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DATA ANALYSIS

RMO1 - Practical Marketing Research $2,193.75
Jan 19-22 Apr 13-16

RMO3 - Designing Effective $2,193.75

Questionnaires: A Step by Step Workshop
Feb 2-5 Apr 27-30

RESEARCH APPLICATIONS

RAO1 - Applying Research & Insights: $1,931.25
Customer, Brand, Product

May 4-6
RAO3 - Market Segmentation: $2,193.75

Designing, Implementing, Activating
Mar 16-19 June 22-25

COMMUNICATION

CO1 - Writing & Presenting Marketing $2,193.75
Research Reports: Insights, Storytelling,
Data Visualization

Mar 2-5 June 8-1

Burkelnstitute.com
800.543.8635 or 513.684.4999

DAO2 - Tools & Techniques of Data $2,193.75
Analysis

Feb 9-12 May 18-21

DAO3 - Practical Multivariate Analysis $2,193.75
Feb 23-26

QUALITATIVE
-

QO01 - Moderator Training: $2,193.75
Focus Groups & IDIs

Feb 16-19 May 11-14

Q02 - Specialized Moderator Skills for $2,193.75
Qualitative Research Applications

Mar 9-12 June 28-July 1

Q03 - Next Generation Qualitative $1,931.25
Tools: Social Media, Online Communities,
Virtual Research Platforms

Apr 21-22

Please note all courses can be customized
to create virtual programs specific to the
needs of your organization.

© 2021 Burke, Incorporated. All rights reserved.
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eee gwards
The Marketing Research and Insight
Excellence Awards

Powered by Quirk’s Media, the Marketing Research and Insight Excellence Awards
celebrate the researchers, suppliers and products and services that are adding
value and impact to marketing research.

Nominations open March 1 and close July 30. Take advantage of early-entry
pricing until April 30! The awards are open to all researchers worldwide. You can
nominate yourself, your co-worker(s), your company or your clients.

For more information visit quirksawards.com.

eee events
Interested in speaking in 20217

uirk’s is seeking presentations dedicated to sharing real-world experiences and
best practices. If you are an end-client researcher, we invite you to submit a
speaker proposal: https://bit.ly/30TwoFB.
Here are just a few of the hundreds of companies that have presented at past
Quirk’s events:

Panasonic Microsoft Liberty Mutual
PBS Nestlé Amazon
Verizon Dropbox Cotton Incorporated

Quirk’s is closely monitoring the COVID-19 pandemic. The safety of our attend-
ees, speakers, exhibitors and staff is of the highest priority. Visit TheQuirksEvent.
com for the most up-to-date information on our 2021 events.

// E-newsworthy

jl;he intersecting worlds of UX

and qualitative research
https://bit.ly/2Mw39do

Why cognitive testing reaps

ROI for market researchers
https://bit.ly/3awVhjG

Collective grief and qualitative research: Creating

authentic connections in 2021
https://bit.ly/30S0qWI
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/,“ // Noted Posts

Quirk's Blog

Considering the long-term
impact: COVID-19: Survey
Monitor

https://bit.ly/2YMcgd8

Top industry adopters of
recommended COVID-19
precautions
https://bit.ly/36Kmzlz

Research Industry Voices

Brexit and international
marketing laws
https://bit.ly/2YKYLcZ

A shift toward sustainable
products
https://bit.ly/2MCi4me

5 trends and predictions for
market research in 2021
https://bit.ly/36GtWdN

Research Careers Blog

Leading growth: 7 “old-school”
leadership qualities that curb
success

https://bit.ly/3tFENP4

Engaging employees as brand
ambassadors
https://bit.ly/3cI5M68

Running remote meetings: 5

mistakes to never make
https://bit.ly/2Y0fI5z
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°ee seniors
For senior-living industry,
transparency is key

Q s with nearly every industry, the senior-living market has been impacted
greatly by the COVID-19 pandemic. A survey of 250 adults over age 65, con-

ducted by LevLane Inc., and MarketVision Research Inc., provides insight into just

what the industry needs to do in order to quell the fears of prospective residents.
The study found that 64% of those
surveyed who had been consid- PPl s-e

ering a move to a senior-
living community
pre-COVID were still
interested in mov-
ing in within the
next five years ,’l
and, of those, ‘:'
17% were very |
interested. '
However, :'
that leaves !
nearly 35% l“
who have \
been scared \
off by the pan- :
demic and are
now much less
interested in the
prospect of moving to
a community setting.
What can the senior-liv- e . -
ing industry do to reassure their
audience? Talk to them. An overwhelming 73%
of respondents said that they would be much more likely to move to a commu-
nity that speaks openly about its COVID-19 protections and prevention methods
within its communications, with 70% of respondents saying the following six
messages/practices would be important to hear from the community: the facil-
ity is meeting/exceeding state and local guidelines for senior-living communi-
ties; it is meeting/exceeding all CDC requirements for senior-living communi-
ties; transparency regarding residents and staff who have tested positive for
COVID-19; the stringency of its COVID-19 testing protocols for staff and visitors;
information regarding community requirements for mask use and facial cover-
ings; and the ability to safely distance.
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e oo ytilities research

Monopoly or not,

c-sat valuable to

utilities

As reported by EurekAlert!, satisfied
customers mean increased profits

even for public utilities that don't face

competition, a recent study found.

Using data from U.S. public util-
ity firms from 2001 to 2017, researchers
found utilities — as currently regulated
— have a cost-based incentive to deliver
and improve their customers’ satisfac-
tion. For the average utility in their
sample, a one-unit (on the 1 to 100 point
ACSI index) improvement in customer
satisfaction decreases operating costs by
$29 million overall, through lowering
customer service, distribution and selling
and general administrative costs to $3, $8
and $13 million per year, respectively.

Their findings run counter to
prevailing assumptions that providing
higher service quality raises utility sys-
tem costs. They found “robust evidence”
that customer satisfaction did not affect
rates (prices per unit) or demand (unit
sales volume). But they did find unam-
biguous evidence that it leads to profits
only by reducing utility operating costs.

Efficiency gains coming from
improved customer satisfaction, trust
and goodwill could lead to greater
acceptance of costly new technology
initiatives that utilities want to intro-
duce, researchers said.

The study, Customer Satisfaction
and Firm Profits in Monopolies: A
Study of Utilities, appeared in the
Journal of Marketing Research.
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To know what people think, you
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Our proven framework provides
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Trade Talk

By Joseph Rydholm, Quirk’s Editor

For researchers, an
uneasy optimism

heir facial expressions spoke vol-

umes. One after the other, as the
client-side presenters told their sto-
ries during sessions in our two virtual
Quirk’s Events last year, you could see
the mix of joy and hesitation as they
spoke of how the pandemic had lifted
the impact and visibility of their
internal insights functions. Obviously
elated at finally being sought out
and listened to and depended upon
instead of relegated, they also clearly
realized the tragic societal backdrop
against which these happy events
were occurring.

But the upshot was clear: The
much hoped-for seat at the table was
finally open.

And now comes the toughest part:
keeping it. That subject is just one
of several themes explored in a joint
report issued in January by three
research industry groups. The organi-
zations — the U.K.'s MRS, Australia’s
Research Society and the Insights
Association in the U.S. - brought to-
gether 30 leaders from brands (Merck,
Electrolux, L'Oréal, etc.) and research
agencies (GfK, Zappi, Kantar, etc.) for
roundtable discussions on the cur-
rent state of life as a researcher. The
resulting report, The Great Change
Accelerator - Client & Partner Per-
spectives on the Future of Insights,
is available for free (registration
required) at https://cutt.ly/ikEH34y.

While there is no easy single
answer for how to keep that seat at
the table, you can glean a good action
plan from the report’s examples of
what’s helped boost the standing of
insights during the pandemic: be

ready when called upon to help; be
creative; be decisive; be proactive
rather than reactive; be agile; be open
to less rigorous approaches (and be
able to help your internal clients get
to that headspace as well).

From the report:

“Corporate researchers we heard from
are being challenged more now to consider
what the brand should do tomorrow and
next year, rather than report on what
happened yesterday. Research and insight
have too often been focused on past behav-
ior, they say. Strategic foresight has once
again been brought forward as a priority
... So, insights leaders are being asked to
use data as a dynamic forecasting tool
to help the organization scenario-plan
around growth and investment planning.
Important decisions about when to spend,
where to spend and how to spend. Re-
searchers are actively reviewing behavior
change models ... Overall, insights must
perform at the speed of decision-making in
the boardrooms — that’s the only way they
can keep their seat there.”

The report, which also includes
five research vendor/partner themes
along with five shared themes,
stresses that many of the required
adaptations will have to come from
within researchers themselves. True,
their actions and deliverables are
what will influence/change how they
are viewed by others in their orga-
nizations, but part of getting to that
stage is rethinking what it means to
be an insights worker.

“Corporate researchers noted a recent
change from being the ‘oracle’ to the ‘music
conductor.’ They mentioned that sometimes
there is a need to retrain team members and

12 Quirk’s Marketing Research Review // March/April 2021
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Joe Rydholm can be reached
atjoe@quirks.com

partners to deliver the ‘quick and the strate-
gic, that some of the resistance against speed
is from within. To get into a new mind-set we
have to change our own fundamental core
professional roots — research does not need
to be traditional; long and academic is not
always needed. What do you need to know
now? That is paramount.”

Creativity and resourcefulness
One of the few positives to arise from
the pandemic has been the awe-
inspiring creativity and resourceful-
ness it has unleashed across so many
aspects of our lives. From businesses
pivoting to stay afloat to health care
workers making the most of often
meager supplies, people have adapted
to the many barriers the virus has
thrown at them. As our event sessions
and the MR organizations’ report
attest, though they have been forced
into new and at times uncomfort-
able roles, researchers have found
ways to react on the fly and meet the
fast-changing needs of their organiza-
tions. The success with which they
have responded bodes well for the
future of the industry, as long as they
retain the lessons learned during this
unprecedented time of upheaval. o

www.quirks.com
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e e Insights Q&A

SPONSORED CONTENT

The role of a researcher is to provide
opportunities for transformational change

Perspectives from quantilope Co-Founder Thomas Fandrich

How is technology shifting the
responsibilities of insights
managers from metric providers
to agents of change?

Technology is moving researchers
from the passenger seat (buying and
handing over insights) to the driver’s
seat (generating and interpreting
insights on their own, faster than ever
before). As a result, insights man-
agers are experiencing more influ-
ence and impact on the direction of
their company and are solving more
unique, challenging business ques-
tions. Repetitive number-crunching
and analysis should now be done by
machines and algorithms, allowing
researchers to focus on developing
the right questions and the interpre-
tations and storytelling of data that
technology provides them.

By focusing on the creative — not
the repetitive — side of research,
insights leaders can act as agents of
change for their organizations by
having the time to uncover hidden
consumer needs, gaps and unexpected
opportunities. Keeping a constant
pulse on your consumers empowers
researchers to leverage real-time,
high-quality insights to influence
marketing and senior leadership
teams to take action and develop com-
petitive advantages.

The fundamentals of how and
why brands do research were
flipped upside down last year.
What does the post-COVID-19
researcher look like?

COVID-19’s biggest impact on the
market research industry is just how
much it accelerated it. By the end of
2019 and early 2020, many brands had

Want your firm to be featured in Insights Q&A? Contact sales@quirks.com for more information.

www.quirks.com

already begun dipping their toes in
advanced automated insights solu-
tions, insourcing vs. outsourcing
their research needs. However, when
the pandemic hit, brands quickly
realized just how vital it is to have
full control over their research, to
be able to run research quickly and
efficiently — and in a budget-friendly
manner! Being dependent on third-
party providers results in hurdles,
not opportunities, for today’s lead-
ing brands. Outsourcing essential
functions makes organizations less
resilient in tough times compared to
organizations who have the tools to
operate autonomously.

The post-COVID-19 researcher will
be resource-efficient with the tools
to be remote work-ready. While the
digitization of market research may
be intimidating, it also provides the
uncapped opportunities for brands
to adopt new workflows (less frag-
mented work) and new platforms
(automation of repetitive work), to
take control over their data and to
use even more consumer research in
their business decisions.

O quantilbpe

[t vt R

sales.us@quantilope.com
quantilope.com

What advice do you have for
brands to optimize how their
research departments work?

There are a few simple questions to
begin optimizing how the insights
functions within an organization work.
And it all starts with why — why do we
think we need to optimize how we are
working as an insights team? What's
wrong? Where is the friction, failures
and bottlenecks? These questions will
provide clues into what problems need
to be solved to increase efficiency. The
next step is to audit your full end-to-
end research process and see where
technology can replace mundane tasks.

Leading researchers of tomorrow
will be those who prioritize technology
to do research better, faster and more
efficiently. We're at an exciting time in
marketing research and it’s up to us to
be the driving force of change.

March/April 2021 // Quirk’s Marketing Research Review 13
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e« travel research

Making the trip

Consumers are gaining confidence in international and

domestic travel

OVID-19 was a blow for the travel

industry but with the start of a
new year and vaccines on the horizon
lending hope to consumers, prospects
are brightening. According to research
from Tripadvisor, consumers are
increasingly confident that they will
travel abroad in 2021, particularly in
the second half of the year. In fact,
globally, the majority of hotel clicks
on Tripadvisor are already shifting to
international destinations for May 2021
trips onward (as opposed to domestic
destinations, which dominated 2020).

Nearly half (47%) of travelers sur-
veyed globally say they are planning to
travel internationally in 2021, including
45% of U.S. travelers. One in 10 (11%)
global respondents have already booked
an international trip for 2021, including
14% of respondents in the U.S. The most
eager to venture abroad are German

and U.K. travelers — in the first week of
January, 85% of hotel clickers on Tripad-
visor in either country were planning
international breaks for later this year.

When it comes to consumer confi-
dence, though, vaccines are a driving
force. The widespread rollout of vac-
cines won't just impact travelers’ con-
fidence to travel, it will have a major
influence on where leisure travelers
are prepared to go.

Globally, more than three-quarters
(77%) of travelers surveyed say they
will be more likely to travel interna-
tionally if they receive the vaccine,
rising to 86% for travel domestically.
In the U.S., those numbers change to
69% and 80%, respectively.

More than a quarter (26%) of respon-
dents globally say that they would only
travel to destinations that required visi-
tors to be vaccinated before travel, with

14 Quirk’s Marketing Research Review // March/April 2021

e 3 digest of survey
findings and new tools for
researchers

Australian (32%) and U.S. (30%) travelers
the most likely to expect destinations to
adopt this safety measure.

While international tourism looks
to be getting a boost this year following
a shutdown for much of 2020, domestic
travel isn't necessarily going to take a
back seat in 2021. In the first week of
January, nearly 70% of hotel clickers on
Tripadvisor were booking future domes-
tic trips, while further out, May through
August are still proving the most popular
months for domestic vacations.

Globally, three-quarters (74%) of
travelers surveyed plan to take at least
one overnight domestic leisure trip
in 2021 — and an enthusiastic 80% in
the U.S. In the U.S, just over a third of
respondents (34%) are planning at least
three domestic trips this year, compared
to 31% of Australians surveyed and 24%
of British travelers.

With travel plans dashed in early
2020, many people have been dreaming
about their next big vacation for more
than 1o months, so it's no surprise that
travelers are extra conscious of getting
it just right. Three-quarters (74%) of
travelers surveyed globally say they will
spend more time choosing a destination
this year, including 65% of travelers in
the U.S. Sixty-four percent of travelers
in the U.S. will spend more time reading
reviews, 63% will spend more time select-
ing their accommodation and 70% will
spend more time finding things to do.

As in-person dining was restricted
in many countries throughout 2020, the
success of takeout and delivery services
soared, as consumers sought to satisfy
their appetite. But encouragingly for
the hospitality industry, in-person din-
ing's rebound in 2021 doesn’t mean a de-
cline in takeout and delivery demand.

Nearly half (47%) of respondents
globally say they plan to dine in-person
at restaurants more often in 2021 than
they did in 2020 and a quarter of respon-
dents (27%) say they plan to order more

www.quirks.com
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takeout meals this year. In the U.S., 54%
of respondents plan to dine in-person
at restaurants more often this year and
38% plan to order more takeout

The study was conducted by Tripadvisor in
partnership with Qualtrics and surveyed 2,330
consumers from the U.S., U.K., Australia,
Italy, Singapore and Japan.

e+ shopperinsights
Under review

Study looks at the influence

of user-generated content
on e-commerce

ho better to advocate for your

brand than the people already
enjoying it? Recent research from
Bazaarvoice, a provider of product
reviews and user-generated content
(UGC) solutions, reveals visual and
social user-generated content is driving
online retail purchases. Over half (51%)
of global consumers agree social media
influences purchases and 65% find the
availability of previous customer photos
on social media and websites essential
in their purchase decision. In addition
to social media, almost three-quarters
(74%) of consumers prefer to see previ-
ous customers’ photos and videos on
brand and retailer websites rather than
professionally shot images. In fact, 62%
of consumers are more likely to buy
if they can view both photo and video
content from previous customers.

As the most-used social media net-
work globally, Facebook is also the most
popular destination when it comes to
influencing purchases (25%) and the
most likely social platform for consum-
ers to purchase a product on (26%).

Survey Monitor

Among 18-34-year-olds, however, Insta-
gram is the most popular destination,

with 31% using it as their main source
of inspiration and 27% saying it is the

most likely place for them to buy.

Younger shoppers demonstrate
a particularly strong preference for
visual UGC on social media, as 73% of
18-34-year-olds prefer it when brands
use visual UGC for social media out-
reach compared to an average of 64%
across other age groups.

Shoppable images and videos are the
type of content most likely to influ-
ence buying choices on social media
(19%), ahead of video advertising (14%)
and posts from followed brands (13%),
suggesting rich content and the ease of
buying on-platform are now critical in
the customer journey.

However, it's important that the
content stays fresh — almost half (47%)
of consumers want to see new UGC on
social media at least two to three times
a week, with 10% of those expecting
updates multiple times a day.

Visual UGC is most important for
products that are typically higher in
value, as consumers seek evidence and
certainty about its quality, as well as
the accuracy of the description before
buying. For over a third of consumers
(36%), technology and electronics is
the most important category for re-
viewing photos and videos from other
customers prior to purchase.

When it comes to trusting the authen-
ticity of a review when making a pur-
chase, the quality of other customer re-
views is the top priority (45%) compared
to how recently a review was posted (32%)
or the number of reviews a product has
from previous customers (23%).

The quality of a review depends on
the viewer, however. For one-in-five
consumers (21%), a quality review is
judged to be one that includes pho-
tos and videos as well as text, more
so than a well-written review with
good spelling and grammar (16%) or
a review that clearly states when a
product was purchased (11%).

The research was commissioned by Bazaar-
voice and conducted in November and Decem-
ber 2020 by Savanta among 8,051 consumers
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from the UK., U.S., Canada, France, Germany
and Australia.

eee health care research

The doctor will
Zoom you now

Health care providers cite

key benefits of virtual care

hile the pandemic created an im-

mediate need for virtual health
care platforms, it also highlighted the
advantages these platforms hold for
future use. Virtual care delivery plat-
form Noteworth looked into the ways in
which digital medicine platforms have
helped organizations navigate the chal-
lenges presented by the COVID-19 pan-
demic and found that, of the more than
250 medical professionals surveyed,
two-thirds (68%) believe that health
care organizations will continue engag-
ing with patients via digital health care
platforms post-pandemic.

The COVID-19 pandemic has cre-
ated many challenges for America’s
health care community. For a growing
number of health systems and group
practices around the country, greater
use of digital medicine platforms will
continue to be a way to treat patients
effectively without a disruption in
care due to pandemic-related factors.
Eighty-six percent of those surveyed
felt that digital medicine platforms
have greatly stepped up their ability
to deliver care and increase efficacy
with their patients. Additionally, 47%
noted that having a specialized data
report that gives an overall view of
the patient’s medical history was a key
element in navigating the challenges
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that arose due to the pandemic.

A majority of respondents (59%)
said that the most significant benefits
of using digital medicine platforms are
remote monitoring and management
for improved care. In addition, 56% said
that patient engagement was a key ad-
vantage while another 49% said better
access to care played a big part in the
benefits of digital medicine.

Eighty-five percent of health care
providers noted social distancing as
a way in which they have worked to
protect patient safety during COVID-19.
Fifty percent said that virtual video
visits were the most important for
health care providers to deliver the best
virtual care services through a digital

health care platform.

The survey was conducted in December
2020 via SurveyMonkey and sampled more
than 250 U.S.-based health care professionals.

ee+ hrand research

Platform to
purchase

Study identifies top media
channels for marketing

he term “choice overload” has

often been applied to the way in
which consumers are faced with an
ever-increasing number of options —
and the term is fitting for the swath of
media platforms now available as well.
However, the growing availability of
these platforms presents a challenge
for marketers and brands as well, who
are faced with the enormous task of
choosing between the various platforms
or prioritizing one over the other. And
thanks to the events of the past year,
consumer habits have further changed,
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e retail research
Delivering success

2020 forced retailers to up their fulfillment game

I n 2020, the retail industry faced immense challenges as many retailers were
ill-equipped to immediately and effectively meet consumers’ changing demands.
Bringg, a delivery and fulfillment cloud platform provider, surveyed 1,000 U.S. en-
terprise retailers and brands to uncover current strengths and weaknesses in online
fulfillment capacity and a variety of fulfillment services, as well as top fulfillment
priorities for 2021.

Many of those surveyed invested in new fulfillment channels since the begin-
ning of the pandemic, including curbside pickup (51%), buy online pickup in store
(BOPIS) (33%), alternative pickup locations (28%) and same-day delivery (27%).
Though these channels proved to be effective throughout the pandemic and over the
holiday season, retailers have recognized the need to continually invest in fulfill-
ment capabilities and adjust current capabilities.

Retailers and brands surveyed reported that they are prioritizing adding
alternative pickup locations (30%) and BOPIS (24%) in the next six to 12 months.
However, less than half of the retailers surveyed work with a technology vendor to
streamline operations.

When it comes to scaling delivery, the biggest pain points are working with mul-
tiple fleets (36%), scheduling delivery times with customers (30%) and lack of real-
time visibility once the order is out for delivery (20%). In terms of working with
external fleets for delivery, the biggest pain points were lack of visibility (39%), lack
of brand control (31%) and cost (29%). Survey respondents indicate that the pain
points associated with delivering on time include the number of drivers available
(29%), dispatch and routing issues (20%) and travel distance between warehouse or
retail location and delivery point (19%).

(67%). Interestingly, in the U.S., the
majority of people (67%) were exposed

making the task of marketing and

advertising even more difficult. In the
last months of 2020, Borderless Access to ads on television, followed by so-
conducted an online study to find out cial media platforms (66%).
which platforms consumers prefer and When narrowed down to online
trust. The study also examined how channels alone, the study revealed
U.S. consumers differ in their platform that the majority of Americans (56%)
preferences from other countries. are exposed to brand messaging on
Not surprisingly, most people social media platforms, followed by
around the world (74%) were exposed e-mails and online ads at 45% and 44%,
to brand messaging on social media respectively. Notable here is the fact

platforms, followed by television that a significant number of Ameri-
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cans are exposed to ads and brand
promotions of some kind over e-mail,
which is not the global norm, where
e-mails are preceded by social media
platforms, online ads, digital newspa-
pers and online forums.

The ubiquitous nature of social me-
dia means that ultimately, digital plat-
forms most effectively convert brand
messages into purchases. Forty-eight
percent of U.S. respondents said they
had made a purchase or used a service
or a product after being exposed to
a brand message on a social media
platform. However, 44% of U.S. re-
spondents also credited their product
or service used to brand messaging on
television. This behavior is consistent
with the global average.

Trust can be an important fac-
tor in a consumer’s decision-making
process for specific products and ser-
vices and as such, it is a key point for
marketers when promoting the same.
In 2020, television and print media
were the most trusted in the U.S.
for product or service information,
while social media was on the lower
end of the trust scale. Even for news
consumption, television was the most
trusted platform in the country, fol-
lowed by radio and print magazines.
This is consistent with the global
viewer perception, where television
leads in terms of trust.

Among online channels, search
engine results are the most trusted
by American consumers searching
for product or service information, as
is the case with consumers globally.
Meanwhile, digital newspapers are the
most trusted sources of news in the U.S.

As much as we're exposed to digi-
tal media platforms, however, these
channels have not completely over-
ridden consumer trust and affinity
toward traditional media. In the U.S.,
41% of consumers want to be able to
rely on digital as well as print media,
while 20% trust traditional media
more than digital. Meanwhile, 11% of
Americans said they have completely
stopped using print media, which is
lower than the global average of 9%.
Of that number, 21% have quit print
media since the pandemic.

Survey Monitor

* e+ gutomotive research
Driving safe

COVID-19 has kept

prospective vehicle owners
cautious

he COVID-19 pandemic created im-

mediate, visible uncertainty but
it also affected consumers in more
subtle ways. To better understand
how this uncertainty among consum-
ers impacts the automotive industry,
Deloitte surveyed more than 24,000
consumers in 23 countries and found
that key areas of uncertainty lay in
electric vehicle adoption, financial
security and digital services.

Before the transportation torch
is officially passed from internal
combustion engines (ICE) to electric
vehicles (EVs), consumers require
greater assurance around mileage, ro-
bust charging infrastructure rollouts
and affordability of the electric seg-
ment. While the pandemic continues
to play a large role in exacerbating
doubts, stricter carbon emission
regulations on the horizon point to a
“closing window” for the traditional
ICE segment experience.

Motivated by a sense of familiar-
ity and financial concerns due to
COVID-19, consumers across the globe
are showing a near-term reluctance
to switching away from ICE technol-
ogy. Just one-quarter (26%) of U.S.
consumers are considering alterna-
tive engine solutions for their next
vehicle, down 15% year-over-year.

The top concern about EVs in
both the U.S. and Germany is battery
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range (28%), whereas lack of charging
infrastructure is top of mind in Asia
(the Republic of Korea at 32%, Japan
at 29% and India at 26%).

While the majority of consumers
in the U.S. (71%), Japan (71%), Ger-
many (64%) and India (63%) expect to
charge their vehicles at home, more
than half (51%) of respondents in
China intend to make use of available
charging stations at their place of
work or on the street instead.

Consumer perception of connected
vehicles appears to be edging up in
Asia, with as many as 83% of consum-
ers in China finding the technology
beneficial; that number is just about
half in the U.S. (44%).

With increased connectivity, 64%
of U.S. consumers are most concerned
about the possibility of hacking,
which is shared among consumers in
Germany (64%), the Republic of Korea
(64%) and India (66%).

Advanced vehicle features that
promote greater safety capabilities,
such as blind-spot detection, are most
appealing to U.S consumers (70%),
whereas Germany also ranks built-
in navigation systems as their most
important future vehicle option at
65%. However, cost continues to be a
limiting factor for advanced vehicle
technologies with 74% of U.S. consum-
ers unwilling to pay more than $500
for infotainment.

Another factor influencing future
vehicle ownership across the globe is
financial concern. Due to the COVID-19
pandemic, consumers in many markets
are rethinking not only when they
will be buying their next vehicle but
also what type of vehicle they will
buy next. As the risk of affordability
concerns increase, a growing number
of people are deferring vehicle loan/
lease payments with some intending
to acquire a less expensive vehicle
than originally planned.

One in 10 Americans have opted
to defer their automotive payment
in 2020, but that rises to 23% among
consumers aged 18-34. While the vast
majority (84%) of U.S. consumers plan
on purchasing a similar vehicle in the
future, more than half of consumers
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in India (57%) plan to enter a com-
pletely different vehicle segment as a
result of the pandemic.

Timelines for acquiring their next
vehicle varies greatly, with 66% of
U.S. consumers remaining on initial
timelines. In contrast, roughly one-
third of consumers in India (38%) and
the Republic of Korea (32%) plan on
delaying their next vehicle purchase.

The COVID-19 pandemic has given
rise to more virtual transactions but
certain aspects of the buying process
remain difficult to digitize, reinforc-
ing the consumers’ desire for an in-
person experience.

U.S. preferences remain largely in
favor of in-person sales experiences
(71%). In contrast, consumers in India
look to be the most open to a virtual
transaction in the automotive space
with almost one-third (27%) indicat-
ing a fully virtual buying experience
is preferred.

Authorized dealers will remain a
part of the virtual buying process with
more than half (59%) of U.S. con-
sumers preferring to interact with a
franchised seller. Having the ability to
see the car in-person remains a major
deterrent for fully virtual sales noted
by 75% of U.S. consumers, in addition
to respondents in Japan (80%) and Ger-
many (76%). Similarly, more than half
(59%) of consumers in China listed the
physical test drive of a vehicle as a de-
terrent to a fully virtual transaction,
as did 64% of U.S. respondents.

One virtual transaction that
engenders a high level of interest
globally is “virtual servicing,” where a
vehicle is picked up from a home or of-
fice when it needs service. Consumers
in the U.S. (46%), the Republic of Ko-
rea (70%) and Japan (67%) are largely
in favor of the added convenience,
provided it comes free of charge.

www.quirks.com
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e+ COVID-19 research
Phone, keys, wallet, mask

Brits have hygiene concerns in public spaces

hrowing on a mask before entering a grocery store and getting a squirt of

hand sanitizer on the way out has become second nature to most, with hy-
giene concerns related to COVID-19 effectively changing the way we view spaces
and surfaces that used to seem harmless. For 58% of Britons, it’s no longer com-
fortable to use public devices such as card readers, with 54% feeling the same way
about public toilets. These findings come from a survey of 2,160 adults commis-
sioned by Sagentia, which wanted to understand how people’s attitudes, behaviors
and priorities have changed due to the pandemic.

Eighty percent of Britons are paying more attention to handwashing and
cleanliness. Of these, 70% say it’s because they can't be sure other people share
their hygiene standards. However, most people feel a high level of personal re-
sponsibility. Among those whose behavior has changed, 71% say it’s because they
want to reduce their risk of infecting other people and 65% want to do everything
they can to protect their family. Just over half (54%) say they have made changes
because they want to follow the recommended government guidelines.

The findings also reveal that COVID-19 has made many people more aware of
the role science can play in informing decisions about the products they buy. This
was true for a quarter of the general population (25%), whereas two in five (43%)
said they were fully aware before the pandemic.

Attitudes toward work, shopping and leisure activities were covered by the
research too. It found that 31% of people feel uncomfortable going into a shared
workspace or office, 35% feel uncomfortable eating in a fast-food restaurant or
café and 33% are uncomfortable taking part in a group class at the gym.

Some respondents (11%) indicated that using extra packaging on products
would be reassuring. However, 47% said they worry that there has been an
increase in single-use plastic due to COVID-19 and 40% worry that the topic of
climate change has taken a back seat.

Alongside the consumer research, Sagentia ran an industry study asking busi-
nesses how they would respond to consumer behavioral change. Of those sur-
veyed, 73% expect changes prompted by COVID-19 to influence research and devel-
opment priorities. Almost half anticipate innovation in areas such as chemicals
and materials science, for instance to develop antiviral coatings. Almost a third
(32%) expect advancements in mechanical or physical technologies to improve hy-
giene, with 20% saying this is likely to involve energy or light-based sanitization.

The survey was conducted by YouGov on behalf of Sagentia and surveyed 2,160 British
adults from October 5-6, 2020.
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INNOVATIVE

PRODUCTS & SERVICES

7 N Methodologies, techniques and technology are rapidly changing in the marketing research and

insights industry. New products and services are being released at an ever-faster pace. How
can you keep up on what is new? Quirk’s has you covered. In this section, you will find some of the
newest and most innovative tools and services to keep your research up to speed. From the latest in
software, technology, methodology and services, these are the products and services you will want
, to know about.

Feedback Loop-

Feedback Loop is the agile
research platform for rapid
consumer feedback

ur technology enables research-
O ers and product managers alike to
scale data-driven decision-making.

Research teams use Feedback
Loop to:

+ Accelerate consumer insights
programs with a platform that
makes gathering insights fast,
easy and reliable.

+ Collaborate with product teams on
agile development by implementing
research playbooks and data quality
guardrails in our platform.

 De-risk decisions with data with
directional feedback from target
audiences early and often.

141 Feedback Loop.

List all the pubbc Indoor spaces you would
be mare comfortable to enter if this
concept were mvalable

- restauranl; — :

o f !
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Our intuitive platform makes it simple
to get started. Feedback Loop gives
you the freedom to interact with your
results and absorb the information
needed to perform exploratory analy-
sis or make quick decisions.

1. Create your test in minutes. Select
from pre-vetted and custom tem-
plates, upload a script or request
research guidance on demand.

2. Target your audience. Select an
audience from your team library or
create a new audience based on de-
mographic and behavioral criteria.
We partner with the two largest on-
line sample providers in the world
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so you can reach diverse audiences
and refine them as you learn more
about your target market.

3. Get your data. Quickly share data
for collaboration with internal and
external stakeholders or export
data to include in presentations.

Feedback Loop has completed over
20,000 tests, collecting 110 million re-
sponses from 2.5 million consumers. We
enable you to go from questions to data
in just three days, so you can continu-
ously learn faster and innovate smarter.
Fast. Easy. Reliable. Feedback Loop.

www.feedbackloop.com
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With shoppers abbreviating in-
store visits, standing out on the
shelf is more important than ever

esearch has consistently shown
Rthat a huge proportion of shop-
ping decisions are made in-store. That
means the vast majority of shoppers
are making their decisions based on
what they see when they enter the
store. And, in a pandemic-related de-
velopment, shoppers are dramatically
abbreviating their in-store visits,
making decisions faster than ever
before. Obviously, this environment
puts millions of dollars on the line
for manufacturers and retailers, mak-
ing it critical that package and shelf
designs instantly capture the atten-
tion of shoppers and prompt them to
open their wallets.

In the past, manufacturers sent
representatives into retail outlets to
optimize these all-important shelf
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designs, based on input from in-
store surveys and focus groups. Now
however, pandemic-related limitations
have made that practice all but disap-
pear. Increasingly, consumer insights
professionals and brand marketers are
turning to the virtual reality of a shelf
testing platform to help them ensure
that shoppers are met with appealing
package design, perfect pricing and
ideal shelf placement. Toluna Start
provides an automated solution with
customizable methodology, an indis-
pensable tool not only for manufactur-
ers but also for retailers seeking guid-
ance through the restocking process.

Here's the key point: the shelf
testing tool literally re-creates the
shelf environment, so respondents
— chosen from Toluna's wide-ranging
global community — can make choices
as if they were standing before a real-
life, in-store display. And advanced
analytics mean that actionable data is
delivered in real time, enabling agile
decision-making in the turbo-charged
retail environment.

Importantly, users can custom-tai-
lor the tool to provide exactly the level
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of functionality they need. On one
hand, they can choose a streamlined,
agile approach featuring static images
presented to respondents. Or, on the
other end of the spectrum, they can
create 3-D models that allow respon-
dents to virtually pick up an item and
assess it in detail from all sides, with a
zoom feature to enhance texts and im-
ages. And the advanced heat-mapping
function zeroes in on specific areas of
a product or shelf design, highlighting
respondents’ likes and dislikes. This
provides invaluable data about package
design or shelf configuration - includ-
ing percentages of respondents that
were attracted to a specific feature.
The end-result is a comprehensive
cache of actionable data.

While it’s uncertain exactly how
the in-store and online shopping en-
vironment will evolve, it’s clear the
geography will continue to change.
Manufacturers and retailers need
the speed and flexibility Toluna’s
shelf testing product provides to stay
ahead of the curve.

tolunacorporate.com/product/toluna-start
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£ SurveyMonkey | Market Research Solutions
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Agile concept and creative
testing with SurveyMonkey’s
expert solutions

hese days, markets are chang-

ing faster than ever and you
need a fast, reliable way to validate
your ideas. But full-service agencies
take weeks or months to deliver the
results you need now. That’s why
SurveyMonkey has spent the last
couple years engineering a new suite
of seven expert solutions so you can
test product and marketing concepts
faster than ever — you'll have presen-
tation-ready insights in a matter of
hours.

“Honestly, I'm almost at a loss for
words because I'm just thinking about
how much time this saves and how
many insights we may have overlooked
because we didn't have Al-Powered In-
sights doing it for us,” said a director
of consumer insights at a major U.S.
skincare brand.

Intrigued? Here’s how SurveyMon-
key’s new expert solutions will improve
your concept-testing process:

c{"b SurveyMonkey

1. Leverage our expert methodol-

ogy. Easily customize your study
with our built-in monadic meth-
odology designed to minimize
survey fatigue. Simply choose
from our default set of attri-
butes — or create your own.

2. Gather high-quality data.

Instantly reach your ideal target
audience via our trusted global
panel, SurveyMonkey Audience,
that ensures high response qual-
ity. Whether you need consumer
or B2B respondents, we've got you
covered.

3.Compare with industry bench-

marks. Simply getting a set of
scores won't tell you how your
concept will perform in the
market. See how your concepts
stack up to industry bench-
marks generated from real,
top-performing concepts in your
product/service category.
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4.Eliminate manual data format-
ting: Reduce the time spent on
analysis thanks to instant score-
cards with stat testing, crosstabs,
text analysis and beautiful native
PowerPoint exports. And Survey-
Monkey’s innovative, new AI-Pow-
ered Insights will comb through
hundreds of filtered segments of
your data to find groups that have
responded in a unique way, saving
you hours of digging and serving
up “aha” moments.

It’s easy to get started with the
level of support you need: you can
create and launch a project completely
on your own or work with our team of
research experts to get you going.

So, if you need to test product con-
cepts, packaging designs, ads, messages,
claims, names or logos, you'll want
to check out SurveyMonkey’s expert
solutions. Contact us for a demo or to
explore a proof of concept.

marketresearch@surveymonkey.com
www.surveymonkey.com/market-research/
solutions/
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The Innovation Center - Where
internal expertise meets the
latest technology

n today’s world, we must find creative,
Icollaborative and innovative market
research solutions —working together to
invent the best way to get the insights
needed. It is essential to have a passion
for discovering people’s beliefs, behav-
iors, triggers, cues and motivations to
help identify unexpected human truths
that inform and inspire. And these dis-
coveries fuel business success.

Creative and collaborative solutions
for success

Being flexible in an ever-changing
world means having lots of choices for
implementation. Through InsightsNow,
solutions can be provided via custom ap-
proaches and through assisted research
tools based on proprietary behavioral
frameworks to help you find answers
faster, improving speed to and success in
market. Some of the areas include:

+ Front-end innovation: Using a
discovery process to find white
space for innovation helps you
strategically set the stage for true
and deep differentiation from
competitors.

www.quirks.com

+ Innovation and product develop-
ment: Leveraging research methods
that go beyond the surface of con-
sumer preference into what truly
drives consumer behavior results in
greater in-market success and better
innovation cycle decisions.

+ Brand positioning and messaging:
Examining the interconnections of
all the elements of a brand helps you
understand how to position your
brand for growth and how to com-
municate about your brand, product
or service to target audiences.

Expertise meets the latest technology
InsightsNow recently launched The
Innovation Center — where internal
expertise meets the latest research
technology. This unique hub gives you
instant access to thought leadership,
proprietary behavioral scores and
research methods to help design and
redesign the most impactful consumer
products and messaging. The Insights-
Now Innovation Center portal includes:

. Learning Center: A resource for
understanding the “why” behind
consumer behaviors, where you
can access behavioral reports, case
studies, webinars, white papers
and tracking studies.

iNnsightsN@

E—2

+ Scoring Center: A database of
behavioral consumer scores where
you can track consumer reactions
to ingredients and their perceived
benefits and associations.

+ Testing Center: An easy interface
that streamlines study scoping and
execution where you can design and
launch new conceptual, product or
message testing projects in minutes.

InsightsNow is a full-service, award-
winning behavioral research firm that
partners with companies across a wide
array of industry verticals to accelerate
business decisions. We specialize in sup-
porting companies’ creation of disrup-
tive innovations for achieving a cleaner,
healthier, happier world. By partnering
with InsightsNow, you can delve into
the “why” behind human behavior to
quickly drive greater business success.
We work with clients to design research
to address challenges and accelerate
innovation by focusing on consumer
behaviors and emotional drivers.

www.insightsnow.com
info@insightsnow.com
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Keep pace with ever changing
consumer behavior using the most
powerful human-led insights
platform around the globe.

schedule |
ademo. 0O

Simply field Go global. Get in-the-moment
research. insights.
Send real people to Quickly scale data Understand customer
any location to collection even in motivation in-store, at
capture photos, video remote parts of the the moment of truth.
and more. world.
ﬂ PREMISE. Ask us. Let the world answer.

WwWWw.premise.com q
www.premise.com/getdemo
info@premise.com
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@ Digsite

Digsite: Qual+quant technology
for client-side teams

ooking for better research technol-
Logy? You're not alone. Now more
than ever, insights pros are seeking
technology solutions to manage faster
timelines, limited resources and tight
budgets. Digsite offers a leading one-
stop solution for product, marketing,
shopper and CX/UX teams seeking
more agile qualitative iteration and
quantitative validation.

Digsite Pulse = Quantitative valida-
tion

Digsite Pulse helps teams pick winning
opportunity areas, concepts, ads and
more. The technology includes custom-
izable study templates to conduct over-
night tests with hundreds of consumers
as well as Al-enabled dashboards for
real-time analysis and reporting. With
Digsite, researchers can bring quanti-
tative participants into a qualitative
study to drill even deeper.

Digsite Sprints = Qualitative iteration
Digsite Sprints foster collaborative
development of big ideas by enabling
teams to learn and iterate with a
group of targeted consumers. Teams
can recruit participants in as little as

www.quirks.com

1. For which of thess activithes hive you increased your e of technalogy as
result of the COVID-19 epidienic? Plaase check all that apply
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2. Type of technology you use for this activity

Kopwcety

24 hours and engage them for as long

as they need. Digsite Sprints are one of
the most flexible qualitative technolo-
gies on the market, enabling teams to
engage in group discussions, capture
photos and videos of experiences and
even schedule live video interviews.

Learn, iterate and validate faster

The engine behind Digsite's technology
is its proprietary SocialFind recruit-
ing and national panel of more than a
million households. This high-quality
sample enables participant engagement
that goes beyond traditional survey
questions with unique quant+qual tasks
like image mark-up, fill-in-the-blank
stories and interactive voting. Teams
can see the quality firsthand though
the photo/video artifacts they collect
and share, including an integrated
video library with automated tran-
scripts and clip-reel creation.

Better automated reporting on
demand

Digsite’s SmartDashboard uses the
latest automated reporting technol-
ogy to deliver top-line results with
interactive charts, sentiment analy-
sis, keywords and pinned quotes.
SmartBenchmarking makes it possible
to instantly compare results across

@ Digsite ——

66 Activities

e

Acthvity 1

Waelcome Activity

@ Digsite

concepts and benchmark to prior
studies. SmartComparison lets you
see results from subgroups of consum-
ers side-by-side. Digsite also offers
PowerPoint downloads with editable
charts so you can build customized
presentation-ready reports.

Expert support when you need it

Got a lean research team? Unlike
most technology platforms, Digsite
offers both assisted DIY technology
and consulting services for setup,
recruiting, design, moderation and
reporting. That means Digsite sub-
scribers can easily shift between DIY
or full-service support as priorities or
timelines change.

Finally, qual+quant living together in
harmony

Overall, Digsite helps teams move
quickly from quant to qual (and back
again) in one integrated platform.
That's flexibility!

Digsite | Insights for Innovators.

www.digsite.com
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EXPLORE & PROFILE YOUR TARGET AUDIENCE
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@

=
- g

Glocalities Insights Solution
- Profile your target audience
instantly in 35 countries

or effective marketing, organi-
F zations have a constant need
for real-time access to accurate and
reliable data which goes beyond their
own product category. Brands not
only need to know which products
their consumers use but also what
their consumers try to achieve in life,
what makes them tick and how and
when to engage with them. However,
many organizations do not have
the means or the time to conduct
such large-scale studies, let alone
take cross-cultural differences into
account. To help brands with this
demand, Glocalities developed the
Glocalities Insights Solution, a fast
and cost-effective platform to really
understand consumers and target
audiences all over the world.

Innovation

The World of Glocalities Insights So-
lution is a research-based DIY analyt-
ics tool running in any web browser.
It provides instant access to data
from over 150,000 consumers from

35 countries and contains more than

Demo
graphics
Lifestyle

2,000 consumer profiling variables.
Presented in a visual and intuitive
way, the Glocalities Insights Solution
lets you pick and profile your target
audience from every angle.

Positioning

At the core of this analytical tool lies
the Glocalities database, based on the
unique Glocalities research program
spanning multiple years and contain-
ing information about trends, life-
style and cross-cultural values. The
database contains unique data about
the values and lifestyle of consumers
across the globe and gives an insight
into who they are with respect to:

+ media consumption

+ persuasion tactics and communica-
tion styles

+ lifestyle and trends

+ political preferences

+ values and mentality

+ sustainability preferences

« archetypes, socio-demographic
characteristics

Connected with brand usage, this

provides marketers and insights pro-

fessionals with the input they need

to adapt, fine-tune and perfect their
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strategic positioning.

Communication

Not only does the Glocalities Insights
Solution give you easy access to insights
about the profile of your target audi-
ence but it also shows you where to find
and how to communicate and engage
with your target audience more effec-
tively. The Glocalities Insights Solution
contains data that is updated annually.
Furthermore, the Glocalities Data-
Consultants can help you to analyze the
database in an effective way that saves
you both time and money.

Follow global industry lead-
ers such as Unilever, Heineken and
Greenpeace and niche players like
Big Green Egg and the Dutch Van
Gogh Museum by boosting the effect
of your marketing and working with
Glocalities insights today.

If you would like to learn more
or get a demo, please visit our web-
site: www.glocalities.com/world-of-
glocalities/ or contact Pieter Paul
Verheggen and/or Hans Schoemaker
at 31-20-589-8383.

www.quirks.com
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HOME FIND SPACES

SHARE SPACES HELP

Flexible . Fast . Accurate

Test Kitchen / Focus Rooms / CLT Rooms / Observations Rooms

Contract Type

w Country ~ City

Search

Whether you need space to host 1 or 800 respondents - it's here.

'I
<3

-
HOURLY

Research space when you need it

Test Kitchens

Focus Rooms

CLT Rooms
Observation Rooms
Priverte Offices

s the market research indus-
Atry adopts new technologies to
improve data capture and analysis,
one thing is certain: the prevalence
of cloud computing will continue
to rise as facility owners, field
researchers and service companies
embrace SaaS and marketplace ser-
vice providers that offer real-time
access to on-demand tools to create
additional company-wide value.

With new platforms in streaming
and social media shifting attention
away from traditional data gather-
ing practices, powerful creative tools
have democratized the way consumers
share their opinions. These tools pro-
vide comfort and safety where users
can express their own unique voice
free of judgment. This shift in con-
sumer behavior has given unprec-
edented insight into the personal
lives of respondents. With vast
archives of self-produced content

www.quirks.com

DAILY

Dedicated spoce on simple terms

Test Kitchens

Rooms

Fou

Rooms
Observation Rooms
privote Offices

Browse Daily Space

FACTS °N
> FIGURES

and with the shift in content con-
sumption behavior, new opportunities
are emerging, forcing businesses to
rethink how and where they access
consumer communities for new ideas.

The rise of the sharing economy
and cloud computing are pushing
researchers to select shorter term,
flexible facility space options, and
facility owners are finding ways to
adjust to the ever-changing land-
scape of opportunities and chal-
lenges. These business requirements
force facility owners to rethink how
they deliver their real estate. Tradi-
tional lease agreements can't solve
the flexible requirements of today’s
field insight professionals.

Hub'N Hive, a new space rental
marketplace, is transforming how

CUSTOM SPACES
Research space tailored to your data
collection proctice.

Focus Rooms
CLT Rooms
Observation Rooms

insights community professionals
are finding and booking facilities
to conduct studies. As focus group
facility owners battle rising costs,
facility managers have an oppor-
tunity to evolve their strategies to
scale and manage their properties.
Hub’N Hive has rolled out its facil-
ity management platform designed
specifically for insight experts and
remote field data collection teams to
connect with facility operators and
private businesses that have space
to share. Facility operators can take
advantage of customized listing
tools to communicate directly with
research professionals looking for
space to book. Perfect for facility
operators of all sizes, Hub'N Hive
streamlines back-office activities
including listing, marketing and
booking space online.

www.factsnfiguresinc.com
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Applying
indirect sample
frames

| By Ahmed Fouad

Ahmed Fouad
uses a B2B
example to show
how to employ
indirect sample

frames.

etermining the sampling type is a
vital stage in the research process. It indi-
cates the representation of the population
and influences the analysis techniques to be
employed. For instance, part of multivari-
ate analysis requires probability sampling
to be executed to meet the requirements for
the analysis. Applying probability sampling
in market research is not always applicable
mainly due to the unavailability of the direct
sample frame — a traditional sample frame,
where the entire population is sorted in a
specific database with contact information.
Imagine, for example, an attitude and usage
study targeting users and non-users of a
specific product. It would be quite hard (or
impossible) to find a database of your target
respondents. In such cases, you will not be
able to employ one of the probability sampling
types, limiting analysis techniques and affect-
ing the representation of the population.

In similar incidents (where the tradition-
al sample frame is not available), the indirect
sample frame can be employed instead. Indi-
rect sample frames rely on geographic areas
to segment and draw the sample randomly
from each sub-area or segment using pub-
lished directories.

Usually, countries are divided into sub-
areas (e.g., country > region > governorates >
districts > blocks). The names of sub-areas may
be different from country to country but this
classification usually illustrates the structure
of a country (how it is segmented, the total
number geographic areas and other relevant
information). This kind of directory can be

28  Quirk’s Marketing Research Review // March/April 2021

a replacement of the direct sample frame

because it contains all sub-areas that you are
targeting in your research for geographical
coverage and it frames the sampling units of
your research (target respondents).

But it is a bit different than the direct
sample frame as it does not allow for direct
selection and access on the respondent level.
Instead you reach the respondent gradually
by selecting the sub-areas on different levels
based on the classification and segmenta-
tion of the geographical coverage (e.g., city
and country) until you reach the respondent.
How is the probability sampling drawn? Here
are the three steps.

Determine the geographical coverage.
This stage involves determining the research
coverage — that is, the geographical areas to
be covered in the research scope. It could be
the whole country or specific regions or cities.
This determination is required to drive the
second step to find the requirements to pre-
pare the relevant indirect sample frame.

Prepare the indirect sample frame and
population structure. In this step, we are
looking for a frame that explains the geo-
graphical structure (i.e., how it is segmented,
the number of areas/sub-areas and the name
of each area/sub-area) of the research cover-
age. This type of information and frame could
be available in a published directory from gov-
ernmental bodies (e.g., statistical authorities).
Try to find the most updated and relevant
one and zoom into your research coverage to
understand how many levels the structure
contains and then prepare a list including the

www.quirks.com
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INSIGHT MANAGEMENT ACADEMY

Do you have the ambition

to transform your Insight team?

Customer and Market Insight
has the potential to transform
any organization.

But if we want Insight to
transform our companies,
we first have to transform

our Insight teams.

The IMA is the world’s leading
authority on transforming
corporate Insight teams.

It provides its members with 1
inspiration and guidance ’
through advice, benchmarking, |
publications, training and the S
Insight forums.

This is the year for

] Read the book 7?% 6‘0 VWM

Review capability
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Prioritize development ‘ I | S ‘ g | It
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Table 1: Example of indirect sample frame

Municipality |Municipality |Population |Size |DistrictID [ District Population
ID Name Name
001 ABC DF

30000

77% 0011

10000

0012 DD 5000
0013 DO 15000
Total 3 30000
002 DEF 9000 23% 0021 MN 5000
0021 MI 4000
39000 2 9000
Table 2
Target city (city name
Total population 39,000
B Total number of municipalities 2

I Total number of districts 5

following fields:

+ the names of the upper geographic
areas (upper areas or segments under
the geographical coverage of the
research; for example, municipalities
or regions that include sub-areas)

+ the identification code of the upper
geographic area (a unique number)
such as oor

« size of the first (for example, popula-
tion, number of sub-areas included
in this level)

+ the names of the lower geographic
areas (sub-areas of the upper areas;
for example, districts or cities)

« the identification code of the second
level

« size of the second (for example popu-
lation, number of sub-areas included
in this level)

The number of levels depends
on the geographical coverage of the
research and how it is structured, so
you may have two or more levels. See
Table 1 for an example.

The list in Table 1 will be treated as
the indirect sample frame; it contains
all of the sub-areas that frame the
target respondents of your population.

Based on the indirect sample frame,
you will be able to summarize the popu-
lation structure as shown in Table 2.
Define the sampling technique
and draw the sample. Here you will
prepare the sampling design and
procedures to be executed in the data

collection stage. The area sampling
will be applied (most probably multi-
stage area sampling) where the sample
defined across each geographic area

of the population structure effectively
represents the population.

The indirect sample frame in practice
In the following example, we will walk
through a research project completed
using the indirect sample frame to see
how it can be executed.

The research was about testing a
new concept with a B2B segment. The
client provided the concept to be tested
with the target respondents. Let’s look
at the sampling plan and procedures.

Determine the geographical
coverage. Cost constraints limited the
research to a single city in the country,
so one of the main business cities was
selected to be the geographical cover-
age for the study.

Prepare the indirect sample frame
and population structure. We checked
the published directory for the city to
understand how it is structured and
segmented geographically. It was deter-
mined that the city is divided into two
main geographic units — municipalities

— each of which is further divided into

sub-areas called districts.

Table 3: Part of the sample frame

2
3
4
5
6
7
8
8
9
10
11
12
4
13
1
14
15
16
17
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1 10%

MN 1
20%
MN 2
MN 3 10%
10%
MN 4
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Accordingly, the indirect sample
frame was prepared. Table 3 shows part
of the sample frame.

In summary, the population was
structured as shown here.

Sub-area il Comments
number
Municipalities | 12 Total number of
townships in the
city
Districts 95 Total number
of districts

distributed across
the municipalities
after excluding
non-business
districts (areas
do notinclude
administrative
buildings and

companies)

Define the sampling technique
and draw the sample. The target audi-
ence was the managers working in the
companies in different sectors within
the city. The proposed sample was 100
interviews. Multi-stage area sampling
was employed in three stages.

Stage 1: Primary sampling units
Using cluster sampling, six clusters
were selected from the total municipal-
ities in the city to represent the prima-
ry sampling units (PSU), the selection
done on the basis of the availability of
the number of companies and business
buildings across the municipalities.

Stage 2: Secondary sampling units
In this stage, 10 districts were deter-
mined to be sampled. However, these
10 districts were distributed across the
PSU using the probability proportional
to size sampling. The size was the num-
ber of districts in each municipality.
The district is treated as the secondary
sampling unit (SSU).

Stage 3: Tertiary sampling units
Within the selected SSU, the companies
were selected using the right-hand rule
technique to select the street, building,
floor and company (business build-
ings are commonly available in the
targeted city) to be interviewed. This
technique has been followed to ensure
the randomization of the selection and
remove the interviewer’s bias. Figure 1
illustrates the sampling design.

Sample distribution and selection

www.quirks.com

Figure 1: Tertiary sampling units

LLLLLL

Stage 1
Municipality

Stage 2
Districts

Stage 3
Blocks

Table 4: Sample distribution and selection

No. of

Municipality Municipality P
("

names size

M pality 1
Municipality 2

Municipality 3

Municipality 4

Municipality 5

The proportionate distribution tech-
nique was applied to split the total
sample size on two main elements:
business sector of the company and
sample size by municipality. To apply
the selection procedures, the indirect
sample frame (the selected PSUs) has
been uploaded into the statistical
software and then simple random
selection is applied on the municipal-
ity level to identify which district to
be sampled and finally the sample
size by municipality. Table 4 shows
the sample file.

Wider range of analysis techniques
While employing the indirect sample
frame involves multiple processes to
be developed and executed, the effort

Name of
districts to be
be sampled | sampled

Sample size by
municipality/
district

Sample split by
municipality

District 2 10
10%
District 1
10
District 1 10 40%
District 3 10
District 5 10
District 6 10
10%
District 2
10
District 3 0 co%
District 2 o
10%
District 1
10
10 100 100%

is quite justifiable compared to the
expected benefits. We will be able

to boost the sample representation as
the indirect sample frame lets us draw
the probability sample in absence of
the direct sample frame. Moreover, we
have an increased opportunity to ap-
ply a wider range of advanced analysis
techniques because the probability
sampling satisfies part of the advanced
analysis technique requirements. As
result, we maintain a high level of reli-
ability for the research results and the
recommendations based on them. @

Ahmed Fouad is senior research manager
at electrical and electronics manufacturing
firm El-Araby Group. He can be reached at
m.ahmedfouad@gmail.com.
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| By Stephen Hellebusch

Stephen
Hellebusch
experiments with
rolling the dice to

avoid the goat.

the Monty Hall ‘
problem

ome readers may already be famil-
iar with the Monty Hall problem but a brief
description can't hurt. On the venerable TV
game show Let’s Make A Deal, the host, Monty
Hall, would have three doors. Behind one was
a valuable prize like a new car or a dream
vacation. Behind each of the other two was
a booby prize of some kind like a goat or an

old junker. The contestant (you) was asked to

pick a door. With no knowledge, it is a one-
in-three chance you will pick the car. So, you
pick Door 1 at random.

Then, Monty shows you that there is a
goat behind Door 3 and asks if you want to
switch from Door 1 to Door 2. Logically, it
seems it shouldn't matter. Your odds are now

Table 1: Results of the Monty Hall problem thought experiment picking 1, 2, 3

Caris at door

Trial No. My pick goat

Monty reveals

IfIchange

Change
result

If I stay
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Table 2: Results of the Monty Hall problem thought experiment always picking Door 1

Caris at door Monty reveals IfI change Change
Trial No. My pick goat If I stay result
1 2 1 3 1 2
2 2 1 3 1 2
3 2 1 3 1 2
4 3 1 2 1 3
5 1 1 2or3 1 3or2
6 2 1 3 1 2
7 3 1 2 1 3
8 3 1 2 1 3
9 1 1 2o0r3 1 3or2
10 2 1 3 1 2
11 3 1 2 1 3
12 1 1 2or3 1 3or2
13 2 1 3 1 2
14 3 1 2 1 3
15 2 1 3 1 2
16 2 1 3 1 2
17 3 1 2 1 3
18 2 1 3 1 2
19 1 1 2or3 1 3or2
20 3 1 2 1 3

50/50, so why not just stay with Door
1? Makes no difference.

Statistically that is wrong. Monty
has just given you new information
and it changes the odds. Given that
there is a goat behind Door 3, your
odds increase significantly if you
switch to Door 2. Honestly, I have nev-
er understood completely why this is
s0. So, I decided to conduct a thought
experiment and see for myself.

I took a die and rolled it 20 times.
I thought I would start with 20
and see if any pattern emerged. If
the die came up 1 or 4, the car was
behind Door 1. If it came up 2 or 5,
it was behind Door 2, and 3 or 6 was
Door 3. Then, I did choices. For the
first three trials I picked Door 1, 2, 3.
Then, I just repeated that 1-2-3 pat-
tern. It turned out to be amazingly
unlucky in picking the right door on
my first pick.

After that, I noted the door I
would have if I stayed or if I switched
and whether switching resulted in a
win or a loss (Table 1).

Obviously, I won a lot more when I

www.quirks.com

switched. I found this hard to believe
(and still did not understand), so I
did a variation. I kept the door the
car was behind the same as in the

set above, but I always picked Door 1.

Staying with my pick, I won two more
times (Table 2) than I did in my first
thought experiment!

If my first guess is wrong, the
door Monty opens is severely re-
stricted, which is why changing your
pick works better. For example, if the
car is behind Door 2 and I pick Door
3, Monty must open Door 1. He can't
open Door 2 and show where the car
is and he can't open my pick, Door 3,
show a goat and then ask me if I want
to change. If I stay with Door 3, I lose,
but if I switch, I win.

If T happen to guess right the
first time, I lose by switching. If the
car is behind Door 2 and I pick Door
2, Monty can open either other door
and if I switch, I lose. Since I will
only be right a third of the time, my
best bet is to switch. You win a third
of the time if you stick with your
first choice and two-thirds of the
time if you change.

I understand why a little better
now but it still defies common sense
(in my opinion)! (0]

Stephen Hellebusch is president of
Hellebusch Research and Consulting. He
can be reached at steve@hellrc.com.
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e« e special advertising section

17 TOP ONLINE
SURVEY
RESEARCH
COMPANIES

With the many steps required to successfully conduct a survey and
the rising rates of fraudulent respondents, it’s more important
than ever to have the right tools. Well-tested tools and dedicated
research partners help ensure that your surveys — and the
resulting data - are accurate.

Whether you're looking for DIY survey solutions or a more full-
service approach, the following companies have you covered.
These companies understand how to maintain quality through
every part of the survey process, from building the survey to
finding the right respondents to collecting meaningful data.
With the ability to reach niche audiences and combat fraud, the
following companies can deliver on your research needs.
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automating insight

Askia

Founded 1996 | 50 employees in 6 offices worldwide
Jérome Sopocko, Founder
Patrick George Lassale, Founder

A\

Askia is a leading supplier of technol-
ogy to MR agencies around the world.
Our online survey capabilities are sec-
ond to none and we have a reputation
for being able to handle some of the
trickiest, most complex surveys around.
So, if you require 50 languages, com-
plex sample frames, web service calls,
custom question types, switch-mode to
CATI and back? No problem. There is
no limit to what you can do with Askia!
Contact us at contact@askia.com.

Phone 1-323-871-4811

www.askia.com
blog.askia.com

www.quirks.com


mailto:contact@askia.com
http://www.askia.com
http://www.quirks.com
blog.askia.com

q
globalsurvey’
Global Survey

Founded 2008 | 25 employees
Mayank Bhanushali, Founder and Managing
Director

Global Survey, as
our name sug-
gests, is one of the
global leaders in
using digital data
collection to power
analytics and
insights. We pro-
vide data-driven
decision-making for clients who listen to
and interact with the world’s consum-
ers and business professionals through
Global Survey online panels, as well as
mobile, digital and social media tech-
nologies. We apply the breadth of over
88 online consumer panels and commu-
nities across 7o countries to your market
research studies. And we're dedicated

to continually fine-tuning our panel
network to ensure quality and growth as
your research needs change over time.

www.quirks.com

Global Survey works with many of the
world’s leading market research agen-
cies, media agencies and corporations.

Phone 91-740322-0322
www.globalsurvey.gs

IntelliSurvey

POWERING INTELLIGENT RESEARCH

IntelliSurvey

Founded 2001 | 150 employees
Robert Messer, CEO

For two decades,
IntelliSurvey has
earned a reputa-
tion as the premier
resource for
deploying sophisti-
cated research on
behalf of some of
the most demand-
ing organizations globally. We create and
manage advanced online surveys that
standard software packages and simple
online survey tools simply can’t handle.
Powered by a proprietary platform,
IntelliSurvey specializes in designing
and executing online surveys, audience
sampling, results analysis and other

17 Top Online Survey Research Companies
SPECIAL ADVERTISING SECTION

custom research. In addition, if you
prefer to have your own staff create and
manage surveys and online reports, all of
our software is web-based and available
for licensing using a SaaS model.

Phone 1-949-298-4400
www.intellisurvey.com

ust The Facts, Inc.”

Knowledge Is Your Competitive Edge

Just The Facts Inc.

Founded 1994
Bruce Tincknell, Managing Director

= Just The Facts, Inc.” Call 847,506.0033
6 o Gt By firg] o e o ] -@

Just The Facts Inc. has 30 years of stra-

tegic B2C/B2B online survey expertise.
Our client-centric mind-set drives all
actions, communications and attention
to detail. Our entire process and en-
gagement with clients assures effective
surveys designed especially for online
studies. JTF meticulously manages
projects, attentively listening and un-
derstanding client objectives, question-
naire design, programming, sample
procurement, QC, fielding, post-field QC
and a range of deliverable options. This
sets us apart from typical survey firms.
When other survey suppliers don't
understand critical nuances of your
needs, then their low-price research is
time-consuming and costly. Conducting
quality online research means having a
strategic partner that effectively guides
important assignments, delivering key
insights. Our extensive survey experi-
ence encompasses voice of customer,
satisfaction, decision-making, evaluat-
ing products and services, competitors
and more. Let’s discuss your specific
needs, ensuring your initiatives are
effectively executed. Call for free con-
sultation.

Phone 1-847-506-0033

www.justthefacts.com
www.justthefacts.com/testimonials-x-30
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Logit Group Inc.

Founded 1997 | 250+ employees
Sam Pisani, Managing Partner
Anthony Molinaro, Managing Partner

The Logit Group is an innovative,

technology-driven research execution
company. We offer consumer, B2B,
multicultural and medical-specific
panels that cover North America,
Europe, Asia and South America. With
over 100+ data points profiled, we can
target unique and niche audiences.
We routinely conduct studies in 40+
languages including Spanish, French,
German, Mandarin, Cantonese, Hindi,
Urdu and Punjabi and offer supporting
online services including program-
ming/hosting, translation, coding and
tabulation. At Logit, we have a firm
conceptual grasp of what research is
and where the space is headed and we
always strive to get the job done right,
on time and on budget. Contact us to
learn more about how we can help you
with your next project.

logitgroup.com/online_panel
Phone 1-866-84-LOGIT

W. .
Tech Integration a"m Audience Insights

Mindfield Online
Internet Panels

Founded 1980 | 50 employees
Gary McMillion, CEO
Jay Mace, Senior Vice President

Still the premier
online consumer,
proprietary panel!
Powered by more
than 4o years of
market research
and data collection |
experience. We
were a tenured and
respected research
company long before creating high-
quality tech and panel solutions for the
market research industry. Our IQD real-
time electronic countermeasures deeply
line every project to eliminate quality
issues as they occur and our panel is
100% Experian Data Quality-verified. Let
our experienced team help you with the
hard and easy projects on your board.

Phone 1-800-969-9235
MindfieldTech.com

QvAT

OvationMR

Founded 2017
Jim Whaley, CEO

Fast, Reliable Answers for Insightful
Decisions®. Significantly improve
your online research success with
dependable survey data from B2B and
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consumer audiences. OQur mission:
Expand opportunities for researchers
to do the work you believe in and can
stand behind, for your company, your
community and your cause. OvationMR
services cover sampling, program-
ming and hosting, translations and
design and analysis for brand track-
ing studies, market segmentations,
conjoint analysis, awareness and usage
studies, customer experience, con-

cept testing and political polling. Our
clients include research practitioners,
consultants, governments, NGOs and
global brands. We offer survey audi-
ence sampling and supporting research
services globally. Contact us today at:
info@ovationmr.com.

Phone 1-212-653-8750

www.ovationmr.com

ranelbase.com

Panelbase

Founded 2005 | 41 employees
Paul Wealleans, Managing Director

Empowering
quality decisions
is our brief and
we achieve that
with a personal,
pragmatic, can-
do approach to
global online
data collection

where you can

trust in a responsive, efficient and
high-quality service. We specialize in
all sectors with extensive profiling with
our online membership and fieldwork
know-how to deliver on those tough-to-
reach audiences as well as large-scale
consumer requirements. Qur services
are full-cycle from consultation, data
collection, data delivery and analysis.
With 15 years of experience, we aim to
be the preferred partner that leads to
high-quality decision-making, a one-stop
shop for all your online fieldwork needs
every time, everywhere.
paul.wealleans@panelbase.com;

rfq@panelbase.com
Phone 44-(0)7934-874019

www.panelbase.com
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QUEST
MINDSHARE

Quest Mindshare

Founded 2003 | 103 employees
Greg Matheson, Managing Partner
Joe Farrell, Managing Partner

Launched in 2003 to meet the needs

of technology companies, Quest began
survey operations to 45,000 persons
employed in technical fields. With fast-
growing panels and a focus on utilizing
the greatest survey security technology,
Quest Mindshare is now well known to
provide the most extensive and flexible
groups of online panel assets for every
B2B and consumer need. Quest’s largest
panels reside in North America and
Europe but our project management
team can superbly tackle your projects
anywhere in the world. Let Quest know
what your hard-to-find audience is
(from ITDMs, financial DMs and web
developers to moms with babies, music
ratings and everything in between)
and the team of market research
experts and professionals will either
offer support through the diverse panel
assets or recommend ways to achieve
your target.

sales@questmindshare.com

Phone 1-416-860-0404
www.questmindshare.com

™

ReRez

Founded 2002 | 10 employees
Kelli Antoniuk, Vice President of Business Dev.

We simplify the
difficult. We
are online pan-
el specialists
and methodol-
ogy consultants
specializing

in quantita-
tive studies.
Using our
patent-pending
StartZONE technology, we can ag-
gregate two to 100 partners, tracking,
deduping and reporting. We can reach
the most difficult audiences, from pig
farmers in Brazil to financial analysts
with AUM levels of S100 million+.

Use us for the easy projects as well!
With more than 5o million panelists
worldwide and custom-built databases,
segments include low IR, decision
makers, financial analysts and inves-
tors, IT, C-level, physicians, patients
(hemophilia, cystic fibrosis, diabetes)
and Hispanics — with over 400 segmen-
tation variables. We offer fast turn-
around, flexible pricing and account-
ability to do what we say we are going
to do. Send us a bid and experience our
unique solutions and out-of-the-box
thinking. If we can’t do it, it cannot be
done!

Phone 1-972-795-8525

www.rerez.com

17 Top Online Survey Research Companies

SPECIAL ADVERTISING SECTION

Savanta

Savanta

Founded 2019 | 308 employees
Vin DeRobertis, CEO, Americas
Sadia Corey, VP, Client Development

Savanta is a fast-growing data, market
research and advisory company. We
inform and inspire our clients through
powerful data, empowering technology
and high-impact consulting, all de-
signed to help our clients make better
decisions and achieve faster progress.
We have a range of bespoke research so-
lutions enabling us to deliver insights
across brand tracking, campaign evalu-
ation and concept and creative testing
in addition to our Essential range
(savanta.com/essentials/) designed to
provide cost-effective, fast turnaround
research solutions to key business
issues. To coincide with an increase

in digital marketing spend, we've

also launched our range of Digital Ad
Performance (DAP) products (savanta.
com/digitalad) designed to identify
how your creative will be viewed across
platforms, its overall impact on your
brand and where to focus your digital
media spend. Find out more: www.sa-
vanta.com | Better.decisions@savanta.

com | LI: Savanta | Twitter: @savanta-
group.

Phone 1-917-768-2710

www.savanta.com
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Sawtooth
Software

Sawtooth Software

Founded 1983 | 50 employees
Bryan Orme, CEO

Sawtooth
Software is the
leading expert
in conjoint
analysis and
MaxDiff meth-
odologies. With
more than 30
years of experi-

ence, top brands
and consultants
have trusted its platform to help them
identify market fit, optimize product
features and dial in on ideal product
price points. Sawtooth Software has
integrated choice analytics within

a flexible general survey platform,
including offline CAPI capabilities, so
you can create and deploy experiences
that mimic real-world buying situa-
tions. The expert team at Sawtooth
Software provides world-class support
that clients rave about, in addition to
consulting and panel services.

Phone 1-801-477-4700
sawtoothsoftware.com

<
SCHLESINGER

GROUP
Schlesinger Group

Founded 1966 | 1,200 employees
Matt Campion, CRO

-

Schlesinger Group is the world’s most

comprehensive data collection and
research services provider, delivering a
broad range of online survey solutions.
We own and operate consumer, busi-
ness-to-business and health care panels
comprising millions of stringently
vetted and deeply profiled participants
globally. Using our vast panels and a
range of technology-driven research so-
lutions, you gain high-quality insights
from nationwide or hard-to-reach audi-
ences, fast. Our local expert teams take
a consultative approach to helping you
meet your research objectives, timeline
and budget. Working in partnership
with you, Schlesinger Group goes fur-
ther than high-precision data collection
to enable better insights. Contact Matt.
Campion@SchlesingerGroup.com.

Phone 1-732-590-3110

SchlesingerGroup.com

h SurveyMonkey
SurveyMonkey

Founded 1999 | 1,300+ employees
Zander Lurie, CEO

d"b SurveyMonkey' | Market Research Solutions

Agile market
research platform

You may know SurveyMonkey as

a global leader in survey software,
trusted by 98% of the Fortune 500, but
you may not know about our all-in-one
market research platform that pro-
vides everything you need to conduct
quality research fast and on-budget.
SurveyMonkey's agile market research
platform is built on a foundation of
robust statistical analysis, AI-Powered
Insights, 100+ integrations and powered
by our trusted global panel with access
to over 8o million people worldwide.
And recently, we introduced automated
software solutions spanning consumer
behavior, concept and creative testing,
and brand and industry tracking. We
also offer lightweight research services
that fill any gaps in your expertise or
bandwidth. Let us help you make the
transition to agile, in-house market
research today.

marketresearch@surveymonkey.com
www.surveymonkey.com/market-research
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scientifically balanced samples worldwide

Symmetric, A Decision
Analyst Company

Founded 2016 | 150+ employees
Jason Thomas, President of Symmetric

Symmetric operates American

Consumer Opinion®, a worldwide panel
of over 7 million consumers. We also op-
erate five B2B worldwide online panels:
Physicians Advisory Council®, Medical
Advisory Board®, Executive Advisory
Board®, Contractor Advisory Board®
and Technology Advisory Board®.
Symmetric provides sample for both
qualitative (focus groups, depth inter-
views and ethnographies) and quantita-
tive projects. And we place a high value
on representative samples, scientific
sampling methods and advanced fraud-
detection systems. Our online panels
are carefully balanced, continually
refreshed and systematically cleaned.
Nonresponders, speedsters and cheat-
ers are continually purged. Additional
services include programming, hosting,
online communities, tabulation, coding
and THUT mailing.

Phone 1-817-649-5243
www.symmetricsampling.com/panels

www.quirks.com

toluna*

Toluna

Founded 2000 | 1,400 employees
Frédéric-Charles Petit, CEO

Toluna delivers
real-time con-
sumer insights
at the speed of
the on-demand
economy. By

combining é, i
global scale and < —~ ..q._.._._.-l’-

local expertise
with innova-
tive technology and award-winning
research design, we help clients explore
tomorrow, now. Toluna is the parent
company of Harris Interactive Europe
and KuRunData. Together, we strive

to push the field of market research
toward a better tomorrow. Toluna Start:
a single source for all of your consumer
insights. Toluna Start is an end-to-

end SaaS-based consumer intelligence
platform. With a single login, users can
conduct quantitative and qualitative
research — either through self-service
solutions or through custom research
programs built with the help of re-
search and service experts.

Phone 1-203-834-8585
www.tolunacorporate.com

Worldwide Market
Research Inc.

Founded 2013
Kim Bergman, President

At Worldwide
Market
Research, we're
picky. We care-
fully curate
qualified, rel-
evant panel par-
ticipants, which

leads to power-
ful insights that
result in action. A completed survey
doesn’t always mean a quality survey

— it has to have the right respondents.
With our extensive network and years
of expertise, we diligently, mind-

fully and fearlessly mine our panel
providers to get the accurate partici-
pants — global, affluent and executive
audiences in varying industries like
banking, finance, real estate, tech and
health care, to name a few. We're ready
to deliver an insightful, accurate study
for you. We'd love to hear from you.
info@worldwidemr.com

Phone 1-214-334-7151

www.worldwidemr.com
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eee h2b research

Play to your

strengths

The 4 brand superpowers that enable the ultimate

B2B customer experience

| By Simon Calvert

How to get to what really matters when
trying to create compelling customer

experiences for B2B buyers.
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Everyone knows that great B2B customer experiences are more important
than ever. Research by Forrester, McKinsey, the Temkin Group and Rosetta
— to name but a few — underscores the significant commercial benefits for
businesses that have great B2B customer experiences.

But how many B2B brands go beyond knowing this and get to what
really matters: identifying exactly what it takes to build great customer
experiences for today’s B2B buyers?

To uncover the key ingredients that matter when creating compel-
ling customer experiences for today's B2B buyers, Merkle recently talk-
ed to 3,094 buyers of B2B products and services and got them to retrace
their steps on their journeys for 5,622 recent B2B purchase experiences.
They identified what mattered to them — and when it mattered. They
scored the brands that featured on their journeys and how well they
did against what mattered.

As a result, we were able to develop a deep understanding of what it
takes to create compelling customer experiences for the B2B sector as a
whole and specifically for four B2B verticals (financial services, manufac-
turing, professional services and technology). We also identified the B2B
brands that do it well — and those that dont do it so well.

As a part of this analysis, we identified the 30 specific ingredients of
superpowered customer experiences, along with the four superpowers that
those create for B2B brands and the relative importance of them at differ-
ent stages of a buyer’s journey. Taken together, these insights:

« provide actionable intelligence and insight about what adds value to a
B2B buyer's experience;

+ identify the ingredients that have a significant influence on a B2B
buyer’s journey to purchase;

+ provide an understanding of how customer experiences currently work
in key categories;
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+ identify how specific brands perform against category benchmarks and

against each other;
+ enable marketers to focus resources on how to optimize against the cat-

egory and step-change the category.

A few of the high-level key findings of this research — ones that B2B
marketers must keep top of mind in crafting customer experiences — in-
clude the following:

The decision-making experience is long and slow for buyers. From
initial research to final decision (via shortlisting and tendering), the pro-
cess can take, on average, anywhere between 138 days to 417 days.

The experience is difficult for buyers. Depending on size of company
and size of purchase, between 33 percent and 62 percent of buying experi-
ences are at best mediocre and at worst disappointing.

Buyers are pretty ruthless along the way. They reject 62 percent of
suppliers initially considered before the supplier is approached and invited
to tender/quote.

Beyond these high-level insights, we uncovered what it takes to succeed
in this challenging market. Below are our key findings. You can read the
full report at https://cutt.ly/3j7jMGz (registration required).

Difference between success and failure

Superpowered customer experiences are the difference between success
and failure for B2B brands. According to our analysis, the B2B brands that
buyers consistently chose outperformed their competitors in four super-
powered areas: reliability, understanding, enrichment and preeminence.
These four superpowers are made up of the specific ingredients of a cus-
tomer experience that demonstrate that a B2B brand can add significant
value to the business that the buyer works for or to the buyer themselves.

www.quirks.com

- Reliability. This superpower demonstrates that
a B2B brand can add value to the buyers’ busi-
nesses. As part of a B2B customer experience it
shows potential buyers that it can be trusted
to deliver for their business. A reliability ex-
perience is characterized by ingredients such
as the ability to deliver on time, take steps to
mitigate risks and comply with regulations.

- Understanding. This superpower also demon-
strates that a B2B brand can add value to the
buyers’ businesses. It shows potential buyers
that this is a brand that gets what their busi-
ness needs. An understanding experience
is characterized by ingredients such as the
ability to offer enough variety and choice, be
approachable and transparent and be quick to
respond to changing needs.

- Enrichment. This superpower demonstrates that
a B2B brand can add value to the buyer them-
selves. As part of a B2B customer experience,
it shows potential buyers that it can make
their work life a little better. An enrichment
experience is characterized by ingredients
such as the ability to be easy to sell on, teach
new skills and make a buyer’s workday a little
more fun/interesting.

- Preeminence. This superpower also demon-
strates that a B2B brand can add value to the
buyer themselves. It shows potential buyers
that this is a brand that you would be proud
to work with. An experience of preeminence
is characterized by ingredients such as the
ability to be an active thought leader in
a category, a source of inspiration in the
wider business world and have a progressive
approach to stakeholders.

Two of these superpowers — reliability
and preeminence — most positively improve
a brand’s chances of success at every stage of
a buyer’s journey. Whether a buyer is on a
138-day journey or a 417-day one, reliability
and preeminence are critical to success. For
example, an experience that contains ingre-
dients such as the ability to meet a company’s
minimum quality needs, comply with regula-
tions, take steps to mitigate risks, be an active
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thought leader and fulfill obligations
to society are significantly influential

at every stage of the purchase journey.

The two other superpowers — un-
derstanding and enrichment — play
significant roles in the closing stages of
a buyer’s journey. This is particularly
true at the stage of being approached to
tender/quote and the final choice stage
of a buyer’s journey. Here, experiences
that contain the following ingredi-
ents play significant roles for winning
brands: the ability to provide support
and information; to be approachable;
to be transparent; to help make buyers
more employable; and to make buyers’
work lives more enjoyable.

Could do better

Some B2B brands have superpowered
customer experiences. Many could

do better. We explored and evaluated
5,622 recent B2B purchase experiences
across four industry verticals: technol-
ogy, professional services, manufactur-
ing and financial services. We asked
our 3,094 buyers to rate the brands
they experienced based on those that
did well (had superpowered customer
experiences), those that could do bet-
ter and those that struggled.

Here a breakdown of what we
found drives success in our four in-
dustry verticals:

Technology. Success in the tech-
nology category is currently driven
by the reliability and understanding
superpowers. Microsoft, IBM, Dell, Ve-
rizon, AT&T and Huawei are examples
of brands that our B2B buyers deemed
to have superpowered customer ex-
periences. (Google, HP and BT come
close.) Enrichment plays a strong role
when buyers are looking to make the
final decision following the tender/
quote stage and when buyers are look-
ing to repeat purchase with a brand.
In both situations, they are looking
for brand experiences that make
people feel safe contracting a brand,
make their work life more enjoyable
and teach them new skills.

Financial services. Like the tech-

nology category, success in financial
services is currently driven by the
reliability and understanding super-
powers. Our B2B buyers deemed PayPal,
Bank of China, American Express,
Capital One and Commonwealth Bank
to have superpowered customer experi-
ences. (Bank of America, Barclays and
Starling come close.) Enrichment plays
a strong role when buyers are looking
to make the final decision following
the tender/quote stage — specifically,
making people feel safe and being easy
to sell on. Preeminence plays a strong
role when buyers are looking to repeat
purchase. Specifically, they are looking
for thought leaders in the category and
a progressive approach to stakeholders.
Manufacturing. Success in the
manufacturing category is currently
driven by all four of the superpow-
ers. Our B2B buyers deemed 3M and
DeWalt to have superpowered customer
experiences. (Caterpillar comes close.)
Again, reliability and understanding
are important but enrichment and
preeminence play significant roles
earlier on in the decision-making pro-
cess. Here buyers are looking for brand
experiences that make people feel safe,
are easy to sell on, are thought leaders
in their category and have a clear vi-
sion of their obligations to society.
Professional services. Like the
manufacturing category, success in
the professional services category is
currently driven by all four of the
superpowers. However, despite all of
the usual global suspects being explored
and evaluated, our B2B buyers did not
deem any of them to have a superpow-
ered customer experience. (KPMG comes
close.) The category performed best
for reliability but did not do so well
for understanding, enrichment and
preeminence. Specifically, there was an
absence of brand experiences in the pro-
fessional services category that were ap-
proachable and transparent, made work
enjoyable, were thought leaders in their
category, had a clear vision of their ob-
ligations to society and were leaders in
innovative products and services.
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Notably, clear differences exist in
what different-sized businesses value
in B2B companies. In comparison to
enterprises, SME buyers are more
likely to value B2B customer experi-
ences that have a smoothly integrated
offering, aren’t too complicated, can
be customized and keep them up-to-
date and employable. In short, they
are more likely to value experiences
that deliver more of the understand-
ing and enrichment superpowers. On
the other hand, enterprise buyers are
more likely to value B2B customer
experiences that can adapt to change,
demonstrate leadership in innova-
tive products and services and have a
progressive approach to stakeholders.
In short, they are more likely to value
experiences that deliver more of the
preeminence superpower.

In addition, clear differences also
exist between the different generations
of B2B buyers and what they value.
Reliability, understanding, enrichment
and preeminence are important to all
but they play out differently across
the generations. In comparison to the
Boomer generation, Millennials are
more likely to value B2B customer expe-
riences that increase revenue, provide
support and information, make work
more enjoyable and have a clear vision
of their obligations to society. On the
other hand, Boomers are more likely
to value B2B customer experiences that
help grow their personal network and
are a source of inspiration in the wider
business world. In comparison to the
other two, Generation X are more likely
to value B2B customer experiences that
teach them new skills and demonstrate
thought leadership in category.
Regardless of industry, company size
or buyer generation, one thing is clear
for B2B companies: Creating compelling
customer experiences is now more chal-
lenging than ever for B2B marketers.

Our research underscores the fact
that there are no silver bullets — and
that every B2B brand is a collection
of impressions built up over time and
several moments of truth. The chal-
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lenge is that B2B brands either deliver
in these moments and live on or they
fall by the wayside. Creating good
customer experiences is now more
challenging than ever because:

* Marketers must deliver against
expectations inflation. B2B customers
are demanding more value from the
brands with which they do business.

+ Marketers must tame complexity —
the never-ending explosion of touch-
points, platforms, data and technolo-
gies to work with.

 Marketers must succeed with finite
resources — so many more things to
do with less budget to do each one.

Creating the experiences that
matter

Today’s B2B brands must focus on
creating the experiences that matter

with the people who matter the most.
Doing this successfully starts with an
understanding of the ingredients of su-
perpowered customer experiences, the
superpowers that create them for B2B
brands and their relative importance at
different stages of a buyer’s journey.

The four superpowers identified
above demonstrate that B2B businesses
need to go well beyond just trying to
add value to businesses through the
reliability and understanding super-
powers. B2B marketers should also
use the enrichment and preeminence
superpowers for the buyers who work
for those businesses.

There are huge opportunities for
B2B brands to leverage these superpow-
ers to differentiate themselves. In fact,
most B2B brands are either underper-
forming or not performing at all when
it comes to reliability, understanding,

enrichment and preeminence. To get
started, we recommend the following:

Discovery: Review how your brand
and competitors perform against the
four superpowers.

Analysis: Identify the gaps be-
tween your brand and success in the
category.

Evidence: Conduct a survey to estab-
lish the full, unvarnished picture.

Optimize: Close the gaps. Deliver
improvements on what buyers current-
ly deem to be important in the category.

Step-change: Revisit the “empty
spaces” — the remaining value-add
ingredients that buyers currently don't
deem important but could be made
meaningful to them and differentiating
for your B2B brand. (0]

Simon Calvert is chief strategy officer at B2B
International, a Merkle Company. He can be
reached at simon.calvert@gyro.com.

Download the free
Quirk’s mobile app

www.quirks.com
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More help
needed

Global survey finds B2B firms optimistic but

lacking marketing and PR support

| By Simon Woolley

Against the backdrops of COVID-19 and
Brexit, companies are questioning the

ROI and cost of PR agencies.
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The COVID-19 pandemic has been a period of immense disruption for

organizations across the globe and across almost every industry. And

as we enter the new year, organizations face another challenge as the
U.K., the world’s fifth largest economy, leaves the EU.

The outlook forecast by industry experts?, put simply, is quite bleak.
Those organizations emerging from the pandemic disruption seemingly
unaffected are predicted to be heavily impacted by the effects of Brexit.

As a result, IBA International conducted primary research? using
Cint, a market research technology company, to discern if the pessimis-
tic industry predictions reflected the reality that B2B organizations
were facing. We surveyed 450 verified executive B2B marketing manag-
ers from the U.K., U.S., Australia and New Zealand (ANZ) to investigate
the impact COVID-19 has had on their organizations and how they plan
to tackle the upcoming year in the wake of lockdown and in the advent
of the post-Brexit era.

The results suggest a far more positive outlook for the future.

Take advantage of new opportunities

Despite causing business disruption, B2B organizations have been us-
ing the COVID-induced downtime to assess their pipelines and to take
advantage of new opportunities. When asked how they have prepared
their pipeline and lead-generation plans for economic recovery, only
15% of respondents said that they had made no changes. The vast
majority (86%) of organizations said they had used the time to bring to
market new solutions or to alter their product roadmap.

Organizations also indicated that expansion into new industries and
geographies was a part of their recovery plan; 28% and 26% of respon-
dents said they planned to move into new industry sectors and geogra-
phies in the future, respectively.
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Figure 1
How have you adjusted your pipeline and lead generation focus to prepare for economic
recovery?
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When asked about plans for international expansion related to
Brexit, the results show an optimistic outlook from organizations
across all geographies. For countries outside the U.K. looking to take
advantage of post-Brexit trade deals, organizations in Australia and
New Zealand were more open to trading with the U.K. than their U.S.
counterparts.

When asked what conditions would encourage them to do business
with U.K. organizations post-Brexit, 27% of U.S. businesses said they
were not looking to trade with the U.K. compared to only 20% of orga-
nizations in Australia and New Zealand. However, a higher percentage
of U.S. organizations (17%) claimed that they already export to the U.K.
than organizations in Australia and New Zealand (10%).

U.K. organizations were also keen to explore international trading
opportunities post-Brexit, with only 17% saying that they were not open
to trading outside the U.K. and just under a quarter (23%) reporting
they were only looking to trade within the EU.

www.quirks.com

When asked to expand on their motiva-
tions behind international expansion in the
wake of Brexit trade negotiations, favor-
able trade agreements were the biggest pull
towards international trade. In fact, 38% of
ANZ organizations and 32% of U.S. organiza-
tions said that favorable trade agreements
between the U.K. and their country would be
a top reason to trade with the U.K. Similarly,
low tariffs on goods and services within the
U.K. would encourage 29% and 23% of organi-
zations in Australia and New Zealand and the
U.S., respectively, to export to the U.K.

For U.K. organizations, trade relations
with the EU post-Brexit were flagged as a de-
termining factor for exporting further afield.
When asked what conditions would encourage
them to explore new geographical locations
for business ventures, over half (59%) and
over a quarter (26%) of U.K. organizations said
that favorable trade agreements with coun-
tries outside the EU and high tariffs on selling
goods and services within the EU, respective-
ly, would be key considerations when contem-
plating expansion outside of Europe.

Stands in the way of growth

But despite the majority of respondents (54%)
demonstrating a desire to explore expansions
in new geographies or industries, a lack of
international PR and marketing experience
stands in the way of growth plans.

For 40% of respondents, insufficient
marketing budget was the obvious roadblock
for international campaigns. But a more com-
mon challenge was a lack of media knowledge
and experience. A combined 55% of market-
ing managers reported a lack of local media
knowledge in the geographies they intended
to penetrate and little brand or product
knowledge for their new intended geogra-
phies. PR and marketing agencies will then be
crucial to successfully support these expan-
sions.

When asked how much they spend per
month on PR and marketing agency support,
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Figure 2
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over a quarter (26%) of B2B orga-
nizations in the U.S. and Australia
and New Zealand revealed that they
spend between $5,000 and $15,000
per month on PR agency fees per
month and 36% of B2B organizations
in the U.K. spend between £5,000 and
£15,000 per month on agency fees.
One notable difference indicates that
U.S. and ANZ businesses were more
likely than their U.K. counterparts to
spend more on PR agency fees. Five
percent of U.S. and ANZ organizations
spend over $40,000 per month on PR
agency fees compared just to 2% of

ﬂlwiﬂ"'lrwd

U.K. organizations.

But COVID-19 has exacerbated
existing pressure for budget cuts, so
a focus on value for money is driving
current PR and marketing campaigns,
especially within B2B organizations.
Following the pandemic outbreak, the
research found that a staggering 45%
of B2B organizations from U.S., ANZ
and the U.K. have cut public relations
spending in response to the pan-
demic. The pandemic had the biggest
effect on the budgets of U.K. market-
ing managers as over half (54%) of
surveyed managers admitted to either
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having cut or eliminated their PR
spend as a result of the COVID-19 pan-
demic, compared to 51% in the U.S.
and 50% in ANZ.

Value is a priority

With budget cuts a reality for over
half of marketing managers across all
regions, value for money is a priority
but only 11% of B2B marketing manag-
ers across U.K., U.S. and ANZ claim
that they do not encounter any prob-
lems when measuring the effective-
ness of their PR agency. Nearly half
(40%) of marketing managers admit
they find it difficult to measure the
contribution of their PR and market-
ing agency to the overall business.

When probed further about the
reasons for their dissatisfaction, a
lack of value for money and clear
measurable results from their incum-
bent agency were among the main
reasons for criticism from marketing
managers. The research found that
41% of marketing managers feel that
their public relations agency put too
much focus on high levels of media
engagement over content placement
metrics. In addition, 34% feel their
public relations agency is ineffectual
as they place their content in the
same small selection of media.

As well as not being able to dem-
onstrate clear, measurable results,
38% of marketing managers reported
that a lack of affordable agencies that
could work in a number of countries
has impacted their success in interna-
tionally expanding PR and marketing
campaigns.

Not a good fit

Over half of B2B marketing managers
believe public relations agency fees
are too high, with 30% suggesting
that the cost outstrips the return and
a further 21% highlighting that they
feel pushed by senior management to
go with well-known agencies that are
too expensive and not a good fit for
their business.

The high costs associated with PR
and marketing agencies do not, as
the research found, align with the
results that marketing managers are
seeing and budget pressures. Just
27% of U.K., U.S. and ANZ market-
ing managers said they were very
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Figure 5
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satisfied with the value they receive
from their public relations agencies.
U.K. and ANZ marketing managers
were less satisfied with the value they
receive from their PR and marketing
agencies than their U.S. counterparts,
with just under a quarter of U.K. and
ANZ marketing managers (20% and
24%, respectively) saying they were
very satisfied with the value their PR
agency was delivering in comparison
to 30% of U.S. marketing managers.

Up to 50% of budget wasted

The lack of satisfaction that market-
ing managers get from their PR and
marketing agencies corresponds to
the amount of their monthly budget
that they think is wasted. Only 10%
of organizations felt that none of
their budget was wasted, with the
majority (85%) of organizations stat-
ing they believed up to 50% of their
budget was wasted. Organizations in
Australia and New Zealand were most
likely to report they felt their budget
was wasted, with a huge 75% claiming
they felt at least 10% of their budget
was wasted. The report found that 9%
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of marketing managers in Australia
and New Zealand felt that more than
half of their budget was wasted.

When asked where their budgets
were wasted, a third of market-
ing managers felt that agency staff
spent more time on status calls than
achieving actual results. Additionally,
28% accounted a disconnect between
regional agency offices as a reason for
wasted budget.

Criticism was also directed to-
wards the agency staffing structures.
Almost a quarter (23%) of marketing
managers reported budget wastes
when junior staff are put on accounts
that lack senior leadership and a
further 19% felt high staff churn con-
tributed budget waste. Twenty per-
cent claimed false project starts were
a factor in budget waste and almost
a quarter (24%) said budget waste
stemmed from being undervalued by
agencies that did not value their busi-
ness as a smaller client.

New approach needed
With wasted budgets, low satisfaction
with current agency support — and

more importantly, with marketing
managers receiving limited value - a
new approach is needed to ensure
ambitious marketing plans can be
achieved during economic recovery.

While marketing managers were
asked to share their criticisms, they
were also asked where they would
like to see improvements in their PR
agency support to ensure that they
can effectively expand their PR and
marketing campaigns to seize the
expansion opportunities presented
during economic recovery. Nearly a
third (31%) of marketing managers
across all regions said they would like
a lean, waste-free approach to gener-
ating new and repurposing existing
content in the media and a further
30% claimed that objective and quan-
tifiable coverage metrics for flat-fee
monthly invoicing would make them
confident in their ability to achieve
results with their PR agency. Over a
quarter (28%) of marketing manag-
ers said they would like a small and
dedicated team to support them and
a further 27% opted for a process that
reliably generates placements in tar-
geted business media.

Adapt to their needs

The future is shrouded in uncertainty
as an end-date for lockdowns around
the world remains unknown. But this
primary research demonstrates that
B2B organizations have adapted to the
new norm and now look to the future
with optimism, whether lockdowns
are lifted or not. The desire to expand
business into new industries and ge-
ographies to capitalize on COVID- and
Brexit-induced market changes is evi-
dent but the lack of value provided by
traditional agencies means a new PR
model needs to be adopted to support
expansion plans. B2B marketing man-
agers are seeking more results-driven
and affordable options and PR agencies
should adapt to their needs.@®

Simon Woolley is senior market analyst at
B2B PR agency IBA International. He can be
reached at all@iba-international.com.
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Plotting the
powertul

pathways

The value of mapping brand memories

| By Charles Young, Eldaa Daly and Russ Turpin

Using an Oreo cookie example, the
authors outline an approach to
visualizing how ads bolster consumers’

emotional connections to brands.
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At the dawn of the internet age, when IBM was spending $500 million a
year on global advertising to prepare the way for e-commerce, it fired its
40 advertising agencies and consolidated all of its creative work in one
agency, Ogilvy. The reason? So IBM would speak with “one voice” around
the world. The result was the famous “Blue Letterbox” campaign.

It was a dramatic commitment to the idea of integrated market com-
munications.

What IBM recognized, and many good marketers know, is that when
ads work in concert they can leverage existing brand awareness and per-
ceptions and yield increased value. This is why marketers invest in creat-
ing a common look and feel across advertising and communication, with
standardized fonts, color palettes, logos, trade characters, celebrity spokes-
persons and other recurring executional elements. The resulting synergies
have the potential for long-lasting returns for the advertising investment.

However, in today’s era of multichannel advertising and microtar-
geting, it can be more challenging than ever for a brand to effectively
communicate a unified, integrated strategy. With a confusing array of
media options available, marketers need a more complete approach to
understanding the effectiveness of multifaceted advertising. And yet most
creative pre-testing is done at the level of individual ads. The question for
ad researchers, therefore, is how do we understand and measure, particu-
larly in advance, how multiple ads work together to build a brand?

The answer lies in looking where it all comes together, inside the head
of the consumer.

Somehow link back

Brand fit is a branding measure frequently used in pre-testing and track-
ing. It's a simple rating that has been highly validated to in-market sales
results. But what do we mean by the concept of fit? Fit implies that the
ideas, images and emotions created by new advertising somehow link
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back to an existing network of brand associations. These associations are

the connected memories that form the idea of a brand in the mind of the
consumer. The term fit further suggests that there is shape and structure
to this memory network; new memories created by new advertising fit like
puzzle pieces into the existing pattern of brand associations, images and

Figure 1: Memory triangle
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feelings.

The existing network of brand memories
anchors the brand positioning. However, to keep
a brand relevant to ever-changing culture it
needs to be continuously nourished with fresh,
emotion-charged imagery from new creative.
In essence, new ads should add growth rings to
the brand tree rooted and growing in memory.
That is the creative tension that exists between
a brand’s positioning and a brand’s image, be-
tween messaging and emotional experience.

From the standpoint of creative content,
each new execution can nourish the brand tree
in two ways. Like the concepts of frequency and
reach in media planning, an ad can either add
depth or it can widen the breadth of a brand’s
appeal. An ad can increase a brand’s depth by
reinforcing or strengthening current percep-
tions and emotions among existing customers,
thereby reinforcing or strengthening their loy-
alty; whereas expanding breadth means appeal-
ing to new consumer segments with different
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Layers of memory

Because brands actually exist in con-
sumers’ memories, it’s helpful to have a
general understanding of the differ-
ent layers of memory operating in the
consumer’s mind (see Figure 1).

At the top is working memory.
Working memory determines how your
conscious mind continuously perceives
and understands the world. Brands that
are easily retrieved or are available to
working memory in a product category
are the ones most likely to be in that
consumer’s purchase consideration set.
Brands that come to mind first or spon-
taneously are default purchase choices

different
fire: her
brands

Arg
cookies my
whole
Tamily
enjovs

from other
brands

+b

Are b good

troat

— they are on the consumer’s mental
shortlist.

Classical measures of working
memory from tracking studies, such
as top-of-mind awareness (for category
leaders) and unaided awareness (for es-
tablished brands), have been validated
over and over again as highly corre-
lated with short-term sales results and
are good month-by-month measures of
how well a brand’s advertising is doing
this job.

The next level down is the semantic
memory system where verbal concepts
and thought categories are stored. A
brand’s positioning, which is the mem-
ory of how a brand is conceptually dif-
ferent from or similar to competitors,
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resides in semantic memory. Semantic
memory is the realm of strategic ideas,
of features and benefits, unique selling
propositions and rational value calcula-
tions. For a brand, these perceptions
are measured easily with brand ratings
and scales.

Episodic and procedural memory
are the two non-verbal memory systems
on the next level. These systems store
our social and physical experiences and
their associated emotions and sensa-
tions. This is the level of a brand’s
image. Hard-headed businesspeople
sometimes consider this to be the “soft”
side of a brand - but’s that’s because
the contents of non-verbal memory are
more difficult to measure or quantify —
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Figure 3: Brand Memories map

until now.

The episodic memory system is our
storytelling brain. It stores the emo-
tions linked to the long-term memo-
ries of our life stories. This helps us
navigate the complex social world by
providing emotional cues that let us
know who to trust, who to aspire to be
like or how to behave in different social
situations. Episodic memories tied to
a brand can mean a brand generates
a pleasant feeling such as childhood
memories or nostalgia or fun or a feel-
ing of luxury or hipness.

The procedural system stores our
physical memories, helping us navigate
the physical world. The cool sensation
of a York Peppermint Patty that you
can associate with the image in an ad is
stored in procedural memory. Procedur-
al memory is the level at which dance,
design and music operate.

And at the bottom level of memory
are our networked memories — the hu-
man “cloud.” These are memories that
we share with others, those that bind
us together into a common culture. Ad-
vertising exists in context, such as the
cultural context in which it’s placed.
Understanding how a brand fits within

www.quirks.com

Purchase
Intent

the cultural memories associated with

specific media, such as popular TV
shows, can help media companies more
effectively place advertising.

Brand memory maps
In order to explore how brand memo-
ries are networked together, at both the
verbal level of brand positioning and
the non-verbal level of brand image,
we are introducing a research method
called brand memory maps.

These maps can be constructed with
a simple, algorithmic process that can be
done by any ad researcher on an Excel
spreadsheet — with a little creativity
added for the intuitive display of visual
data. (Details on how to construct these
memory networks can be found in Chap-
ter 13 from The Advertising Research
Handbook, which can be downloaded for
free at www.ameritest.com.)

Brand memory maps are useful for
identifying:

+ the key conceptual nodes that anchor
the motivating core of a brand’s
positioning;

+ the key selling pathways for differ-
entiating the brand’s positioning, for

use in creative strategy development;

+ the most salient advertising images
that drive top-of-mind and unaided
brand awareness, helping develop
attention-getting executions that
drive short-term sales;

« the attachment nodes — brand-linked
memories or “advertising equities” —
images that recur across different ex-
ecutions that are key for fitting new
creative experiences into the existing
memory network that represents the
brand in the mind of the consumer;

+ the branches of the memory network
that are better, or less well-devel-
oped, for different target consumer
segment;

+ how memories created by an ad are
linked to the memories created by
the media it’s embedded in.

Mapping verbal memory

Researchers can map semantic percep-
tions of the brand across ideas operat-
ing in its category with verbal brand
ratings scores and correlating these
with purchase intent. In the graphic
representation (which you can see in
Figures 2a and b), purchase intent is
the node at the top of the map. Brand
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Figure 4a: Memory Map
(playful)

Figure 4b: Memory Map
(different)

perceptions are the other nodes. Lines
connect the nodes based on the correla-
tions between these verbal ideas, rep-
resenting the distance between these
ideas in the mind. Each node’s position
and the line’s thickness are dictated by
the strength of the correlations. Percep-
tions highly correlated with motiva-
tion will be closer to purchase intent
and will have thicker lines. Those with
weaker correlations will be further
away and the lines will be thinner.

When you look at the entire se-
mantic net, you can literally see how
consumers think about your brand and
how these ideas are networked together
for different selling propositions. This
can be used to design communication
strategies that have a clear entry point
to existing perceptions and a path to
purchase intent.

Mapping visual memory

Maps of visual memory networks are
constructed from the same iterative,
mathematical process as used for map-
ping semantic memory networks, only
it is done with picture-based measures
rather than verbal rating statements.
Using individual pictures from adver-
tising, visual memory networks can be
constructed from consumers’ response
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to the pictures in terms of memora-
bility, emotion and brand fit. Images
replace the verbal nodes and a compos-
ite of image memorability/emotional
response scores is used for correlations,
which represent the emotional distance
between images in memory. The result
is a visual memory map (Figure 3).

This map shows how a brand’s
advertising imagery is linked together
in associative memory. It provides a
picture of the non-verbal domain of
episodic and procedural memory, which
is where brand emotions are stored.

Combining these two maps, the
verbal and the non-verbal, brand
positioning and brand image, gives the
marketing team a more balanced — and
quantified — view of how advertising
builds a brand in consumer memory.

Case study: Oreo cookies
(Note: the data for this study was col-
lected for educational purposes and was
not commissioned by the Oreo brand.)
As Christmas approached at the end
of last year, we used our standard cam-
paign testing methodology to measure
the impact of a group of eight Oreo ads
from TV, Facebook and Instagram, from
several overlapping Oreo campaigns. We
conducted an online survey of 500 con-
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sumers who each saw all eight ads (in
randomized order). Respondents then
answered a series of verbal questions
about the Oreo brand and each of the
eight executions. This data was used to
collect the verbal memory maps. Next,
respondents sorted through a random-
ized subset of 78 still images taken from
all the ads — on the three dimensions
of memorability, emotion and fit with
the brand. This image data was used to
build the visual memory map.

Breadth and depth of appeal

In terms of the collective impact of the
ads, the breadth of appeal of these eight
ads - that is, the percentage of consum-
ers motivated by any of the ads — was
64% on the basis of top-box purchase
intent. In terms of depth of appeal,

the average number of ads respondents
found motivating was 2.6 out of the
eight ads.

From this we concluded that the
marketing effect of this group of ads
was to increase the mental availability
of the brand across a large number of
consumer segments, keeping Oreos top-
of-mind and not to deepen the brand
preference during any particular target
segment.
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Figure 4c: Memory Map
(milk dunk)
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Figure 4d: Memory Map
(elf)

Reinforcing brand positioning

The semantic memory network shown
in Figure 2a is based on measures
collected before consumers saw the
ads and is the baseline. The numbers
next to the lines are the correlations
between conceptual categories.

From this we see that the key verbal
concepts anchoring the Oreo brand po-
sitioning — those ideas most correlated
with purchase intent — are: fun to eat;
a cookie I love; cookies my whole family
enjoys; for everyone.

Generally, in analyzing brand
semantic nets for a product category,
ideas closest to purchase intent are cost-
of-entry benefits for the category. The
perceptions connected to these, on the
perimeter of the map, tend to be the
brand differentiators. But on the Oreos
map, the ideas of “fun” and “love” are
primary drivers of purchase intent,
which tells us that consumers buy Oreo
cookies for emotional, rather than
rational reasons.

Another important insight comes
from the close association between
“fun” and “playful,” which makes these
two ideas appear synonymous. But
this is not the case. Though the two
perceptions are closely correlated, on
pre-measures 52% of cookie eaters rate
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Oreos as fun, while only 39% rate them
as playful before seeing these ads.

The semantic network in Figure 2b
shows how these ideas shifted in mem-
ory after consumers saw the ads. The
numbers shown are pre-post increases
in brand ratings. The increase in Oreos
as a “playful snack” shows how well
the ads work together to communicate
the idea of playfulness. Because playful
and fun are closely linked, the playful
messaging of these eight ads increases
motivation among consumers who
find Oreos fun, resulting in a stronger
correlation between fun and purchase
intent. Thus, we conclude that col-
lectively these eight ads reinforce the
path-to-purchase between playful and
purchase intent.

Refreshing the brand image
As we move from the head (semantic
memory) to the heart (episodic mem-
ory) and hand (procedural memory),
we move into the two memory systems
where the emotions and physical
sensations associated with a brand are
stored. This is the realm of execution,
not strategy; of brand image, not brand
positioning.

Across the entire set of 78 images,
53% of respondents say the images “fit

]
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the way I already think and feel about
Oreos,” while 28% of respondents say
the images “gave me a new idea or
feeling toward Oreos and I can see how
they fit Oreos.” In other words, the
images stretched roughly a quarter of
consumers’ thoughts and feelings about
the brand in a meaningful way, adding
a new growth ring to the Oreo tree of
memory.

On the other hand, 19% of respon-
dents say the images “did not fit Oreos”
— and therefore, represented a discon-
nect from the network of preexisting
brand memories. This suggests an
opportunity to further explore differ-
ent consumer segments who may have
different associations with the Oreo
brand in their memories.

The subset of images shown in the
visual memory map in Figure 3 are
those that were most important for
driving short-term unaided awareness
of the brand, peak images powering
attention and unaided awareness — but
also the images that fit the brand —
those most likely to be added in long-
term memory to the Oreos brand image
and thus contribute to long-term sales
results as well.

In particular, the subset of images
shown in this memory network repre-

March/April 2021 // Quirk’s Marketing Research Review 53



P

sents: standout images from short-term
memory; highly charged with emotion;
fit within the brand’s positioning.

What we see in this visual map, for
example, are some “social” images from
a Christmas TV commercial showing an
elf in a convenience store buying Oreos
and a family gathered around a table
playing a “game of Oreos.” But many of
the “action” images are from the social
media ads that briefly but strongly re-
inforce the idea that Oreos are cookies
you can play with in your hands - you
can twist them apart, you can dunk
them in milk, you can make a reindeer
out of them.

The brand team clearly understands
the play value of Oreos, which is why
most of the ads focused on that idea.
They also understand the importance
of the twist and dunk-in-milk shots,
which is why these images recur across
many Oreos ads — familiar tropes
that become attachment points (in
procedural memory) for linking new
executions to preexisting consumer
memories.

One might wonder where the rest
of the images from these ads went?
They are submerged even more deeply
in memory, in the network of visual
experiences.

Like a map of the U.S.
The memory maps shown here are like
a map of the U.S. showing only the in-
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terstate highway system connecting the
major cities. They leave out the many
secondary roads connecting the towns
and villages in the memory network
formed by a brand’s advertising.

Combing the strategic insights from
the verbal semantic memory map with
the executional insights from the visual
map can more clearly reveal hidden
brand meanings. Given how complex
these maps can be individually, merely
combining them into a single map can
be confusing. So, in order to interrogate
the complex dataset represented in
these maps, a different, more interac-
tive approach is needed.

Imagine that instead of looking at
these maps on a static page you were
looking at the verbal memory map on
an interactive touch screen. To find
the five images most associated with
“playful snack,” you push the “playful
snack” button and see the associated
imagery, as shown in Figure 4a. To see
images with the closest ties to “differ-
ent from other brands of cookies,” you
push that button and see the answers
shown in Figure 4b. These images may
become candidates to add as the visual
inputs to your creative brief to make
the marketing mission more intuitive
to creatives.

On the other hand, to learn what
the iconic Oreo milk-dunk shot means
in a strategic sense, switch to the visual
map and click on the milk-dunk image
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— and see the answer in Figure 4c. To
see what the Christmas elf in the conve-
nience store means, click on the picture
of the elf in the visual map (Figure 4d.)

Together, the verbal and visual
brand maps give marketers a balanced
view of the brand-building effects of a
working set of ads — quantifying how
both the verbal and the visual, the
rational strategy and emotional ex-
ecutional components of a brand each
contribute to purchase intent, and to
brand equity.

To summarize, let’s revise a familiar
adage: Not only is one picture worth
a thousand words but also one word is
worth a thousand pictures.

Great, undiscovered country

As Nobel Laureate Daniel Kahneman
in his book “Thinking, Fast and Slow,”
points out, “The remembering self is
sometimes wrong, but it is the one that
keeps score ... it is the one that makes
decisions.” Branded memory remains
the great, undiscovered country of ad-
vertising and brand research. It is time
we started to map it. 0]

Charles Young is founder and CEO of
research firm Ameritest. He can be reached
at chuck@ameritest.com. Eldaa Daly is the
firm’s research director. She can be reached
at eldaa@ameritest.com. Russ Turpin is
associate research director. He can be
reached at russ@ameritest.com.
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The eyes have

1t

How System 0 determines communications
success in the new digital environment

| By Michael Schiessl, Philipp Reiter, Jan-Philipp Gortz and Jeff Bander

The authors argue for the addition of

measuring System O as part of assessing

56

the impact of ads.

Quirk’s Marketing Research Review // March/April 2021

In the first half of the 20th century, still dominated by Johannes Guten-
berg's printing press, it seemed sufficient in market and other social
research to simply ask people’s opinions in order to find out what their
actions would be. The time of this “explicit” research (or System 2) was one
of print ads, billboards, posters and newspapers, which in the interwar
period added the cinema and radio (broadcast and advertisement). It was a
brave old world of “rational thinking,” analogue technology to go with con-
ventional, black-and-white pictures with some radio sounds. Print media
especially have an almost captive audience, as the process of reading words
from analogous media requires active participation and limits readers’
ability to digress.

This Gutenberg universe was subsumed by television in the 1960s. TV
integrates visual and audio information into one powerful medium with
the potential to monopolize attention of an increasingly passive audience.
Furthermore, due to its ability to tell stories with color, motion and sound,
television reaches deeper into the emotional spheres (System 1). This, the
emotional drama of TV, is the motive behind implicit research to gauge
emotional responses and effects. Together System 1 and 2 (emotion and cog-
nition) cover roughly 8o percent of a person’s experience. So far, so good.

What about the remaining 20 percent? Actually, it seems to be becom-
ing more important in communications. The last 15 years have seen yet
another revolutionary development and with it the dawn of a new era: the
mobile internet and screen revolution made possible by powerful net-
works and numerous new tech devices. Multiple new and less-linear media
choices have become available for users and consumers. In their wake
the human experience has become even more fragmented and fast-paced.
Content and advertising are merging into a deluge of information and
entertainment that threatens to overwhelm users, consumers, advertisers
and media companies alike.

The onslaught of content can be seen from the results of a study we
undertook in recent years: the EyeSquare Media Attention Benchmark.
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For this we analyzed the results of hundreds of studies, with more than

230,000 participants, across more than 2,300 ads and creations (about 1,100
were online, 700 TV, 400 print and more than 100 out out-of-home). The
result: Only 10% of advertising contacts last longer than eight seconds.
This shows changing viewing habits, which are a consequence of multiply-
ing media options. Whereas in former media eras it was either System 1
or System 2 that were the “limit to experience,” it now appears that it is
almost sheer human perceptive capacity (the senses — especially the visual
sense or perception) thatisa prime limiting factor (gate) to experience
and communication. We call this gate System o and it matters more than
ever: Whatever meets the eye may get in; what doesn’t definitely won't.
There is competition to get through this gate, a gate that up to now has
been taken for granted. It forms the basis for the other two systems to even
get involved.

Thus, this revolution has created its own crisis of the understanding
of the effectiveness of communication and advertising — and cries out for
innovation in research and analysis, in psychology and even philosophy.
Fortunately, the digital revolution has also brought technologies to explore
and analyze these experiences with new power, exactness and capacity.

Define and improve
Basically, System o is a psychological construct based on physiological data.
It helps to define and improve measurement and description of percep-
tion. The interaction of System o with System 1 and 2 is decisive: Without
System o there is no System 1 or 2. However, System o is itself not abstract
but rather concrete yet individual. System o is especially meaningful for
measuring the combination of iconic effects with the use of syntax and
semantics. Whatever performs worse on the surface of the retina has a lot
of catching up to do.

We have formulated three theses regarding the new paradigm that we
call “System o — key gate to the digital experience.” They are: the highly
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complex digital human experience requires a
new analytical model; understanding System

o is more important than ever; and advanced
technology and research methods make System
o insights possible.

1. The highly complex digital human
experience requires a new analytical model.
The digital revolution entails a revolution of ex-
perience. What seemed forgotten — namely that
the human being is neither simply rational nor
emotional but also sensual — comes to the fore.!
All together form the human person. It is also
evident that what is not received in some form
by the human senses is beyond our experience.
For the “information economy” to become real
it needs to pass through what one might call the
“attention economy.” There are essentially five
senses, of which smell is the most individually
diverse, whereas sight tends to be most evenly
developed among individuals.? It is also the
sense that is most affected by our visual media
culture.? And while a sensual experience may
never enter our emotional or conscious levels —
or at least not immediately — it still impacts our
behavior.

Nevertheless, the senses were never much of
a study object — only for their medical patholo-
gies. They were taken for granted while the
rational and later the emotional spheres were
seen as decisive for human behavior and experi-
ence. That may have been more reasonable
in a one-medium environment, where media
stimuli enter the funnel of our senses in a more
orderly fashion. But this changes in a nonstop,
multiscreen and multimedia environment like
today’s. Senses are almost constantly exposed to
a barrage of stimuli. And the funnel’s function —
namely, actual attention (perception) — becomes
more exclusive. Consequently, the attention
being paid to a certain stimulus (a picture or ad)
has become considerably shorter.

As we see from Figure 1, most attention*
today is extremely short — a precious gift, often
amounting to less than 2.5 seconds.® However,
urban myths like “human attention is now
shorter than that of a goldfish” are not sup-
ported by data. Instead, it is rather a conse-
quence of the many visual options in today's
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Figure 1: Quick to leave
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Figure 2: Rapid incline of effectiveness within 2.5-second threshold

This diagram shows the impact of view time on recognition, The strength of this impact is shown
By the incline of the regression curve (x-axis).
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media environment. And with such an
abundance of stimuli available to the
average viewer, it is not surprising that
the first human filter — sight (the one
“on the frontlines” of visual experience
and preceding emotions and cognition)
— becomes more and more important.
Because what is not perceived is not
experienced — and thus cannot be effec-
tive. As communication is supposed to
have an effect, failure to be perceived
means failure to communicate.$

2. Understanding System 0 is more
important than ever

Given what's at stake — namely the
success of your communication — and
given the fact that System o is the
increasingly crowded gate for informa-
tion to enter into our emotional and
cognitive systems, it is evident that
understanding how this gate operates
is a key to understanding the whole hu-
man experience today. It is also evident
that acting upon this knowledge will be
the key to successfully passing System
o and entering recall/memory and the
subconscious and conscious decision-
making centers of users and consumers.
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The first 2.5 seconds

count as they deliver the
greatestimpact
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As communication
is supposed to have
an effect, failure
to be perceived
means failure to

communicate.

As the actual usage of devices (es-
pecially in a multiscreen/touchpoint
situation) and their ability to impact us
is as of yet not sufficiently understood,
many important questions — such as how
to build brands in this context — remain
open. Our studies give some insights,
however. The most basic: There is no
need for despair or trusting mere good
fortune. The first 2.5 seconds of a contact
deliver massive effect for later recogni-
tion of an ad’s content (Figure 2). They
are therefore precious. And they can and
should be utilized. As these first seconds
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become more important, though, ques-
tions arise regarding the way advertising
is created, placed and sold. System o is
the new frontier of successful communi-
cations. And understanding it is the key
to being successful.

3. Advanced technology and research
methods make System 0 insights
possible

Advances in technology are not limited
to media and entertainment, though.
Research technology and methods for
understanding perception have also im-
proved a lot. Before the mobile/multi-
screen revolution, mere technological
indicators — such as clicks — served

as proxies for attention. However, an
active click is not enough because it
often falls short of actual viewability.
Viewability itself is a better indica-

tor already and, importantly, is a stan-
dardized international measurement
belonging to the System o arsenal.
However, in and of itself it lacks con-
clusive explanatory power, as the “vis-
ible” information or visual might not
connect with the retina of the viewer.”
The mere fact that a stimulus is “view-
able” on what may now be one of many
screens for some number of seconds
does not mean it is actually “viewed,”
i.e., perceived. While viewability is

of course the “hard” precondition for
perception, nothing less than an actual
view is necessary for real contact and
communication to take place.

Thus, mere performance orientation
must be amended to become deeper and
more precise. This requires new tech-
nological and intellectual approaches,
such as combining eye-tracking technol-
ogy with databases that can decipher
the correlation between views and
action, such as conversions. Studies
such as our firm's Media Attention
Benchmark found strong correlations
between dwell time (“information in-
tensity”) and recognition, for example.

This important information shows
that as actual attention (openness of
the gate) per stimulus and creation de-
creases, information must become more
intense, i.e., creations with a higher
information density and speed will be
more successful in the new era. Cre-
ation is key. And iconic, bold creations,
which are most dense, may actually
press a message through the gate and
into the decision-making process de-
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Figure 3: Methods to measure human experience systems
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spite high volume. Successful creation
will take this into consideration and
needs some type of measurement itself.

Three factors

At Eye Square we combine all three
systems in an in-context environment
into our analyses (Figure 3). Our work
regarding an understanding of System
o focuses on three factors, their roles
in the process of visual perception and
the impact on Systems 1 and 2: machine
(context and performance) — “the abil-
ity of the machine”/viewability; human
action — eye movement, scrolling, zap-
ping; and the stimulus (passive) — the
object itself (especially the property of
the stimulus in the respective medium,
i.e., in context).

In the context of visual sense, mea-
surability is relatively high, constant
and dependable. In addition, there are
international definitions for metrics
such as viewability. These measuring
tools, definitions and standards can
be compared. For example, this would
allow for a comparison between view-
ability and actual eye-tracking in order
to establish a difference in predictive
precision. Theoretical models could be
developed from that.?

Our goal is to embed System o tests
into browser tools — to put theory into
code, so to speak. One potential applica-
tion would be an online tool that calcu-
lates the quality of a stimulus/creation
in context using viewability data and
eye-tracking benchmark data. Right now,
technology is more static than dynamic
but integration of and into programmat-
ic (even though programmatic itself has
weaknesses) should become possible.

Ultimately, an integration of System
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The mere fact

that a stimulus is
“viewable” on what
may now be one of
many screens for
some number of
seconds does not
mean it is actually
“viewed,” i.e.,

perceived.

o into the analysis will allow for an
improved understanding of human
experience — with better tools, faster,
more agile and less resource-intensive
testing and consulting. An improved
understanding of the precious first
seconds will help media producers and
advertisers better appreciate attention,
not take it for granted and reward it in-
stead. Users and consumers, in return,
will reward their efforts.

Goes full circle

Understanding, accepting and own-
ing the challenge of intensity will go

a long way to success in the new era

of communication. It may be that, as
the human species grows into this new
era, it reverts to the primitive (yet
information-dense) communication via

icons, symbols, images — and thus goes
full circle back to the times of hunters
and gatherers who needed to perceive
laterally and act quickly in order to sur-
vive. Attention in this context is like a
fast orientation in a confusing environ-
ment. While it does not work like emo-
tion and reason, it does not contradict
them. Instead, it amends their utility.

If the less dense yet more sophisti-
cated emotional and cognitive layers
can be involved, this can actually lead
to a more holistic way of being and
communicating, one that transcends
the limits of mere rational or emotional
communication prevalent in the last
(industrial) century with its linear
communication. One that goes a longer
way to understanding human experi-
ence and ultimately to getting more
than you can see. (0]

Michael Schiessl is CEO of research

firm Eye Square. He can be reached at
schiessl@eye-square.com. Philipp Reiter is
the company’s C00. He can be reached at
reiter@eye-square.com. Jan-Philipp Gortz
a content advisor for Eye Square. He can
be reached at jpgoertz@gmail.com. Jeff
Bander is Eye Square’s head of U.S. He can
be reached at bander@eye-square.com.
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Permanent or

passing?

Why brands need research to gauge

pandemic-fueled shifts in consumer habits

| By Carly Fink

Carly Fink looks at how media
consumption has changed during the
pandemic and the resulting impacts on

brand equity and advertising.
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Back in the “good old days,” there was no internet and the number of TV
channels that you could watch was limited. Brands could be easily seen
and heard with smart messaging and a strong media plan. However, the
invention of the internet and widespread technology has changed the way
people consume media and purchase products.

The COVID-19 pandemic has massively accelerated the rate of technol-
ogy adoption. Americans are relying on working and shopping from home.
As a result, people are using technology more than ever and the usage of
work software has skyrocketed.

As a result of this increased online usage and technology adoption, con-
sumers’ media consumption has evolved further. This behavior modifica-
tion impacts how advertising drives brand equity. Brands now must have
a strong online presence throughout every stage of the consumer purchase
journey.

Brands must analyze the current purchase journey of the service or
product to make sure that it reflects this high online media consumption.
It is no longer a simple task to understand what drives awareness, conver-
sion and, ultimately, loyalty. Brands need to determine if they reflect their
consumers’ digital behaviors as well as any offline tendencies that have re-
mained or may reemerge post-pandemic. Therefore, the consumer journey
needs to be reevaluated and brands need to understand consumers’ use of
online shopping/e-commerce and in-store shopping, etc.

So, how can market research capture these changes? How can research
determine market potential, the optimal marketing mix and the success
of current advertising initiatives? Are there any behaviors that customers
are currently doing that are not known by the brand? Has a new audience
emerged due to the pandemic?

There are no one-size-fits-all solutions to consumers’ changing behav-
iors. Every brand has its unique target audience, path-to-purchase and
attributes unique to its brand and industry. Therefore, a template survey
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mine what online and offline channels are being
used (e.g., in-store advertising, organic search,
reviews, sales reps). What is the relationship be-
tween online and offline behavior? For example,
a person may learn about brands in-store and
then go online to a comparison-price website to
find the cheapest price. Another scenario could
involve a consumer becoming aware of a product
via TV or Instagram but then using online re-
views to determine if the product is up to par.

Mapping out the journey for both the brand
and its competition can determine the follow-
ing at each stage: advertising key message;
advertising tone and look; call-to-action; online
and offline media channels to use; expected

‘ and missed sales per retail channel (online and
offline); and what KPIs (metrics) are needed to

or guide may not work in this ever-changing world. This article will map evaluate success.

out how to evaluate behavior change and what that means for a company’s In this new era, the information will show

advertising and media strategy. advertisers and media buyers where to focus
their energy; it can cause a redistribution of

Assess any differences messaging, the creative and even the media

Has the brand previously mapped out the consumer journey? If not, a plan.

brand should do so and assess any differences between its competitors. If When evaluating each stage of the new con-

the brand already has a strategy in place, it is critical that the strategy is sumer journey, it is crucial to determine if there

reevaluated in 2021. While “how” consumers interact during the purchase are gaps in this plan; this includes areas with

process has most likely changed since March 2020, the actual steps to driv- no data to back up a rationale. If this is the case,

ing conversion remain the same. The steps often follow the outline below: research is needed to help fill in the blanks.
Below are five ways to create an up-to-date and

* Need: When does the need arise? How does the market differ as com- actionable consumer purchase journey:
pared to before the pandemic? Where do consumers look to solve the 1. Easily available internal data. The first
need (channels, word of mouth, etc.)? step is to see what information the company

+ Awareness: Which brands are they aware of? What are the benefits already has. From sales revenue data to Google
of the brands? What is unique? What is the same? How did they learn and Facebook Analytics, most brands already
about these brands? How has perception changed since pre-pandemic? have access to insights that can tell them a lot.

+ Consideration: What brands are in their evoke set? How do they com- This type of information helps provide clues on
pare the different options? What are the criteria needed to help make prospects and customers, including where they
the decisions? How has the decision-making process changed in the last shop and analytics on the company’s assets (e.g.,
year? website, social media sites, in-store data). Most

+ Purchase: Where/how did they ultimately purchase the product? Has importantly, it is vital to compare current data
purchasing in-store vs. online changed? What are the barriers to pur- to historical information to see if media habits
chasing or switching? Is in-store behavior expected to go back to normal have changed during the pandemic.
levels post-pandemic? Is there a setup/integration process? For example, by simply reviewing Google

+ Loyalty: What helps drive repeat purchases? Referrals? Is it hard to Analytics a brand can learn:

switch brands? How is price-sensitivity a factor in driving loyalty?
« Is there an uptick in web traffic?
For each of these stages of the consumer journey, it is essential to deter- * Which types of devices are consumers using
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to visit the site?

+ What location (geography) are pros-
pects visiting from?

» What is the source of website traffic
(e.g., paid search, article, e-mail)?

+ What actions do they take on the
website (e.g., purchase product, fill
out a contact form)?

2. Readily available external data
on competitors and industry trends.
A brand’s competitive landscape is
continually evolving, especially since
the beginning of the pandemic. Staying
on top of what the competition is doing
helps a brand determine where the
brand’s journey is strong or weak. Ulti-
mately, this information creates a more
robust advertising and media plan.

There are several free and low-cost
options available that can help inform
the competitor’s consumer journey. This
information can identify white-space
market opportunities. Given how the
pandemic has changed consumption, it
is vital to look beyond the direct com-
petitors to stay ahead of the curve by
also tracking the indirect competitors.

Freemium tools such as Similar-
Web, Semrush, Moat, iSpot.tv and
Follow.net can deliver a wealth of data
about competitors’ online behavior at
a low cost. The tools provide competi-
tors’ web traffic and online advertis-
ing as well as online ad spend. More
expensive options such as Numerator
and Kantar Advertising Monitor offer
both offline and online analysis.

Furthermore, several companies
(including research companies) have
published thought leadership research
on behavior change during the pandem-
ic. This information may be useful in
understanding overall industry trends.

The pandemic has

not only changed
media habits but also
uprooted habits and
routines. The impact
of these shifting
behaviors has also
created potential new

audiences for brands.

3. What does the new consumer
landscape look like? By surveying a
representative population of purchas-
ers of the industry’s product or ser-
vice, a brand can determine how the
demographics and psychographics of
its and the competitors’ customers
have changed and if a new audience
has emerged. The pandemic has not
only changed media habits but also
uprooted habits and routines. The
impact of these shifting behaviors
has also created potential new audi-
ences for brands.

Understanding how consumers have
changed purchasing and media habits
allows for a brand to target its custom-
ers and prospects better. The research
can also reevaluate messaging and
media habits to determine changes.

4. Speaking to customers, com-
petitor customers and new-to-the-
industry prospects. To better under-
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stand how consumer media habits have
changed in the last year, qualitative
research allows a brand to understand
better what it is like to walk in your
consumers’ shoes. Also, qualitative
research helps uncover core drivers im-
pacting brand perception and whether
these views have changed. The company
may also want to speak to industry ex-
perts to gain an additional perspective.

5. Putting everything together.
Evaluating the consumer journey us-
ing multiple research methodologies is
helpful. However, putting together the
extensive analysis into one document
is not an easy task. Reviewing and
analyzing the data in a brainstorming
session with leadership, advertising
and media agencies provides multiple
perspectives on putting the journey
together in an actionable manner. It is
helpful to have a moderator in these
sessions to ensure the session is as
practical and actionable as possible.

Furthermore, the sessions can help
secure buy-in from leadership and the
decision-makers if the current advertis-
ing and media needs to change due to
the acceleration of online media habits.

With an updated consumer
journey, brands will have the much-
needed direction on how to adjust
media and advertising initiative as
well as measure each aspect’s success.
As technology adoption continuously
increases and behaviors will change
post-pandemic, it is crucial to add and
modify the pathway. 0]

Carly Fink is president, head of research
and strategy at research firm Provoke
Insights. She can be reached at carly.fink@
provokeinsights.com.
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A predictable

result

The election polls were wrong (again). Now what?

| By Brooke Reavey and Sheri L. Lambert

The authors offer ways for political
pollsters to learn from marketing
researchers and improve the accuracy of

their data.
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After yet another shaky performance in the 2020 elections, pollsters are
being roundly derided for “getting it wrong” and the death knell is being
sounded for the industry. But, as Nobel laureate Niels Bohr once said, “It
is difficult to make predictions, especially about the future,” and this is
even more true when those predictions are about human behavior.

Voters are, after all, human. Connecting attitudes — when people say
they like or dislike something — to behavior — actually purchasing the
product — is a problem that marketing researchers have spent decades
contemplating, researching and adjusting statistical models to improve
accuracy and predictability. In the business world, the market is more
understanding when analysts (pollsters) over- or undershoot forecasts
based on consumer attitudes. At worst, sales remain stagnant. At best,
sales increase. Either way, botching a sales forecast does not generally
trigger widespread criticism quite like what occurs with political polls.
However, pollsters who use the same statistical techniques as market-
ing researchers (i.e., surveys based on attitudes) appear to be held to a
different set of standards.

Pollsters need to look at a multitude of facets of what the voters are
saying and how they are saying it. Pollsters need to update how they
conduct and collect their research. To that end, what is being said on
social media platforms cannot be discounted.

Prior to election night last November, the overriding expectation was
for a “blue wave” that would see Joe Biden sweep past Donald Trump with
a comprehensive victory. However, the results were much closer, with
Trump’s support overperforming expectations. An anticipated Democratic
clean sweep of the main legislative and executive branches of govern-
ment did not materialize. Overall, the polls were on point in evaluating
Biden's support but they underestimated Trump’s voters.

This isn't the first time we have seen this. Past polling results show
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several high-profile polling misses, including Trump’s 2016 victory fol-

lowing earlier predictions of a Clinton landslide.

Every election cycle, pollsters are tasked with predicting the direc-
tion of the election based on survey research. And survey research, as
all market researchers know, is only as good as its sample.

It is true that political polls are more difficult than a typical con-
sumer market research study, because the linkage between attitude
and behavior is more distant than in most consumer goods. Specifi-
cally, the attitude link is part of it but then there is the all-important
model of who is likely to vote. This exists as well in consumer re-
search but what we are likely seeing is a degree to which the discon-
nect between attitude and likelihood of action is determinative of
the answer, which is why the weighting is so important. In consumer
research, this secondary linkage is well developed. Also, other than
big-ticket items like cars, for CPG, the time between attitude measure-
ment and purchase is frequently quite short.

Garbage in, garbage out

As the old saying goes: Garbage in, garbage out. Market researchers
commonly refer to this phrase by explaining that if the sample of
people being interviewed is mediocre, so too will be the results. Poll-
sters know this adage well and take strides to prevent their polls from
ending up as rubbish. The methodology of the poll is typically cited by
the poll and poll aggregators like Nate Silver’s FiveThirtyEight take this
into consideration when crunching their numbers and offering their
forecasts. Additionally, after 2016’s presidential polling upset, pollsters
adjusted their methodology for the 2020 presidential cycle. According
to Geoff Skelley and Nathaniel Rakich of FiveThirtyEight, pollsters
adjusted their methodologies for 2020 in the following ways:
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Weighting results differently based on
education. Many pollsters included more
from the “high school or less” group and less
from the “college or more” group. Ipsos and
Pew Research Center even went so far as to
weight the data within racial groups, a tech-
nique that is not typically done.

Paying attention to where the respon-
dents live: rural, suburban and city. As was
discovered in the 2016 polls, not enough time
and effort was taken to ensure that rural vot-
ers were included in polls.

Adjusting methods in which they reach
respondents. Polls have always deferred to
either internet panels or via telephone by
using random-digit dialing. But both methods
are fraught with problems regarding self-
selection and non-response bias. Moreover,
pollsters speculate that many respondents
may have hidden their support for Trump
from the interviewers due to social desir-
ability bias. In 2020, pollsters expanded their
internet panels to include more people and
they also adjusted their phone interview
methods switching between random-digit di-
aling (typically used for landlines) and using
a person to manually dial the phone number
(a process required for calling cell phones).

As survey researchers know all too well, the
incidence rate of the study - the prevalence of
the topic being studied in society - drives up
the cost of the study. The lower the incidence,
the more expensive the study and vice versa.
Pollsters run into this problem as well.

The difference between polling for the
presidential election versus a House seat is
like night and day. Regarding complexity, a
Senate race often falls right in the middle.
According to Pew Research, as of election
day, there were 245.5 million Americans
older than 18 and 157.6 million registered
voters. The incidence rate of finding eligible
voters for the presidential election is much
higher than finding eligible voters for a
House of Representatives election because
there are 435 congressional districts with
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House elections versus one country
for a presidential election.

When the sample is further strati-
fied by race, gender, education level,
residence and likelihood to vote
(based on previous voter behavior),
the sample size needed for a statisti-
cally valid research study requires
many thousands more respondents
than are typically used in a politi-
cal poll. The more respondents there
need to be, the more costly the survey
is, regardless of the method, to reach
the respondents. Therein lies the
problem. Media outlets and political
campaigns have limited resources to
spend on polling. Historically, poll-
sters have chosen to keep the sample
size “reasonable” by conducting more,
smaller polls over time, each with
a moderate error margin as a way
to monitor voter sentiment. If this
trade-off is poorly executed, there are
consequences: an erosion of public
trust in the polls, lower donations
that might help a candidate win a
tight race and incorrect or mislead-
ing opinions regarding public policy
questions that frequently accompany
the poll (i.e., sentiment on a mask
mandate, the importance of the CO-
VID relief bill, etc.).

Key methodology suggestions
So, what can be done differently?
Marketing scholars have worked
alongside firms for decades to help
improve the accuracy of models that
convert purchase intent (attitude)
to a purchase (behavior) and in this
case from intending to vote to actu-
ally vote. Some of the key methodol-
ogy suggestions regarding the future
of polling are the following:

Machine learning can help
with sampling. Using exogenous
data points at the local level (i.e.,
voter turnout, previous response to
survey) can help marketing research-
ers home in on the areas that require
more responses.

Demographic “buckets” are mis-
leading because they ignore inter-
sectional factors. Demographic cat-
egories are often treated as monoliths
and journalists and campaigns fre-
quently speak about groups of voters

”ou

as such (the “Black vote,” “the rural

vote”). Digital marketing researchers

learned long ago that segmentation
works best at the individual level
(micro-segmentation). Pollsters lag
in this understanding. There is quite
a bit of variance within each demo-
graphic bucket (i.e., race, education
level, etc.). It's myopic to assume that
all white people will vote the same
way (which seems obvious) but then
why do pollsters lump all Latinos
into a single demographic bucket,

as if Mexicans, Puerto Ricans and
Central Americans were monolithic?
Sampling methodologists often forget
the importance of understanding
how social aspects intersect. Know-
ing what we know now, what candi-
date would a highly educated female
Hispanic who is a practicing Catholic
have voted for? That was a trick ques-
tion. Would it depend on whether we
were told that the person in question
was of Mexican heritage, living in a
suburb of Dallas vs. of Puerto Rican
heritage living in Brooklyn? By view-
ing the tabs that are often broken out
by individual demographic categories,
the marketing researcher does not
get the whole picture of the voter.

In “demo” buckets, we don't consider
all of these factors. The most obvious
example of this in 2020 was that the
polls missed the tens of thousands

of Cubans who appeared to vote for
Trump mainly because they were vot-
ing against Biden.

More time and money are need-
ed to increase the sample size, thus
increasing accuracy. News agencies
and campaigns need to spend more
money on polling and less money
on expert commentators and/or ads.
Whoa — we said it. There is a reason
why we teach confidence intervals
and error margins. It’s time to start
paying attention to them if we want
more accurate polls.

Machine learning can assist in
election predictions. It's early days
but marketing research has several
Al startups that combine attitude and
behavior data to create a comprehen-
sive picture of consumers. By combin-
ing polls (attitude) with voting his-
tory (behavior) as well as including
data on local consumer touchpoints
(local employment levels, number of
polling locations per thousand voters,
online consumer sentiment using
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geolocation from social media, etc.),
AI can help predict the directionality
of the vote (i.e., Democrat vs. Repub-
lican). This does border on creepy but
these inputs are helpful in determin-
ing the reliability of the data.
Election forecasting is actually
a two-model process and it isn't
completely clear at which point
in the process the model accuracy
needs improvement. First, polls
need an accurate understanding of
voter sentiment from a representa-
tive sample of voters. Second, there
needs to be a model of turnout,
which is who is likely to vote. For the
polling process, we can assume two
trade-offs. First, the more expensive
the poll, the more accurate it will be
(larger sample, more representative).
Second, the more recent the poll, the
more accurate it will be. Aggregators
like FiveThirtyEight recognize this.
One question that should be asked is
whether the emphasis on recency is
worth it. Perhaps it is better to con-
duct fewer, more expensive polls and
to assume that sentiment is less labile
than commonly thought.

Integrating sources

So, how should the polling industry
react to the recent U.S. presidential
results? The industry should better
predict the outcome of the election
by integrating other sources of data
including social media, past behav-
iors, election issues, voting turnout,
state results, money raised, advertis-
ing budget, media trends as well as
economic indicators. Or, at the very
least, start taking advice from the
marketing research personnel who
work with brands daily to translate
attitude to behavior. @

Brooke Reavey is an assistant professor
of marketing at Dominican University,
River Forest, Ill. She can be reached at
breavey@dom.edu. Sheri L. Lambert is
the academic director of the MS-Market
Research and Insights Program and

an assistant professor of marketing at
the Fox School of Business at Temple
University, Philadelphia. She can be
reached at sheri.lambert@temple.edu.
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e panel research

Getting the

conversation

started

Best practices for private online panels

| By Jerry Thomas

From recruiting it to maintaining it,
Jerry Thomas gives guidance on how to

set up a private online panel.
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Over the past decade, many corporations have set up private online panels or
online communities as an economical way to conduct surveys and qualitative
projects. A private research panel (sometimes called a custom panel, customer
panel or proprietary panel) is created by a company solely for its own use. The
company recruits and maintains the online panel and uses the panel exclu-
sively for its own research purposes. While many private online panels are

a success, many are deemed failures. The purpose of this article is to outline
some guidelines and best practices for private online panels.

Private panel versus online community

A private online panel is sometimes confused with an online community. Typi-
cally, a private online panel is made up of thousands of participants, while an
online community tends to be much smaller (i.e., hundreds of members). A
private panel tends to have a long life; it can be successfully operated for years.
A community, however, is often limited in life (maybe a few months or a year)
to minimize the risks of respondent conditioning. Private panel members are
rarely permitted to interact with other panel members but an online commu-
nity might allow its members to interact.

Online communities tend to be less expensive to operate than private panels
because the number of participants is smaller and the same community mem-
bers are used over and over again. Sampling controls are minimal for communi-
ties but they can be quite rigorous for private panels. As a best practice, it is prob-
ably wise to think of communities as qualitative research and to think of private
panels as quantitative research (although both can reverse roles at times).

Budget pressures

The growth in the number of private panels is largely a function of a slow-
growth world economy and the corresponding budget pressures within large
corporations. It is the lure of cost-efficiencies that prompts most companies to
consider private panels. Under optimal conditions, a private online panel can
reduce the cost of a typical research project by 25 to 35 percent.
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Falling response rates to online commercial access panels is also a major

reason for the adoption of private panels (where response rates tend to be
higher). Another major factor is category incidence. If a company’s product is
used by only 1 percent of the population or less, then a private panel of custom-
ers might be the only affordable way to do research. Another consideration is
the degree of consumer interest in the product category. High-interest product
categories are generally better candidates for online private panels but even
low-interest categories can often benefit from private panels.

Limited value

Private online panels are not appropriate for all types of research. If market-
ing directors are trying to survey a representative sample of all adults, then
the private panel is of limited value since it most likely contains only custom-
ers or those interested in the brand (subsets of the total adult population).
Many studies, however, can be conducted among customers or those interested
in the company’s brand; it’s not a perfect sample but often it is good enough to
help make the correct decision. It is also possible to recruit non-customers into
private panels but the recruiting costs for non-customers can be quite high.

One of the first questions marketing directors must ask is, “Will my com-
pany really use the private panel once it is set up?” We have set up a number
of private panels for clients with big research plans that never materialized.
Each one planned to use their private panel frequently but the burdens and
mechanics of proposing studies to internal audiences, getting approvals,
preparing purchase orders, writing questionnaires, pulling samples, tabulat-
ing the results and trying to write reports bogged the whole process down.
Therefore, few studies were actually conducted and these private panels were
never economically viable.

The economic feasibility of private panels all depends on the financial
details. Every product category is different, so marketing directors will have to
sit down and do the math for their particular situation. As a rule, if a company
does not conduct at least one research project per month, a private panel will
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rarely make economic sense. That is, the expense of
setting up and maintaining the private panel will be
greater than the savings on the research studies.

Another consideration is the subject matter of
the research. High-interest product categories are
the best candidates for private panels. A panel of
golfers or pilots or sailboat captains or motorcycle
owners will work like a charm because the respec-
tive panel members are very interested in the cat-
egories. It would be easy to recruit panel members
and participation rates in surveys would be high.

Conversely, if marketers want to set up a
panel of insurance owners or water-utility
customers or banking customers (comparatively
low-interest categories), it will be much more
difficult to recruit panel members and response
rates to surveys will be low.

Lastly, the lower the incidence of a product cat-
egory, the greater the potential savings from a pri-
vate panel is likely to be. For example, if a product
category happened to be experimental aircraft, the
percent of the population (i.e., incidence) of those
who build experimental aircraft is far less than 1
percent of the U.S. adult population. If a company
had to screen large probability samples of U.S.
adults to find experimental-aircraft builders, every
study would cost a small fortune. But if marketers
owned a private panel of these aircraft enthusiasts,
studies could be conducted at modest costs.

Advantages
If a private online panel is set up and managed
properly, its advantages are:

Better decisions. More marketing questions
can be addressed and answered, based on objective
consumer feedback.

Economy. Surveys via private online panels
typically save 25 to 35 percent versus the price of
traditional online surveys. The savings are even
greater for low-incidence categories.

Speed. Most surveys are turned around in 14
days (from questionnaire design through final
written report). Complicated projects take longer, of
course. Having the private panel in place — and all
the paperwork and approvals taken care of — means
that a company can launch a survey almost instant-
ly in the event of an emergency or urgent need.

Accuracy. Private online panels can provide
reasonable, balanced samples (demographically
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and geographically).

Response rates. Private panels tend
to enjoy much higher response rates, com-
pared to commercial online access panels.
This could be a greater advantage in the
future if response rates for commercial
panels continue to fall.

Longevity. Private panels can last
for years if new panelists are added on
a regular basis and older panelists are
removed from the panel.

Best practices

Companies tend to reap the greatest ben-
efits from a private online panel when it
is properly managed and its use is encour-
aged. To achieve best practices, marketing
directors should:

+ Assign one person to be responsible for
scheduling, expediting and coordinat-
ing with internal groups or brand
teams so as to keep research projects
moving ahead.

+ Consider quarterly omnibus surveys
where each group or brand can submit
a question or two.

+ Charge the private panel’s cost to a
central marketing budget so that it is
“free” to individual brands or groups.
If the studies are free, brands are eager
to do as many studies as possible (and
thereby make better decisions).

+ Simplify the approval process so that
a group or brand team can launch a
private panel survey with minimum
paperwork (no purchase orders, no
elaborate approval processes).

+ Standardize often-repeated types of
studies so that the organization learns
over time what the answers mean.

* Create a database of normative data for
the standardized studies so that results
have greater value and meaning.

Internal staff versus outsourcing

If a marketing director decides to set up
a private panel, should she do it herself
with internal staff or outsource it to a
research firm with experience in private
panels? The larger the company and the
greater the number of projects, the more
likely it is marketers should staff up and
do it themselves. If they plan to do more
than 100 or 150 research projects a year,
then building a professional internal staff
might make sense. Remember, marketing
directors will need to hire some individu-
als with research and supplier operations
experience — folks who really understand

the nuts and bolts of panel management,
sampling, questionnaire design, coding,
tabulation, quality assurance, data secu-
rity and e-mail deliverability.

Also, the company will need an array
of software to support the operation of a
private panel. If a company is likely to use
a private panel for fewer than oo projects
a year, it should probably outsource the
private panel to a research company with
expertise in private-panel development
and management. The research firm will
manage the panel, answer e-mails and
phone calls, help keep projects on sched-
ule, provide all the software and program-
ming, design questionnaires, conduct the
surveys and write reports for the company.

Purchasing a turnkey private panel
service frees up marketing directors to
be the research consultant within the
organization, rather than the research
mechanic. Directors can operate with
minimal staff, since most of the work is
performed by the private-panel partner.

Recruiting tips

Recruiting a private panel can be a chal-
lenge. The best way is to collect customer e-
mail addresses is at every point of contact
with customers. Then the company will
have a massive database of customer e-mail
addresses from which to recruit for a pri-
vate panel. If the company does not have
customer e-mail addresses, then panel re-
cruiting tends to be expensive. Marketing
directors can insert panel invitations in
packages. They can mail letters to targeted
groups inviting them to join. They can
purchase opt-in e-mail lists. They can post
a link on their website. They can send out
publicity releases announcing their panel.
The best methods of recruitment vary by
product category and marketing directors
will have to experiment to identify the
most cost-effective methods.

Threats and risks

Once a marketing staff starts recruiting
for a private panel, they will need to be
careful that a few panel members don't
join the panel multiple times or complete
the same survey more than once. A best
practice is to use digital fingerprinting to
identify duplicate respondents. A major
risk is the potential liability resulting
from hackers gaining access to panel-
ists’ personally identifiable information.
Another best practice is to encrypt all
panelists’ data at a high level of security.
If large numbers of e-mails are sent to
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panelists via a corporate e-mail system,
marketers might find some internet
service providers (ISPs) shutting down
delivery of the corporate e-mail. A best
practice is to set up a completely separate
system to handle private panel e-mails.
Even so, there is always a risk that some
ISPs will block delivery of e-mails to pan-
elists, so it is important to track e-mail
delivery and response rates by ISP.
Another risk is panel attrition. If
the panel is not nurtured and used,
panelists will quickly lose interest and
drop out. Best practices here include
sending birthday cards and other com-
munications to panelists, answering all
e-mails and phone calls promptly and
using each panelist 10 or more times per
year. Respondent fatigue is also a risk if
questionnaires are long and tedious or
poorly designed. A best practice is to keep
questionnaires short and concise. Longer
questionnaires are possible for some cat-
egories and incentives can make longer
questionnaires acceptable to participants.
One final risk in some countries
revolves around accessibility. If your
corporate communications promise
equal access to all, regardless of their
disabilities or handicaps, then your
surveys must be accessible (a very high
standard to meet). Legal risks can be
significant in these instances.

Just one tool

A private online panel can be a useful tool
in the research toolbox but it is just one
tool. In-house marketing directors will
still need professional research agencies
to help the company with studies that
require probability samples (market
segmentation, benchmarking, volumetric
forecasting, etc.). They will need research
suppliers to help with central-location
studies, in-person interviewing and
qualitative research. They probably will
still need professional research firms to
help with very complex studies (choice
modeling, segmentation, optimization,
etc.). They will also need professional
research companies to help with major
strategic projects where objectivity and
outside perspective are crucial. However,
for the day-to-day tactical studies among
a company’s customers, private online
panels may be an option to consider. o

Jerry Thomas is president and CEQO of Decision
Analyst, an Arlington, Texas, research firm. He
can be reached at jthomas@decisionanalyst.com.
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e the business of research

One of these
things is not
like the other

Using cognitive demographics to reframe how we

think of and categorize people

| By Susan Fader

Susan Fader on why companies should

make sure their views of their products

72

and services line up with those of

consumers.
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In order to field any type of research study, one has to interact with people
— whether it is an in-person conversation or a self-administered ques-
tionnaire. Companies have spent inordinate amounts of money creating
demographic and segmentation profiles of their customers, potential cus-
tomers and “non-users.” They rely on these demographic specifications and
segmentation profiles to determine who is or is not included in research.
These categorizations are also used as guidelines for organizing databases
and determining what potential research participant sample might be pur-
chased. The people included in research are a major prism through which
research data/findings are analyzed and business decisions are made.

It is human nature to try to group like things together and it is a major
way that helps accelerate processing information, seeing patterns, making
connections and discovering opportunities. We start as toddlers match-
ing similar shapes and colors, so it’s not surprising that in this data-rich
world, companies generally create a handful of what they think are
distinct demographic profile groupings that capture the key demographics
of the people they want to do research with. By filtering any research find-
ings through these specific demographic groupings, there is the belief that
it will both speed and improve our ability to analyze the data.

Currently, many of the grouping profiles follow the rules that were set
in place years, even decades ago. Many rely primarily on traditional demo-
graphic parameters (gender, age, relationship status, HHI, education and
category engagement) that usually revolve around purchase of a product or
service. Some profiles overlay attitudinal questions, which in many cases
fall into whether they will be an engaged research participant (e.g., “I like
to share my opinion with others.”).

Maybe assumptions are off

So if research findings are based on feedback from these selected peoples’
perspective and opinions, shouldn't we be reexamining the baseline as-
sumptions that went into developing these groupings? Maybe the baseline
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assumptions used to develop them are off. If so, then the research is being

designed and recruited with perhaps the wrong understanding of who the
people are and how they make decisions.

We have to do a better job of incorporating how people self-define and
view the world, versus the categories researchers may be fitting people into.
Traditional demographic groupings are based on an outsider — the company,
the researcher — making a judgement call on the characteristics that deter-
mine how people fall into groups and how similar they are being perceived.
In addition, since companies field research to help their businesses operate
better, it is not surprising that companies tend to create demographic group-
ings that align with how their business units are structured, which may not
replicate how people perceive the world their products/services exist in.

I feel we need to reframe how we view people and am calling this ap-
proach cognitive demographics. It has multiple uses including in the recruit-
ing process; as a guide to help us listen better to what people are saying in
research; and as a tool for better development and positioning of products
and services. Cognitive demographics incorporates traditional demographics,
plus the need to do a better job of reflecting diversity, equality and inclusion
in the overall participant population. Cognitive demographics then adds
another component that provides a way to better understand a person’s value
hierarchy — how they self-affiliate and make decisions. It also incorporates an
emotional component of how people rationalize behavior and make decisions.

Determining whether a person utilizes analytical or holistic thinking is
one of the keys to better understanding how people make a decision. Ana-
lytical thinkers tend to be linear thinkers who like discrete, rule-governed
categories. Holistic thinkers focus more on the big picture, specifically first
looking at possible relationships. Analytical and holistic thinkers may some-
times arrive at the same conclusion but their rationalization for arriving at
a common answer can be dramatically different. In a triad task, a person is
shown three items and asked which two go together. If a pig, apple and dog
were shown, the analytical thinker may group a pig and dog together because
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they are both animals. A holistic thinker would
focus on the relationship and thus group the pig
and dog together because the dog protects the pig
from predators. If you just looked at their answer
and didn't delve into the fact one was an analyti-
cal viewer of the world and the other a holistic
viewer of the world, you would have missed that
how they view the world and process information
is different, which ultimately can impact product/
service interest, usage and purchase decisions.

Radically different

With a traditional demographics approach, people
may appear to be falling into the same demographic
group but how they perceive themselves and the
world and make decisions may be radically differ-
ent. Yossi Klein Halevi, an American-born Israeli
author who is very active in Arab-Jewish reconcili-
ation efforts, and John Zogby, the political pollster,
both emphasize that a key to better understanding
people is to recognize that a person’s value system
gives insights into how they make decisions. Halevi
has spoken often about the fact that as humans we
tend to share the same basket of values — family,
community, work, religion, individual rights,

the role of government etc. — but prioritize them
differently and so we end up on different sides of
an argument. Zogby, who conducted thousands of
interviews for his 2016 book, “We are Many, We are
One: Neo-Tribes and Tribal Analytics in 21st Century
America,” feels that “self-identified tribal affinities
— shared values, life philosophies and outlooks...
transcend demographics and other category-specific
attitudes and behaviors, which would be the basis
of a traditional market segmentation study.”

In a research setting, recognizing how moms
self-perceive their mom role can be crucial to
understanding how they are making a purchase
decision for a product for their children. Two moms
may mirror each other when only using traditional
metrics such as demographics, frequency of buying
particular products and attitudes towards brands
and thus be seen as being in the same segment, with
the expectation that they would perceive the world
similarly. Incorporating a cognitive demographic
measure of how they view their role as a mother
would show that these moms actually see the world
very differently and therefore may be making
purchase decisions using a different framework.
One mom's motto may be, “I will do anything for
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my kids,” putting her in the helicopter-
parent category, while the other’s is, “Go
with the flow,” which shows she is much
more laid back when it comes to parent-
ing. If you are fielding a new product,
concept, messaging or pricing study,

not recognizing that these moms think
about their mom role radically different-
ly can hinder how you make conclusions
based on the research.

Another component of cognitive
demographics is capturing how people
perceive the world that your product/ser-
vice exists in. A company’s definition of
the category it is in may be very different
from how the consumer sees the world
the product resides in. If you don't inte-
grate how people perceive the role of your
product/service in their lives, you may
miss the big picture. As Theodore Levitt,
an economist who helped popularize
the term “globalization,” famously said,
“Customers who buy a drill aren’t buying
a drill. They're buying a hole in the wall.”

Missed the big picture
Years ago, if P&rG had integrated a cogni-
tive demographic approach in the diaper
category, it may not have missed the big
picture, which ended up costing it a large
market share that took years to recover.

Based on reams of research findings
that consistently pointed to diaper leak-
age/need for absorbency being the No. 1
concern and purchase decision determi-
nant, P&G invested tens of millions of
dollars developing diaper and manufac-
turing capabilities to make Pampers the
most absorbent/leak-proof diaper on the
market. Then Kimberly-Clark made a big
marketing push for a new version of Hug-
gies, one that, while more absorbent than
previous versions of Huggies, was still
less absorbent than Pampers. To P&rG's
shock, with the introduction of this new
version of Huggies, the Huggies share of
market increased and Pampers declined.
What happened? Had diaper absorbency/
less leakage become less important? Were
mothers lying about wanting to purchase
diapers that were best at absorbency.
Nope! Diaper leakage continued to be
the overwhelming No. 1 frustration in
the diaper category — even some moms
buying Huggies were complaining about
Huggies being less absorbent.

So what was going on? Well, P&G
had a siloed, non-cognitive demographic
view of the diaper category. It thought
functionality was the lens through which

moms saw the diaper world. But for a
number of moms their take on diapers
was broader and included a separate
emotional component that impacted
how they perceived their roles as moms.
Through P&rG's functional lens, P&G
had viewed the emotional “being a good
mom” component as a subsegment of
functionality and that the act of buying
and putting the more absorbent diaper
on their baby was helping them fulfill the
“good mom” emotional component.
Focusing almost exclusively on manu-
facturing the best leak-proof diaper on
the market, and believing that the most
absorbent diaper was the component that
delivered on “good mom,” P&G'’s diaper
used a type of plastic liner that, while
very effective in preventing leaks, also
made crinkling noises when the child
was picked up. Kimberly Clark recognized
that the self-perception “good mom”
component was, for a sizable segment
of moms, not a subset of the absorbency
functionality but an emotional driver
that relied on other things beyond absor-
bency, i.e., moms wanted a diaper that
didn't leak but also separately, the diaper
they chose to put on their baby was also a
reflection of how good a mom they were.
A diaper that made noise suggested to this
segment of moms that they were putting
“unhealthy” plastic on their child. Hug-
gies diapers were almost as absorbent as
Pampers but their quieter plastic liner
was doing a better job of delivering on
a “healthier”/less plasticky diaper that
moms could put on their baby. P&rG lost
share-of-market when these moms were
willing to sacrifice some absorbency to get
better delivery on the “good mother” emo-
tional self-perception need. The new Hug-
gies and the most absorbent Pampers both
had about the same amount of plastic in
the diaper, so if P&G had incorporated
cognitive demographics to better under-
stand that for a large segment of moms,
the diaper world included a standalone
functional and a separate emotional com-
ponent, its research would probably have
picked up that a noisy plastic liner would
lead to loss of market share, even if that
diaper offered the best absorbency.
Incorporating narrative economics
— which uses stories as input to provide
insight into how people you are interested
in perceive and rationalize the world
around them — can help the researcher get
a better understanding of how to struc-
ture demographic profiles and understand
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people’s feedback by providing context and
background of how people self-perceive.
(For more on narrative econormics, see my
December 2019 Quirk’s article “Storytelling
as an input, not just an output.") Narra-
tive economics utilizes stories that people
tell to get insight into how they rational-
ize their choices and see the world. One
way to use narrative economics to get in-
sight into people’s values and how they see
the world is to read memoirs, biographies
and works of non-fiction.

An example is J.D. Vance's “Hillbilly
Elegy,” which gives insight to choices and
decision-making in the world of poor/
lower middle-class Rust Belt whites. Those
decisions may appear illogical to an out-
sider (behavioral economics) but logical to
them (narrative economics). For example,
being close to family is one of their top
values and prevents many who are jobless
from moving from a place where there
are no jobs to a place that has jobs, even if
they are destitute. Another great example
is Isabel Wilkerson's beautifully written
“The Warmth of Other Suns,” which uses
the detailed life stories of three different
Black Americans and their families to
provide insight into the Jim Crow world
and the impact on the 6 million Black
people who migrated from the Southern
United States to the Northern United
States cities during the 1920s-1970s.

In addition to books, podcasts are
also a great source for getting the world
view of almost any specific demographic
you may be interested in, but especially
valuable if you are doing research on
a topic with a very small universe. For
example, if you are doing research for a
rare medical condition, there is probably
a podcast specific to that medical condi-
tion. The podcast may also be an avenue
in to help recruit these difficult-to-find
people to a research study.

Reality check

Utilizing cognitive demographics can be

a reality check on whether the way re-
searchers and marketers group people is
truly matching how people self-perceive
and make decisions. It can also help
uncover instances where the alignment
of company business units may not reflect
a target audience’s view of the world in
which your products and services exist. (0]

Susan Fader is qualitative researcher at Fader
and Associates, a New York research firm. She
can be reached at susanfader@faderfocus.com.

www.quirks.com
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CALENDAR OF EVENTS

eee can’t-miss activities

The Merlien Institute will hold its 2021
QUAL 360 EU event on March 3-5as a
virtual event. Visit eu.qual360.com.

The Insights Association will hold its Qual
Event on March 9-10 as a virtual event. Visit
www.insightsassociation.org.

Quirk’s Media will host Webinar Wednesday
on March 24. Visit quirks.com/events/
webinar-wednesday-3-24-21.

Intellus will hold its 2021 Intellus
Worldwide Summit online on April 8.
Visit www.intellus.org/Events-Webinars/
SummitVE-2021.

succeet will hold the virtual pillar of succeet21
on April 14-16. Visit www.succeet.de.

Intellus will hold its 2021 Intellus Worldwide
Summit online on April 15. Visit www.intellus.
org/Events-Webinars/SummitVE-2021.

The Society of Insurance Research will
hold its Spring Conference on April 15 as a
virtual event. Visit bit.ly/3b3Zage.

The Merlien Institute will hold its 2021
MRMW EU event on April 20-21 as a virtual
event. Visit na.mrmw.net.

Quirk’s Media will host Webinar Wednesday
on April 21. Visit quirks.com/events/
webinar-wednesday-4-21-21.

The Society of Insurance Research will
hold its Spring Conference on April 22 as a
virtual event. Visit bit.ly/3b3Zage.

Intellus will hold its 2021 Intellus
Worldwide Summit online on April 22.
Visit www.intellus.org/Events-Webinars/
SummitVE-2021.

Intellus will hold its 2021 Intellus Worldwide
Summit online on April 29. Visit www.intellus.
org/Events-Webinars/SummitVE-2021.

www.quirks.com

The Society of Insurance Research will
hold its Spring Conference on April 29 as a
virtual event. Visit bit.ly/3b3Zage.

The Pharma Market Research
Conference USA will be held on May
12-13in Newark, N.J. Visit usa.
pharmamarketresearchconference.com.

The Insights Association will hold its
NEXT 2021 event as a virtual conference
on May 18-19.

Quirk’s Media will host Webinar Wednesday
on May 26. Visit quirks.com/events/
webinar-wednesday-5-26-21.

The Merlien Institute will hold its 2021 QUAL
360 NA event on June 16-17 in Washington
D.C. and virtually. Visit na.qual360.com.

Quirk’s Media will host Webinar Wednesday
on June 23. Visit quirks.com/events/
webinar-wednesday-6-23-21.

SampleCon 2021 will be held on July 12-14
at The Langham in Pasadena, Calif. Visit
samplecon.com/samplecon-2021-live.

The 2021 Quirk’s Event - London will be held
onJuly 20-21 at the InterContinental London
02in London. Visit www.thequirksevent.com.

Quirk’s Media will host Webinar Wednesday
on July 28. Visit quirks.com/events/
webinar-wednesday-7-28-21.

The Insights Association will hold the X
Event 2021 on August 3-4. Visit
www.insightsassociation.org.

The 2021 Quirk’s Event - New York will be
held on August 17-18 at the Javits Center
in New York. Visit www.thequirksevent.com.

Quirk’s Media will host Webinar Wednesday
on September 1. Visit quirks.com/events/
webinar-wednesday-9-1-21.

Quirk’s Media will host Webinar Wednesday
on September 29. Visit quirks.com/events/
webinar-wednesday-9-29-21.

GreenBook will hold its 2021 IIEX North
America event on October 5-6 in Austin. Visit
events.greenbook.org/iiex-north-america.

The Society of Insurance Research will hold
its 2021 Annual Conference and Exhibit Fair
on October 17-19 at the Westin Cincinnati
in Cincinnati. Visit bit.ly/2NONz9X.

The Insights Association with hold CRC
2021 on October 19-21. Visit
www.insightsassociation.org.

The Merlien Institute will hold its 2021
MRMW EU event on October 20-21 in Berlin
and online. Visit eu.mrmw.net.

Quirk’s Media will host Webinar Wednesday
on October 27. Visit quirks.com/events/
webinar-wednesday-10-27-21.

succeet will hold the in-person pillar of
succeet21 on October 27-28 at the MOCin
Munich. Visit www.succeet.de.

Informa Connect will hold The Market
Research Event (TMRE) on November 15-17 in
Nashville. Visit informaconnect.com/tmre.

Event details as of February 15, 2021. Please
see websites for more details.

To submit information on your
upcoming conference or event

for possible inclusion in our

print and online calendar, e-mail
info@quirks.com. For a more com-
plete list of upcoming events visit

www.quirks.com/events.
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21 Top Full-Service Research Companies
SPECIAL ADVERTISING SECTION

e« e special advertising section

21 TOP FULL-
SERVICE
RESEARCH
COMPANIES

The advantage of full-service agencies lies not only within their
ability to offer end-to-end research solutions but also within the
expertise required to understand and execute the entire research
process.

If you're looking for an agency that can take your research
initiative from start to finish, these companies offer full-service
solutions for a wide range of industries and research needs. Let
the experts from the following companies solve your business
needs, whether CX or UX, B2B or consumer, health care or IT.
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Aspen Finn(J

strategy + insight

Aspen Finn

Founded 2016 | 30+ employees
Julia Eisenberg, SVP

Human nature.
That's why we
built Aspen Finn.
We're a strategy
and insights com-
pany grounded in
cognitive psychol-
ogy. Because in or-
der to know what

people think, you

must first understand how they think.
We immerse ourselves in your chal-
lenge and design custom research for
tangible results. We reveal authentic
consumer stories so your brand can
change, persuade, include or grow with
confidence. Aspen Finn. The advan-
tage of human nature Contact Julia.
Eisenberg@AspenFinn.com.

Phone 1-888-802-1330

AspenFinn.com

www.quirks.com
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Decision Analyst Inc.

Founded 1978 | 150 employees
Jerry W. Thomas, CEO

Decision Analyst offers a wide array of

services to help clients build and sus-
tain winning business models. Custom
research and analytical consulting are
Decision Analyst’s foundational compe-
tencies. The firm specializes in strategy
research, concept testing, package test-
ing, promotional testing, product test-

www.quirks.com

ing and advertising research. Decision
Analyst is a leader in advanced analyt-
ics, market segmentation, mathemati-
cal modeling and simulation. The firm
melds qualitative research, survey
research and marketing science to
solve complex marketing problems.
Decision Analyst offers both qualitative
and quantitative full-service research.
Decision Analyst's researchers can rec-
ommend the qualitative or quantitative
technique best suited to your research
needs.

Phone 1-817-640-6166
www.decisionanalyst.com/services/strategy

21 Top Full-Service Research Companies
SPECIAL ADVERTISING SECTION

DRG

Turning Intelligence into Opportunity

The Dieringer Research
Group Inc. (The DRG)

Founded 1974 | 75 employees
Lanie Johnson, President and CEO
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The DRG

Full-Service Research Company

What makes a research study great? It
comes from helping businesses listen
intently; learn from their customers,
employees and market; and turn those
stories into knowledge used to drive busi-
ness success. That mind-set informs every
step of our research approach from study
design to questionnaire development,
fieldwork, data processing, advanced
analytics and uncovering data-driven
insights that help communicate a holistic
story across your organization. To be
truly great, marketing research needs to
help you answer critical questions, solve
business challenges and achieve orga-
nizational goals. That's what you'll get
when working with The DRG — experts at
every research step across CX, EX and BX
categories who help you make business
decisions with confidence.

Phone 1-888-432-5220

www.thedrg.com

March/April 2021 // Quirk’s Marketing Research Review 77


http://www.decisionanalyst.com/services/strategy
http://www.thedrg.com
http://www.quirks.com
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q
globalsurvey’
Global Survey

Founded 2008 | 25 employees
Mayank Bhanushali, Founder and Managing Dir.

Global Survey, as . .
our name sug- '
gests, is one of
the global leaders
in using digital
data collection to | &
power analytics f-i
and insights. We
provide data-
driven decision-
making for clients who listen to and
interact with the world’s consumers
and business professionals through
Global Survey online panels, as well
as mobile, digital and social media
technologies. We apply the breadth

of over 88 online consumer panels

and communities across 70 countries
to your market research studies. And
we're dedicated to continually fine-
tuning our panel network to ensure
quality and growth as your research
needs change over time. Global Survey
works with many of the world’s lead-
ing market research agencies, media
agencies and corporations.

Phone 91-740322-0322

www.globalsurvey.gs

NWOLDEN

Holden

Founded 2006 | 50 employees
Jeffrey Kelsch, Managing Partner

With over 15
years’ experi-
ence conducting
research projects
around the
Asian region,
Holden offers

a unique and

high-quality
solution to
your Asian market research needs.
Consider Holden your “team on the
ground” in Asia. Holden has experi-
enced full-service research teams in
China, Japan, Korea and every major
Asian market. We know what works
in the various markets of Asia and are
happy to share our expertise to ensure
the success of your project. We can
run both qualitative and quantitative
research work and support our clients
on any aspect of the research process
- including design, setup, sampling,
project management, recruitment,
moderation and analysis. We are here
to support your efforts to understand
the increasingly sophisticated and
ever-evolving Asian consumer.

Phone 1-208-809-7117 (U.S.)
www.holdendata.com
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Information Specialists
Group Inc. (ISG)

Founded 1996 | 13 employees
Robert McGarry Jr., President

Information
Specialists
Group offers a
complete range
of research
services, from
consultation

and customized
study design to
data collection, analysis and report-
ing - for virtually any type or size of
quantitative or qualitative study. Well
known for our experience reaching
the hardest-to-find and hardest-to-
engage audiences, some industries
we routinely serve include agricul-
ture, financial services, health care,
industrial manufacturing, legal and
medical technology. Our in-house data
collection center and ISO 27001 cer-
tification guarantees our clients the
highest level of quality control and
data security. Clients also appreciate
exceptional service and our turnkey
ability to support critical decision-
making with actionable intelligence.
Phone 1-800-279-5314 or 1-952-279-5314
isgmn.com

www.quirks.com
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InsightsNow

Founded in 2003 | 35+ employees
Dr. David Lundahl, CEO and Founder

InsightsNow is a full-service, award-

winning behavioral research firm that
partners with companies across a wide
array of industry verticals to acceler-
ate business decisions. We specialize
in supporting companies’ creation of
disruptive innovations for achieving

a cleaner, healthier, happier world.
Using proprietary and unique behav-
ioral research approaches, we work
with clients to discover creative,
collaborative and innovative insights.
The team has a passion for discovering
people’s beliefs, behaviors, triggers,
cues and motivations to help identify
unexpected human truths that inform
and inspire. Through implicit test-

ing applications such as our Implicit/
Explicit Test™, custom research
solutions or assisted DIY tools, we
help find answers faster — improving
speed to and success in market. By
partnering with InsightsNow, clients
can delve into the “why” behind hu-
man behavior and design research

to address challenges and accelerate
innovation by focusing on consumer
behaviors and emotional drivers. Visit
our website to learn more.

Phone 1-541-757-1404
www.insightsnow.com

RONWOD
NSIGHTS

group,LLC

Ironwood Insights
Group LLC

Founded 2017 | 320 employees
Brad Larson, Founder and CEO

Ironwood
Insights Group
leads the mar-
ket research
industry by of-
fering a seam-
less integration
of all research
methodologies
into one point
of service. We assist corporate research-
ers, marketers, marketing research
firms and consultants with intuitive
research design, data collection and
analytic services. Our full quantitative
research services include consultation,
questionnaire design, sample sourc-
ing, survey fielding, data processing,
data analysis and reporting. Our
qualitative methodologies include
traditional focus groups, online focus
groups, online bulletin boards and in-
depth interviews. We are dedicated to
providing our clients the best research
solutions at reasonable rates. Call or
e-mail today for “Insights that provide
clarity and drive action.”
info@ironwoodinsights.com

Phone 1-801-569-0107, x2110
www.ironwoodinsights.com

21 Top Full-Service Research Companies
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ISA Corp

Founded 1982 | 219 employees
Jacqueline Rosales, President

The ISA Group
offers real-time ac-
cess to consumers
through quick-
turn, high-impact,
custom research
solutions. Qur
diverse portfolio

of products and
specialties spans
a universe of methodologies and ap-
proaches. That complexity is synthe-
sized into a simple experience. When
clients have a business challenge, we
provide data-validated answers. Our
bespoke approach to analysis and re-
porting leverages both research experts
and category experts, drawing upon
our deep knowledge of key industries
including cannabis, automotive and
academic/public policy. Clients lever-
age us to develop detailed profiles of
their customers, test new products and
concepts, test marketing and advertis-
ing, evaluate consumer preferences,
measure trends and connect with niche
audiences. The ISA Group includes
Q-insights (qualitative and automotive
specialists), SoapBoxSample (online
research and specialty panels) and
community insight platform icanmak-
eitbetter — all accessible through a
single point of contact.
hello@isacorp.com

Phone 1-818-989-1044

www.isacorp.com

www.quirks.com
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ISSUES CNSIIERS

Global Marketing Research

Issues and Answers
Network Inc.

Founded 1988 | 400+ employees
Mohit Gour, EVP

Issues & Answers Network Inc. is an

independent global marketing research
firm providing everything from survey
and sampling design to data collec-
tion (300 CATI stations in four U.S.

call centers and 160 CATI stations in
Europe offering multilingual interview-
ing) and project management to data
analysis. Our international network

of reliable alliance partners extends
our research capabilities to over 100
countries. We specialize in conduct-
ing qualitative online research, both
globally and domestically along with
product placement, IHUT and digital
ethnographies. A snapshot of indus-
tries includes: agriculture, beverages,
consumer durables, consumer packaged
goods, financial services, insurance,
pharmaceutical, travel/hospitality and
litigation support studies.
bids@issans.com

Phone 1-757-456-1100

www.issans.com

ust The Facts, Inc.”
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Just The Facts Inc.

Founded 1994
Bruce Tincknell, Managing Director

4 Just The Facts, Inc.” Cail 847.506.0033

-

Just The Facts Inc. has 30 years of

strategic B2C/B2B full-service expertise.
Our client-centric mind-set drives all
actions, communications and atten-
tion to detail. Our strategic tool kit
includes a wide range of methodologies:
focus groups, surveys, win-loss, market
assessment, competitive intelligence,
secondary research and mystery shop-
ping. Our methods are proven and
seamless across clients’ changing needs.
JTF meticulously manages projects,
attentively listening and understand-
ing client objectives. This sets us apart
from typical research firms. When
other suppliers don't understand criti-
cal nuances of your key needs, then
their low-price research is time-con-
suming and costly. Conducting quality
full-service research means having a
strategic partner that effectively guides
important assignments, delivering key
insights. Our extensive research skills
encompass voice of the customer, sat-
isfaction, decision-making, evaluating
products and services, competitors and
more. Let’s discuss your specific needs,
ensuring your initiatives are effectively
executed. Call for free consultation.
Phone 1-847-506-0033

www.justthefacts.com
www.justthefacts.com/testimonials-x-30

T KMR

. KARCHNER MARKETING RESEARCH, LLC

The Strategic Partner for your Qualitative & Quantitative
Research Needs

Karchner Marketing
Research LLC

Founded 2003
Helen Karchner, CEO and Co-Founder

Why is KMR a
top full-service
research consul-
tancy? Because
our interest in
respondents’
thoughts and
opinions...is

genuine! Health
care or gen-
eral market, across 100 industries — it
doesn’t really matter. A respondent’s
individual experience matters to our
clients, so it matters to us! Clients
entrust KMR with their B2B and B2C
research across the U.S. and interna-
tionally. We design recruiting, custom-
ize moderating to complement each
respondent type, provide a local facility
and utilize virtual platforms. Our key
strengths: flexibility and compassion.
Personal touch is unique to our modera-
tors’ and recruiters’ mind-sets. Coupled
with our communicative skills, we gain
our respondents’ trust, giving validity
and credence to their individuality.
Insights are uncovered and unique
situations discussed, causing deep core
values to effervesce. KMR synthesizes
and distills that into a conveyance of
ideas, in answer to our client’s unmet
business needs. Karchner Marketing
Research — as a strategic partner

for your quick gut-check project or
longitudinal tracking study — Value
establishes prominence!

Phone 1-610-564-9624
www.KMRResearchStudio.com
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MUR_RAY HILL

NATIONATL

Murray Hill National

Founded 2013 | 30 employees
Susan Owens, C00

Murray Hill
National is your
market research
service provider.
Our expertise is
in field manage- |
ment, recruit- /i

ing, moderator

choice, screener design/development
and sample solutions. Through various
collaborations and partners, we can
provide any service or request you have
in relation to your marketing research
needs! We have U.S. Class A facility op-
tions, as well as a go-station call center
with the ability to recruit all method-
ologies, moderator services worldwide
and verified sample resources. We excel
in our recruiting operations which
include consumer, health care and B2B
audiences. Call us today!

Phone 1-972-707-7645
www.murrayhillnational.com

www.quirks.com

NextON Services

NextON Services

Founded 2013 | 20 employees
Naim ul Qadar, Founder and CEO

NextON
Service's exis-
tence has been
built upon the
quest for tech-
nology-driven
research. Since
its inception in
2013, NextON
has built
practices to cater to the fast-changing

communication and technology-driven
world. NextON’s belief is that clients
need a partner who can produce ac-
curate and relevant information and
turn it into actionable outcomes. It
turns the data-driven market research
to insights that provide true under-
standing of people and markets. The
dedicated end-to-end services — which
include survey programming, data pro-
cessing, coding, charting, reporting,
etc. — combine research and analytics
focusing on accuracy, security and
speed. That's why so many interna-
tional companies rely on it to help
them spark better connections. This
approach has helped it build strong
relationships with the biggest players
in the market research industry.
Phone 1-971-50-941-9689 (UAE);
1-818-453-1793 (U.S.)
www.NextONServices.com

opinions/igood
Op4G

Founded 2010 | 45 employees
Frank Nappo, CEO
Frank Hayden, COO

Op4G is a
premier data
collection
company
with unique
recruitment
methods and
best-in-class
programming
services.

We work in
conjunction with nonprofit partners
and trade associations to find hard-to-
reach audiences for participation in our
clients’ surveys. Our unique approach
to recruiting yields a highly engaged
group of people who, as respondents,
are dedicated to helping our market
research clients fulfill their informa-
tion needs. Clients’ incentive funds
have allowed panel members to donate
nearly half a million dollars to non-
profits worldwide. Op4G is your trusted
partner for everything from difficult
recruits to everyday consumers. Op4G

is headquartered in Portsmouth, N.H.,
and operates globally.

Phone 1-603-766-5858
www.op4g.com
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21 Top Full-Service Research Companies

SPECIAL ADVERTISING SECTION

QvaTionmm

OvationMR

Founded 2017
Jim Whaley, CEOQ

Fast, Reliable Answers for Insightful

Decisions®. Significantly improve your
online research success with depend-
able survey data from B2B and con-
sumer audiences. Our mission: Expand
opportunities for researchers to do

the work you believe in and can stand
behind, for your company, your com-
munity and your cause. OvationMR
services cover sampling, programming
and hosting, translations and design
and analysis for brand tracking stud-
ies, market segmentations, conjoint
analysis, awareness and usage studies,
customer experience, concept testing
and political polling. Our clients in-
clude research practitioners, consul-
tants, governments, NGOs and global
brands. We offer survey audience
sampling and supporting research
services globally. Contact us today at:
info@ovationmr.com.

Phone 1-212-653-8750

www.ovationmr.com

raJms Iillumination

Radius Global Market
Research

Founded 1960 | 150 employees
Jamie Myers, Executive Director

©

A roadmap for © o

your brand’s

growth journey.

Q
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We focus on understanding the critical
points of your brand’s growth journey
to drive long-term success. The Brand
Growth Navigator tool is our strate-

gic approach to helping you identify
the business-building issues to tackle,
from identifying compelling innova-
tions to creating relevant customer
segmentations. Our 6o+ years of global
brand-building expertise has been ac-
quired through our partnerships with
Fortune 500 leaders as well as emerging
and start-up brands in more than 6o
countries. Clients come to us for our
business growth mind-set that starts
with one unwavering goal: Putting your
customer at the center of all strategic
business and marketing decisions.
Phone 1-212-633-1100

radius-global.com

RESEARCH AMERICA

B MARKET RESEARCH - CONSUMER INSIGHT

Research America
Market Research
Solutions

Founded 1985 | 300 employees
Robert Porter, CEO

Research America is a nimble, value-

based, full-service and field market
research firm. We provide organiza-
tions with consumer insight needed to
enhance products and services for their
customer base. We leverage our senior-
level research marketers to provide
insight, using tools that inform and
inspire ideas, development, market-
ing and advertising. Your unique
needs direct what our consultants do:
we only recommend activities and
methodologies that enable clients to
achieve their business goals. With 300
researchers, 14 offices and one team,
we provide quantitative and qualita-
tive research services to end-user
companies around the world. We are
experts in strategic consulting, health
and sustainability, customer experi-
ence, brand research, data collection
and recruiting. Our focus groups and
facilities include biometrics, CLT, HUT
and full kitchen testing.

Phone 1-610-356-1800
www.ResearchAmericalnc.com
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RTi Research

Founded 1979 | 40 employees
David Rothstein, CEQ

In a world
-

'ﬁ

and acted upon effectively. At RTi, we

awash in data,
our collective
challenge is

to turn data
into something
meaningful,
something that
can be commu-
nicated simply

meet that challenge head-on, turn-

ing data into meaning through smart
research design, flawless execution and
innovative storytelling. Everything we
do is aimed at helping our clients move
ideas and insights through their organi-
zations to influence change. Informed
by 40 years of experience across catego-
ries and cultures, we know what works
and what doesn’t and we know how to
ensure our clients’ success. Contact us
today and see what we mean.

Phone 1-203-653-4221

www.rtiresearch.com

www.quirks.com

VERV

Verve

Founded 2008 | 100+ employees
Andrew Cooper, Founder and CEQ

Verve are ex-
perts in commu-
nity panels and
smart digital
research; vividly
communicated.
We're customer-
obsessed and
passionate about
putting the
customer at the heart of our clients’
businesses, empowering better decision-
making. We specialize in pop-up and
long-term community panels, integrat-
ing behavioral data and elevating the
communication of insight. We help

the likes of Samsung, Barclays and
Walgreens Boots Alliance understand
their customers and create better
products, experiences and communica-
tions. We are always-on, lean-in, front-
of-our-seat-type people — we do great
research with all the urgency and com-
mitment it deserves to help empower
our clients and their customers. Let us
energize your insights, your customers
and your business!

Phone 1-312-205-7417

www.addverve.com

B ''AKEFIELD
Wakefield Research

Founded 2008 | 50 employees
Paul Bragan, Managing Partner
Nathan Richter, Managing Partner

Wakefield Research (www.wakefiel-

dresearch.com) is a leading global
provider of quantitative and qualita-
tive research, secondary research and
market analytics. Wakefield Research
supports the world’s most prominent
brands and agencies, including 5o

of the Fortune 100, in more than go
countries. Our work regularly appears
in top-tier media. Our staff includes
classically trained market researchers,
issue experts and professionals from
the worlds of marketing, public rela-
tions and journalism. We specialize in
intelligent, practical consultancy with
an emphasis on results, the customer
experience and building long-term
strategic relationships. Though we offer
dozens of capabilities, we're best known
for returning insights from hard-to-
reach, low-incidence audiences.

Phone 1-888-527-WAKE
www.wakefieldresearch.com
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Moderating to the Max

A Full-Tilt Guide to Creative, Insightful
Focus Groups and Depth Interviews

Detailed instructions for more than 20
techniques that will deepen focus group
findings and bring life to a fading group.
From perceptual mapping to personification,
you will never again have to guess whether
a technique is the right one for the occasion.
Full of examples and illustrations, the book’s

emphasis is on “play”: how fun exercises can inspire focus
group respondents to reveal deeper motivations.

Qual-Online

THE ESSENTIAL GUIDE

What every
RESEARCHER
needs to know
about conducting
and moderating
INTERVIEWS
VIA THE WEB

JENNIFER DALE v
SUSAM ABBOTT

160 pages, 7x10, 978-0-9830436-2-1 $34.95 paper

Qual-Online: The Essential Guide

What Every Researcher Needs to Know
about Conducting and Moderating
Interviews via the Web

From the types of tools at your disposal to
planning your first online study, this extensive
guide will help you understand the sequence of
steps to follow, timing, and costs involved and
help you manage all of the useful insights you will

gather—making your job of sharing information
with your client that much easier and your reports more
robust. The must-have guidebook.

Starting with the

SHOPPER

Research Insights for
Winning at Retail

ol
i, i, N
"l;f'ﬁ_iiﬁ-: éggtt Young

Prrerptin R erers PSR

216 pages, 6x9, 978-1-941688-26-7 $29.95 paper

Starting with the Shopper
Research Insights for Winning at Retail

Actionable insights, case studies and “lessons
learned” from thousands of studies conducted
by Perception Research Services, a global leader
in packaging and shopper marketing research.
What works in store, in home and online, and
how best to apply shopper research to drive
and measure success.

136 pages, 7x 9, full color; 978-1-941688-23-6 $39.95 paper

A NATIGN OF
NUMBERS

The Celecmont of Lisrsitrg Fissawes in Amiice

A Nation of Numbers

The Development of Marketing Research
in America

Paul Scipione identifies the factors and

events that came together to make America
the birthplace of marketing research and
documents how far the marketing research
industry has come in its first 100 years,
morphed from analog to digital, with new tools
in big data and advanced analytics, observation
of actual consumer behavior via scanning UPC

codes, and advances in the neurosciences, and speculates
where the industry will be in the future.

546 pages, 7x10, 978-0-9852482-2-2 $49.95 cloth

Stir It Up!

Recipes for Robust Insights &
Red Hot Ideas

From time to time, every moderator, meeting
chairman, or in-depth interviewer needs fresh
ideas to jazz up a tired group or reenergize a
flagging meeting. Here are 50 fresh ideas for
exercises in an easy-to-use cookbook format.
Organized by category, from Ice Breakers to
Idea Developers each “recipe” (exercise) is

Stir It Uﬁ%”

Recies for
Robust insights & Red Hot Ieas

Laurie Tema-Lyn

Frcncal laspaizes Erwprint!

presented with a brief description, an estimation of time
required, a list of materials needed, instructions for how to do

it, and useful tips.

140 pages, 7x9, 978-0-9830436-3-8 $24.95 paper

The Complete Guide to Writing
Questionnaires

How to Get Better Information for
Better Decisions

A comprehensive framework for creating
questionnaires from planning research to
support decision-making, conducting qualitative
research, and planning the questionnaire before
you begin writing questions, with guidelines

to make questions clear, answerable, easy, and

Complete
Guide toWriting

Questionnaires

How to Get Better Information
for Better Decisions

F_

unbiased for the three most common tasks researchers ask
respondents, and how to properly pretest a questionnaire.
220 pages, 7x10, 978-0615917672 $54.00 paper

A Job-Seeker’s Guide to Careers
in Market Research

How to Decide if a Career in Market Research D

is Right for You

An authoritative guide to the market research
industry at the beginning of the 21st century,
its size and scope, what value it provides, who
works in the field, who uses it and for what
decisions, the market research process, common

JAMES T, HEISLERC PHID

methodologies, growth prospects for the industry, and more.
The book explores market research as a career choice—skills,
education, and training; how to get that first job, moving
upward, potential earning power, success profiles, and

stepping stones to related careers.

174 pages, 6x9, 978-1-941688-31-1 $34.95 paper

Buy direct and save!
You will always find the best pricing at our website,

paramountbooks.com

Most PMP books are also available for Kindle, Nook and iPad readers.

For more information on any title listed here or to see a complete list,
visit our website or call 607-275-8100.


www.paramountbooks.com

¢ ¢ e Thisissue of Quirk’s is made
possible by our valued advertisers. Their
ongoing support - along with that of
the other companies and organizations
that market themselves on our Web

site, e-newsletter and related outlets -
helps us bring you Quirk’s and all of its
associated resources. When you contact
the organizations listed below, let them

Aspen Finn(J

strategy + insight
Aspen Finn Strategy + Insight . . ... ... p.9
888-802-1330 | www.aspenfinn.com

Clear Seas

RESEARCH
Clear Seas Research . .......... pp. 10-11

248-786-1683 | www.clearseasresearch.com

Feedback Loop-

Feedback Loop (formerly Alpha) . . . . .. p. 20
212-226-6430 | www.feedbackloop.com

Insight Management Academy. . . . ... p. 29
44-7982-245807 | www.insight-management.org

WebMD  Market
Medscape Research
Medscape Market Research ... ... .. p. 65

212-301-6700 | www.medscape.com

© quantilope

Quantilope .. ... ... p. 13
49-4021-0918979 | www.quantilope.com

T RESEARCH
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RIVATraining Institute .. ........... p. 33
301-770-6456 | www.RIVAinc.com
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800-543-8635 | www.Burkelnstitute.com
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844-344-7483 | www.digsite.com
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800-TO-FIELD | www.fieldwork.com

insightsNOW

InsightsNow . .. ................. p. 23
541-757-1404 | www.insightsnow.com

Olson Research Group, Inc.
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Olson Research Group, Inc. . . .. Back Cover

267-487-5500 | www.olsonresearchgroup.com
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651-379-6200 | www.TheQuirksEvent.com
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Schlesinger Group . . .Inside Front Cover, p. 3
866-549-3500 | www.schlesingergroup.com
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Market Research

C&C Market Research, Inc.Inside Back Cover

479-785-5637 | www.ccmarketresearch.com
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Facts ‘nFigures. . ................ p. 27

818-986-6600 | www.factsnfiguresinc.com

Glocalities . .. ........... ... . p. 26
31-20-689-8383 | www.glocalities.com
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Marketing Research Education Foundation . . p. 67
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PremiseData . .................. p. 24
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860-670-6015 | www.surveymonkey.com

Quirk’'s Marketing Research Review, (ISSN
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“As insights

professionals it is
critical that we listen
well and understand
the strategic business
questions that need to

be solved.”

eee Conversations with
corporate researchers

10 minutes with...

Barry Jennings
Director, Commercial Cloud and Business Planning Insights
Microsoft Research + Insights

What is the most rewarding part about working within insights at a global
organization?

That's an easy one. It's the teamwork aspect for sure. I'm constantly impressed by
the power of bringing a broad set of talented folks together to solve a problem.

Our business spans a wide set of technologies, products and services that address
the needs of consumers, software developers, IT professionals, business decision
makers and end users from all over the world. On an average day, I have a number of
people within the team I manage who can share data, deliver insight or can find the
most recent point of view we need to address the issue we are tasked to solve, and they
work well together to do just that.

Do you have any tips for client-side insight professionals looking to develop
strategic partnerships with internal stakeholders?

Three things come to mind when I think about building and nurturing stakehold-
er partnerships:

« Listen and share.
+ Answer the business questions, don't just execute the project.
* Remember you are on the same team.

As insights professionals it is critical that we listen well and understand the stra-
tegic business questions that need to be solved. It's equally important that an analyst
shares a point of view in these conversations. We often have a broader set of data that
we bring to a discussion. Pushing a POV forward might fill in some information gaps
and get the team focused on a more precise question that will drive impact rather
than simply add more information.

How do you see commercial research and insights changing in the next five years?
I believe it will be critical for insights professionals to be pretty fluent across a
broad range of techniques and tools to remain effective. I recently read “Range” by
David Epstein, which discusses the value of being more a generalist than a special-
ist. He referred to two different types of learning environments — some that are
kind, where things are fairly clear cut and operate in fairly regular way, and some
are wicked, where things tend to be unpredictable, highly evolving, unclear, incom-
plete and volatile. I think research and insights will have to connect the dots and
thrive in a world with lots of disparate data and information sources. That requires
skills that allow you to stitch together the abstract and make meaning from it.
That's going to be an increasingly sizeable portion of what we will do. What makes
it even richer is that we also have access to people across our entire Research + In-
sights organization who can contribute content, reshape our thinking or even push
an alternative perspective that up-levels the insights we create.
Read the fullinterview at https://bit.ly/3aRt1cLx.
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Market Research
Contactless CONTINUED
Curbside In-Person Research
Interviews with Increased
and Product Cleaning
Placements Measures

Product
Procurement &
Distribution for
In Home Testing

with Online
Interviewing

Virtual Research

TASTE TOUCH. Feel SMELL

Now, more than before...

UNMATCHED SENSORY TESTING!

« Eyetracking *  Project Management

 Qualitative Research * Programming

* Quantitative Research « Over 100 mobile interviewing devices
* On-site Interviews « 37 data collection locations nationwide
* Hispanic Interviewing + Panel Augmentation

CONTACT INFO: CORP@CCMARKETRESEARCH.COM | 877-530-9688 | 479-785-5637

WWW.CCMARKETRESEARCH.COM



www.ccmarketresearch.com
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Celebrating 25 years of Healthcare Industry Excellence

Since 1995, Olson Research has provided the full spectrum of qualitative and
quantitative market research services to the pharmaceutical and life sciences
industries. With access to 960,000 U.S. HEALTHCARE DECISION MAKERS, we
offer primary research and data collection capabilities across all sectors,
including physicians, healthcare executives, para-professionals, as well as
patients/caregivers. Our senior level consultants each possess 20+ years of
experience, enabling them to successfully navigate the most complex and
challenging projects. Let Olson Research exceed your expectations on
your next marketing research project.

Olson Research Group. Unparalleled access to today’s healthcare professionals.

_Paul_ Allen ‘
OlSOI'l ResearCh Gl‘oup Executive Vice President,

Research Services

Healthcare Marketing Research
—/@ pallen@olsonresearchpa.com

Erin Canuso
Director, Client Services
www.olsonresearchgroup.com ecanuso@olsonresearchpa.com


www.olsonresearchgroup.com



