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®ee innovations
Quirk’s launches new digital format

f it has been awhile since you last checked out the digital edition of Quirk’s

Marketing Research Review, now is the perfect time to give it another try!
Quirk’s is pleased to announce that it will now be using a new and improved digi-
tal format, created specifically for reading across devices.

This digital format also provides readers with new features that allow for an
easier, more advanced reading experience.

- Quickly flip through the virtual pages using a simple scrolling navigational
toolbar.

- Looking for multiple articles discussing one specific topic? Search for key words
and phrases and find relevant articles within past issues without having to
leave the issue you are currently reading!

- Share entire issues or single articles using an improved social media and e-mail
sharing tool, which allows you to create a custom message before sending.

- With just one click, access the PDF version of the issue to save for future read-
ing or to view a more basic text file.

- Squint no more! By double-clicking on your desktop or using two fingers on
your tablet and smartphone, you can zoom in and out on article text.

Approximately 70 percent of magazine subscribers are already exclusively
reading the digital edition! If you'd like to receive a link to the latest issue in your
inbox each month, simply register on Quirks.com. Looking to check it out before
you sign up? You can find a link to the current edition on our home page.

~ // E-newsworthy

Applying the Shapley value

method to marketing research
quirks.com/articles/2015/20151125-2.aspx

Client-side researchers offer dos

and don’ts for MR vendors
quirks.com/articles/2015/20150927-2.aspx

Leveraging MR to improve customer experience:
asking the right people the right questions

quirks.com/articles/2015/20151125-1.aspx
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eee online, e-newsletter
and blog highlights

- // Noted Posts

QuirksBlog.com

The kings and queens of horror:
tales from America’s favorite
genres
quirksblog.com/blog/2015/10/29

Food trends we're craving in
2016
quirksblog.com/blog/2015/11/04

Fall 2015 photo recap
quirksblog.com/blog/2015/11/09

ResearchIndustryVoices.com

Jamie Oliver takes on sugar
researchindustryvoices.com/2015/11/11

Us vs. them: The MR vendor/
client standoff
researchindustryvoices.com/2015/11/06

Consumer-generated content
strategies for the holiday
season
researchindustryvoices.com/2015/11/05

ResearchCareersBlog.com

Fear factory: Are you letting
fear drive your leadership?
researchcareersbhlog.com/2015/10/30

How to engage employees
with elevated communication
researchcareersblog.com/2015/10/21

Should your company
implement a shock report?
researchcareersblog.com/2015/10/16
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\:jIn Case You Missed It

/ news and notes on marketing and research
/

eee [pyalty research
Millennials want their loyalty
programs to be fun

survey by Cincinnati-based Colloquy shows that 34 percent of Millennials
Asaid the word that best describes their participation in a customer
reward program is “fun,” compared to 26 percent of the general population
(18 to 65 years and over). Additionally, 66 percent of the general population
said “economical” is the word that

best describes their loyalty LT ~-.
program participation,

versus 56 percent of

Millennials. Sixty- 4 .
three percent of R \\ _ "
Millennials said ./ 2, X .

they joined a ,
loyalty pro- ,
gram within !

1

the past year
versus 55
percent of

1
1
]
1
[
]
1
1
'
1
\

the general

v

population.
Twenty-five ,
percent of '
Millennials N\
said they joined

a program because
it offered access to
members-only events,
compared to 16 percent of -~
the general population and 40
percent of Millennials said they joined

for access to members-only sales, products and services, versus 33 percent of
the general population. The survey also shows that about half (49 percent)
of Millennials stopped using a loyalty program after receiving irrelevant
communications, compared to 37 percent of the general population.
Moreover, a little more than one-quarter of Millennials (27 percent) con-
tinued their participation in a loyalty program because it featured a com-
petitive game, or a social element
such as badges, leaderboards or
communities. By comparison, just

7 percent of Baby Boomers stayed
with a program for those reasons,

quirks.com/articles/2015/20151201.aspx .
representing a gap of 74 percent.
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eee the business of
research

Not sold on
passive data

esearch conducted by GfK,

Nuremberg, Germany, and
the Institute for International
Research, New York, shows about two-
thirds of market research profession-
als say they will not be using passive
data two years from now. When asked
what will be the single most important
source of data for insights creation two
years from now, 30 percent of clients
and 27 percent of suppliers chose
“consumer-specific data collected pas-
sively,” while 29 percent of both clients
and suppliers said “custom surveys in
any mode.” When asked how much
passive measurement they are doing
now and expect to do, 68 percent of
clients and 69 percent of suppliers said
they are doing none today and do not
expect to start in the next two years.
About one-quarter of each group said
they are doing no passive measure-
ment today but expect to be doing
some two years from now. When asked
what the “biggest gap” in the research
industry is today, 20 percent of suppli-
ers and 15 percent of clients cited data
quality. “Integrating information from
different sources to tell a story” was
the most frequent choice among both
groups, with the percentage for clients
(31 percent) being higher than for sup-
pliers (23 percent).
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‘Trade Talk

/By Joseph Rydholm, Quirk’s Editor

Consumers seek
a dialogue rather
than a monologue

s 2015 winds down, I've been reading

with interest some of the forward-
looking trend-related reports and articles
that typically start trickling out this time
of year. One that piqued my interest was a
report from researcher Mintel that drew
on commentary from two of its consumer
trends consultants, Stacy Glasgow and
Jenny Zegler, to sketch out key North
America consumer trends for 2016 that
will impact both consumers and brands.

Two of the trends, explored below, re-
flect an interesting change in the role that
products and companies have tradition-
ally played in our lives. In their market-
ing and advertising, companies have
long been the ones leading the process,
formulating (and in some cases, of course,
manipulating) the shape of our desires in
order to sell more products, creating need-
states that only the purchase of a new car
or better laundry detergent will fill.

That approach and our reaction to
marketing (companies talk, we as con-
sumers listen) is seemingly part of our
capitalist society’s DNA and will never go
away but as the Mintel report highlights,
it’s interesting to think about and watch
the ways in which consumers are now
the ones doing the talking, demanding
that brands and products listen to them

ﬁ

quirks.com/articles/2015/20151202.aspx
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and change their habits and practices to
conform to consumers’ world views.

Trend: The Big Brand Theory.
Consumer interest in locally-sourced
food and beverage products has risen in
concert with enthusiasm for small, inde-
pendent companies and a drive to forge
personal relationships with the people
who create and sell the products they buy.
This would seem to give small companies a
leg up on larger firms but Mintel research
indicates that consumers aren’t stuck in
the “small is good; big is bad” mind-set.
Rather, authenticity appears to matter
more, the Mintel researchers write.

“... Niche is no longer a limitation,
nor is it an opportunity reserved for small
companies. We've entered an era where
the power of the story and the authen-
ticity of the connection supersedes any
lofty moral aspirations, such as ‘shopping
small.’ This creates opportunities for busi-
nesses of all sizes to create new enter-
prises that do not venture too far from the
‘soul’ of their company...."

“... Regardless of the company’s size,
genuine stories help to form relationships
that give consumers the security that
products are worthy of their investment
and loyalty...."

Trend: Pride and Persona. As shifting
definitions of gender, race and other for-
merly-standard demographics are reform-
ing U.S. culture, consumers are becoming
more equality-focused and are looking to
products, advertising and corporate poli-
cies to reflect the new reality.

Quirk’s Marketing Research Review // December 2015

©Clare Pix Photography www.clarepix.com

Joe Rydholm can be reached
at joe@quirks.com

“... According to Mintel research,
nearly one-third (30 percent) of U.S. Baby
Boomers make an effort to buy from ‘good’
companies, such as those that take an ac-
tive role in their community. Millennials
may be the beginning of younger genera-
tions who will almost characteristically
expect equality. Mintel research indicates
that many U.S. children are already
embodying this value, as 83 percent of
kids and 88 percent of teens agree it is
important to accept people with different
racial or ethnic backgrounds. It is likely
that communication will grow beyond
traditional perceptions of demographics
and lead to more prominent reflections of
seniors, people with disabilities, immi-
grants and the less educated....”

“... Thus, the opportunity lies with
companies to define their corporate values
and the stance of individual brands to re-
flect society. In 2016, it will become more
apparent that companies need not shy
away from making statements, especially
those that stand to broaden their appeal
among more equality-focused consumers,”
say the Mintel researchers.

Mintel's North America Consumer
Trends 2016 is available for free download
(registration required) at www.mintel.com/
north-american-consumer-trends/. @

www.quirks.com
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// Survey Monitor

eee insurance research
Millennials driving usage-based auto
insurance market

Willing to change behavior

hile interest in usage-based

auto insurance (UBI) remains
relatively high among consumers
in general, Millennials are clearly
leading the charge forward and will
continue to drive the evolving mar-
ket, according to professional services
company Towers Watson's annual UBI
(Telematics) Consumer Survey.

“Millennials soundly displayed

their acceptance of new business
approaches and familiarity with tech-

quirks.com/articles/2015/20151203.aspx

nology,” says Robin Harbage, global
lead for Towers Watson's UBI practice
and DriveAbility service offering. “In
fact, the survey revealed 92 percent
of Millennials own smartphones,
compared to just 58 percent of all
other age cohorts surveyed. Insurers
that are not already embracing new
technology will need to adjust their
business models for younger drivers,
who rely heavily on their smart-
phones and the Internet.”

According to the findings, more
Millennials (88 percent) expressed
interest in taking out a UBI policy

than all other age groups (74 percent).

Consumer interest in UBI rises for
both groups if it’s agreed upon that

14 Quirk’s Marketing Research Review // December 2015

eee 3 digest of survey
findings and new tools
for researchers

premiums would not increase due

to poor driving behavior (93 percent
of Millennials versus 85 percent of
all others). However, nearly half of
all respondents (46 percent) said
they would not buy a UBI policy if it
potentially caused their premiums to
increase.

Nearly three-quarters (72 percent)
of Millennials believe auto insurance
policies linking their driving behav-
ior with premium paid is a better way
to calculate costs than traditional
factors such as age, gender and credit
score. Only half (51 percent) of all
other age groups feel the same. “I
think it's fair to say Millennials are
not only amenable to UBI but actu-
ally prefer it to conventional ways
of calculating their auto insurance
premium,” says Len Llaguno, senior
consultant, Towers Watson.

Millennials’ interest in UBI goes
well beyond new technology and
calculating premiums. Younger driv-
ers are much more willing than other
age cohorts to let UBI shape their
driving behavior. For those respon-
dents willing to take out a UBI policy,
84 percent of Millennials said they
would change their driving behavior
if it correlated to a lower premium,
versus slightly more than half (53
percent) of other age groups. Drivers
named sticking to the speed limit
and keeping a safe following distance
as behaviors they would most likely
change. More generally, an over-
whelming 84 percent think careful
driving constitutes a fair measure for
a premium discount.

Respondents, especially
Millennials, exhibited a propensity
for value-added services enabled
by UBI technology and indicated a
willingness to pay more for them.
Ninety percent of Millennials will-
ing to buy a UBI policy said they

www.quirks.com
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would pay at least an extra $45 per
year for these benefits, compared

to 65 percent of all others surveyed.
“Millennials’ buying behaviors and
expectations will require a complete
rethink by auto insurers to attract
and retain this growing demograph-
ic,” says Harbage.

Participants willing to buy or
consider a UBI policy ranked their
three most preferred value-added
services bundled with UBI: theft-
tracking (87 percent), automated
emergency call (86 percent) and
breakdown notification service (83
percent). “Parents see a real appeal
in UBI, citing the ability to be in-
formed about a child’s accident, au-
tomatic emergency services dispatch
and text prevention as the most
beneficial features,” says Llaguno.

Almost two-thirds of participants
(62 percent) who have a UBI policy
reported a positive experience with
it, while only a handful (9 percent)
mentioned a negative one. Of driv-
ers with a favorable UBI experience,
70 percent said it led to both lower
insurance premiums and additional
benefits and information about
their driving. Perhaps surprisingly,
over one-quarter of respondents (26
percent) said they are not familiar
with UBI policies.

“Auto insurers have an enormous
business opportunity with UBL,”
says Harbage. “However, further
education is needed to bridge the
gap between awareness and action.
Indeed, Millennials are farther
along in this understanding and
their openness to UBI adoption. But
with the right incentives and en-
couragement, other age groups can
become more receptive to change
and the benefits UBI offers.”

Survey Monitor

eee ad research

Ads and in-program
placements work
well together

Brands enjoy the

complement

recent Nielsen study that looked at

both standard television adver-
tisements and in-program placements
(IPPs) — brands or products that air
within a program itself - found that
one actually helps the other. While
the amount of prime-time, non-
sports IPPs measured in Nielsen's TV
Brand Effect coverage has declined
in recent years across the English-
language broadcast networks — from
185 brands showcasing 5,580 integra-
tion occurrences over the 2012-13
TV season to 136 brands airing 4,455
integrations during the 2014-15 sea-
son — their impact hasn't. In fact,
when these integrations aired in the
same program as standard ads for
the same brand, brand memorability
for those ads increased 16 percent
among adults 18-34.

The lift was even more pro-
nounced when brand memorability
was measured among the broader
demographic of adults 18-49 years old,
which saw an 18 percent increase.

16 Quirk’s Marketing Research Review // December 2015

There were also some differences
among gender lines, too.

While an adjacency lift was noted
across both genders, the lift in
brand memorability for ads airing
adjacent to IPPs versus without IPPs
was 26 percent among men 18-49,
while the lift was only g percent
among women in the same age
group. “Increasing the resonance
of a standard advertisement by
positioning a branded integration
in close programming proximity
is a proven way to add value and
increase effectiveness,” says Chad
Dreas, managing director of media
analytics, Nielsen. “While there has
been a decrease in both brands and
occurrences in regards to branded
integrations, it is still a great op-
portunity for marketers looking to
increase their advertising impact.”

While branded integrations can
help improve the memorability and
appeal of standard ads, it's impor-
tant to recognize that the amount of
improvement can vary, depending on
the strength of the integration.

So what helps drive positive
performance of IPPs above and
beyond the synergy with standard
advertisements? The study found
that marketers and agencies could
benefit from a few best practices to
increase brand awareness and gain
a better line of sight into a poten-
tial path to return on investment.

Say it again. Advertisers should
consider repeating themselves and
giving consumers every opportunity
to remember their brand. Verbal
brand cues were one of the stron-
gest drivers of brand memorability.
Creatives with multiple brand men-
tions were found to be more impact-
ful than a single mention.

Get visual. It's said that a pic-
ture is worth a thousand words but
advertisers who extend the on-screen
visual duration of their brand can
potentially boost their worth in
more tangible ways. More extensive
screen time helps increase your
brand’s exposure for shown-only

www.quirks.com
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(non-verbal) placements.

Give it some context. Going
all-in when it comes to integrating
products helps direct viewer focus
to the brand itself. Everything from
sponsorship prizes to weaving the
brand into the storyline or having
characters interact with the product
itself can give the brand often hard-
to-get gravitas.

Think long-term. Consistency
and thinking about the future are
keys to any great relationship. It's
no different for advertisers looking
to woo consumers. Nielsen found
that a consistent, ongoing presence
in a program spanning multiple epi-
sodes (and multiple seasons) gener-
ates much higher performance for
branded integrations.

Be a “do-gooder.” Corporate re-
sponsibility has gone from suggestion
to near compulsory among the indus-
try. Positive IPP performance can be
driven by both a pro-social theme as
a well as touting a charitable theme,
such as donations.

Nielsen TV Brand Effect is based
on survey responses from Sept. 24,
2012—May 22, 2013 (2012-2013 season),
Sept. 22, 2013—May 21, 2014 (2013-
2014 season), Sept. 21, 2014-May 20,
2015 (2014-2015 season). Occurrence
data limited to original airings
only. Lift percentages are inclusive
of both original and repeat air-
ings. Television norms inclusive
of prime-time non-sports program-
ming on English-language broadcast
only. Comparisons between adjacent
and non-adjacent airings limited to
brands appearing in both buckets.
Analysis of TV based on up to one day
post-ad stream. Minimum reportable
sample size is 35.

www.quirks.com
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eee employee research
Health of some
health care
workers needs
improving

Many health care providers are

giving more attention to their

/

!
-

I e
|y

patients’ well-being by focusing on the
“whole person.” A crucial component
of this holistic view of patient care is
positioning providers as people who lead
by example and thrive in their own well-
being. After all, how well can medical
professionals influence positive lifestyle
habits in their patients if they’'re not
embracing healthy habits themselves?

As reported by Gallup’s Jade Wood
and Rebecca Riffkin, with research
help from Sangeeta Agrawal, the very
workers who are treating patients can
sometimes be left out of the well-being
equation. Though a great deal of atten-
tion is geared toward patients’ well-
being, health care workers often have
limited means to engage in well-being
practices of their own. This is particu-
larly worrisome as health care employ-
ees’ well-being can affect a health care
organization’s ability to provide the best
and safest patient care.

Gallup and Franklin, Tenn.-
based well-being improvement firm
Healthways have developed a research-

IN FOCUS

based definition of well-being and

how it relates to employees, business
outcomes and living a fulfilled life. This
definition encompasses five interrelated
and essential elements: purpose, social,
financial, community and physical.
Together, these elements provide in-
sights into individuals’ sense of purpose,
social relationships, financial security,
relationship to their community and
physical health.

Respondents can be classified as
thriving, struggling or suffering in each
element according to how they rate that
particular facet of well-being in their lives:

« Thriving: well-being that is strong
and consistent in a particular ele-
ment.

« Struggling: well-being that is moder-
ate or inconsistent in a particular
element.

+ Suffering: well-being that is low and
inconsistent in a particular element.

Gallup and Healthways research
shows that more than half of all health
care workers are thriving in none or
only one element of well-being, rather
than thriving in multiple elements. But
this also means that there is a signifi-
cant opportunity for their well-being
to improve. A more positive finding is
that one in three health care workers
(34 percent) is thriving in three or more
well-being elements.

The field of medicine can be quite
stressful, as it's both emotionally
demanding and logistically rigorous,
which can be a recipe for burnout. The
24/7 nature of the job - constantly being
“on,” with always more to do — and regu-
latory and compliance tasks can create a
heavy and sometimes burdensome work-
load for many health care professionals.

Health care workers are notorious
for neglecting their own care and not
taking time for their own well-being.
That's why a “care for the health care
worker” approach is essential within
health care organizations to give work-
ers the energy, focus and adaptability
they need to come to work ready to be
their best every day. In fact, health

December 2015 // Quirk’s Marketing Research Review 17


http://www.quirks.com

IN FOCUS

care workers with high well-being are
more likely to be resilient and recover
quickly from stress, important qualities
to possess when overseeing the lives and
welfare of others.

Whether a health care organization
approaches well-being to improve its
employee engagement, retain talent or
meet its mission to create a healthier
community, well-being drives signifi-
cant business outcomes. Health care
workers who are thriving in three or
more elements are more likely to be at
work every day, because they have fewer
unhealthy days that prevent them from
doing their usual activities than do
those with lower well-being.

Furthermore, high well-being sup-
ports mental health and resiliency.
Health care workers who are thriving
in three or more well-being elements
are more likely to report bouncing back
quickly from illness, injury or hardship
than those who are not.

Medical professionals who are thriv-
ing in three or more elements are also
two times less likely to look for a new job
than their counterparts with lower well-
being. Both of these findings are signifi-
cant, because attendance and retention
are crucial components of proper patient
care, patient satisfaction, correct staff-
ing coverage and reduced expenses.

Improving health care workers’
well-being requires more than simply
improving physical health. Health care
workers who don’t feel connected to
their community or who are struggling
with debt may find it difficult to focus
on their patients or model healthy be-
haviors to them while they are at work.
When health care workers thrive in all
elements of well-being, not just physi-
cal, health care organizations can gain
a competitive advantage from employ-
ees’ maximized performance, reduced
turnover and enhanced engagement.
Establishing a culture that promotes
well-being by focusing on all five ele-
ments will help health care workers
thrive — and this, in turn, will benefit
patients and the community.

Results are based on a Gallup Panel
Web study completed by 24,320 national

Survey Monitor

adults, aged 18 and older, conducted
Oct. 8-Nov. 13, 2014. A subsample of 1,300
health care working adults was selected
for this analysis. The Gallup Panel is a
probability-based longitudinal panel of
U.S. adults who are selected using ran-
dom-digit-dial (RDD) phone interviews
that cover landline and cellphones.
Address-based sampling methods are
also used to recruit panel members. The
Gallup Panel is not an opt-in panel, and
members are not given incentives for
participating. The sample for this study
was weighted to be demographically
representative of the U.S. adult popu-
lation using 2013 Current Population
Survey figures. For results based on this
sample, one can say that the maximum
margin of sampling error is +3 percent-
age points, at the 95 percent confidence
level. Margins of error are higher for

subsamples.

eee sports and leisure
Portrait of a
female fantasy
football player

They skew older, tend to be

moms

verall, 13 percent of U.S. adults
O surveyed planned to play fan-
tasy football this year. However, more
women are playing fantasy football,
taking up a larger piece of the ever-
expanding pie when compared to men.
In a poll released by Leger, The Research
Intelligence Group, approximately
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one-quarter of this year’s NFL fantasy
football players are women, which is a
steady climb over the past few years.

“We're seeing a small, steady trend
showing the rate that women are playing
fantasy football is growing faster than
that among fantasy football players in
general,” says Lance Henik, senior ac-
count manager at Leger, The Research
Intelligence Group. “According to the
Fantasy Sports Trade association, approxi-
mately 20 percent of all fantasy players in
2011/2012 season were women. The results
from our 2013 poll showed 23 percent of
fantasy football players were women, with
our latest poll results currently showing
that 25 percent of them are women.”

Women who play fantasy football
continue to show favorable levels of
employment and household income com-
pared to non-players. First, women are
more than twice as likely to be employed
full-time (players, 66 percent; non-play-
ers, 31 percent) than non-players, which
naturally falls into their higher afflu-
ence over non-players, based on house-
hold incomes over $100K (players, 16
percent; non-players, 11 percent). While
these differences exist among women,
between players and non-players, such
differences are not as pronounced when
looking at the employment and income
characteristics among men.

In what could be seen as a surprise
finding, most of the women who play
fantasy football are older than their
male counterparts. The average ages
of fantasy football players among men
and women are approximately 38 and 39
years of age, respectively, however, it is
the age categories among these players
that shed some light on the extent to
which players are dispersed by age. To
this end, more than half (59 percent) of
male players are between 18-39, while
the majority of women players (72 per-
cent) are in the 30-49 range, with nearly
two in five (38 percent) of them in the
40-49 age group.

“Households with children” is one
of the few demographic areas where
fantasy football players vastly over-
index their non-player cohorts. Nearly
three in four (74 percent) women who

www.quirks.com


http://www.quirks.com

play also report having a child under 18
in the household, while among men this
drops down to about two in three (67 per-
cent). “This informs us of two implica-
tions,” says Henik. “First, the possibility
that fantasy football serves as a family
activity. Second, that fantasy football
provides a vital outlet or escape for those
adults who have children.”

Despite the favorable demographic
characteristics of the females who play
fantasy football, men continue to be
more entrenched with their fantasy
football play than women. The Leger
poll indicates that men are still more
likely to participate in multiple leagues/
teams when compared to women.
Approximately two-thirds of men (66
percent) who said they were going to
play fantasy football planned on joining
two or more leagues for the NFL 2015-16
season, among women this drops down
to half (50 percent).

While the demographic characteris-
tics of fantasy football players (for both
men and women alike), are attractive
for prospective companies, the challenge
lies in how to best reach them.

For starters, fantasy football players
are more likely than non-players to be
engaged with their mobile devices. This
is evidenced by the poll finding that
fantasy football players are more likely
to conduct mobile banking on either a
tablet or smartphone and to do so by
using an app on their device. Consider
that when someone is managing their
money with a mobile device, they are
likely managing their entire lives with
the same device. This is because trust
in mobile banking is indicative of an
entrenched mobile user who has adapted
to mobile technology and believes in the
convenience and security in the devices
they use as they have become engrained
into their everyday living.

There is also the marketing impli-
cation for those who want to engage
with fantasy football players, especially
through television advertising. This
challenge becomes more critical given
the ever-growing activity that is binge
viewing, whether they watch programs
on-demand (VOD), on the DVR or among
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viewers who are using an Internet plat-
form (Netflix, Hulu, YouTube, etc.), as
they have cut the cord or never connect-
ed in the first place. The pervasiveness
of marathon viewing is alive and well
among fantasy football players, however
the results of the Leger poll show it is
the female players in particular who are
more engaged in this activity than men.
With this in mind, marketers will need
to be creative in engaging this desired
consumer, especially women who play
fantasy football.

The survey was conducted online
with 1,006 respondents, 18 years of age or
older, among the U.S. population from
August 14 through August 17, 2015, and
was balanced/weighted to statistically
represent the country by age, gender,
ethnicity, and region. Based on this
sample size, the results carry a margin
of error of approximately + 3.1 percent at
the 95 percent confidence level.

eee food research
Interest in
‘free-from’ foods
far from fading

Less is more

oods bearing “free-from” claims are
Fincreasingly relevant to Americans,
as they perceive the products as
closely tied to health. New research
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from Mintel reveals that 84 percent

of American free-from consumers

buy free-from foods because they are
seeking more natural or less-processed
foods. In fact, 43 percent of consumers
agree that free-from foods are healthier
than foods without a free-from claim,
while another three in five believe the
fewer ingredients a product has, the
healthier it is (59 percent).

Among the top claims free-from con-
sumers deem most important are trans
fat-free (78 percent) and preservative-
free (71 percent). GMO-free claims are
also important to free-from consumers
(58 percent), with 35 percent rank-
ing it as one of their top three most
important claims. In fact, interest in
GMO-free foods (37 percent) among all
consumers outweighs interest in foods
free of soy (22 percent), nuts/peanuts
(20 percent) and eggs (17 percent).
Another popular claim for consumers
is sodium-free (57 percent), with 40
percent listing it as one of their three
most important claims.

“Fat-free may seem like a claim
whose best days are behind it, but there
is strong consumer interest in such
free-from foods, especially trans fat-free,
no doubt owing to widespread concern
about obesity in the U.S. and its related
health consequences. Health issues
appear to be top of mind among U.S. con-
sumers when seeking products bearing a
free-from claim, including those related
to heart health and allergies,” says Billy
Roberts, senior food and drink analyst at
Mintel. “Mintel data also shows elevated
interest in the GMO-free claim, which
ranks among the top four most impor-
tant claims for many consumers and is
more important than soy-free and nut/
peanut-free foods.”

Overall, Millennials (6o percent)
and Gen X (55 percent) are much more
likely than Baby Boomers (46 percent) to
agree that they worry about potentially
harmful ingredients in the food they buy.
Despite this, just 37 percent of consumers
overall agree that products with free-
from claims are worth paying more for.

While one-third of Baby Boomers
believe allergen-free foods are a fad (33
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percent), one in five consumers overall
would like a full list of ingredients re-
lated to food allergens on product pack-
aging (18 percent). Millennials’ interest
in free-from food claims coincides with
product launches in recent years, ac-
cording to Mintel’s Global New Products
Database (GNPD). In 2010, 11 percent of
food product launches featured a low/
no/reduced allergen claim. By 2014,
28 percent of food product launches
boasted the claim, the highest of any
free-from claim last year.

While 70 percent of Americans
buy free-from foods for health and
nutritional reasons, personal well-
being is not the only driving factor.
Consumers also believe that free-from
foods are closely tied to the health of
the planet. Cage-free and free-range
claims are important to 43 percent of
free-from consumers, with one-quarter
(23 percent) ranking it as one of their
top three most important free-from
claims. When comparing consumer
views of free-from claims with envi-
ronmental impact to claims such as
trans fat-free (78 percent), environ-
mental claims carry much less weight.

However, Mintel research shows that
70 percent of Americans sometimes,
often or always consider a company’s
ethics when purchasing products.
Furthermore, 56 percent have stopped
buying a company’s products when they
have perceived its actions as unethical.
“Mintel research shows that Americans
are interested in companies that look
after the health of the consumer, as
well as the environment. As a result,
consumers are not only interested in
trans fat-free and preservative-free food
products, but cage-free and free-range
products, as well. Consumers are doing
their best to make informed choices
when it comes to free-from food claims,
and they will hold companies account-
able,” says Roberts.

More than ever before, Americans
are incorporating snacking into their
routine, along with three meals per
day. Mintel research shows that 94
percent of Americans snack daily,
with two-thirds snacking multiple
times per day (65 percent). Despite
the propensity to engage in snacking,
consumers associate snack products
with harmful ingredients such as GMOs

and artificial elements. In fact, nearly
half of Americans (46 percent) agree
that snacks typically include contro-
versial ingredients when compared to
other food categories. However, nearly
one-quarter of snack product launches
in 2014 included no additives/preser-
vatives (23 percent), low/no/reduced
allergen (25 percent) and/or low/no/
reduced trans fat (21 percent) claims,
according to Mintel GNPD.

“Snacks are often associated with
controversial ingredients such as GMOs
and artificial additives and despite
products entering the market with
free-from claims, consumers are slow to
alter their perceptions,” says Roberts.
“Overall, Mintel data indicates that
consumers perceive foods with any free-
from claim to be both healthier and
less processed. Additionally, consumers
appear to be equating ‘genetic modifica-
tion,’ ‘artificial’ and ‘unhealthy’ as one
and the same and those consumers are
likely to turn away from product labels
with unfamiliar ingredients or ingredi-
ents perceived as chemically complex or
unnatural.”
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Product and
Service Update

eee shopper insights
IRI, Research

Now partner on
purchase-behavior
tool

Adds predictive insights
solution

hicago-based researcher IRI has

appended 1 million consumer panel-
ists of Plano, Texas, firm Research Now
with IRI ProScores, its predictive shop-
per insights solution, for an expanded
capability to select consumers and shop-
pers based on their predicted purchase
behavior. Through this capability, CPG
marketers can gain profiles of high-
propensity shoppers with insights into
their motivations, psychographics, life
stage and lifestyle characteristics, shop-
ping behavior and media habits. By ap-
pending IRI ProScores to the Research
Now panel, IRI will be able to provide
survey-based research insights beyond
current capabilities available through
the IRI consumer network.
www.iriworldwide.com

quirks.com/articles/2015/20151204.aspx

eee research panels

Kinesis adds panel reporting tool

Shows incentive redemption rates

A. ustin, Texas,
esearch soft-

ware firm Kinesis

Survey Technologies
has launched a new

2y KINESIS

reporting tool within Kinesis Panel, the Advanced Financial Report. Using this
tool, panel managers track incentive redemption rates for online panels. The
Advanced Financial Report tracks points redeemed across multiple redemption
sources and ongoing points liability. Panel managers can see their redemp-

tion rates in real time and run retroactive reports to see trends over time.
The Advanced Financial Report is the second in a series of reporting tools to
become available within the Kinesis Panel platform this year. The firm previ-
ously launched the Recruitment Source Report as part of this series.

www.kinesissurvey.com

eee eye-tracking
IMotions 5.7 now
available

Supports Tobii Glasses 2,
Affectiva

oston biometric research platform
BiMotions has released its iMotions
5.7 software, which includes integra-
tion of automated areas of interest for
eye-tracking glasses. Using image and
object recognition functionality, the
software fixates the areas of interest
to objects of interest while respon-
dents move around an environment.
Researchers can also live synchronize
and visualize Tobii Glasses 2 eye-track-
ing data with biometric sensors like
EEG, GSR and more. Affectiva is also
supported in the software suite along
with the addition of other hardware in-
tegrations and platform improvements.
imotions.com
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eee 3d research

LCI TV aims to
drive ROI

Correlates foot traffic to TV
ad exposure

an Francisco mobile audience intel-

ligence firm NinthDecimal has
launched LCI TV in partnership
with TiVo Research, a subsidiary of
San Jose, Calif., firm TiVo. The partner
solution establishes whether expo-
sure to a TV commercial correlates to
incremental foot traffic to a brand’s
physical location and if exposure drives
physical-world conversions. The data
gives insight into what aspects of a
campaign drove greater ROI by exam-
ining measurements across networks,
dayparts, programs, creative execu-
tions and audience segments, giving
marketers a better understanding of
their media mix performance to see
what combinations of TV and mobile
exposure drove the greatest lift.
www.ninthdecimal.com
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eee online qualitative
Itracks releases
telephone
interview software

Allows for feedback on

images, videos

Canada-based researcher itracks has
released itracks IDI, a telephone
interview software and the fourth prod-
uct within its suite of online qualita-
tive software tools. Itracks IDI provides
telephone interview sessions with
integrated technology that allows re-
search participants to provide feedback
on images or videos streamed directly
to the software whiteboard area. The
technology also allows researchers to
organize a meeting with the scheduling
feature and provides the option for the
system to call the participant and con-
nect them to the call, allowing them to
remain anonymous to the client.
www.itracks.com

eee online research
Firms partner on
recruiting tool

Routes respondents into

communities, boards

lano, Texas-based Research Now and

Canada-based research software firm
itracks have released the On-Demand
Recruitment offering, which enables re-
searchers to move participants provided
by Research Now into focus group discus-
sion boards and communities developed
by itracks. Participants can be routed
from any quantitative screener or sur-
vey into a qualitative exercise based on
predefined qualifying criteria, allowing
for access to qualitative insights through
bulletin boards, focus groups, one-on-one
chats, quick surveys, diaries and mobile

Product and Service Update

interaction. The functionality also in-
cludes the ability to capture images and
video via a participant’s smartphone.
www.researchnow.com

eee message-testing
Message analysis
product from
Jibunu

Respondents categorize,

rank by preference

eominster, Mass., marketing and re-
Lsearch technology firm Jibunu has
launched MAT, a message analysis tool
that simplifies card-sort exercises in
moderated message testing. Jibunu uses
drag-and-drop technology to let partici-
pants move messages into categorical
buckets. Participants can also rank mes-
sages and order them by preference to
provide additional insight. At the end
of the exercise, respondents are able
to create a story from their favorite
messages. Messages can also be con-
veyed in formats other than text and
incorporate images, advertisements,
concepts and other stimuli to increase
engagement. MAT can test these ele-
ments separately or combine them into
a mixed-mode study.
www.jibunu.com

eee Briefly

B Doyle Research Associates, Chicago,
has released its 2016 Guide to Qualitative
Research Methods, an 18-page e-book
that can be downloaded for free from
the firm's Web site.

doyleresearch.com

B Google has launched Shopping
Insights, a tool that allows retailers to
track product search trends across the
U.S. The tool aims to help retailers to
better plan marketing strategies and
where to stock merchandise at brick-
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and-mortar stores by using shopping
intent data. Shopping Insights estimates
product trends and popularity through
keyword data from consumer searches,
allowing retailers to see data for every
city available for targeting in AdWords
and compare mobile to desktop patterns.

B Bid Ratings, the pre-bid technology
solution for Reston, Va., firm comScore,
is now live in eight programmatic buying
platforms, including AppNexus, Centro,
Netmining, RhythmOne, TubeMogul and
Turn. ComScore Bid Ratings allows media
buyers to surface programmatic inven-
tory by bidding only on inventory that
meets their campaign requirements.

B Westwood, Mass., marketing firm
Wilde Agency has completed a com-
missioned research study designed to
understand consumer motivations and
behaviors to inform marketing strat-

egy. The research was conducted with
Portsmouth, N.H., research and consult-
ing firm Sentient Decision Science. A key
part of the study was focused on Boomers
(adults between the age of 51 and 69)

and how to motivate them to alter their
purchase of long-term care insurance and
Medicare supplement insurance.

B U K. firm eDigitalResearch has
launched HUB Text Analytics, a text
analytics tool that combines text com-
ments and data from multiple sources,
brands and businesses to turn the voice
of the customer into insight and action.
Comments are analyzed for themes,
categories, sentiment and strength of
feeling in real-time, allowing businesses
to monitor and manage their customer
experience. The tool can also detect un-
happy customers and alert relevant staff
members when a negative situation oc-
curs. The tool is also designed to explore
comments and discover emerging trends
as well as categorize what's being said
and monitor themes over time.
www.edigitalresearch.com

B Nuremberg, Germany, researcher
GfK has added mobile capability to its
ad effectiveness solutions, allowing the

www.quirks.com


http://www.itracks.com
http://www.researchnow.com
http://www.jibunu.com
http://www.edigitalresearch.com
http://www.quirks.com

firm to identify when an individual is
exposed to an advertisement on multiple
devices (PC, smartphone, tablet etc.) and
unify the browser and app experience to
enable a more accurate evaluation and
attribution of the performance of ad
formats, creative and overall campaigns.
GfK has also developed a multifaceted
approach with Facebook to evaluate the
effectiveness of advertisers’ campaigns
across all devices, allowing for total cam-
paign effectiveness measurement.
www.gfk.com

B Millward Brown Digital, New York,
has partnered with Facebook to offer a
mobile solution that allows advertisers
to evaluate the full value of advertising
on Facebook and Instagram. The solu-
tion, Brand Lift Insights for Facebook
and Instagram, gives marketers insight
into campaign impact with measures
including brand awareness, ad aware-
ness, message association and brand
favorability.
www.millwardbrowndigital.com

B The NPD Group, a Port Washington,
N.Y., research firm, has launched a suite
of analytic services designed to help
companies identify and respond to prod-
ucts and brands showing rapid growth.
The Threat Management Suite is the
first in a series of proprietary solutions
coming from NPD as the firm leverages
its sales and market share informa-

tion to identify the drivers of sales and
market share and help clients optimize
performance on those drivers.
www.npd.com

B Cincinnati text analytics firm
Ascribe has introduced a speech-to-
text data analysis solution for access
to insights derived from customer call
center data files, allowing consumer-
focused companies and research agen-
cies to process volumes of call center
voice files through auto speech-to-
text transcription into Ascribe’s text
analytics software for insights from
customer phone information.
www.goascribe.com

www.quirks.com
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B Columbia, Md., marketing agency
Merkle has launched MerkleONE, a
solution suite that allows marketers and
publishers to capitalize on the oppor-
tunity of people-based marketing. The
solution transforms data into insights
and drives effective addressable media
and channel activation.
www.merkleinc.com

B Belgium-based collaboration agency
InSites Consulting has launched the
Insight Activation Studio, a software-
as-a-service solution designed to help
companies share insights, increase the
return on insights and influence em-
ployees’ day-to-day behavior.
www.insites-consulting.com

B Boston-based data and insight firm
Mobee is collaborating with Nielsen,
New York, to develop a new smartphone
application that captures consumer
habits and product usage behaviors.

The Product Diary mobile app will be
integrated within Nielsen's Homescan
Consumer Moments service.
www.getmobee.com

B Nuremberg, Germany, research firm
GfK has launched its TV household
audience measurement panel in Brazil to
provide Brazilian clients with ratings for
all 15 metropolitan regions in which the
company will operate in the country. The
launch allows GfK to deliver data to its
clients in Brazil and provide analysis soft-
ware that let clients draw an accurate and
representative picture of TV audiences and
to plan investments more effectively.
www.gfk.com

B CentraForce, an Austin, Texas, market-
ing intelligence company, has launched
CentraForce Health, a Web-enabled
population health intelligence platform
provider that brings customer-centric in-
sights to the health care industry through
its Population 360° Health Intelligence
Platform. CentraForce Health can help
health systems and payers to better un-
derstand, reach and impact their current
and prospective members and patients by
drawing from multiple accredited sources

IN FOCUS

and offering over 100,000 measures sur-
veyed across more than 15 million locally-
sampled respondents in every market
throughout the U.S.
www.centraforcehealth.com

B Boston content advertising technology
provider Visible Measures has released
True Reach Planner, a suite of video
measurement and analytics tools within
the company’s Fabric platform that pro-
vides video ad buyers with a view of how
consumer attention is distributed across
video ad content promoted by major
brands during any period of time as far
back as 2013. The company has also devel-
oped algorithms to provide estimates of
video ad spend across these same brands.
www.visiblemeasures.com

H Portland, Ore., measurement firm
Rentrak has launched its reporting ser-
vice dedicated to reporting syndicated
programming at a national level. The
service will report national ratings and
impressions for live, C3 and C7 metrics
for total households as well as automo-
tive purchasing, retailer spend, credit
worthiness and political audiences based
on daily reporting from all 210 markets.
www.rentrak.com

B Flemington, N.J., firm HCD Research
has released video game research tools
based on neuroscience which, when
combined with traditional research
methods, can provide a view of respon-
dents’ non-conscious and cognitive
response to video game concepts, me-
chanics, presentation and full releases.
These tools are part of a suite of services
offered under the brand name HCD
ElementsGR (Game Research).
www.hcdi.net

B Nashville, Tenn., firm 20|20 Research
has launched its 20|20 QualMeeting
Video Portal service with a centralized
storage hub and video transcription tool
that allows project videos to be searched
for using keywords or verbatim and
edited into a customized video that pres-
ents a study’s findings. The video portal
is a free feature that comes as part of the
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firm’s QualMeeting Plus platform.
www.2020research.com

B Nielsen Digital Ad Ratings mobile
measurement has expanded into six
countries, including Australia, Brazil,
France, Germany, Italy and the U.K.,
offering agencies, ad platforms and
industry organizations a digital view
of audiences across computers, smart-
phones and tablets.

www.nielsen.com

B Alter Agents, a Los Angeles-based
market research firm originating
from the Dialogue research firm, has
launched its new brand. Concurrently,
the firm has released a new CPG re-
search platform, named Shopper STAT
(spend, triggers, attitudes and trends),
allowing retailers to gain shopper in-
sights in the CPG space that accurately
represent a shopper’s experience.
www.alteragents.com

B Indianapolis firm Teradata Marketing
Applications and Localz, an Australia-
based micro-location technology firm,
have partnered to provide micro-loca-
tion experiences and iBeacon tools for
enterprise marketers via the Teradata
Integrated Marketing Cloud. The solu-
tion uses customer interaction and loca-
tion data to make digital experiences for
consumers by delivering personalized
content to an individual’s mobile device.
Contextually relevant messages are sent
based on an individual’s location, draw-
ing on historical and real-time informa-
tion about their preferences and actions.
marketing.teradata.com

B Research Triangle Park, N.C., media
research firm Coleman Insights has
launched FACT360SM Strategic Music
Test, an online music testing service for
the radio industry that helps radio sta-
tions build music libraries. The service
uses multi-methodological recruitment
via landlines, mobile phones and online
and sends qualified respondents to online
surveys to provide feedback about music.
www.colemaninsights.com

Product and Service Update

B Los Angeles audiences and insights
platform Instantly has updated its audi-
ences solutions, including offering un-
restricted access to Instantly Automated
Sample, an online tool that allows busi-
nesses to target specific consumers for
research, purchase sample and manage
studies. Further updates to the Instantly
platform include new templates for tar-
geting common consumer segments. The
firm is also making Instantly Automated
Sample API available to research firms
and other businesses who want to access
Instantly sample within their internal
or preferred systems.

www.instant.ly

B Los Angeles-based marketing in-
sights and strategy firm Coherency

has launched LoveQuotient, a tool that
quantifies how much consumers love
brands. The tool examines three primary
components of love, including chemis-
try, needs fulfillment and compatibil-
ity, and uses Coherency’s proprietary
algorithm to measure, assess and predict
the impact of consumer love for a brand
and delivers large-scale, data-driven
insights around consumer emotions to
help inform commercial strategies.
coherency.com

B IBM, Armonk, N.Y., has launched the
IBM Universal Behavior Exchange, part of
IBM Marketing Cloud, a service that allows
marketers to connect data across their
solutions to help them create more person-
alized and relevant interactions. Insights
generated from the exchange will help
marketers drive more effective campaigns
on Facebook and across the Web.
www.ibm.com

B Morristown, N.J., marketing technology
company Zaptitude has launched Good
Influence for Business, a referral market-
ing product built specifically for business-
to-business organizations that is designed
to drive sales leads and shorten and sim-
plify the B2B buyer’s path-to-purchase.

www.zaptitude.com

B Twitter has opened its polling feature
to all users, allowing anyone to create
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two-choice polls that remain live for 24
hours. How the user votes is not shared
publicly. Twitter will be rolling out the
ability to create polls on i0S, Android
and desktop over the next few days.

B Germany-based eye-tracking develop-
ment, technology and marketing firm
SensoMotoric Instruments (SMI) had de-
veloped SMI's Automated Semantic Gaze
Mapping technology, an automated analy-
sis solution for mobile eye-tracking data
based on computer vision algorithms. The
solution automatically maps data from
mobile eye-tracking videos created with
SMI's Eye Tracking Glasses so they can be
quantitatively analyzed with the firm’s
analysis software suite BeGaze.
www.smivision.com/en.html

B Through a partnership, New York
data collection firm SHC Universal and
New York-based researcher Truth On
Call have launched a joint venture that
provides verified physician insights in
24 hours. The new tool aims to provide
consultative support and deliver accu-
rate answers in a short amount of time.
www.shcuniversal.com

B Norway-based research and enterprise
feedback software company MI Pro has
launched Superdig, a desktop analysis
software that allows the user to import
data, create charts and cross tables, per-
form statistical tests and export the us-
er’s analysis to Word, Excel, PowerPoint
or the Superdig Online Reporter.
superdig.net

B TiVo Research, a subsidiary of San Jose,
Calif.-based TiVo, will be giving away
basic TV ratings data for free to anyone
starting in the first quarter of 2016 in a
move the company says is in celebration
of the recent merger between Rentrak
and comScore. The forthcoming platform
for open TV ratings will provide aggre-
gated national program-level ratings with
basic demos from households, with inten-
tion of refocusing industry energy on a
more relevant measurement standard.
www.tivoresearch.com
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Using evoked sets
conjoint to model
consumer choices

| By Kevin Lattery, Jeroen Hardon and Kees van der Wagt

snaps hot onjoint analysis is a frequently-used
methodology for understanding how consumers

The authors manage trade-offs during the decision-making
process. For example, how will consumers
explain how the respond if we offer a larger size at a slightly
use of evoked higher price? Will my new product cannibalize
sales from my existing portfolio or draw sales
sets requires from competitors’ products? What if I change the
a considered price again? What if my competitors change their
prices, sizes, offerings? These are just some of the
approach to questions addressed by a conjoint study.
experimental In some cases, we‘want to examine t‘h.ese
) consumer trade-offs in a larger competitive
design along space. For example, we may want to under-
with analysis stand the market dynamics among hundreds
of products with different sizes and prices.
expertise.  Think about the number of soft-drink options
or the number of snacks possible. This might
include those at your local store, along with
many other potential products.

Our ability to program conjoint surveys has
improved significantly in the last decade and to-
day we can show respondents realistic simulated
shelf sets with many products on a computer
screen. But a computer screen is not the same
as a store. As the number of products increases,
the number of items to put on a computer
screen becomes a challenge. And at a certain
point the scope of the project becomes unwieldy.
Confronted with the limitations of screen real es-
tate in a conjoint survey, one of the alternatives
is to use something called evoked sets.

For any given consumer there is a smaller sub-

quirks.com/articles/2015/20151205.aspx
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set of products from which they actually make
trade-offs. That's what makes evoked sets pos-
sible. For any individual respondent, many of
the products available are simply not in their
consideration set. In the soft-drink market, for
example, each consumer usually buys from a
narrowed down list of brands, flavors and pack
sizes despite the fact that there are hundreds
of options to choose from. Of course the spe-
cific set of items in a consideration set differs
across respondents. Evoked sets build on this
idea by first finding out what products make
up a specific respondent’s consideration set
and then building a custom conjoint task. For
respondents, it’s like walking into a store with
a subset of products customized just for them.

Fielding a conjoint study with evoked sets
means one must be able to design conjoint
screens that can be customized for each respon-
dent. This in turn can be a challenge for the sur-
vey programmers who must take a custom list of
products and make it real on the computer screen
at runtime, without the benefit of a human to
pause and clean things up. This article will not
address the challenges in survey programming.
Instead, it will focus on how evoked sets also
require a well-thought-out approach to experi-
mental design and expertise in analysis.

Reduces respondent fatigue

In creating an evoked set, the goal is to select

all potential products that are relevant for the
respondent. So it is best to avoid excluding poten-
tial products too hastily. In the ideal case, we ask
about all of a respondent’s consideration set, only
eliminating those products which they would

www.quirks.com
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never consider anyway. If this is done
correctly, one may actually be getting
better data, as it reduces respondent
fatigue that occurs when confronted
by a lot of extra noise (useless choices
for a respondent).

Asking respondents about their
consideration set can be done in many
ways and depends upon the topic of
study. One approach is to use ques-
tions about past behavior:

Which of these products have you
purchased in the past three months?

Which of the following products
did you consider purchasing in the
past three months?

Which of the following products
would you consider purchasing in the
next three months?

Another approach is to ask about
future intentions:

)

Which of these products would you
consider buying on your next shop-
ping trip?

Which of the following products are

)

you most likely to consider buying in
the next three months?

Which of the following products
would you never consider purchasing?

)

Sometimes one can ask more stra-
tegic questions about the brand, size
or features a consumer needs. For
instance, in shopping for refrigera-
tors one might ask whether they have
size restrictions. One might also ask
whether there are certain configu-
rations that are unacceptable (for
example, maybe they won't consider
a freezer on the bottom).

It is common to ask multiple sets
of questions to get at the evoked set.
This helps us to avoid dismissing
products too quickly. Then only place
a product outside the evoked set if it
is outside the consideration for all
the relevant questions.

No matter how careful one is, it is
entirely possible a consumer will actu-
ally buy a product, even when they
say that they would never consider it.
This has been confirmed many times
using survey data. A respondent is
shown products they said (even mul-
tiple times) that they would never buy,

yet they still choose them. It appears
that screened-out products are highly
undesirable but under the right condi-
tions may still be chosen. By analogy,
your neighbor might say that his
house is not for sale. But if someone
knocked on his door and offered him
twice what he paid for it, he might
make it happen. In other words, stated
screening rules are not perfect.
Because the respondent’s stated
considerations are not perfect, one
can supplement the set of stated con-
sideration products with additional
products. In fact, it is always wise to
add a few random products to the set.
If there is still room for the respon-
dent to evaluate more products, then
consider adding products that are
similar to the products in the respon-
dent’s set. This assumes, of course,
a baseline understanding of which
products are similar to one another
and frequently cross-purchased.
Sometimes the set of products
evoked is still too large. A few respon-
dents appear to be open to almost
anything. So the survey questions de-
signed to screen out products may leave
us with almost as many as we started
with. In these cases, if there are several
screening questions, one may prioritize
which to use to form the consideration
set. For instance, one could use only
those products they have purchased in
the last three months. Even then, one
should still supplement that list with
other products chosen randomly. In the
end one might have to randomly select
products from the larger set of products
initially created for the respondent.
Random selection of the products to
be tested for a respondent is not all bad.
In fact, some researchers prefer just
doing a random selection of products
rather than developing a customized
evoked set. Indeed, from a theoreti-
cal point of view, random selection
is better because it avoids so-called
selection bias. During analysis of the
data, it becomes clear how non-random
selection of products introduces a
challenge. So why not use a purely
random selection of products? From a
respondent point of view, the conjoint
task may seem boring and irrelevant.
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Respondents may be choosing from a
set of products that they care nothing
about. This can induce boredom with
the survey and more random choos-
ing. Evoked sets make the conjoint
task more relevant and engaging. The
resulting selection bias can be weak-
ened by using multiple questions to
create the evoked set and eliminating
a product only when it fails across

all questions. Supplementing the
respondent’s consideration set with a
random selection of additional prod-
ucts further reduces selection bias.

Requires expertise

From the managerial standpoint, the
key thing to know about analysis of
evoked conjoint is that it requires
expertise. Evoked conjoint is much
more difficult than standard conjoint
to properly analyze. Here are some of
the reasons this data is more difficult
to analyze, as well as tips for over-
coming the challenges.

What makes evoked sets data more
complex?

Evoked data sets are almost al-
ways sparse. If there were only a few
products, one wouldn't need evoked
data sets. So there are typically lots of
products. This means there are a lot of
parameters and only a few choices. In
some cases, one there could be 200 or
more parameters involved. Moreover,
this sparsity is often compounded
because each choice typically involves
just a few attributes, like SKU and
price. In a traditional conjoint, each
choice gives us information on many
parameters. Given the large number
of parameters and relatively small
amount of information, it becomes
very easy to overfit the data.

Hierarchical Bayes (HB) is probably
the most common method for analyz-
ing conjoint data. Assuming that one
uses HB, the sparsity of evoked set
data requires one to adjust the prior
parameters. In other words, this means
adjusting the parameters so that HB
will “borrow” more information from
the total sample. More technically
speaking, one will typically lower the
prior variance and increase the addi-
tional degrees of freedom to give more
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power to the upper level covariance
model that supervises HB. We strongly
recommend testing different param-
eters here but in our experience prior
variance should be much lower than 1
and typically less than .s.

The complete list of items tends
to yield natural groupings or what is
called a nested structure. Respondents
tend to trade-off among some simi-
lar items more than other items. For
instance, when one lowers the price
of Product A with the largest size, it
may draw more demand from Product
A with smaller sizes. Likewise, there is
more similarity within brands or within
subcategories (like diet vs non-diet).
Capturing these nested structures can
be a challenge and is not something
learned in basic conjoint training or
available in most packaged software.

To overcome this challenge, one
can estimate models using nested
logit. This is a standard approach well-
documented in the academic literature
for handling correlated alternatives.
It introduces an additional parameter
for each nest of items that represents
something like the degree of correla-
tion among the products. This addi-
tional parameter is derived from the
data and when there is no correla-
tion among the items in the nest, it
reduces to the standard logistic model.
Currently, nested logits are difficult to
execute well in HB. One can use either
latent-class or penalized respondent
regression (more detail below). These
methods use standard logistic regres-
sion methods and can be easily modi-
fied to accommodate nested logit. One
final caveat: It is often desirable to
estimate several different nested logit
models, each with a different way of
grouping products. Then average the
predictions over these models, rather
than assuming only one model. This is
called an ensemble approach.

Most likely the biggest challenge
is how to incorporate the respon-
dent’s specific evoked products into
the modeling. The raw conjoint data
only shows that certain products were
not shown to certain respondents. So
the model will assume the missing
products are just missing at random.

www.quirks.com

But that is far from the truth: The
products are missing because they are
not likely to be chosen by the respon-
dent. Informing the model that missing
products are undesirable vs. random is
crucial. Of course, this is not a problem
when one uses random selection of
products rather than evoked.

There are several ways to overcome
this. One of the easier and relatively
effective ways is to add synthetic data
to the set of conjoint tasks actually
shown. This means one constructs data
in order to inform the model about
the products excluded and included.

A simple example is to pretend that

we showed the respondent all of the
excluded alternatives (even though we
did not) and of course tell the model
that none of them were picked. This
helps, but a better approach is to add
synthetic binary tasks that show the
product versus an anchor, with the
consideration products winning and
the excluded products losing. Using HB,
this addition of binary choice synthetic
data introduces some other complexi-
ties not covered in this article.

In some cases, one can derive better
results using methods other than HB.
For instance, penalized respondent-
level regression (like Frischknecht
et al. 2014) can often work well. The
advantage of penalized respondent re-
gression is complete control over each
respondent. This means for instance
that one can solve the problem of ex-
cluded alternatives by directly telling
the model to estimate betas only for
this specific subset of parameters for
this respondent. One can also include
other respondent-level information
directly, such as preferred products,
or nested structures. In general, it is
preferable to analyze evoked con-
joint using a broad toolkit adapted as
needed based on the study.

Customize the marketplace
Sometimes we want to understand
the marketplace dynamics of many
products. This can be challenging to
investigate in a survey with limited
screen real estate. One solution is to
customize the marketplace for each
respondent. Rather than showing all

the products, we customize the mar-
ketplace for each respondent, showing
those products that are most relevant.
We also want to show some additional
random products to add real-world
noise. The resulting conjoint survey
does not have as much noise as the real
world. But as a survey it is more doable
and engaging than one with cluttered
screens of mostly irrelevant products.
Evoked conjoint studies require
more work and analytical expertise.
The analytical challenges with evoked
sets are current topics of discussion
at analytical conferences and further
reading is suggested below. But in the
end one can construct respondent-spe-
cific consideration sets, understand the
trade-offs within those sets and build
on those to create a full understanding
of marketplace dynamics. (0]

Kevin Lattery is vice president of
methodology and innovation in the
Hoboken, N.J., office of research company
SKIM. He can be reached at k.lattery@
skimgroup.com. Jeroen Hardon and Kees
van der Wagt are research directors in
SKIM’s Rotterdam, Netherlands, office.
They can be reached at j.hardon@
skimgroup.com and k.vanderwagt@
skimgroup.com, respectively.
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eee qualitative research

A good place for a
gathering

Conducting qualitative research at trade shows and
conferences

| By Alison Rak

We've all been there. A need arises to conduct in-person, qualitative
research with a segment that is so niche, or so time-strapped, that you
simply can’t imagine being able to recruit quality participants through any
Alison Rak details why a trade show or o1t of traditional manner. So what do you do?
conference may be the best location for The answer may be to find a trade show or convention and con-
duct your research there! Over the years we've done many projects
your next qualitative study, especially  this way — primarily B2B and health care — and they've been some
for health care or BoB.  ©of our most successful. But conducting research at trade shows and
conventions can be tricky, filled with potential pitfalls. And with
sometimes only one chance to get it right, the stakes can be high.

But do not fear. With some creativity, patience and grit, you too
can successfully leverage existing events like trade shows, conferenc-
es and conventions to conduct high-quality research. In this article
we will share the potential benefits of this methodology, along with
specific guidance for success. Read on and by the end, you may find
yourself booking a flight to Orlando or Vegas or Chicago or ... ? All in
the name of high-quality research.

What projects are the best candidates for trade show research? Any B2B
or health care project that requires in-person, qualitative research is likely
a good candidate for a trade show or conference approach. It often comes
down to how niche and time-strapped the participants tend to be.

What are the benefits of conducting research at a trade show or confer-
ence? There are many, but four stand out: the people, the vibe, the effi-
ciency and the learning that can take place via the convention’s content.

e, S .
1 = Benefit #1: The people
’ J Probably the most obvious reason to go to a trade show or convention for

research is the type of person you will find there. First, you can have
quirks.com/articles/2015/20151206.aspx a high degree of confidence that your participant is qualified and le-
gitimate. They are at their industry conference (and someone is likely
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paying top dollar for them to be there) so you can feel good that they

are who they say they are.

In addition, you can often attract a much higher-level individual
than you would for traditional research. Most market research
recruiters will have a tough time convincing a CEO to pick up the
phone, let alone participate in a focus group or research interview,
but at a convention, it’s very doable.

Case in point: We once had a client who wanted to do research with
decision makers at large home health care agencies. We went to a confer-
ence on aging and were able to fill two groups with C-level executives
from the largest home health agencies in the country for our client. The
executives were interested in the study as an opportunity to network, to
hear what their peers had to say and to learn about what might be in the
innovation pipeline for their industry. The project was a huge success
and could not have been conducted in a traditional manner.

Benefit #2: The vibe
When people go to a conference or trade show, they are in a different mind
space than they are at home. They tend to be more relaxed and open-mind-
ed. They are there to learn and to network. With their schedules clear they
are less distracted. This all benefits the research process.

Case in point: Each time we have conducted research at trade shows
or conventions, our show rates have been at or near 100 percent. The
one exception was a study we did at an industry convention that was
particularly male-dominated. We were careful to ensure our study didn’t
conflict with any conference events but neglected to realize that one of
our sessions was scheduled at the same time as a Monday Night Football
game. Our participants were at the conference for education but also for
fun and many opted for the game over our study. Lesson learned!

www.quirks.com

Benefit #3: The efficiency

While the setup process for trade show research
can be complex and time-consuming, the magic
happens when you and your research team
spend a mere two or three days conducting the
study and come home with some rich insights.

Your participants are traveling in from
throughout the country (or world) so there’s no
issue of the research team having to travel to
multiple markets. You can conduct focus groups,
IDIs, use-tests and everything in between at a
single convention.

Case in point: With the entire research
team in town for a trade show, we've been
known to conduct multiple studies, some-
times even pulling from the local market. For
example, go to a surgical conference to get
surgeons from around the country and then
recruit nurses from local hospitals for a dif-
ferent perspective. Or if you have two project
teams interested in conducting research with
surgeons, do one set of focus groups on one
topic and conduct a use test on the second
topic. You can squeeze a lot of research into a
few days when you do it at a convention.

Benefit #4: The convention itself is rich
with insights
While your primary reasons for attending a
conference or trade show may be to conduct a
qualitative study, don’t miss out on the learning
opportunity available at the conference itself.

By attending keynotes and breakout sessions
relevant to your study topic, you can enhance
what you are learning from your primary
research. You will hear from presenters who are
subject-matter experts and then will be enlight-
ened by the Q&rA and candid discussions that
follow each session. Make the most of your regis-
tration fee by thinking of the entire conference
as an opportunity to gain insights. It can be like
doing an ethnography project that is on steroids.

Case in point: For one project a client
wanted to learn as much as possible from pur-
chasing decision makers at large health care
networks, so we attended a relevant confer-
ence and approached it like a non-traditional
ethnography project. We created a field guide
of key questions and our team of three set out
to learn as much as we could. We divided up
to cover as many sessions as possible, recon-
vening in our ad hoc war room each afternoon
to share what we'd learned.

The conference culminated in a “reverse
expo” — a large room where purchasing heads
from various health care systems each had
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a small booth and salespeople (or
researchers!) could approach them for
brief conversations. We split up and,
through scores of three-to-five-minute
conversations targeted at our key ques-
tion areas, were able to learn every-
thing we'd set out to uncover and then
some. It was one of the most reward-
ing research projects we've done, even
though on the surface it didn't look
much like a research project at all.

Can be tricky
So how do you find a trade show or
conference that will be the right fit?
That can be tricky but the good news is
that for most industries, with a bit of
investigating you will be able to locate
at least one relevant trade show or
convention taking place each quarter.

First, ask your client/company if
they will be attending any conferences
in the near future. Often the confer-
ence that the sales team will be at-
tending is the right one for your study.

If you don't find one that way,
simply search the Web for whatever
industry/participant type you need,
followed by “trade association” or
“conference.” Sometimes you will get
lucky and find that the big, annual
convention for the niche you need is
right around the corner. Other times
you can find something smaller that
still fits your specifications.

Once you find a potential fit, you'll
want to look carefully to see exactly
who and how many will be attend-

ing. This is often available on the Web paring this approach to a traditional

site (look at “sponsorship opportuni- approach (including recruiting and
ties” for detailed attendee counts facility fees) it is not an apples-to-
and details) but a call to a conference apples comparison.
organizer can also be helpful. « If a trade show doesn't have a
program set up, they may be will-
Flexible, creative and
accommodating

Once you find the right show, how do

ing to work with you. Call the
organizer and explain what you
need. When you do this keep a few
you execute the study? Researchers things in mind.
who prefer a straightforward approach First, if you are calling within a
(“six focus groups in three markets, few weeks of the show, be prepared
using traditional facilities”) may find that they will have little time or
this next step to be daunting. Trade patience to work with you. This is
shows and conferences are not set up a stressful period for conference
with a researcher’s purpose in mind, organizers and they are not looking
so we have to be flexible, creative and to take on something new. Check
accommodating in our approach. existing sponsorship opportunities
While there is no “one-size-fits-all” to see if one can be tweaked to meet
approach to this type of research, here your objectives.
are a few options for setting up a study Second, their focus is on their
at a trade show or convention: large sponsors and their attendees,
not on helping you with your re-

+ Some conferences will have “focus search needs. Position your request
group” as a sponsorship category. as something that benefits them
You pay a fee and in return get a (typically by payment) and that will
range of benefits that could include require very little of their time.
as much as a room, recruiting, par- « If a trade organization doesn’t want
ticipant food and incentives or as to work with you, all is not lost. You
little as a room and an e-mail invita- can conduct your research on your
tion to potential attendees. Often own during the conference. You
these opportunities are limited and may or may not be able to get space
only available to larger sponsor right off the convention floor but
companies and other times they are an adjacent hotel will likely have a
more abundant. Whatever the op- conference room that you can rent.
tion, think openly and creatively to Time your sessions carefully to not
determine whether you can make it conflict with important conference

work and remember that when com- events, as this will not only impact
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your show rates but will also irritate
conference organizers if they hap-

RIVA MARKET RESEARCH pen to find out what you are doing.
Full Service Qualitative Research
Design

Moderating

Consulting

Facilitating

Qualitative Analysis & Reporting

Just about any type of research
study can be conducted this way. We've
done focus groups, IDIs, product use
tests and everything in between. As
long as you can be somewhat creative
and flexible, with a lot of attention
to detail, you will likely find that you
can succeed with the study design of
your choice.

MARKET RESEARCH
Several options

For recruiting, if you are conducting
your study as an official part of the
conference, the organizers will likely
help you by either securing your par-
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* You may be able to purchase an
attendee list and use it to recruit.
Sometimes registering for the con-
ference will give you access to an
attendee list.

+ Sometimes the organization will have
a LinkedIn group and you can post an
invitation to your study there.

 Sometimes a traditional recruiter
will be able to help you out. If it’s
a particularly big show you can
simply call on your target and
ask: “Will you be at the upcoming
~__ show in Atlanta?”

« If all else fails, try intercept
recruiting. Yes, it's risky to set up
a study and not know if you will
be able to get participants but
we've done this several times and
have always successfully filled
the studies. We typically get
postcards printed with the key
details, including info on who
people should contact if they are
interested (leave out the study
location and have your recruiter
give it only to confirmed partici-
pants). We've hired local temps

to pass out the postcards or sign
people up on the spot. Remember
that you will likely need to
purchase a conference badge for
anyone you have doing this.

+ Whatever type of recruiting meth-
od you adopt, be very aware that
while trade shows and conventions
have many people who are square-
ly in your target market, they also
attract your fiercest competitors.
It's essential that your recruiting
be conducted carefully, that you
look at the badge of each attendee
and also ask for a business card to
make sure that none of your at-
tendees are spies.

If this is a key customer segment
for you, keep in mind that trade
shows, conferences and conventions
are an excellent source of partici-
pants for your future research stud-
ies as well. As you are going about
your project, use the opportunity
to collect cards/contact informa-
tion of as many people as possible.
Sometimes this alone can justify the
cost of the study.

Many details

You won't have the comforts of a
traditional facility, so there are many
details you need to think through
before executing your trade show
research study.

Room size: Whether you're at a
hotel or a conference facility, be clear
about the type of room you need. The
biggest risk is that the room will be
too large for the vibe you are trying to
create, so get specifics ahead of time
and work with the facilities people
on-site to get the setup you need. Be
sure to allocate time in your schedule
to ideally access, but at the very least
view, the room the day before so that
you can address any issues that arise.
We typically invite clients into the
room to view but if that isn't your
preference, you can set it up to live-
stream into an adjacent room where
clients can view.

Food: When you work with a hotel
or conference, they will suggest elabo-
rate and expensive food that takes
away from the limited time you have
available with your participants. Be
clear with the catering department
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about what you need. We usually look
for a menu that is simple, that has
no odor that could be distracting and
that can be consumed easily. We ask
for water pitchers to be left on the
table (versus a waiter coming around
refilling) and request that wait staff
not interrupt to ask people if they
need anything. Avoid multiple cours-
es and if you opt for a buffet, make
sure it's set up well ahead of time and
that you instruct your participants to
arrive early to get food. Be prepared
for heavily inflated food prices and as
you might expect, snacks and break-
fast are less expensive than lunch and
dinner is most expensive, so consider
this when scheduling your groups.
You will save money by ordering
things like drinks “based on consump-
tion” and can likely get away with or-
dering less food than what is recom-
mended. Don't cut too many corners
on food, however, because conference
attendees will appreciate being fed
and good food will set a positive tone
for your study.

Equipment and supplies: Don't
assume your hotel or conference room

will have what you need. And be
prepared to be charged extra for ev-
erything. Some hotels will charge as
much as $8o for a flip chart so con-
sider shipping one to yourself from
Amazon instead. Wi-Fi, projection
and any sort of recording is typi-
cally available for a fee so consider
what you need and prepare ahead

of time. An A/V person will usually
be available but if you need an extra
person to do things like check people
in, distribute incentives, take notes
or be available for last-minute needs,
then plan to bring someone along or
hire a local temp.

Signage: Hotel staff are not used
to research studies and their unique
needs, so you'll need to educate them.
You will need to tell them (and tell
again and then confirm) exactly what
you want your event to be called and
where you want it listed. Otherwise,
you risk having a prominent an-
nouncement of your study name,
client name and study location on the
marquees around the convention.

Incentives: You will want to offer
your participants some sort of incen-

tive but it can be far less than what
you'd offer for a traditional study.
We have found that a $100 American
Express gift card plus food is appro-
priate for just about any type of pro-
fessional, from CEOs to nurses. Call
it an honorarium or thank-you gift
and know that it is not the primary
reason that anyone is coming to your
study but will demonstrate that you
value your participants’ time and will
help with your show rates.

Hard work and creativity

If you have not yet looked to trade
shows and conventions for your B2B
and health care projects, you may be
missing a huge opportunity. They can
be some of the best places to conduct
research with niche professionals.
The benefits are tremendous and
while this approach requires hard
work and creativity, that's where we,
as researchers, excel. Give it a shot!
You won't be disappointed. (0]

Allison Rak is principal of Vatoca Partners,
a San Carlos, Calif., research firm. She can
be reached at allison@vatoca.com.
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Extracting

maximum value

How to use the by-products of qualitative recruiting

| By Jim Bryson

Rather than overlooking consumers who don’t fit focus group
screening criteria, researchers and recruiters should partner in a

process, outlined here, to mine the usable data from these supposedly

unsuitable respondents.
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By definition, a by-product is some-
thing that is produced on the way to
producing something else. Often it is
waste; sometimes it is useful. Webster’s
dictionary defines by-product as,
“something produced in a usually
industrial or biological process in addi-
tion to the principal product.”

As researchers, we do not think of
qualitative recruiting as an “industrial
or biological process” but there is no
doubt that it is a process that we use
to attain an end product, a qualified
respondent. The qualified respondent
is what matters and we pull out all the
stops to find that survey participant.

A second definition of by-product is,
“a secondary and sometimes unexpected
or unintended result.” History is filled
with examples of serendipitous discover-
ies of useful by-products that are some-
times more useful than the end product
themselves. For instance:

+ Until the late 19th century, left-
over yeast from your favorite brewer
was simply hauled off and dumped as
waste. Justus von Liebig discovered
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that it could be concentrated, bottled
and salted to create a nutritious, low-
cost food he called Marmite. It be-
came a staple of troops in World Wars
I and II and Marmite still bottles 24
million jars a year.

« Coal tar is a by-product of the coal
gasification process. In 1878, Constantin
Fahlberg accidentally discovered its in-
credibly sweet taste, 300 times sweeter
than sugar. He named his discovery sac-
charin, which is the primary ingredi-
ent in today's Sweet'N Low.

* Spencer Silver was a chemist for
3M attempting to develop a better,
tougher adhesive. But one of his discov-
eries — microspheres that could stick to
most any surface, be removed without
any residue and reapplied elsewhere -
was anything but a stronger, hardy ad-
hesive. It took a team member to point
out that Silver’s breakthrough, when
applied to small pieces of paper that
could serve as bookmarks, was actually
an entirely new way to communicate.
And Post-it Notes were born.

By-products are everywhere because
they create value in addition to the end
product. Why would anyone throw away
a by-product as waste when it has value
that can be used in a new and different
way on its own or to enhance the end
product? But that is exactly what we do
in qualitative research.

No regard

Most recruiting today is done with
blinders on. We focus on the goal with
no regard for the by-products produced
along the way. When I started recruit-
ing in 1986, each recruiter came to work
with a yellow pad filled with names and
phone numbers of potential respon-
dents. This was their personal “panel”
that they maintained and protected. At
night, they took this yellow pad home
hoping to add some friends or new
acquaintances to the list of potential
participants. These recruiters were on
a mission to do one thing: identify and
harvest qualified respondents.

Within a few years, we pried those
lists out of their hands and built a
common “index card” file that was
kept at the office which all recruiters
could access. A year or two after that
we developed a simple database and
our “panel” became digital. Soon, we
began to use e-mail and more sophis-
ticated database programs to target

our potential respondents. Still, our
focus remained simply to recruit more
respondents more efficiently.

Never in our history did we con-
sider the process of recruiting to be an
asset. It was always a necessary cost as a
means to an end.

Ignores the possibilities

To keep recruiting the same way we did
30 years ago ignores the possibilities that
technology brings to the table. Think
about it: We often screen hundreds of
people to find a group of 12 to participate
in a study. We invite that dozen lucky
souls and then toss the screeners in the
recycling bin or save the data on a server
somewhere out in the ether.

But what about all that data gleaned
from the thousands of respondents
who complete our screeners but don't
qualify? Isn't there something impor-
tant to learn from them? Of course there
is. It's time to change how we think
about recruiting. It's no longer simply a
task to meet an end; it is a process that
can yield revealing information from
start to finish and from every twist and
turn along the way.

When researchers simply harvest the
recruits and leave all the data lying in
the field, they have relinquished valu-
able information that has been bought
and paid for but discarded like unwant-
ed junk mail. Harvesting from the re-
cruiting process yields more information
with virtually no increased cost. Doing
otherwise seems a bit irresponsible.

After all, today’s recruiting is more
challenging than ever with more and
more demands to recruit from tightly
segmented markets. It is not uncom-
mon for a typical study to require
respondents who represent far less than
1 percent of the market. To put that in
perspective, a 1 percent incidence means
1,200 people must complete a recruiting
screener for a study with a requirement
to “recruit 12 to seat 8-10.”

To meet that demand, recruiting
firms have incorporated panel software
to run large databases of potential
respondents with initial screening
using e-mail with telephone follow-up.
Recruiting firms are racing to increase
panel size, improve systems and develop
technology to assist in processing the
massive amounts of data and people that
must be accessed to fill a single study.

All of this effort and data accumula-
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tion is pointed toward a single goal: to
produce a qualified respondent.

Do not recognize

The processes, panels and technology in
use today produce data by-products that
most researchers do not recognize, much
less use. For example, imagine doing a
survey of 1,200 people in your product
category and throwing away the ques-
tionnaires from everyone who did not
purchase your product at least five times
a month. Do we really believe there is no
value in learning from the hundreds of
respondents who buy the product, say,
four times a month?

To get started on making the most of
the recruiting process, simply pay atten-
tion to the data gathered. Take a look at
it to see what the data tells you.

Most online screeners use survey
questionnaire software that stores
responses in data files, just like any
other survey. The data is structured
and available to be analyzed using
survey software. The only difference is
that records are “incomplete” because
of the screeners’ “terminates” during
screening for qualified respondents.
This does not mean the data is unus-
able; it simply means the researcher
will have to consider different sample
sizes for different questions/variables
in the data set. The data gathered at
the beginning of the questionnaire
will be very robust with many com-
pleted interviews. The data gathered
toward the end will be much less so.

Technology and panel data help in
other ways as well. Most panels have
demographic data on their panelists
to assist with quickly locating the
qualified respondents. Usually, panels
have at least five demographic vari-
ables available: age, income, gender,
household income and education.
Appending these variables to the data
set can make it much more robust,
even for those questions with smaller
sample sizes because they appear near
the end of the screener.

These data are by-products because
any findings add supplemental value to
the primary product of finding a quali-
fied respondent for the specific research
project and marketing question at hand.

In the example above, we hypoth-
esized a project in which qualified
respondents had to purchase a product
five times a month. If these “heavy us-
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ers” were a 1 percent incidence, what
do you think we might learn from the
screener data about users who pur-
chased once a month or three times a
month? We might learn that they are
older, younger or less educated. We
might discover that they are heavy
users of a competitive brand. What
would be the implications if we discov-
ered that they would like to buy the
brand more but the brand is simply
inconvenient for them?

In this example study of heavy
users, the potential findings re-
lated to the lighter users are irrel-
evant. They have nothing to do with
the study’s purpose of conducting
research among heavy users. The
researcher simply has no reason to
ask the questions or to investigate
the answers. So no one ever looks at
the data. No ancillary learning takes
place. Removing the blinders allows
researchers to expand scope and learn
more about the product, the category
and users using data already being
collected and paid for.

Crucial to the success

Not only are data by-products useful
at the end of a study, they are often
crucial to the success of the recruit-
ing project itself.

Researchers usually cannot predict
the incidence of a project. It is simply
unknown. They send a list of specifica-
tions describing the potentially quali-
fied respondent. The recruiting firm
is expected to guess at the incidence
and provide a “firm quote.” The result
is often disappointment on all sides.
First, the recruiting firm is frequently
disappointed because qualified
respondents fitting all the specifica-
tions and quotas were much more
difficult than expected. Who knew
finding men who chew Juicy Fruit
five times a week would be so hard?

The researcher-client becomes
frustrated as well. After all, they need
those Juicy Fruit gum chewers for the
focus group coming up in three days.
The date is set. Travel has been con-
firmed. The research is on a fast track.
What should they do? Invariably, they
begin making compromises and accept-
ing “holds” at the last minute. Do any
of the men on hold chew Juicy Fruit
only four times a week? How about
three times? Two?

Suddenly, this project is no longer
the “heavy user” research originally
anticipated. The research is forced
to compromise. Why? Because the
incidence was not known up front.
Client, researcher and recruiting firm
were all guessing at how difficult this
project would be. The result is that the
recruiting firm started putting people
who were anywhere close to qualified
“on hold” while they churned away
at the recruit, trying desperately to
find men who chew Juicy Fruit. As the
days go by, everyone's anxiety levels
rise. Finally, they reach a point where
compromise is unavoidable; they start
accepting “holds.” No one is happy.

Recruiting technology and the data
by-products can help us to eliminate
the guesswork and much of the anxi-
ety though dynamic recruiting.

Dynamic recruiting is a simple
process that requires a partnership be-
tween researcher and recruiter. Once
the screener is developed, the recruit-
ing firm and the researcher agree on a
process similar to the one below.

Blitz screening: Use the initial
screener to screen several hundred
respondents within the first two days
of recruiting.

Pause and evaluate: Pause screen-
ing for a day to review the data
generated as a by-product of the actual
recruiting. This data provides objec-
tive evidence related to the study inci-
dence. With this data we can accurate-
ly predict how many people will need
to be screened to complete the study.
The researcher and the recruiter can
confidently agree on any adjustments
to the screener and/or the bid.

Complete screening: Screening
should be completed on time, at an
agreed upon cost and with a mini-
mum of holds.

Technology and panels dramati-
cally speed the screening process so
that the blitz screening as described
above is possible. With data from a
few hundred respondents, decisions
can be made early in the process that
virtually eliminate last-minute holds
and the research compromises that
come with them. If adjustments must
be made, they are made early when
time is available to adjust and rethink
the implications. After the pause and
evaluation day, screening is much
more predictable and successful.
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The advantages to dynamic recruit-
ing are significant:

+Anxiety reduction: Decisions are
made using data and not simply
guesstimates. The data is analyzed
early so decisions are made in time
to make any necessary adjustments
in screening, expectations and the
research itself.

*Better research: Since adjustments
are made early, they can be made
with the entire research project in
mind. The early data analysis also
adds learning to the project that can
be incorporated into the research
design. By nature, last-minute
adjustments are detrimental to the
entire research process.

*More accurate bidding: Recruiters
are not required to bear all the risk
of the recruit, nor do they have to
dedicate days of project manage-
ment to an unsuccessful recruit.
Therefore, they can bid it accurately,
knowing that their researcher part-
ner will work with them to adjust
the screener or the bid as necessary
during the “pause and evaluate” day.

*Lower costs: Today, easy recruiting
projects are bid artificially high
because difficult research projects
are bid artificially low. Knowing
that they will be able to bid each
project according to its difficulty
or incidence gives recruiting firms
the leeway to lower their prices on
recruiting.

Adjust our processes

We've come a long way, baby. From
names on yellow pads to sophisti-
cated mega-panels, it's a new day in
qualitative recruiting. As researchers
and recruiters we need to adjust our
processes to the information available
to us. It is no longer acceptable to don
our blinders in a hyper-focused effort
to simply find qualified respondents.
Technology and the data it produces
make dynamic recruiting possible. It's
time for researchers and recruiters

to form true partnerships using this
recruiting method so that risks are
shared, costs are lowered, expectations
are met and research is improved. (0]

Jim Bryson is founder and CEO of 20|20
Research, Nashville, Tenn. He can be
reached at jimb@2020research.com.
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When

opportunity

calls

Marketing in Indonesia? Go mobile.

| By Lisa Holmes

Drawing from

a study of 8,100
online consumers

in 16 countries,
Euromonitor’s Lisa
Holmes spotlights
Indonesian shoppers
and their smartphones,
exploring how brands
and retailers can
develop stronger
strategies to reach
this growing set of

consumers.

The role that mobile phones now play in the lives of many consumers worldwide is one
of the most significant trends impacting brands and retailers today. Smartphone fea-
tures and constant Internet access allow shoppers to research, compare and buy nearly
any product or service from anywhere at any time.

Nowhere is the impact of mobile technology more apparent than among the many smart-
phone owners in emerging markets. While BRIC markets have long been a focus for retailers
and brands hoping to share in the recent economic success of consumers in these countries,
Indonesia stands out as a prime emerging market opportunity for companies targeting mo-
bile consumers who are ready to engage and shop on their smartphones.

Over the past several years, smartphone sales have skyrocketed among Indonesian
consumers. According to Euromonitor industry data, the number of smartphones
purchased in Indonesia grew by nearly 6oo percent from 2010 to 2015 and is predicted
to grow an additional 81 percent by 2020. Indeed, many Indonesians are skipping more
traditional technology such as laptop computers and going straight to smartphones,
which are expected to be found in 71 percent of households by 2016 (compared with
only 19 percent of households expected to have laptops).

Smartphones play a critical role in the lives of mobile phone users in Indonesia, who
regularly turn to their phones for, on average, at least 18 separate activities during their day-
to-day life. This heavy reliance on mobile technology shows no sign of slowing as access to
smartphones continues expanding among Indonesian consumers and current owners broad-
en their usage of smartphones into more and more areas of life. In light of this expansion, it
is essential that brands and retailers move quickly to ensure that their own mobile presence
and marketing efforts align with the current and future habits of this target market.

In December 2014, Euromonitor International surveyed 8,100 online consumers in 16
countries, including Indonesia, about their use of technology in everyday life and integra-
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Profile of Surveyed Mobile Consumers in Indonesia

Concentrated in younger age groups

Age Average age of mobile consumer: 34
Split evenly by gender
Gender 51% of are women
il S Most likely to be working full-time or going to school

Tend to be well-educated

Education Level

48% of have a full-time job

66% of have at least a bachelor’s degree from a university

City Size

Primarily live in suburban or urban areas
60% of live in a city with at least 500,000 inhabitants

Source: Euromonitor International consumer survey, Hyperconnectivity Survey 2014

tion of technology into shopping. In
this article we draw on these survey
results to explore the role that mo-

bile technology plays in the lives of
Indonesian smartphone users, focus-
ing in particular on how this segment
uses their mobile phones for shopping
activities and how brands and retailers
can develop stronger strategies to reach
this growing set of consumers.

A perfect example

For multinational brands and retail-
ers, one of the most appealing features
of many emerging economies around
the world is their growing popula-
tions of young, educated consumers
with disposable income. Among our
survey respondents, mobile consumers
in Indonesia are a perfect example of
this type of growing consumer seg-
ment: they tend to be young, employed
full-time (with money to spend) and
living in urban areas within easy reach
of both physical and digital advertise-
ments and marketing campaigns (see
table).

Not only do mobile consumers in
Indonesia share many of the key demo-
graphic and economic traits that are so
appealing to brands and retailers, they
are also among the most active on their
smartphones and, therefore, among the
easiest to reach across the markets sur-
veyed. Mobile consumers in Indonesia
turn to their smartphones for more ac-
tivities than their peers in almost every
other country surveyed. Indeed, mobile
consumers in Indonesia rely on their
phones for more activities than they do
on their laptops or desktop computers.

Figure 1 shows the common smart-
phone activities of mobile consumers

in Indonesia. Many of these activities
are social; whether using a communi-
cation app such as the hugely popular
BlackBerry Messenger, WhatsApp and
Line apps, updating a social media pro-
file on Facebook or sending an e-mail,
mobile consumers in Indonesia rely
on their smartphones as a means to
stay connected with their friends and
family. Capturing and sharing moments
are also common smartphone activi-

smartphones for shopping-related
activities. Below, we explore this use of
mobile technology while shopping in
greater depth.

Rely heavily on their smartphone
Once a mobile consumer in Indonesia
has decided to begin shopping for a
particular item or service, they rely
heavily on their smartphone for infor-
mation, reviews and price comparisons.
This reliance is particularly significant
when these consumers are shopping

for products with higher price tags

that typically require more consid-
eration before buying. For example,
nearly half of mobile consumers in
Indonesia turn to their smartphones to
get product information and compare
prices when shopping for electronics
and appliances. In comparison, reliance
on mobile phones to gather informa-
tion before buying everyday purchases
such as household essentials, including
groceries, is much lower; only one-third
of mobile consumers in Indonesia turn
to their smartphones to research these
common products.

Figure 1: Top Mobile Activities Among Indonesian Smartphone Users

Ieke e piots

Use communication apps

Listen to music stored on device

Visit or update social networking sites
Record a video

Browse Web sites online

Use GPS navigation/positioning/maps
Upload/share photos

Send or read e-mail

Shopping-related activity
Play games

0% 10%

30% 40% 50% 60% 70% 80% 90% 100%

Source: Euromonitor International consumer survey, Hyperconnectivity Survey 2014

Note: Showing percentage of Internet-connected Indonesian respondents who own or have access to a smartphone and do the indicated
activity on their phone at least monthly. Shopping-related activities include: buying an item or service online, reading online user reviews

or writing a product review.

ties for this group; 89 percent regularly
take photos with their phones and 76
percent use this mobile technology to
record a video.

Because they rely on their smart-
phones in so many areas of life, it is
only natural that mobile consumers in
Indonesia turn to their phones when
deciding what to buy, whether to read
product reviews, write their own user
review or purchase an item or service.
Sixty-seven percent regularly use their
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After researching a potential
purchase and evaluating their op-
tions, mobile consumers in Indonesia
frequently continue relying on their
smartphones to buy (Figure 2). Even
compared to mobile consumers in other
emerging economies, smartphone us-
ers in Indonesia are among the most
reliant on mobile purchasing features:
over half turn to their phones to make
regular purchases across at least one
product category. Furthermore, 17 per-
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Figure 2: Typical Mobile Purchases, by Country

China

India

Indonesia

Brazil

Middle East

0% 10% 20% 30%  40%

50%  60% 70%  80%  90% 100%

m5 or more types of products purchased via mobile phone

m3-4 types of products purchased via mobile phone

u1-2 types of products purchased via mobile phone

No products purchased via mobile phone

Source: Euromonitor International consumer survey, Hyperconnectivity Survey 2014

Note: Showing number of types of purchases typically made on a smartphone by mobile consumers across the following categories:
consumer electronics and appliances; beauty and personal care products; apparel and accessories; household essentials; leisure and

entertainment; and travel.

Figure 3: Typical Mobile Purchases, by Age of Mobile Consumers in Indonesia

Clothing, footwear or accessories

Consumer electronics or appliances

Leisure and entertainment

Book activities during travel

Book flights or accommodation

Beauty, personal and health care jtems

Househald essentials

Source: Euromonitor International consumer survey, Hyperconnectivity Survey 2014

Note: Showing purchases typically made on a mobile phone by mobile consumers in Indonesia.

cent of mobile consumers in Indonesia
use their smartphones to buy products
across all categories surveyed, hinting
that mobile shopping will continue to
become more common for these tech-
savvy shoppers as more and more retail-
ers optimize their online shopping
platforms for the mobile experience.

First to incorporate new
technology

Smartphone-buying habits among
mobile consumers in Indonesia reflect

www.quirks.com

broader trends in new technology adop-
tion seen throughout the globe (Figure
3). Namely, younger consumers tend to
be the first to incorporate new technol-
ogy devices or capabilities into their
everyday lives. In this case, we see that
mobile consumers in Indonesia under
30 are the most likely to use their
smartphones to buy products across
many different categories. Mobile con-
sumers in older age groups, particularly
those over 45, lag behind in these mo-
bile shopping habits, perhaps because

they are less comfortable using the full
range of features that their smartphone
provides.

Notable exceptions to this age trend,
however, are travel-related mobile
purchases. Travel activities, flights and
accommodations rarely require a cus-
tomer to examine in person before pur-
chasing and many shoppers are taking
advantage of their ability to buy at any
time from anywhere on their phone to
book while already traveling. Roughly
the same number of mobile consumers
in Indonesia across all age groups rely
on their smartphones to make travel-
related purchases.

Regardless of the product they are
buying on their phone, mobile consum-
ers in Indonesia tend to stick to three
main payment platforms. Two-thirds
use some combination of traditional
Web sites, mobile-optimized Web sites
and mobile apps, while only one-third
have experimented with paying via a
social media platform and even fewer
use mobile messaging or text to pay.

Vast opportunities for retailers
Although many mobile consumers

in Indonesia take advantage of their
smartphone’s shopping features, there
remain vast opportunities for retailers
to expand their sales with this segment
by removing key barriers to mobile
shopping. Indeed, we see that mobile
consumers in Indonesia are more likely
to face a broad number of barriers than
their Internet-connected peers in other
markets.

At the top of this list is concern
over small screen size: 64 percent of
mobile consumers in Indonesia report
that small screen sizes prevent them
from making more purchases on their
smartphones (Figure 4). This may be
a particular pain point for the many
Indonesian mobile consumers who use
BlackBerry smartphones, often with
built-in keyboards that limit screen
size. While the industry trend to-
ward larger screens and phablets may
diminish this concern in the future, it
is essential that retailers continue to
optimize their mobile shopping plat-
forms to make it as easy as possible for
customers to buy using a small screen.
Apps that remember a shopper’s pay-
ment information and past purchases
may also help make mobile buying
easier on a small screen. However, size
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Figure 4: Key Barriers to Mobile Shopping

Small screen size I

Security or privacy concerns

Web site is not optimized for mobile
Poor or unreliable connectivity

Do not have same features as Web sites

Not enough room on phone for app
Difficult to enter payment information

App interface is notintuitive [ |

No store-specific app available

Cannot buy sought-after products this way

0%

= Mobile consumers in Indonesia

Prefer to buy in physical stores :
Cumbersome or slow to use
Inconvenient i

20% 30% 40% 50% 60% 70%

uGlobal average

Source: Euromonitor International consumer survey, Hyperconnectivity Survey 2014

Note: Showing reasons against shopping on a mobile phone among mobile consumers in Indonesia, along with the global average for
these reasons across respondents in the following markets: Australia, Brazil, China, Colombia, France, Germany, India, Indonesia, Japan,

Mexico, Middle East, Russia, Spain, Turkey, United Kingdom, U.S.

Figure 5: Common Customer-Brand Social Media Interactions

“Follow” or "like” a company

Share or retweet a company

Buy something via a social media platform

Share a photo of a product tagged to company

Provide feedback on a product or service

Receive a discount or offer for referral

Share a purchase with social network

Share or retweet a product

Talk to a customer service representative

Complain about a faulty product or service

Did notinteract with brands on social media

0% 10%

30% 40% 50% 60% 70% BO%

Mobile consumers in Indonesia  mGlobal average

Source: Euromonitor International consumer survey, Hyperconnectivity Survey 2014

Note: Showing percentage of mobile consumers in Indonesia selecting listed brand interaction, along with the global average for these
interactions across respondents in the following markets: Australia, Brazil, China, Colombia, France, Germany, India, Indonesia, Japan,

Mexico, Middle East, Russia, Spain, Turkey, United Kingdom, U.S.

concerns are closely followed by securi-
ty and privacy fears among Indonesian
respondents, reminding retailers that
not all of their mobile customers are
yet completely comfortable sharing
their payment and personal informa-
tion via a potentially unsecure mobile
Internet connection.

Improve their positioning
Beyond simply providing a new
screen through which consumers

can navigate to a retailer’s Web page
and buy a product, mobile phones

are perfect vehicles for both physical
and digital retailers to connect with
their customers. Even before a mobile
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consumer is considering a purchase,
brands can improve their positioning
with a strong social media presence,
enabling both passive and active in-
teractions with potential customers.
Tech-savvy retailers are now also us-
ing mobile marketing, targeting cus-
tomers based on their physical loca-
tion with hyper-relevant promotions
and incentives to entice them to buy
while out and about. When custom-
ers are ready to make a purchase,
in-store mobile payment technology
allows them to pay without reaching
for their wallet.

In an age when any shopper can
easily read reviews from other con-
sumers about a particular retailer or
brand, it is critical that companies
make themselves more accessible to
potential customers, if only to stay
in control of what is being said about
them online. A strong social media
presence can engender trust and
strengthen brand positioning - but
only if shoppers are willing to en-
gage. Mobile consumers in Indonesia
are particularly active in their inter-
actions with brands on social media,
with Facebook and Twitter standing
out as two of the most common social
media networks in the country.
Seventy percent are at least passively
engaging with brands by following or
liking them on a social media plat-
form (Figure 5). Other Indonesian
mobile consumers take a more active
approach and use social media to pro-
vide feedback on a product or share a
purchase with their social network.

This high level of social media
interaction means that brands and
retailers can begin to build inter-
est in their products with mobile
consumers in Indonesia by reaching
them through various social media
platforms and piquing their inter-
est in a potential purchase. Active
social media interactors with brands
can also become de facto advertisers
when they share a purchase or men-
tion a particular company to their
social network. In order to facilitate
these valuable word-of-mouth recom-
mendations, brands should make it
as easy as possible for their custom-
ers to share positive experiences on
social media, whether a past pur-
chase or a favorable review.
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Figure 6: Mobile-Related Store Feature Wish List for Mobile Consumers in Indonesia

Market @; Research
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Quick loading time for site or app

Earn loyalty peints via mobile phone when enter store

Receive information via mobile phone based on in-store location
Wi-Fi connections throughout store

Can pay with mobile phone

Easy navigation throughout the site

No registration required

Scan items while shopping: pay and checkout via mobile phone

47 Mall Locations &
27 Focus Facilities

Access product or store information via OR codes on mobile phone

Charging facility at store for phone or tablet
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Source: Euromonitor International consumer survey, Hyperconnectivity Survey 2014

Note: Showing desired physical and digital store features among mobile consumers in Indonesia. Orange bars relate to online store

features, blue bars relate to physical store features.

More convenient

There are many strategies both digital
and physical retailers can take to
improve the shopping experience for
mobile consumers in Indonesia. Most
of the desired mobile-related store fea-
tures for this segment revolve around
making the use of mobile technology
while shopping, whether in a brick
and mortar store or online, more
convenient than it is today. Indonesian
smartphone users want options when
shopping and look for Web sites, apps
and platforms that are equally ac-
cessible (and usable) on all of their
devices (Figure 6). In physical stores,
these shoppers are looking for in-store
technology that interacts with their
mobile phone, whether by providing
hyper-relevant product suggestions and
information based on their location
within the store or by allowing them
to scan products and pay using their
smartphone.

While there are many opportunities
to engage with mobile consumers in
Indonesia with apps and smartphone-
optimized shopping platforms, the truly
tech-savvy consumer is already looking
for more ways for their smartphone to
improve the shopping experience. Some
of the most recent innovations are be-
ing implemented at the checkout line
of brick-and-mortar retailers through
in-store mobile payments, enabled
through a physical interaction between
the customer’s mobile device and some
type of technology at checkout, such as a

www.quirks.com

QR code scanner or NFC chip reader. In-
store mobile payments have yet to gain
widespread adoption but the potential
is high in Indonesia. One-fifth of mobile
consumers in this market report using
in-store mobile payments at least week-
ly. Even further, 89 percent of mobile
consumers in Indonesia who do not cur-
rently use in-store mobile payments are
interested in using the technology in the
future, particularly if the technology is
verified as secure and can be accessed
through an easy-to-use app.

Make it easy

There is no question that Indonesia is
an important market for brands and
retailers hoping to expand their mobile
presence and engage with tech-savvy
mobile shoppers. The most successful
strategies to target this market will
appeal to consumer desires for conve-
nience and immediacy, two features
that have become synonymous with
smartphone activities. Companies that
make it easy for customers to find
transparent information about their
products and make a purchase through
any channel, whether via a mobile app,
traditional Web site or in a physical
store, will position themselves well to
capture the growing segment of mobile
consumers in Indonesia. @

Lisa Holmes is senior survey analyst

in the Chicago office of research firm
Euromonitor International. She can be
reached at lisa.holmes@euromonitor.com.
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A moving
target

Understanding the impact of smartphones
and data proliferation in APAC

| By Andy Zhao

Asia-Pacific is the current center of smartphone growth. Across the Asia-Pacific countries,
we are seeing evidence that sales of laptops and tablets are dropping but smartphone pur-
chases rose 22.7 percent in emerging APAC countries in the last year. Consumers across the

Andy Zhao looks at region are embracing smartphones and the anytime, anywhere, instant-access capability
what the explosion of that these offer. And the changing customer behavior behind this trend is having a direct

. and wide-reaching impact on market research.

data means for Asia- It's not just how we design our market research that has to change in response to this huge

Pacific researchers and consumer trend. Yes, we have incorporated new methods to guarantee effective samples online.

And yes, we have redesigned online questionnaires to make the most of the enhanced features of-

marketers. fered by smartphone capability. But the core changes — the ones we need to be most alert to — are

the impact that smartphone take-up is having on people’s shopping behavior, together with the
huge growth in location and retail data. Areas such as geomarketing are thriving from this.

This explosion of data is most apparent in Asia-Pacific’s mobile shopping arena. The
high level of smartphone penetration in this region means that consumers are transition-
ing extremely fast to online shopping and mobile payments. And that means they are
generating a huge amount of data — readily available information showing what items
they are looking at online, what they are purchasing, when, where and for how much.
Take Beijing as an example: here, young people seldom use cash; daily items are paid for
via their mobile phones and credit cards are used for larger payments.

The view is that smartphone penetration is so high across developed Asia-Pacific countries
(including Japan, Korea, Singapore, Australia and New Zealand) that big data providers no longer
have to rely on sampling in these areas — they now have full coverage.

All of this has two major impacts for market research. The first is that mobile phone service
providers hold serious amounts of location data — and thus geomarketing data offers huge poten-

tial in Asia-Pacific, especially for businesses such as out-of-home advertisers and travel companies.

quirks.com/articles/2015/20151209.aspx

50  Quirk’s Marketing Research Review // December 2015 www.quirks.com


http://www.quirks.com
http://www.quirks.com/articles/2015/20151209.aspx

EXPLOR

Award Winner
2014

Beyond Quant. Beyond Qual.
Learn more at Quester.com


www.Quester.com

The second is that online retailers are the
new data gatherers and they're becoming
bigger and bigger in an area traditionally
held by market researchers. They hold
masses of information on their consum-
ers compared to physical retailers, such as
the products and services that consumers
have searched for and viewed online, as
well as what was actually bought.

All across Asia-Pacific, we are seeing
online retailers providing brands and
manufacturers with access to this sales
data, with some of it being given free and
some data being charged for. This means
online retailers are now taking business
directly away from traditional market re-
search companies in this particular area.

A change in focus
So far this sounds as if the future
might be pretty gloomy for traditional
market researchers. But not so. What
it does mean for us is a change in
focus. Our new strongest card is our
ability to turn the mayhem of big data
into relevant, usable information.
Smart data is what is needed.

The very prevalence of online
information is simply overwhelming
for anyone not specialized in how to
combine multiple, complex data sets and
sift out the pertinent meaning from seas
of data. The new holders of big data (the
online retailers and mobile phone service
providers) simply hand over massive sets
of data to the brands and manufacturers.
And the brands and manufacturers don't
have the data specialists who can analyze
this enormous amount of data effectively,
nor combine them effectively with their
existing data.

The golden opportunity for tradition-
al market research companies therefore
lies in our proven expertise in successful-

ly combining multiple, complex, massive
data sets and of adding in deep industry
knowledge and wider consumer trends.
This is how we transform the bewildering
big data into smart data for our clients —
pulling out the gems of insight that are
directly relevant to that individual brand
or manufacturer and presenting this in a
form that can be built directly into their
business strategies and decision making.

Data privacy

There is another strong reason why
specialist market research companies
will maintain a core role in the world of
big data: data privacy. The established
market research countries worldwide
have data privacy laws that are very tight
on exactly how personal data is collected,
processed, stored and used. So there are
some significant barriers to gathering
and using data collected via digital means
in these countries.

Currently the situation is more flex-
ible in the emerging market research
countries worldwide. In the majority of
Asia-Pacific countries (except Japan and
Australia) the rules surrounding use of
personal data are not as well developed or
rigorous as those in the U.S. or Germany,
for example. So at present, it's fairly
easy to find ways around the laws that
are in place. But that is likely to change.
My view is that the data privacy laws
for most of Asia-Pacific are unlikely to
ever become as tight as those in other
developed countries but they will become
more organized. And that tips the scale
in favor of specialist market research
companies being brought by the big data
owners to act as consultants or partners,
to ensure that consumers’ data is handled
and processed in strict accordance with
increasing legislation.

Broadcast their opinions
But that’s not all. Fueled by the wide-
spread adoption of the Internet, social
media and mobile devices, APAC custom-
ers themselves now have access to more
information, more choices and more
opportunities to broadcast their opinions,
widely and loudly, than ever before.
What this means for client-side mar-
keting and market research is the abso-
lute necessity of developing the capability
to understand, engage with and react
immediately to consumers’ online voices.
Marketers in APAC are currently
focused on using mobile as a brand-
awareness channel, rather than for sales,
e-commerce or driving sales offline.
Digital campaigns should go beyond just
showcasing pure advertising and instead
aim to create an emotional connection
between the product and the consumer.
So, for client-side marketing and
market research teams, we are see-
ing the need for increased focus on
three core areas:

+ Innovation. Every brand has its own
unique passion and brand values.
Marketers have to find new ways to
identify which of the myriad digital
channels are most relevant for their
particular audiences (apps, social me-
dia, search engines, video, widgets) and
then utilize these in engaging ways, to
project their brand values and encour-
age consumers to engage. To reach and
understand their online consumers,
client-side marketers and researchers
need access to up-to-speed digital meth-
odology and technology.

+Industry knowledge. The most signifi-
cant factor driving growth in demand
for research in APAC is businesses
realizing the sheer scale of opportuni-
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ties in developing markets and the
appetite with which they are seeking to
understand people in these markets. At
the same time, the rise of technology-
based companies is putting sharp focus
on the potential to disrupt not just

the tech-focused industries but also
financial services, retail and media.
Client-side companies need research
partners with expertise within their
specific industry and country, ones
having an informed understanding

of developing consumer and market
trends and what effect those will have
at granular level, in terms of both
threats and opportunities. In addi-
tion, they need research partners that
keep pace with transformation within
market research itself — such as how
to apply advanced methodology to a
particular project, in order to create
value, rather than just promote the
methodology itself. The best solution
is not about simply copying what is
being done in overseas markets; it’s
about the research agencies having a
deep understanding of the client com-
pany’s pain points from an industry-
expert perspective and understanding
how and where to implement digital
tools to best effect.

Speed. We're in a period where up-
to-date data is more important than
ever to client-side researchers and
marketers. E-commerce has signifi-
cantly changed the pace, rhythm and
complexity of the consumer purchase
journey, particularly when it comes

to the speed at which customer
feedback is generated and circulated.
Traditionally, marketers in APAC pro-
cessed their project management data
on a monthly basis. Now it is weekly
or daily. We're in a digital world
where many decisions need to be
made very quickly and consumers ex-
pect close interaction with their favor-
ite brands and an immediate response
to consumer-generated feedback. With
the boost of big data, marketers have
access to full-coverage information

on consumer behavior in close to real
time, providing the means to respond
fast and develop precision marketing.

driven by the upsurge in smartphones ly essential, not only in making sense of
creating an ever more mobile landscape. the masses of big data but also in identify-
There is a clear need to take the growing ing the new methodologies necessary
pools of big data and produce smart data to achieve accurate results via consum-
from these, while being aware of the ers’ preferred digital channels. In turn,
likelihood of increasing regional focus market research can only support all of
on data privacy and possible legislation. this by staying on top, through constantly
Added to all that, client-side marketers driving for excellence in innovation,

and researchers need fast, accurate and industry knowledge and speed. (0]

relevant data that lets them answer the
Based in Beijing, Andy Zhao is managing

director of GfK Northeast Asia. He can be
reached at andy.zhao@gfk.com.

demands, opportunities and threats
presented by a digital environment.
Together, these make for a landscape
where market research remains absolute-
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Leveraging current (or routine) data to
better inform the brand

| By Michael Heasley

The author outlines
how making the

most of data from
awareness, tracking
and usage studies can
help wring more value

from existing research.

I

Many times in market research we follow predetermined pathways for the development and ex-
ecution of research plans and for the decision-making we base on the research outputs. While
the research process works well in terms of delivering actionable results that successfully move
brands forward, we can lose sight of some of the broader benefits derived from these valuable
investments. While these studies deliver data that is intended to inform a specific analysis,
there is also an opportunity to glean additional information and insights from the data beyond
the standard set of expectations. Ultimately, we are unintentionally leaving important insights
on the cutting-room floor. In my time on both the vendor and industry sides of this business,
there has been more than one occasion when we, as marketing researchers, have been chal-
lenged to “do more with less” and to “see what we can do with what we already have.” When
our marketing colleagues challenge us with these statements, we are afforded a chance to
creatively think of ways to leverage collected data in new and better ways.

One common piece of research conducted is the awareness, tracking and usage (ATU)
study. At risk of sounding pedantic, I'm sure we all know that the tracking portion of
these survey-driven, quantitative studies is concerned with a product’s (and its competi-
tor’s) messaging. Commonly, we take the results of ATU studies, evaluate the performance
of a product’s messaging based on important attributes and adjust the messaging in the
field to facilitate optimal performance. The goal is to modify the product’s messaging
so it will impact and resonate with customers — that is, if it is not already too late to do
so. This approach, while commonplace and effective, is what we would describe as reac-
tive. However, perhaps it is possible to leverage data so that messaging can be proactively
adjusted, avoiding an initial loss of customer interest. This type of application would
constitute an “out-of-the-box” use of what is considered run-of-the-mill data.

In order to understand how these data can be proactively leveraged, there must be a discus-
sion of the nature of product promotion (in pharma, this promotion is personal) and how the
effect of this promotion (or its market impact) is measured.

quirks.com/articles/2015/20151210.aspx
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How does the ATU measure a mes-
sage’s impact, then? To simplify matters,
let's consider a product that is currently
on the market. When a product is in-
line, it is associated with a number of
attributes by the primary target (physi-
cians, for instance). This type of associa-
tion can be easily measured through
attribute association exercises. These
associations are driven by the opinions
of the customer regarding the product
(e.g., to what degree a drug is associated
with efficacy). As shown in Figure 1,
the opinions, then, result from both the
customer’s experience with the product
(which is more influential in the long
run, on the order of years) and from

Time 3 8

product promotion/messaging (which is
most effective in the short run, on the
order of months).

What we have, therefore, is an easily
targeted, readily available and generally
stable metric for determining the perfor-
mance of a campaign in the short term
(when considered vs. its baseline) or,
more specifically, its impact on the mar-
ket: attribute association. This argument
is generally known and, admittedly, why
we run ATUs. However, the question
remains: How can we expect the market
and, as a result, the metric, to react over
time to a marketing message? If we can
determine the nature of that relation-
ship, we can hopefully use our attribute
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association data to help predict the be-
havior of the market from the messaging
campaign. Then, perhaps, it would be
possible to be proactive rather than reac-
tive to changes in messaging impact.

It turns out that the rate at which a
message’s impact changes is proportion-
al to the amount of impact that message
has. In simpler terms, the impact of a
particular message is directly related
to the number of times it is heard (over
time). Thinking about it in terms of
everyday examples, this relationship
makes sense.

Let’s consider the launch of the
original iPhone. Apple essentially took
a phone, an iPod and an Internet device
and put them together in a single prod-
uct. The messaging was rich and ever-
present, to say the least. When we first
heard that description, it had a large
degree of impact on the target audience:
you and me. By the time a year had
passed, we all knew what the product
was and what it did. During that time,
the impact of the message eroded and,
to the point being discussed, began erod-
ing from the first day it was delivered.
The more often we heard the message,
the less impact it had on us as more
of its original impact is consumed. No
matter the market under consideration
(electronics, pharmaceuticals, what
have you), this behavior is continually
demonstrated. The relationship points to
the usage of a certain type of model that
is well-known and understood. What
we have when it comes to messaging
impact, it turns out, is an exponential
relationship.

Get more out of a standard study
Let’s look at an example of how we can
leverage both the existing data and the
relationship described in the above sec-
tion to see how we can get more out of a
standard study with prescribed outputs.
For our example, take an ATU that
has been run in an oncology market for
years. One of the products in that mar-
ket had efficacy data messaging present
in the marketplace for quite some time.
As such, the product and a particular
efficacy attribute had a baseline associa-
tion that had not changed much over
time (see Figure 2, “Baseline” circled in
red) and was performing at an associ-
ated rate of ~54 percent of physicians.
This rate had not changed for more than
two years prior to what we are referring
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to as the baseline.

At the time immediately after the
baseline wave, the product’s messaging
changed to include new information and
to focus more on this particular efficacy
attribute. At the next wave of this ATU,
we can see that there is an immediate
bump in terms of association as a result
of this messaging change (~13 points).
The next two waves of this study then
show a decline in this association, trend-
ing back to the baseline of 54 percent
(with continued promotion). That trend
in declining association is the very thing
in which we are interested. When we
use the assumption that the decline, or
decay, in this association is described
best as an exponential relationship
between attribute association and time,
we can fit a model to the dynamical
system represented by these data which
will give us a way to predict when this
particular messaging campaign will lose
its effect. In other words, we can deter-
mine that any benefit from the change
in messaging will reduce to the baseline
value approximately two years after the
messaging was introduced (based on the
model we can and did compute — see
Figure 3).

Our model follows almost exactly the
actual behavior exhibited in the market-
place. As a result, this model can be used
to determine when messaging for the
product should be adjusted to regain the
bump in impact from the prior adjust-
ment. Using the data this way allows
marketers to better understand how to
prolong the effect of their campaigns by
giving them needed information about
the lasting benefits of their messaging
in the market. Marketing teams can be
proactive by appropriately planning for
the inevitable devaluation of the current
messaging platform with more accuracy
in timing.

This modeling technique demon-
strates two main things:

+ The exponential relationship provides
a solution to the dynamical system
of message impact over time. (This
result is repeatable and models such
as this have been computed for other
messaging campaigns with similar
results.)
* These ATU data can be used as more
than just a “canary in coal mine” in
that they can be used to model what
can happen as opposed to demon-
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strate what did happen when, many
times, it’s too late to do anything
about it. The team can adjust and
perhaps squeeze some additional
value out of the message before it
returns to baseline or worse, possibly
causes some damage to the custom-
er's opinion of the product.

Leverage them

The moral 