
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tion scheme employed eight top-level 
content headings (top IT issues, tech 
support, product centers, etc., repre-
sented by red circles in Figure 1) and 49 
subheadings intended to identify more 
tightly-focused topic areas (represented 
by the numbered blue squares). 

The correspondence analysis plot 
indicates that for four of the eight main 
headings – top IT issues, tech support, 
product centers and training – were seen 
as well-defined by the site’s intended 
users: each of these four main headings 
occupies a unique space in the content 
map and maintains a reasonably tight 
clustering of specific subtopics. In other 
words, the research participants readily 
grasped the intended content category 
represented by these four main headings, 
found them to be distinctive and were 
able to consistently sort specific groups 
of subtopics (the numbered blue squares) 
under each one of them.

This happy outcome contrasts sharp-
ly with results for the other four main 
headings: talk, communities, about our 
site and this month/columns. Instead 
of occupying unique spaces in the site 
users’ map of the content space, these 
main headings are clustered together, in-
dicating that the research participants 
found them to be conceptually vague 
or difficult to distinguish. In addition, 
the subtopics (numbered blue squares) 
found within this broad grouping are 
arrayed as an elongated cloud spanning 
all four main headings – indicating 
that there was very little discrimina-
tion in the way they were assigned. In 
summary, these four main headings 
were neither distinctive in terms of 
their intended meaning nor clear in 
terms of the content they are supposed 
to introduce. As navigation headings 
they offered little guidance to a site visi-
tor attempting to refine a search. 

Lastly, in the center of the plot, one 
finds a scattering of subtopics that appear 
orphaned – not clearly or consistently 
assigned to any of the main topic headings 
that were used in this exercise. Research 
participants sorted these subheadings 
with almost equal probability into three of 
the main topic headings (indicated by the 
arrows) – or dropped them in the “other” 
category – with the result that they are 
left floating in a middle zone of the map 
that lacks clear conceptual definition.

This undifferentiated cloud of 
subtopics calls for two – possibly three 

– revisions to the content classification 
hierarchy. First, the list of main headings 
used in this exercise needs to be expand-
ed and clarified to better capture the full 
range of conceptually distinct subtopics. 
Secondly, some of the orphaned subtopic 
headings may require revision: the words 
or phrases used to designate their intend-
ed content may be unclear or ambiguous 
in their interpretation, hampering any 
attempt to place them confidently within 
a hierarchical classification scheme.

The third possibility would be to 
consider whether some of these sub-
headings may, in fact, fit conceptually 
under more than one main heading. A 
meta-goal for the design of a hierarchi-
cal classification scheme is to specify 
a minimal number of headings and 
subheadings that are mutually exclusive 
with reference to each other and exhaus-
tive in their combined coverage of the 
content in question. However, if the 
site’s content or the program’s functions 
are more readily described by a cross-
classification scheme involving multiple 
descriptors, then subtopic headings 
might naturally occur in multiple posi-
tions within the classification scheme. 
Examples might include clothing items, 
books, parts or help functions, to name a 
few. If the design objective is to facilitate 
discovery through cross-classification, 
the correspondence analysis map will 
indicate the set of main headings that 
best telegraph the content or functions 
described by any specific subheading.*

The Web site’s home page and naviga-
tion scheme were substantially revised 
after our initial project: this list of main 
headings was revised and expanded; the 
subheading classifications were substan-
tially revised. A second round of research 
and a consequent revision followed ap-
proximately one year later. Feedback on 
usability and the overall user experience 
improved markedly after each revision. 

Other applications
As noted in an earlier section of this dis-
cussion, contingent content analysis was 
designed as a technique for the analysis 
of two sets of nominally-scaled variables. 
The example presented above focuses on a 
set of hierarchically structured keywords 
and phrases used for navigation; other ap-
plications, however, are clearly possible. 

Unlike a rating task for similarity or 
proximity, the sorting process employed 
here forces respondents to make concrete, 

either/or judgments about the relation-
ships between complex concepts and 
potential concept descriptors: “Either this 
descriptor fits comfortably under this 
heading or it fits more comfortably under 
one of these other headings,” etc. Making 
judgments about “closeness” or “distance” 
between specific descriptors and a set of 
multifaceted concepts is a powerful form 
of projective technique that can be used 
for a broad array or research purposes. 

Examples of top-level concepts that 
might be illuminated through this ap-
proach include brand names, political 
candidates and vacation destinations – to 
name but a few. Potential descriptors 
could be as varied as performance attri-
butes, personality characteristics, policy 
preferences, emotions, desires or need 
states – depending on the category being 
explored. For example: 

• Which brands (multifaceted concepts) 
“own” specific performance attributes, 
benefit profiles or personality charac-
teristics (specific descriptors)?

• Which policy positions, personal-
ity characteristics or voter groups 
(specific descriptors) are most closely 
associated with which candidates 
(top-level options)?

• As a purely projective technique, which 
feelings, desires, needs or visual images 
(specific descriptors) are most closely 
associated with: specific competitive 
brand logos; images or names of alterna-
tive vacation destinations; or well-
known universities or area hospitals.

In each of these hypothetical ex-
amples, the well-structured sorting task, 
combined with an appropriate data map-
ping technique, such as correspondence 
analysis, will produce a visual summary 
of the structure and relationships em-
bedded in the target group’s conceptual 
model of the market segment or the topic 
area in question. 

NOTES
† A brief overview of correspondence analysis can 
be found here: http://en.wikipedia.org/wiki/cor-
respondence_analysis

*My thanks to Natalie Haynes of Gap Inc., for 
emphasizing the importance of this third option.

Jerry Cole is managing director at the 
StarPoint Consulting Group, a Chicago 
research and consulting firm. He can be 
reached at 773-342-5660 or at jcole@
starpointgroup.com.
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RRight now, marketers are experiencing a perfect storm of new, digital media channels, the 
buildup of large volumes of transactional and sales data (aka big data) and increasing competi-
tive pressures in the marketplace. In this ever-changing business environment, marketers are 
increasingly being challenged to apply deep insights and analysis to maximize the effectiveness of 
each marketing dollar spent. Through this trend toward increased accountability, marketing mix 
modeling has risen to the top as a methodology to allocate marketing dollars to achieve maximum 
marketing ROI. 

The rise of big data has created additional pressure on marketers. They are being called on by 
their management teams to generate actionable insights from the vast libraries of transactional 
data that are being generated and collected daily. They are seeking tangible solutions to their big 
data challenges, and for many, marketing mix modeling offers a tried-and-tested solution.

So what is marketing mix modeling? Marketing mix modeling leverages advanced economet-
ric modeling to help organizations understand the drivers of their business performance. These 
types of analyses take into account a wide variety of detailed and granular data to estimate the 
value that marketing and other business drivers deliver for a brand or organization. Marketing 
mix modeling is used to help companies improve their sales performance and marketing ROI and 
can be leveraged to run simulations, scenarios and forecasts for future business performance.

As one might expect, the newly intensified interest in marketing mix has motivated skeptics 
and the curious alike to express reservations and to ask hard questions. Outlined below are some 
of the misconceptions about marketing mix modeling we’ve heard over the last 13 years, as well as 
the facts to prove them wrong.

Myth 1: Marketing mix is a black box
Because marketing mix modeling involves advanced statistical analysis of vast volumes of data, it 
can appear to be obscure process to non-practitioners. Some have accused marketing mix of being 
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a black box, with inputs going in and 
results coming out with no transparency 
to the process. Without a clear under-
standing, how can one know if the model 
results are accurate?

Though it is certainly a complex 
methodology, marketing mix is not a 
black box. It is a proven analytic ap-
proach that incorporates science with 
business acumen to drive actionable 
insights. Marketing mix has been lever-
aged successfully for decades now in the 
hypercompetitive markets for consumer 
packaged goods. The core statistics and 
methodology behind marketing mix are 
the same tools used by the medical com-
munity to track disease rates and to test 
the efficacy of new medications.

The practitioners of marketing mix 
understand that the complexity of the 
models makes it all the more critical to 
drive transparency and understanding 
through training and knowledge-sharing 
with their clients. Organizations with the 
strongest and best approaches to analyt-
ics will provide clear outlines, milestones 
and model performance benchmarks to 
their key stakeholders.

Additionally, marketing mix is not a 
one-size-fits-all approach. Every business 
is unique and the data available to each 
business is different and of variable qual-
ity. Therefore, each engagement requires 
a customized approach to analyzing and 
modeling the data. The approach chosen 
is based on many factors, including the 
data available, type of industry, how 
many business lines are involved, com-
petitive landscape, etc.

Myth 2: Marketing mix treats all 
impacts on business performance 
the same 
Some observers view marketing mix as a 
cookie-cutter approach, treating all sales 
effects the same without factoring in the 
intricacies of channels, campaigns, promo-
tions, pricing and other unique factors.

In fact, best-in-class marketing mix 
models are customized to consider the 
unique factors and consumer response 
to each activity within the business. 
Consumers are constantly connected, 
and being exposed to different messages 
and offers, so a cookie-cutter approach 
does not work. Therefore, models are 
developed to account for each different 
marketing stimuli. The model can mea-
sure promotions, loss, media, search and 
display, etc., and take into account their 

contributed influence on sales.
For example, while promotions typi-

cally impact sales immediately, there is 
a potentially negative longer-term effect 
on sales as consumers tend to stock up 
or purchase ahead of when they would 
have ordinarily. On the other hand, while 
media may not generate immediate sales 
boosts, it tends to impact sales positively 
in the longer term. A quality marketing 
mix methodology will isolate these effects 
and will assign quantifiable measures to 
these factors so that marketers can make 
informed strategic and tactical decisions 
about their marketing investments.

Myth 3: Marketing mix does not 
include complex digital channels, 
such as search
While it is true that marketing mix was 
originally pioneered by CPG companies 
in a non-digital setting, the methodol-
ogy has not remained static. Models have 
evolved and become more sophisticated 
in measuring interactions across all 
channels – paid, earned and owned. As 
the consumer becomes increasingly con-
nected, marketing mix has expanded in 
scope to help understand all interactions, 
across all customer stages and objectives.

A recent evaluation of marketing mix 
practitioners has found that 87 percent of 
respondents include digital channels in 
their marketing mix models. Of course, 
the quality of digital analysis will vary by 
practitioner. However, this affirms that 
advanced analytic approaches are also 
evolving to include digital data (social, e-
mail, search, display) and marketing mix 
is an appropriate tool to help marketers 
determine the right investments in new 
digital channels.

Myth 4: Marketing mix is biased to 
promotions and does not capture the 
true effects of advertising
Some critics contend that marketing mix 
tends to overvalue the contribution and 
investments in promotions over other 
advertising and marketing efforts. The 
truth is that a quality marketing mix 
analysis will not have bias toward any 
particular activity. Instead, it holistically 
measures all impacts, accurately estimat-
ing each one’s effect on performance.

While there is no marketing mix bias 
toward promotions, some businesses, 
especially CPG, tend to be drawn into a 
promotion-heavy strategy. When promo-
tions are applied over the long term, it 

is known as deep discounting. While 
these discounts may help the busi-
ness and retailer in the short term, 
neither party flourishes in the end. A 
deep-discounting strategy conditions 
consumers to buy on deal, leading to 
a devaluation of the brand and the 
category and eroding margins for both 
the manufacturer and retailer. 

Marketing mix is certainly not the 
cause of this situation but it can be a 
part of the solution. The models identify 
opportunities for the manufacturer and 
retailer. High-return promotional events 
can be prioritized in a way that does not 
erode margins in the longer term.

Myth 5: Marketing mix cannot 
attribute sales to a specifi c customer 
segment
Some observers question whether market-
ing mix treats all consumers the same 
and therefore does not have the sophisti-
cation to inform marketing investments 
by consumer segment. While marketing 
mix has been a guide to help marketers 
plan future budgets, it is being leveraged 
more and more to monitor and predict 
behavior of customers and identify the 
best way firms can interact with specific 
customer segment groups.

Segmenting a marketing mix analysis 
to understand a specific customer group’s 
behaviors allows for firms to customize 
experiences, make relevant offers and cus-
tomize communication strategies, based 
on what the model uncovers about certain 
behaviors across different touchpoints.

Segmenting model results by customer 
segment can really help shape a marketing 
strategy. For example, within the hospital-
ity sector, business and leisure travelers 
have a meaningfully different response 
to marketing, particularly for e-mail 
and TV. This learning was leveraged to 
shape strategies and budgets, particularly 
within key seasons of the year. This is a 
great example of where going deeper on 
the analysis provided actionable insights 
that supported budget planning and al-
location across key customer segments.

Myth 6: Marketing mix lacks real-time 
value
During this time of increased reliance 
and availability of real-time informa-
tion, marketers are expected to be able to 
instantly identify and respond to events 
and the demands of their customers. 
Marketing mix modeling can deliver just 
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that: It provides real-time insights and a 
robust tool, allowing businesses to lever-
age the data to make decisions. 

Business performance assessments 
in real-time can be leveraged to evaluate 
new campaigns, understand the impact 
of new competitors and assess pricing ac-
tions or changes in promotional strategy. 
Additionally, real-time insights allow for 
optimization of spending, such as deter-
mining the minimum budget to meet the 
business goals (e.g., specific share or sales 
objectives), increase profit given the same 
spending or reallocate for optimal spend 
given real world business constraints.

Real-time insights provided through 
marketing mix modeling enable marketers 
to review plans and forecasts with the lat-
est results, correct changes in the course of 
business and integrate other research and 
learnings to fine-tune their plans.

Leading marketing mix practitioners 
will provide software tools that provide 
up-to-date information to allow market-
ing decisions to be made in real time. 
Furthermore, some practitioners provide 
simulation and forecasting tools such 
that marketers can simulate potential 
marketing actions in a virtual environ-

ment to leverage the model results in a 
forward-looking manner.

Myth 7: Marketing mix cannot tell you 
what you haven’t done before
Some observers express concern that 
marketing mix can only show you what 
has happened in the past and therefore 
cannot inform you about new activities 
that you may be contemplating. But mar-
keting mix demonstrates its true value 
and best use in forecasting and forward 
planning by using information from the 
past to help predict the future and align 
business practices to accommodate and 
adapt to the evolving marketplace.

From my experience, when working 
with clients to apply modeling insights to 
their business, we actually spend signifi-
cantly more time looking forward than 
backward. The models represent a great 
deal of knowledge about the business and, 
when combined with other research and 
business intelligence, we can support busi-
ness planning and deliver robust forecasts. 

With the growth of data available and 
ability to measure it, organizations can 
have more insight into the performance 
of their business lines and behavior of 

customers, allowing them to leverage the 
rich data available to accurately predict 
future investments.

Holistic picture
With the myths dispelled, what are we to 
conclude? Marketing mix modeling can 
paint a holistic picture of an organiza-
tion’s business efforts. Organizations 
seeking to improve the ROI of their 
marketing efforts are increasingly 
leveraging marketing mix to improve 
their results. The practice is evolving to 
meet the changing media channels, data 
sources and competitive challenges of our 
hyperconnected world.

Again, the increasing use of market-
ing mix has motivated critics to question 
the practice, which is healthy for the 
marketplace. No one should accept any 
marketing analytics on blind faith. The 
best practice in marketing mix involves a 
transparent approach and a willingness 
to invest the time and effort to educate 
clients on how the models function. 

Nancy Smith is CEO of Analytic Partners, 
New York. She can be reached at nancy.
smith@analyticpartners.com.
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TThe multitude of choices available today in the field of advertising research can be confus-
ing. Most of us are familiar with the standard ad quality metrics for predicting sales using 
measures such as recall and persuasion, attention and brand linkage, message communi-
cation and brand preference. However, there is now a whole host of competing scientific 
techniques that require measurements of brain waves, brain image scans, facial response, 
eye-tracking, heart rate and skin conductance, response latency, etc., that claim to reveal 
how advertising exerts its hidden power on the unconscious mind.

This new competitiveness in an important category of research is driven not only by 
advances in technology but also by the current popularity of the new sciences of the mind. It 
also represents a challenge to marketers and researchers to reconsider the standard mental 
models that we use to think about how advertising works. 

Fortuitously, a recent book by a Nobel Prize-winning economist points toward a 
new framework for understanding advertising. Daniel Kahneman won his prize based 
on research on another important marketing variable, price, but in his best-seller 
Thinking, Fast and Slow he summarizes his life’s work on economic decision-making with 
psychological concepts that can also stretch the way we think about the role advertis-
ing plays in economic decisions.

In the first part of his book, he describes in detail the differences between two distinct 
systems that the mind uses to process information and make decisions about the world. In 
the second part, he explains the crucial differences between experience and our memory 
of an experience – an important insight for understanding the mental processes by which 
advertising experiences are turned into branded memories.

As we will shortly see, by putting together the theoretical constructs from the first and 
second parts of Kahneman’s book, we can create a simple matrix that provides a powerful 
organizational framework for understanding how all of the new ideas and methods that are 
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revolutionizing the field of advertising 
research might fit together. 

System 1 versus System 2 Thinking
This may simply be a more up-to-date 
and insightful way of looking at what 
advertising researchers have histori-
cally referred to as low-involvement 
versus high-involvement processing. 
System 1 “fast” thinking refers to the 
automatic processes of the mind that 
operate below the level of conscious-
ness, while System 2 “slow” thinking 
refers to the more deliberate, conscious 
processes that we identify with rational 
decision-making (see Figure 1).

The primary job of System 1 is 
to continuously assess the situation 
of the world around us and to give 
us updates as to what is going on. It 
includes instinctual actions that we 
share with other animals – such as 
reactions to loud noises.

It is the default mode of our per-
ceiving mind and, as such, appears to 
be effortless, automatic and uncon-
scious. Indeed we appear to have no 
conscious self-awareness or control 
over the operations of System 1. 

At its core, System 1 works through 
the process of associative memory. 
It continuously intuits causal con-
nections between words and images, 
feelings and actions and ideas and 
memories in order to build a coherent 
interpretation of life as we experience 
it. It is our internal storyteller.

For example, System 1-processing 
is key to our ability to watch movies. 
It is not at all obvious why the process 
of cutting up visual experience and 

rejoining it in non-linear ways that 
violate the continuity of real life 
should be anything but confusing. But 
it is precisely the ability of the mind 
to rapidly see connections between 
discrete images flowing in a stream to-
ward the eye and to make the percep-
tual leap of interpreting a meaning or 
inferring a causality of action between 
juxtaposed visual moments that make 
moving pictures such an emotionally 
powerful form of storytelling. 

One of the defining characteristics 
of System 1 thinking is the phenom-
enon that Kahneman describes as 
“What you see is all there is.” By this 
he means to say that System 1 pays no 
attention to what it does not know. It 
only works with ideas that have been 
primed and activated in the system. 
Like the blind spot in the rearview 
mirror, it cannot see gaps in logic. As 
a result, it rapidly reaches conclusions 
and makes decisions with a minimum 
amount of information. Less informa-
tion is more for System 1 thinking.

As Kahneman cheekily points out, 
System 1 is our mental system for leap-
ing to conclusions. 

In contrast, System 2 thinking is 
pretty much what we mean when we 
attempt to describe rational thought 
and rational decision-making. It is a 
controlled mental process requiring a 
great deal of effort in terms of focus-
ing our attention.

System 2 is the system involved in 
doing work, making friends, build-
ing family and social relationships. 
It exerts self-control and creates 
self-awareness. It is logical, skepti-

cal and seeks out new or missing 
information in order to improve its 
ability to make decisions. 

The problem with System 2 is that 
it is an energy-intensive process. The 
more tasks it takes on, the more en-
ergy it requires. As a result, System 2 
attempts to conserve energy by doing 
as little work as possible and, when 
feeling cognitive strain, it defaults 
to System 1. In short, System 2 is 
powerful but lazy.

Both systems are important for 
understanding how advertising 
works. Once it’s engaged, System 2 
usually has the final say in economic 
decision-making – though that may 
simply be to rationalize a System 
1 decision that feels good. But it’s 
clear to anyone working in the busi-
ness that much of modern advertis-
ing operates by engaging System 1, 
which requires little cognitive strain 
on the part of the consumer. 

Experiencer self versus 
remembered self
In the second half of his book, 
Kahneman tells a story about someone 
who listens to a recording of a long, 
beautiful symphony that is interrupt-
ed at the end by loud scratches on the 
record album. “The experience was 
ruined!” the listener exclaims. But, 
as Kahneman points out, 95 percent 
of the experience was not ruined, 
for the listener experienced many 
minutes of blissful music before the 
scratches – it was only the memory of 
the symphony that was ruined.

The story is used to illustrate the 
idea that we all have two selves: the 
first is our experiencer self, who lives 
in the moment, in the continuous 
flow of time; the second is our re-
membered self, who composes stories 
out of the significant events and mo-
ments in our lives and keeps them for 
future reference in decision-making.

A key difference between the two 
is how each of our selves experiences 
time. For the experiencer self, time is 
linear, like that measured by the clock, 
where each moment is of equal weight 
or significance. For the remembered 
self, time is nonlinear, duration is not 
important and two types of moments 
carry more weight than others: 1) peak 
moments of emotionally-charged, 
meaningful experience; and 2) end-
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ings, or how things turned out. These 
two types of moments, after all, are 
the keys to good storytelling.

In the end, it is the remembered self 
that is the decider. It keeps score and 
governs what we learn from living. We 
choose by memory, not experience, when 
we decide to repeat an experience.

But for marketers it is important to 
appeal to both selves. For the past few 
years our industry has been tightly fo-
cused on the idea of engagement. A lot 
of the new ad research methods, for 
example, have been developed to mea-
sure how the experiencer self engages 
with advertising in real time.

Counterbalancing this is the need 
to understand the mysterious process 
by which advertising experiences get 
converted into branded memories, for 
brands reside in the remembered self.

An analytic matrix
Looking past Kahneman’s book, a 
useful next step is to assemble the 
dichotomous categories he describes to 
build an analytic matrix for thinking 
about advertising. The matrix shown 
in Figure 2 shows how this framework 
can be used to classify different adver-
tising research techniques.

The upper versus lower half of the 
matrix is a division between System 
1 thinking versus System 2 thinking. 
The left side deals with how advertis-
ing engagement with the experiencer 
self might be measured with these 
new instruments in real time, while 

the right side deals with how branded 
memories can be retrieved from the 
remembered self, by asking questions 
after advertising exposure. 

There is no implication that any 
one quadrant is more valid than the 
others since each represents a piece 
of the whole truth of our total self. 
Indeed, information and insights 
gleaned from each of the four quad-
rants has the potential to complete the 
picture of how advertising works.

Let’s briefly look at how the re-
search techniques fall in each quad-
rant, starting in the historical order 
in which they were developed.

Lower-right quadrant: 
remembered self/System 2 thinking
The oldest pre-testing technique, dating 
back to the 1950s, is to measure the ef-
fectiveness of an ad with a recall test. 
Day-after recall testing and its compan-
ion, in-market telephone tracking stud-
ies of ad awareness, together formed 
the dominant research methodology 
used during the days of Mad Men. 

The mental model of advertising 
that this kind of research is based on 
is the simple logic that for an ad to 
have an impact on future sales behav-
ior, it must leave behind some kind 
of memory trace in the mind of the 
consumer.

Even today, mainstream online 
pre-testing systems, such as those from 
Ameritest, ASI and Millward Brown, 
rely heavily on verbal self-report 

measures such as attention, brand 
linkage, communication, motivation 
or purchase intent, rating statements 
and open-ended questions about re-
spondents’ memories of their reactions 
to an advertisement.

Such verbal probing of a respondent 
is clearly a System 2 thinking activity. 

Lower-left quadrant: 
experiencer self/System 2 thinking
One of the earliest techniques that 
acknowledged the difference be-
tween how an ad is remembered 
as a whole gestalt and how it is 
experienced in real time, moment 
by moment, was to use a dial meter 
that respondents would turn as they 
viewed an ad, to signal their feel-
ings as they introspectively watched 
themselves watching the ad.

This real-time process of intro-
spection, as well as the conscious 
need to focus attention on moving 
the dial (or today a mouse) – loosely 
akin to the process of channel surfing 
when watching real television – keeps 
this technique strongly rooted in 
System 2 thinking.

Upper-left quadrant: 
experiencer self/System 1 thinking
The current level of interest in 
biometrics and neuroscience is 
actually the second wave, since 
researchers as far back as the 1970s 
were interested in probing non-
verbal reactions to advertising with 
brain waves etc., before advances in 
technology made today’s techniques 
more practical and reliable.

While this set of techniques 
is quite diverse, they do share a 
commonality in the instruments 
they use to measure physical reac-
tions of the experiencer self in real 
time, without any self-reporting of 
responses from the conscious brain 
of the respondent – i.e., they are all 
looking for indicators of unconscious 
System 1 thinking occurring while a 
respondent is viewing an ad.

Upper-right quadrant: 
remembered self/System 1 thinking
As online research began to replace 
telephone surveys in the last decade, 
the method of tracking consumer 
awareness of advertising campaigns 
in-market moved away from recall-
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based questioning using verbal cues 
to a recognition-based measurement 
using visual cues such as video stills or 
edited clips. 

The key idea is that recognition is 
a better way to retrieve deep memories 
from the remembered self than is re-
call, which is akin to the argument that 
a truer test of whether or not you’ve 
met someone is that you recognize their 
face rather than their name.

Recognition certainly gives dif-
ferent results than recall and much 
of the difference in our experience 
appears to be related to the difference 
between System 1 and System 2 think-
ing, though this is clearly a fruitful 
area for further research.

From a management standpoint, 
oftentimes when confronted with 
discrepancies between ad pre-testing 
and ad tracking results, recognition-
based tracking is generally considered 
to come closest to the “truth.” 

And so powerful new forms of 
online ad tracking are beginning to 
emerge, such as those that combine 
recognition-based measurement with 
cohort analysis of the target audi-
ence. These approaches have the po-
tential to yield very interesting new 
findings on how different media – TV, 
digital, print, outdoor, etc. – work to-
gether to created branded memories.

In the pre-testing arena, our 
company uses diagnostic picture sort-
ing techniques to probe short-term 
memories shortly after ad exposure – 
a technique of deconstructing frame-
by-frame the remembered viewer 
experience of a test ad. 

We developed picture sorts to 
explore the processes of rapid cogni-
tion – e.g., pre-conscious filtering 
or selective attention – involved in 
watching movies. The many published 
experiments we have done over the 
years clearly demonstrate that this is 
related to System 1 thinking.

An analogous approach to probing 
the intersection of rapid cognition 
and memory is used in the testing 
of print or digital ads. This flash 
test is basically an online version of 
the classic tachistoscope, or t-scope, 
where consumer responses are mea-
sured after brief, controlled-time 
exposures of the test ad, for a fraction 
of a second or a few seconds. 

What can be gained?
If we start with the assumption that all 
of the techniques listed in the matrix, 
when used by a reputable research sup-
plier, have a legitimate claim to a piece 
of the truth, the real question becomes, 
What new insights or predictive power 
can be gained by using different tech-
niques in combination? 

To begin to sort this out, it is useful 
to first look at what might be gained 
by combining techniques falling with-
in a specific quadrant, and second, to 
look at what might be learned from 
putting together combinations across 
different quadrants. 

Within quadrant analysis
To understand the value of combining 
techniques within a quadrant, it is 
easiest to start with the most familiar 
case, the metrics provided by the big, 
mainstream pre-testing systems falling 
in the lower right-hand quadrant.

Over time, these systems have 
evolved based on learning that differ-
ent questions can provide equally im-
portant, but complementary, measures 
of advertising quality. For example, it is 
now generally accepted that attention-
getting power, brand linkage, motivation 
and communication are all important 
predictors of in-market performance. 
As a result, these metrics have become 
widely adopted as report-card measures 
of performance that advertisers use to 
make go/no-go decisions.

But another thing mainstream 
systems have learned is that other 
questions, while not as important as 
the primary, report-card metrics just 
mentioned, can provide very useful 
diagnostic insights into the reasons 
why a particular ad is performing the 
way it is. For example, a high enter-
tainment rating score is not important 
in and of itself but only insofar as it is 
a useful explanatory variable corre-
lated with the attention-getting power 
of an ad – and more recently, as one of 
several indicators of an ad’s likelihood 
of going viral on the Internet.

Moving to the upper right-hand 
quadrant, one of the things we quickly 
learned at Ameritest is that, similar 
to verbal questioning, one picture sort 
was not enough. To provide a complete 
set of diagnostics for the visual effec-
tiveness of an ad, we need to look at a 
more complete picture. We ultimately 

developed three: to measure memory, 
feelings and the meaning of visual 
imagery. And to complement that, we 
developed two copy sorts, measuring 
recall and relevance, to measure the 
verbal component of an ad. 

Looking to the upper left-hand 
quadrant, the new, interesting 
biometric techniques are still at 
the stage of experimentation. For 
example, much remains to be learned 
about whether or not brain wave mea-
surement is more or less predictive 
of ad effectiveness than measuring 
heart rates or coding the emotions 
on respondents’ faces. Whether some 
of these techniques should be viewed 
as primary report-card measures 
and others as secondary diagnostics 
remains to be sorted out.

Moreover, because many of these 
different techniques are being pro-
moted by different small technology 
start-ups, it is still in the early days 
for learning the benefits to be gained 
by putting these techniques together 
in different combinations. It is en-
couraging to see the results obtained 
by companies like Sands Research, 
who are combining brain wave mea-
surement with eye-tracking to put an 
interesting wrinkle on researching 
in-store advertising.

Cross-quadrant analysis
What is perhaps more interesting is to 
look at what we might learn when we 
combine techniques from across dif-
ferent quadrants, for this gives us the 
opportunity to truly view the consum-
er in an insightful, more holistic way 
across Kahneman’s categories.

Our own Ameritest pre-test com-
bines techniques from the upper 
and lower halves of the remembered 
self. What we learned from building 
models from our database is that by 
using information gained from both 
quadrants of research techniques we 
could double the explanatory power 
of our diagnostics.

For example, to explain commer-
cial performance in terms of break-
through power, a picture sort could 
explain about half the total variation 
in ad performance, while a small 
set of verbal rating statements (e.g., 
entertainment, uniqueness) could 
explain the other half. So, in any 
given pre-test we decided we needed 
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both types of information to figure 
out what was going on.

Over time, we also learned which 
picture sorts to use to diagnose dif-
ferent kinds of problems. To diag-
nose what is going on with attention 
and branding, we use the Flow of 
Attention, which is based on sort-
ing pictures in terms of short-term 
recognition memory. To diagnose 
motivation or purchase intent, we 
use the Flow of Emotion, which is 
based on sorting pictures in terms 
of the feelings viewers remember 
experiencing as they watched the ad. 
And to diagnose communication and 
the brand perceptions being created, 
we use the Flow of Meaning, which 
is based on sorting pictures from the 
test ad into multiple categories of 
strategic meaning.

Future innovation in our field is 
going to come from combining the 
techniques in the upper left-hand 
quadrant with information gained 
from the other quadrants into a single 
efficient test design.

Much to be learned
Our own experiments suggest that 
there is much to be learned from these 
combinations. In one series of experi-
ments we conducted with brain waves, 
we found them to be a strong predic-
tor of our Attention Score, but that 
they are not strongly correlated with 
our Flow of Attention picture sort, 
which itself is a strong predictor of 
Attention. Upon investigation, one of 
several hypotheses we identified was 

that in some commercial scenes, brain 
waves peak with the arousal of curios-
ity in the experiencer self at the begin-
ning, while the picture sort memory 
peaks from the remembered self occur 
at the resolution of meaning, falling at 
the end of the scene.

In another series of experiments 
we conducted with online facial 
response, we found some interesting 
similarities and differences with our 
picture sort diagnostics. The total 
positive and negative facial response 
graphs from the experiencer self were 
quite similar to the Flow of Emotion 
we obtained from the remembered 
self. This was similar to our experience 
with a number of client tests compar-
ing remembered feelings to heart rate/
skin conductance for a dozen or so ads. 
It seems the ability of a respondent 
to accurately recall their positive or 
negative feelings from ads may not be 
as hard as we think.

However, the situation was quite 
different when we looked at the 
memory of particular types of emo-
tions recalled (Figure 3). In a test of a 
Super Bowl ad, we found that the audi-
ence memory of the happiest moment 
in the ad was most strongly associ-
ated with an outcome shown in the 
ad (a physically-fit dog), whereas the 
happiest moments measured by facial 
response during the experience of the 
ad was associated with the process of 
working out (the dog exercising). This 
reminds us that our remembered self 
is constantly updating and revising its 
version of what we just experienced.

Hottest areas
Currently, using online cameras for 
eye-tracking and for measuring emo-
tions through facial response coding 
are two of the hottest areas of in-
novation. It is easy to imagine how 
either of these two techniques might 
be refined by combining them with 
information from another quadrant 
from the Kahneman matrix.

Currently, eye-tracking tells you 
where a viewer is focused on-screen 
but it does not reveal what is going on 
in the brain as the eyeball is looking. 
But someday it might be possible to 
use eye-tracking to determine when 
memories are being formed. We know 
from neuroscience that memory is 
suppressed when the eye scans, or 
saccades, and so memories appear 
most likely to occur at points of eye 
fixation. By correlating data on rates 
of eye fixation with short-term peaks 
of memory obtained with the Flow 
of Attention picture sort, it should 
be possible to prove this hypothesis 
and calibrate eye-tracking cameras to 
record the moments when experience 
is turned into memory. 

One of the limitations of facial 
response measurement technique is 
that the types of emotions that can 
be coded are like primary colors; 
there are only about six primary 
emotions. In general, marketers have 
a much more highly developed pal-
ette of emotions or feelings that they 
are trying to associate with their 
brand – e.g., confident, sexy, power-
ful, fun. It certainly seems possible 
to teach the neural-net software that 
performs the facial response coding 
how to read a much wider range of 
emotional responses on the face of 
the experiencer self by calibrating 
facial expressions with picture-
sorted meanings obtained from the 
remembered self, for example.

Innovation research programs 
such as these could move advertis-
ing researchers much further along 
in terms of understanding how the 
unconscious processes of System 1 
engagement are turned into System 1 
branded memories. 

Charles Young is founder and CEO 
of Ameritest, an Albuquerque, N.M., 
research firm. He can be reached at 
chuck@ameritest.net.
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Names of Note

 Portland, Ore., research company 
Revelation Global has promoted Jeff 
Sperring to vice president, busi-
ness operations. 

 Encino, Calif., research com-
pany uSamp has hired Karyn Hall
as vice president, Instant.ly. Hall 
will be based out of the company’s 
Connecticut office. 

WPP’s New York marketing 
communications agency JWT has 
named Gustavo Martinez global 
president, effective February 2014. 
Martinez will also assume the role of 
worldwide CEO in 2015.

Kobi Ofir has joined Vancouver, 
B.C., research company Vision Critical
as CTO. 

 New York research company 
OnePoint Global has hired Ben 
Phillips and Otto Vroegop as 
sales director for the U.K. and the 

Netherlands, respectively. Phillips 
will be based in High Wycombe, 
U.K., and Vroegop will be based in 
Amsterdam, the Netherlands. 

Cambiar LLC, a Phoenix manage-
ment consulting firm focusing on 
the research industry, has promoted 
Kelly Anson to associate and head of 
its marketing strategy practice.

Marc Edwards has joined 
MarketVision Research, Cincinnati, as 
research manager of its information 
systems group. 

 Deerfield, Ill., marketing company 
Stagnito Media has hired Nick Marino
as general manager, multicultural 
solutions. Shopper insights will be 
among his responsibilities. 

 Oslo, Norway, research software 
company Confirmit has promoted Tore 
Haggren to senior vice president, 
voice of the employee.

Edson Videira has joined Top 
Box Associates LLC, a Wilton, Conn., 
research company, as vice president, 
operations.

 Norcross, Ga., re-
search company The 
Marketing Workshop
has hired Jennifer 
Cox as marketing 
research manager. 

 Westminster, 
Colo., research 
company Datalogix has named Steven 
Wolfe Pereira CMO. He will be based 
in San Francisco. 

 New York researcher The Nielsen 
Company has named Dwight M. 
“Mitch” Barns CEO.

Natasha Kennedy has joined 
Princeton, N.J., research company 
ORC International as senior vice presi-
dent, strategy research solutions. 

Harris Interactive, a Rochester, N.Y., 
research company, has hired Jon 
Harding as senior vice president, 
custom solutions sales. 

 Denver research company GutCheck 
has appointed Dylan Frusciano
as vice president, sales, and Ann 
Koerner as vice president, products. 

Millward Brown, a New York 
research company, has appointed 
Gonzalo Fuentes as CEO of its Latin 
American business. 

GfK UK has named Oli Bailey
director, business development, 
mystery shopping. 

 London research company TNS
has appointed Vishy Rajagopal 
S. as regional director, operations, 
Asia-Pacific. He will be based in 
Bangalore, India. 

Caroline Horner has joined 
Portland, Ore., research company 
Rentrak as senior vice president, prod-
uct innovation.

 Ann Arbor, Mich., research com-
pany ForeSee Results Inc. has appointed 
Dave Scott as CMO and Ben Stollard
as director, U.K. 

Brad Tribucher has joined 
Rhinebeck, N.Y., research company 
Phoenix Marketing International as 
vice president, business develop-
ment, converged technology and 
media practice. 
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Cox

In Memoriam…

Research veteran Jack Honomichl 
died on December 8, 2013, at age 85. 

Richard Isaacs, president of R. 
Isaacs Computing Associates Inc., a 
Palm Beach Gardens, Fla., research 
company, died on November 3, 
2013, at age 71. 
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Research 
Industry News

News notes

The Murray Hill Chicago focus 
group center ceased operations in 
November 2013. 

Acquisitions/transactions 

 Sterling, Va., research company 
Neustar has acquired San Mateo, 
Calif., research company Aggregate 
Knowledge. Neustar will integrate 
Aggregate Knowledge’s media intelli-
gence platform and Neustar’s E1 market-
ing analytics platform. 

 Paris communications company 
Publicis Groupe has acquired ETO, a 
Paris and Lille, France-based research 
company. Publicis intends to expand 
into CRM and data mining. 

 Miami research company 
QualMetrix has acquired the health 
care analytics platform of Visual 
Intelligence LLC, a Newtown Square, 
Pa., research company. 

WPP’s New York advertising agency 
Y&R has acquired a majority stake in
Plasenta Conversation Agency, an 
Istanbul, Turkey, social media monitor-
ing and analytics agency. 

 Chicago research company Mintel 
has acquired the Mail Monitor direct 
mail analysis service from Ipsos, a 
Paris research company. Mail Monitor 

will be incorporated into Mintel 
Comperemedia, its direct marketing 
analysis business in North America.

Alliances/strategic partnerships

 London research company Kantar 
Media and Twitter, Palo Alto, Calif., 
have partnered to develop a suite 
of tools to support planning and 
analytics for the TV industry in the 
U.K. and Spain.

 Olso, Norway, research software 
company Confirmit has partnered with 
Futurelab, a Brussels, Belgium, re-
search company, to combine Confirmit’s 
voice-of-the-customer and voice-of-the-
employee solutions with Futurelab’s 
customer-centric programs. 

 Research companies comScore Inc., 
Reston, Va., and Shareablee, New York, 
have partnered to provide comScore 
clients with Shareablee’s analytics 
platform for social media benchmarking 
and competitive intelligence insights. 

Kantar, the London data invest-
ment management division of WPP, 
has renewed its partnership with the 
Merlien Institute, a Singapore events 
and publishing company, to sponsor 
Merlien’s mobile marketing research 
conference series. Kantar will be the 
series’ title sponsor for 2014, covering all 
four conferences in Asia, Europe, North 
America and Africa.

 Research companies ClickTale, Israel, 
and Optimizely, San Francisco, have 
partnered to integrate Optimizely’s A/B 
testing platform with ClickTale’s anony-
mous user session playback, heat maps, 
conversion funnels and form analytics. 

Association/organization news

The Qualitative Research 
Consultants Association, St. Paul, 
Minn., has elected its 2013-2014 board of 
directors: Kendall Nash of Burke, Inc., 

president; Mark Sumpter of Consumer 
Link Moderating and Research 
Consulting, vice president; Manny 
Schrager of Consumer Centers of New 
York and New Jersey, treasurer; Monica 
Zinchiak of Z. Research Services, 
secretary; and board members Susan 
Sweet of Sweet Insight Group; Shaili 
Bhatt of C+R Research; Marc-Andre 
Leduc of M Leduc and Co.; Corette Haf 
of Corporate Research Consultancy; and 
Liz Van Patten of Van Patten Research/
Consumer Advisory.

The Neuromarketing Science and 
Business Association, Venlo, the 
Netherlands, and its board of advisors 
have begun drafting a policy on corpo-
rate accreditation. Accreditation by the 
NMSBA signifies that an applicant com-
pany offers neuromarketing services 
that are valid, scientifically based and 
have a purpose appropriate to the field 
of neuromarketing.

Awards/rankings

Karri Bass of Illumination Research, 
Cincinnati, was named one of 12 win-
ners of Ernst & Young’s 2013 class of 
Entrepreneurial Winning Women, 
a national competition and ongoing 
executive leadership program that 
identifies high-potential women entre-
preneurs whose businesses show real 
potential to scale.

New accounts/projects

 New York media network CBS will 
be the first participant in New York 
researcher The Nielsen Company’s 
trial to measure cross-media campaigns 
on local television and radio. The trial 
will focus on combining CBS local TV 
audience data with CBS Radio audience 
data to measure unduplicated reach and 
time spent across both media. The trial 
will also measure reach and frequency 
for cross-media campaigns. 

HSR Specialist Researchers, Brazil, 

quirks.com/articles

ID 20140113

http://www.quirks.com
http://www.quirks.com/articles/2014/20140113.aspx


January 2014 // Quirk’s Marketing Research Reviewwww.quirks.com 61

has adopted Miami research company 
eCGlobal Solutions’ platforms and pan-
els for all HSR online surveys. 

 Farmington Hills, Mich., research 
company Morpace Inc. has adopted 
Oslo, Norway, research software com-
pany Confirmit’s Confirmit SODA plat-
form for its mobile research initiatives.

 Paris research company Cocedal 
Conseil has selected London re-
search company DigitalMR’s eCom-
munity platform for private online 
communities and DigitalMR’s and 
social media research services.

 Lippman Connects, a Washington, 
D.C., event producer, has selected Red 
Bank, N.J., research company Exhibit 
Surveys Inc. as its exclusive market 
research partner for the Lippman 
Connects Roundtables through 2014.

 Montreal loyalty program co-
alition Aeroplan has selected 
Vancouver, B.C., research company 
Vision Critical to power its Aeroplan 
Advisors insight community. 

 Nuremberg, Germany, research 
company The GfK Group has signed 
an agreement with four Brazil televi-
sion broadcasters – Band TV, Record, 
RedeTV! and SBT – to conduct audience 
measurement in Brazil. 

 Gurgaon, India, research company 
Annik Technology Services has ad-
opted Fresno, Calif., research company 
Decipher Inc.‘s Beacon research and 
reporting platform. 
Additionally, Research Interactive, 
Holborn, U.K., has also selected the 
Beacon platform from Decrypt, the 
London branch of Decipher.

New companies/new divisions/
relocations/expansions

 New York research company GfK has 
opened a user-experience research facil-
ity in the Financial District of down-
town San Francisco. 

 AMRB, a Dubai, United Arab 
Emirates, research consultancy and part 
of Kantar Group, has launched a client 
service hub in Riyadh, Saudi Arabia. 

 Insight Exchange, a London research 
company, has changed its name to Big 
Sofa. The company is online at www.
bigsofa.co.uk.

 WiseSample, a Toronto online 
sample company, has opened for busi-
ness. The company is online at www.
wisesample.com.

 Northstar Research Partners, 
Toronto, has opened a new insights 
practice in London and hired Noah 
Roychowdhury as principal. 

 The Futures Company, a Chapel Hill, 
N.C., research company, has opened an 
office in Singapore. Stephane Alpern 
and Jeremy Sy will lead the office.

 Bridgeport, Conn., research 
company QuestBack has opened an 
office in Austin, Texas at 9442 Capital 
of Texas Hwy., North Arboretum Pla
za One, Suite 500. The office will be 
led by Jeff Jones.

 Researchers Gayle Ireland and 
Nancy Irwin have launched Voccii, a 
Ballantyne, N.C., research company. 
Voccii is online at www.voccii.com.

 Chennai, India, research agency 
krea has launched QHub, a focus 
group facility. The facility is online at 
www.qhub.in.

 New York research company 
OnePoint Global has opened an office 
in Amsterdam, the Netherlands. 

 U.K. marketing intelligence company 
The Exchange Lab has expanded into 
the U.S. with offices in New York and 
San Francisco. 

Research company earnings/
fi nancial news

 The GfK Group, Nuremberg, 
Germany, announced finanical results 
for the first nine months of 2013. At 
126.3 million euros, adjusted operating 
income rose 0.6 percent over the previ-
ous year. 

 SPAR Group Inc., White Plains, 
N.Y., reported financial results for the 
third quarter and first nine months of 
2013. For third-quarter 2013, revenue 

increased 9 percent to $27.8 million; 
international revenue increased 15 
percent to $16.4 million; and net income 
was $331,000.

For the first nine months, net rev-
enues increased 16 percent to $80.2 mil-
lion; domestic revenues increased $1.2 
million to $32.4 million; international 
revenues increased 26 percent to $47.8 
million; and net income was $244,000.

 KPMG International, Amsterdam, 
the Netherlands, has formed KPMG 
Capital, an investment fund created 
to accelerate innovation and analyt-
ics for big data.

 Information Services Group, 
Stamford, Conn., reported record third-
quarter 2013 revenues of $51.4 million, 
up 11 percent over the same prior-year 
period. Operating income was $1.8 mil-
lion, compared to $2.4 million in the 
third quarter of 2012.

 Gartner Inc., Stamford, Conn., 
reported results for the third quarter of 
2013. Total revenue was $410.7 million, 
an increase of 10 percent on a reported 
basis compared to third-quarter 2012. 
Net income was $38.2 million, an 
increase of 22 percent.  For the nine 
months ended September 30, 2013, total 
revenue was $1,263.5 million, an in-
crease of 11 percent over the same period 
in 2012. Net income increased 13 percent 
to $1 21.4 million.
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The International Quality 
and Productivity Center will 
hold its Mobile Marketing 
Exchange on January 22-
24 in Miami. Visit www.
mobilemarketingexchange-usa.com.

IIR will hold a conference 
focused on media insights 
and engagement on January 
29-31 at the Mayfair Hotel 
and Spa in Coconut Grove 
(Miami), Fla. Visit www.
iirusa.com/mediainsights/
home. xml?registration= 
MEDIA14QUIRKS.

Satmetrix will hold a 
conference, titled “Net 
Promoter Customer 
Experience,” on January 30-31 
at Eden Roc Miami Beach in 
Miami. Visit http://conference.
netpromoter.com.

The Southwest Chapter of 
the Marketing Research 
Association will hold its 
annual Las Vegas conference 
on February 12-14 at the 
Mirage Hotel and Casino in Las 
Vegas. Visit www.swmra.org/
events/vegas2014.

The Merlien Institute 
will host a conference, 
themed “Qualitative 360 
Europe,” on February 19-20 
at the Novotel Istanbul 
in Istanbul, Turkey. Visit 
http://qual360.com/europe.

American Leaders will host a 
conference, themed “Customer 
Experience Management 
in Utilities: The Era of 
Empowered Customers,” on 
February 24-25 in Baltimore. 
Visit http://bit.ly/1acx9dU.

Marcus Evans will host 

a conference, themed 
“Consumer Insights in New 
Product Design and Delivery,” 
on February 26-27 in Miami. 
Visit www.marcusevans-
conferences-northamerican.
com/events.asp.

The American Marketing 
Association will hold a 
conference, themed “Analytics 
with Purpose: Behavioral 
Insight to Advantage,” on 
March 2-4 at the Hotel del 
Coronado in Coronado, Calif. 
Register by February 2 for 
an early- bird discount. Visit 
www.marketingpower.com/
Calendar/Pages/analytics-
with-purpose-II.aspx.

Worldwide Business 
Research will hold its fl agship 
conference, “eTail West,” on 
March 3-6 at the JW Marriott 
San Antonio Hill Country 
Resort and Spa in San Antonio. 
Visit www.etailwest.com.

The Merlien Institute will 
hold a conference, themed 
“Market Research in the Mobile 
World Asia,” on March 4-7 in 
Singapore. Visit www.mrmw.net.

The Neuromarketing 
Science and Business 
Association will hold its 
annual world forum on March 
5-7 in New York. Visit www.
neuromarketingworldforum.com.

Alta Plana will hold an event, 
themed “Sentiment Analysis 
Symposium,” on March 5-6 
at The New York Academy of 
Sciences in New York. Visit 
www.sentimentsymposium.com.

IRI will hold its annual summit 
on March 10-12 at the Gaylord 

Palms Resort in Orlando, Fla. 
Visit www.iriworldwide.com.

The American Marketing 
Association will hold a 
program, titled, “Marketing 
Research Academy for Business 
Professionals,” on March 
18-21 at the University of 
Georgia Terry College of 
Business Executive Education 
Center in Atlanta. Visit www.
marketingpower.com/Calendar/
Pages/2014-Marketing-
Research-Academy-for-
Business-Professionals.aspx.

Worldwide Business 
Research will hold a 
conference, themed “Next 
Generation Customer 
Experience,” on March 18-20 
at the Omni San Diego in 
San Diego. Visit www.the-
customer.com.

Liveweek Business will 
hold a conference, themed 
“Market Research Week 
2014: Research to Strategic 
Insight,” on March 20-21 at 
the Guragon Exhibition and 
Convention Center in Gruagon, 
Delhi, India. Visit www.
marketresearchweek.com.

ESOMAR will hold its annual 
Central and Eastern European 
research forum, themed 
“Research Remix,” on March 
23-24 at the Novotel Bucharest 
City Centre Hotel in Bucharest, 
Romania. Visit www.esomar.org.

The International Quality and 
Productivity Center will hold 
a conference, themed “Big 
Data Retail Forum,” on March 
24-26 in Chicago. Visit www.
bigdataretailforum.com.

Strategy Institute 
will hold a conference, 
titled “Customer 
Experience Strategies 
Summit,” on March 25-
26 at The Ritz-Carlton 
in Toronto. Visit www.
customerexperiencecanada.com.

The Merlien Institute will 
host a conference, themed 
“Qualitative 360 North 
America,” on April 2-3 in 
Toronto. Visit http://qual360.
com/north-america.

ESOMAR will hold its annual 
Latin America conference, 
themed “Accelerating Growth,” 
on April 2-4 in Buenos Aires, 
Argentina. Visit www.esomar.
org/latam.

The University of Texas at 
Arlington (UTA) will hold its 
annual conference, themed “A 
New Model for the Marketing 
Research Industry?”, for 
alumni of its Master of Science 
in Marketing Research program 
on April 3 at UTA. Visit http://
msmralumni.org.

Worldwide Busines 
Research will hold a 
conference focused on 
digital marketing for 
financial services on April 
28-30 at Trump National 
Doral in Miami. Visit www.
netfinanceus.com.

CALENDAR OF EVENTS
••• can’t-miss activities

To submit information on 
your upcoming conference 
or event for possible inclu-
sion in our print and on-
line calendar, e-mail Emily 
Goon at emily@quirks.com. 
For a more complete list 
of upcoming events visit 
www.quirks.com/events.
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Save the date!



€ Moderating to the Max 
A Full-Tilt Guide to Creative, Insightful Focus Groups and 
Depth Interviews
Jean Bystedt, Siri Lynn, and Deborah Potts, Ph.D.

         978-0-9830436-2-1; paperback, list price $34.95

Qualitative Tips, Tricks, and Trends  ‹
What Every Researcher Should Know
Mary Kathryn Malone

978-0-981869-9-9; paperback, list price $24.95

€ Refocusing Focus Groups      
A Practical Guide  
Robert J. Morais

978-0-9819869-7-5; paperback, list price $19.95 

Custom Surveys Within Your Budget  ‹
Maximizing Profits Through Effective Online Research Design  
Brian Cooper and Maria Philips

978-0-9819869-3-7; paperback, list price $34.95

€ Customer Worthy
How and Why Everyone in Your Organization Must Think 
Like a Customer
Michael R. Hoffman

978-0-9819869-1-3; paperback, list price $49.95

Stir It Up!  ‹
Recipes for Robust Insights & Red Hot Ideas
Laurie Tema-Lyn 

978-0-9830436-3-8; paperback, list price $24.95

€ The Art of Strategic Listening
Finding Market Intelligence through Blogs and Other Social Media
Robert Berkman

978-0-9786602-7-7; paperback, list price $39.95
Also available in an interactive download edition

Practical Books for Smart Professionals

Paramount Market Publishing, Inc.
950 Danby Rd., Ithaca, NY 14850

www.paramountbooks.com
toll-free: 888-787-8100

MARKETING RESEARCH

ORDER DIRECT AND SAVE 
FREE SHIPPING with your PMP order, 
no minimum purchase!

Go to paramountbooks.com and 
use promo code QMRR12
 

http://www.paramountbooks.com
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A quantitative look at Quirk’s in 2013
1,098,817 ... Total Web site visits in 2013
14.4 .......... Percent increase over 2012 Web traffi c
3,261,579  .. Web site page views in 2013
65.9  ......... Percent of visitors classifi ed as “New Visitors”
8,068  ........ Total pages on Quirks.com
6,021 ......... New accounts created in 2013
47,843 ....... Market researchers in Quirk’s database
44.1 .......... Percent of subscribers receiving the magazine digitally or 
                    via mobile app
5,437  ........ Mobile apps downloaded
45.3 .......... Percent increase in app downloads over 2012
34,075 ....... Number of members of Quirk’s LinkedIn Group
15.7 .......... Percent increase over 2012 Quirk’s LinkedIn Group members
325 ........... Articles published in 2013
1,426 ......... Number of magazine pages produced
58 ............. Events participated in during 2013
0  .............. Average dollar price increase for advertising

••• cover-to-cover
Facts, fi gures and 
insights from this 
month’s issue

NodeXL allows companies to 
understand not only what 
is being said in the social 
media sphere but also to 
identify their most efficient 
messengers.

It’s difficult to keep 
stakeholders interested and 
motivated when they see 
the same scores month after 
month. Many customer-
experience initiatives have 
stalled when satisfaction 
ratings reach a plateau.

A few messages uncovered 
in this study were 
so strong that a new 
study was developed to 
substantiate them.

Much of the challenge 
in handling multiple 
channels of feedback, both 
solicited and unsolicited, 
is in the diversity of their 
characteristics.

From my experience, when 
working with clients to 
apply modeling insights to 
their business, we actually 
spend significantly more 
time looking forward than 
backward.

BEFORE YOU GO ••• issue highlights 
      and parting words
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Coming in the February Quirk’s

••• mobile research
Using CPG and pharma examples, researchers from GfK and Confi rmit offer a primer for vendor- and 
client-side researchers on making the move to mobile.

••• mobile research
Authors from Google make the case for why researchers need to embrace mobile now to avoid being left behind by 
the paradigm-level changes mobile is having and will have on the research process.

http://www.quirks.com


Providing you the largest most 
reliable data collection network 
in North America.

• Eyetracking
• Qualitative Research
• Quantitative Research
• On-site Interviews
• Hispanic Interviewing
• Project Management
• Programming
• Over 100 mobile 

interviewing devices
• Over 50 data collection 

locations nationwide
• Panel Augmentation

For more information contact C&C Market Research
 | corp@ccmarketresearch.com | 877-530-9688 | 479-785-5637 |

www.ccmarketresearch.com |

mailto:corp@ccmarketresearch.com
http://www.ccmarketresearch.com
www.ccmarketresearch.com


n o  b u l l .

H o n e s t  re c ru i t i n g  i s  o n e  re a s o n  w h y  c l i e n t s  c o m e  b a c k  t o  F i e l d w o r k . We

w o r k  o u r  i n - h o u s e  d a t a  b a s e  h a rd  t o  fi n d  t h e  p e o p l e  y o u  w a n t  t o  t a l k  t o ,

w h i l e  s c re e n i n g  o u t  t h o s e  y o u  d o n ’t .  A n d  t h e re ’s  n o  s u g a r- c o a t i n g  o u r  d a i l y

p ro g ress  re p o rt s .  We t e l l  i t  l i k e  i t  i s .  E v e n  w h e n  i t  h u rt s .  S o  w e  c a n  

m a k e t h e  fi n e  t u n i n g s  t h a t  k e e p  t h i n g s  o n  t a rg e t .  We  b e l i e v e

t h a t  h o n e s t y  i s  t h e  s o u l  o f  g o o d  re s e a rch— which is

w h y  w e  s u b s c r i b e  t o  M R A  e t h i c s  s t a n d a rd s .  

W e ’ re  c o n fi d e n t  y o u  f e e l  t h e  s a m e .

ATLANTA          BOSTON         CHICAGO-DOWNTOWN         CHICAGO-NORTH          CHICAGO-O’HARE        CHICAGO-SCHAUMBURG          DALLAS 

DENVER           EAST-FORT LEE, NJ         LA-ORANGE COUNTY         MINNEAPOLIS         NEW YORK-WESTCHESTER         PHOENIX

SAN FRANCISCO           SEATTLE-KIRKLAND         SEATTLE-DOWNTOWN          GLOBAL PROJECT MANAGEMENT

www.fieldwork.com       1.800.863.4353

http://www.fieldwork.com
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