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CX & UX Solutions
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ongoing insights.
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WebMD Medscape
Market Research Services

We offer unparalleled reach
to the largest, most engaged
and highest value network
of physicians and prescribing
health care professionals for your
quantitative or qualitative research.

We offer you what no other healthcare market research company
can: engaged healthcare professionals who are regularly accessing
Medscape for clinical content. Our market research team leverages
these Medscape members to provide you with research solutions that
deliver high quality results.

We leverage our first and third party data e.g. prescribing behavior, work
setting, therapeutic areas to deliver advanced targeting capabilities to
get you the precise respondents that you need.

Medscape develops a relationship with physicians typically during med
school and maintains that relationship with them throughout their career.

WebMD Market
Medscape Research

WebMD Professional

Need a quote?
Click here or contact us at www.medscapemarketresearch.com
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and blog highlights

'// Noted Posts

Connect with Quirk’s Events from home | REEE

We know that many attendees

enjoy our in-person events.

The future of market research
from Quirk’s New York 2022
We do too! However, sometimes https://bit.ly/3BT8sdZ

it’s hard to get away from home.
Attending the largest Quirk’s

Event
https://bit.ly/3BNmhdW

That’s why our next event gives
you all you love about the Quirk’s
Events without the need to travel.
Attend the Virtual Global event

Oct. 11-13 from the comfort of your . Loyalty, pricing and customer
home or office. behaviors in 2022

Learn more and register: https://bit.ly/3A3iYhy https://bit.ly/3QlmVDK

’ 1
Let’s celebrate! Research Industry Voices

he Marketing Research and

Insight Excellence Award The Marketing Research and Insight :0(‘;" tz manage your marketing
. i udge
finalists were announced on Sep E X C E L L E N C E ttpsy ity 3dgeond
tember 7. Thank you to everyone AWARD § K :
who entered! We are excited for ol The importance of conducting

the Virtual Awards Celebration

3 marketing research in 2022
on November 7. To register, head

https://bit.ly/3A5pIleF
to https://bit.ly/3QbwV2l. We are so excited to see who the winners are this year! ps://bit.ly/3A5p

We hope you will join us! Taking steps toward marketing
optimization
https://bit.ly/33GzHdS

Tech, sustainability and diversity:
Quirk’s Event New York takeaways
https://bit.ly/3A718f3

Research Careers Blog

How generations are perceived

// E-newsworthy

Better quality research without
sacrificing speed
https://bit.ly/3P4aNWp

at work

Three tips for proving the ROI https://bit.ly/30fd214

on your insights function
https://bit.ly/3IBr5Vy

Why market researchers must
develop an always-on research
approach

16 ways artificial intelligence and machine learning https:/,/bit.ly/3P7kaNw

are evolving the marketing research industry
https://bit.ly/3bFItMw
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Al Coder

The next generation Ascribe Al solution

Creates a theme-based codebook instantly, enabling a
question to be coded and delivered in less than an hour.

95% coding accuracy in 30% of the time, with 70% labor savings
in a Product Concept Study versus manual coding with Coder.

Control the work and
level of automation

Easily edit codebook
and create nets

Find the code connected
to the segment

Benefit from the most
advanced NLP technologies

Identify the top codes
with one click

Process large datasets
quickly

Reduce coding time, lower costs and
improve productivity, all with incredible results.

Mascara-UKFit-Disposable Cup: Q3 % = B BE B B ”;fﬂ:;z:b'e.suwmv Eg:ll:h (United States) o
kKeywords.. v  E Suggested € Consider E Additional | Sort: Confidence v Keywords.. v | SortFrequency v H

561 Segments v 217 codes  (EZI 15861623

89% adds length 1 w Effect on Lashes X

87% added length 2 Lengthens Lashes 559 X

86% adds more length 1 Didn't clump 317

86% adding length 1 Separates Lashes 127

84% add length 1 Curls lashes 81

83% Itadded length 1 Staying on my lashes &9

83% it added length 1 | liked how it made my eyelashes look 34

80% made them look longer 4 Coats my lashes 33

79% has length 1 Looked natural 21

79% made them seem longer 1 Thickens lashes 14

78% Thelength 1 X ~w Application/ Removal X

78% the length 1 It goes on easily 138

78% | liked the length 3 Not smudge/ smear 94

“I am really excited about Al Coder. The new version is a significant step forward.
It is very smart and sophisticated. | love that it not only can pick out segments to
build codes but it also can build nets as well. It is going to be very helpful when
we have large studies.”

Sandi, Partner, Coding Experts

I |I Learn more about the power

of Coder at GoAscribe.com
or call 877.241.9112 x55.

ascribe
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e data privacy

. . . e e restaurant research
Global views on sharing data differ

Color captures
global survey by application programming interface management firm Axway ° 7 °
Afound regional — and perhaps cultural — differences in consumers’ embrace of d] n erS attent1 On

data openness: 75% of Brazilians and 59% of Americans said it is worth giving com- An appealing photo of a menu item
panies access to their personal data if it means a better user experience, whereas can help a restaurant increase

the British are actually quite split — only 50% agreeing it's worth giving access to sales — especially if the right filter is
their data — and Germans are slightly opposed to the notion, with only 48% agree- used, a new study suggests. Photos high
ing. Overall, almost 60% of those surveyed are fine with sharing their personal in color saturation make food look

data if it means a better user el . fresher and tastier, increasing custom-
experience. . e er willingness to order the menu items,

Even when the e .. researchers found. How well color

average consumer . saturation works can even depend on

doesn’t necessar- whether consumers plan to dine alone

ily grasp the or with others.

technology The study, “Marketing online food
underpin- , | images via color saturation: A sensory
ning it, ',' ‘\‘ imagery perspective,” was published
principles ‘,' \‘ in the Journal of Business Research.
of data . . In one test of respondents browsing
openness Instagram for a pizza restaurant, the
seem to \ ' food in the color-saturated photo was
resonate “. ," always seen as fresher and tastier and
with ‘\‘ ," something people would be more likely
respon- i ; to buy. But that effect was stronger for
dents. For ! people who were told they would be
example, eating alone and weaker for those who

three-quarters
(76%) of people
agree their health

would be eating with family.
“When people are eating with
others, the social experience is a big

providers should have part of what people look forward to,”

the same, most up-to-date el PrTia says Stephanie Liu, lead author of the
information about a patientto study and associate professor of hospi-
help decrease miscommunication and tality management at The Ohio State
human errors and provide better care. Meanwhile, 84% of respondents globally University. “But when they anticipate
agree that they should have control of their financial data and banks should not eating alone, they focus more on the
prevent the movement of money between other financial services — principles food itself. They want the food to be
that are basic tenets of open banking. fresher and tastier and that’s why color

Brazilians are most wholeheartedly embracing open banking, with 79% of saturation is more important in this
them saying they have a positive view a movement toward it. U.S. consumers are context.”

more split, with only slightly more feeling it’s a positive development (51%) and
the rest worried about security and data privacy.

8 Quirk’s Marketing Research Review //September/October 2022


http://www.quirks.com

Build Cultural Fluency with £
Cultural Intelligence
Trusted by 250+ Brands

Connect Effectively and Efficiently Across Consumer Segments

Consumer Research Programs Diverse Consumer Insights on

Multicultural | Generations

High Growth Consumer Segments

LGBTQ+ & Gender | Parents & Kids Hispanic | Black | Asian | Gen Z | Millennial

Women | LGBTQ+ | Parents | Kids

ff'//.
(it % coLLAGE

%i},}/enouw

[ J

-

-—

- X

D T
Cultural Intelligence CultureRate: Custom Market

Platform Brand & Ad Research
10+ years of Assess the Tailored solutions
consumer insights Cultural Fluency of by our in-cultural
with new data weekly your brands and ads qual and quant teams

Unleash the Power of Culture to Drive Brand Growth
CollageGroup.com/contact



www.collagegroup.com

\‘3Trade Talk

By Joseph Rydholm, Quirk’s Editor

Tech-enabled
customer service

still getting off the

ground

hile each of you no doubt has

several anecdotes to the contrary,
I feel like customer service has gotten,
dare I say it, better in recent years. I'm
not referring to in-store customer service
— that's as hit-or-miss as ever. Rather, I'm
talking about the digital realm, the web-
or app-based encounters.

There are many factors at play but
it seems like companies are finally
finding ways to use technology to help
their CSRs deliver a better experience
when customers reach out to resolve a
problem or answer a question.

Early on, I was afraid that tech ap-
plications would evolve no further than
the godawful bot-based customer service
tools that many consumer-facing sites
have, with their cutesy avatars promis-
ing to enthusiastically help you with
every possible problem when in reality
they're about as useful as the product
troubleshooting FAQs that urge you to
“make sure the unit is plugged in.”

My hunch was that CSRs now have
access to more information and therefore,
crucially, have more ability to answer
questions and fix those thorny problems
that the bot reps cheerfully fail to under-
stand when you type in your query.

According to results from a study re-
leased early this year, I was right about
the more information part. For its CRM
of the Future Survey 2021, software and
services company Amdocs commissioned
Coleman Parkes Research to survey 3,000
consumers, 100 CRM decision makers in
Tier 1 communication companies and

150 of their customer agents to better
understand how agents and the technol-
ogy and systems they use interact.

Here's the report’s take on the
role of technology. Maybe things have
already gone too far:

With as many as six systems in place to
complete customer processes and an average
of three required for every single request,
digital adoption is far from seamless for
contact center and retail agents. Too many
systems — which are often slow and lack
integration — are taking up agent time,
forcing them to invest energy and time into
manual processes rather than concentrate
on the customer at hand.

The decision makers know their sys-
tems are not all they could be. Only 38%
of those surveyed give high marks to the
automation in their customer service
support systems for how they trigger
processes, suggest the next best action,
capture customer details and send pro-
active notifications. Which means that
the unfortunate service agents on the
other end of the phone line or computer
connection have a lot to deal with, on
top of crabby customers.

And the trouble is, brands want to
rely on technology even more in the
future: Currently just over half (51%)
of customer interactions are automat-
ed/unassisted across multiple chan-
nels (e.g., virtual assistants, chatbots,
telephone automation, mobile apps or
online portals) but decision makers
want that to rise to three-quarters
(76%) in coming years.
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Joe Rydholm can be reached
atjoe@quirks.com

My recent customer service win
occurred in early May when I used
the messaging function in the Delta
Air Lines app. Hours after landing in
London for our Quirk’s Event, I tested
positive for COVID-19 and over the next
two days I frantically tried to figure
out how to fly back to the U.S. once I
was no longer considered a threat to
my fellow passengers.

The wait times to speak to a Delta
agent by phone were routinely more
than two hours and I recalled that Delta
now offers customer service through its
app but feared that would just be more
generic bot nonsense. Thus I was floored
when my messaging connected me in-
stantly to a real person, who efficiently
helped me figure out my next steps. That
our interaction was text-based rather
than voice-based didn't matter.

I ended up being able to fly home
only a day later than originally planned,
though of course I was disappointed to
have to stay away from our event a few
floors below me in the hotel.

I realize the preposterousness of
citing an airline as an example of tech-
nological and operational efficiency
but whatever Delta has figured out, I
hope it takes off. (0]

www.quirks.com
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“| like that my opinion matters on the products
| see and install. | feel that it a manufacturer
hires a company like myCLEARopinion, they are
serious about the contractor’s point of view.

| believe that what we do here helps everyone,
from the manufacturer to the end user.”

—HVAC Contractor

IN RESEARCH

Strategic, full-service market research solutions focused on measuring...

o BRAND EXPERIENCE
Creating B-to-B Brand Obsession

o PRODUCT EXPERIENCE

Putting Customers at the Heart of your B-to-B New Product Launch

o (USTOMER EXPERIENCE

Strategic, Contfinuous, and Corrective Monitoring of your B-to-B Customers’ Experience

To know what we know, please contact us at 248-786-1683 or info@clearseasresearch.com


mailto:info@clearseasresearch.com
www.clearseasresearch.com

BUSINESS-TO-BUSINESS & CONSUMER INDUSTRY EXPERTISE
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DISTRIBUTION/LOGISTICS Making the complex clear

ENGINEERING
ROOFING

www.clearseasresearch.com
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e 3 digest of survey
findings and new tools for
researchers

// Survey Monitor

e+ gutomotive research

Easy on the EVs

Despite high gas prices, drivers not sold on electric vehicles

t may take more than skyrocketing
Igas prices to get consumers to make
the switch to an electric vehicle, accord-
ing to a study of U.S. automobile owners
conducted by automotive research and
shopping website CarGurus. While
electric vehicles may seem easier to
manage, 39% of those surveyed believe a
gas-powered vehicle is more convenient,
followed by a hybrid without a plug
(26%) and a hybrid with a plug (18%).

And though drivers have contin-
ued to show interest in purchasing
electric vehicles, some are hesitant
to make the leap, choosing instead to
lower their fuel consumption (59%),
cut their spending in other areas
(44%) and consider alternative fuel-
efficient vehicles (30%).

When considering electric vehicle
brands, Tesla continues as the crowd

favorite (45%), followed by Toyota (44%),
Honda (40%), Ford (31%) and BMW
(24%). Electric vehicle owners consider
themselves early adopters of technol-
ogy (56%) and would label themselves as
environmentalists (35%).

Comparing this study to the previ-
ous one from 2021, the percentage of
drivers who indicated they would make
the switch to an electric vehicle if gas
reached $5/gallon has dropped. In 2021,
56% indicated they were more likely to
purchase a vehicle if gas hit $5/gallon.
This year, as the possibility becomes
more realistic, only 27% are likely to
make the purchase and instead would
be 70% more likely to if gas reached $8/
gallon. Thirty-nine percent of drivers
agree that electric vehicles are worth
the cost and 67% agree that they are the
future, but many are not yet sold. “Elec-

14 Quirk’s Marketing Research Review //September/October 2022

tric car batteries don't last long enough
to pay the price,” says one driver.

CarGurus conducted its survey with
2,176 U.S. automobile owners to better
understand the general sentiment towards
alternative-fuel automobiles. The first por-
tion of results were obtained on February
28, 2022, before gas prices hit their peak.
The second portion was conducted on March
14, 2022, and the third on April 8, 2022,
while prices were steadily increasing.

*ee education research
College is a group
effort

What makes a college

completer vs. non-completer?

amily support and family college

history are two big factors that
influence the success of degree-seek-
ers, according to a study conducted by
Sallie Mae and Ipsos. The study, which
focused on completers (students who
finished a two- or four-year degree)
and non-completers (students who did
not finish a two- or four-year degree),
found that out of those who received
a degree, 69% had parents who
completed college while 51% of the
non-completers’ parents had finished
their programs. Further, 92% of non-
completers say they were encouraged
to pursue higher education but were
less likely to feel supported through-

www.quirks.com
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out their college experiences.

When reflecting on their educa-
tional pasts, 74% of completers indi-
cated that they had decided to attend
college before reaching high school
while 55% of non-completers decided
after beginning high school. Sixty
percent of completers “always knew”
college was in their future while only
31% of non-completers were sure of
their college careers.

Non-completer students left their
colleges at varying times. Thirty-one
percent were likely to leave during
their first year, 38% during their
second and 31% during or after their
third year. Eighty-two percent, how-
ever, are open to returning to courses
once they are more prepared.

Both groups attended college to
meet family expectations and to
receive better future opportunities.
Other common reasons included to
earn more money, expand personal
knowledge, experience independence
and to get a good job. Most students
chose their respective schools based
on the scholarships or aid they re-
ceived, the school’s affordability and
the close-to-home location.

Most non-completers withdrew
from their programs due to a shift
in focus, motivation or a life change
(40%), financial reasons (19%) and men-
tal health (14%). Fifty-two percent of
non-completers and 41% of completers
found it challenging to balance the
college workload with mental health.
Ultimately, those who finished their
programs felt less stressed and more
confident and satisfied in their careers.

Seventy-five percent of completers
and 53% of non-completers say they are
satisfied with their life. Regardless of
the differences between completers and
non-completers, both groups agree that
college is not for everyone. Ninety per-
cent of completers and 84% of non-com-
pleters think that traditional college is
not required to succeed.

This survey was conducted by Sallie Mae
and Ipsos with 561 American completers,
aged 18-30 who completed a two- or four-year
degree program, and 529 American non-com-
pleters, aged 18-30 who did not finish a two-
or four-year degree program. The research was
conducted between February 2-22, 2022.

www.quirks.com

* e generations research
Moderation is key

Millennials, Gen Z are

normalizing lower alcohol
consumption

Instead of reaching for a glass

of wine to relieve stress, Millen-
nials and Gen Z say they're just as
likely to pick up a book, according to
a new study on conscientious drink-
ing by Reach3 Insights. While both
generations indicated participation
in a variety of other activities to
help manage their respective stress
levels including reading and writing,
exercising, listening to music and
mindfulness, the study found that
Millennials are more likely to drink
alcohol (74%) than Gen Z (66%).

The younger generations are be-
coming more intentional about when
and where they decide to drink. For
example, both generations are question-
ing the time-honored practice of meet-
ing friends for drinks. The trend of dry
dating (going on alcohol-free dates) has
gained popularity among both Gen Z
and Millennials. Twenty-eight percent
of Gen Z have tried dry dating along
with 21% of Millennials. Twenty-five
percent of Millennials indicated an in-
terest in trying dry dating while 37% of
Gen Z indicated they would be willing
to participate. (The two cohorts agree
the term “dry dating” is pretentious
and overly trendy.)

Both generations agree that dry
dating can offer benefits during
romantic encounters compared to dat-
ing when alcohol is involved. Among
women, safety was a key factor,
especially while on a first date. Other
advantages included a more authentic
experience, avoiding the negatives of

alcohol and feeling comfortable with
the person you are seeing.

“We found that overall, these
groups believe moderation is key and
do not seek alcohol to become the most
‘fun’ version of themselves, especially
when dating,” says Jonathan Dore,
senior vice president and founding
partner of Reach3 Insights. “Drinking
isn't inherently bad, but the younger
consumers believe moderation is key
— as in they can still drink and have
an honest and authentic interaction if
both parties are responsible for them-
selves and their consumption.”

Fourteen percent of consumers
indicated a preference for a lower
level of alcohol content in their bever-
ages or a drink that also offers health
benefits. Sixty percent indicated an
interest in seeking companies that
offer lower-alcohol beverages or health
benefits. Some respondents indicated
that they enjoy flavorful beverages

without the high amount of alcohol.

The study was conducted by Reach3
Insights among 1,016 U.S. adults aged 21-39
from April 8-14, 2022.

eee financial services
Current worries
cloud future picture

Inflation weighs on younger

generations’ retirement
plans

nflation is impacting everyone’s pres-
I ent financial situation but for Mil-
lennials and Gen Xers, it’s also affecting
their plans for the future, according

to findings from a survey conducted by
Voya Financial Inc. While 55% of Baby
Boomers and 62% of those in Genera-
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Survey Monitor

e e entertainment research

Back to the future?

Overwhelmed by streaming options, some

pine for a return to bundled content

ky-high bills and bloated channel lineups led many cable

subscribers to cut the cord and turn to a la carte streaming
services. But as the streamers proliferate, could the dreaded
bundle make a comeback? Nielsen's State of Play report
found that although many people are subscribed to various
streaming services, 64% of subscribers would be interested in
subscribing to a single company that allowed them to choose
which video streaming platforms they receive.

Convenience is a driving factor towards the preference for
a bundle option from a single provider. Many U.S. households
have cable or satellite in addition to their streaming platforms
but 44% have “cut the cord” completely.

Despite the interest in simplifying streaming options,
FOMO has led consumers to add more services to watch a
show or movie others are streaming. Thirty-six percent say
they would subscribe to a new streaming service if they were
not already receiving the content it offers. Twelve percent
admit they would rather cancel a non-video subscription in

16 Quirk’s Marketing Research Review //September/October 2022

exchange for an additional video service, cancelling, for ex-
ample, a Spotify or Apple Music subscription in exchange for
Netflix or Disney+.

Access to original content that is exclusive to a specific
streaming platform (42%) is the most common subscription
reason. Forty-one percent subscribe to watch shows others are
talking about. Forty percent want to expand the amount of
content available to them and 37% want to watch shows they
previously watched on TV that can't be found elsewhere.

In 2022, most consumers subscribe to more than one ser-
vice, with the highest percentages being two (24%) and three
(23%) streaming subscriptions. Cost is the most important fac-
tor when considering a new service. Consumers also prefer an
easy-to-use service (79%), a platform with a variety of content
(79%), good-quality streaming (76%), availability throughout
a variety of devices (60%), ad-skipping features (59%), ad-free
content (55%) and live content (48%).

Fifteen percent of respondents spend $50 or more on
monthly streaming services and 17% spend between $30-$49.99
a month. Ninety-three percent of respondents plan to make
use of their subscriptions by increasing their streaming usage
in the next year.

This data was obtained though The Nielsen Streaming Media
Consumer Survey. The survey was conducted on 1,394 U.S. adults from
December 14, 2021, to January 6, 2022.

www.quirks.com
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tion Z agree or strongly agree that they
are worried about the impact of infla-
tion on their ability to save for retire-
ment, those numbers shot up to 73% for
Millennials and 74% of Gen Xers.

Overall, 66% of Americans surveyed
agree or strongly agree that they are
worried about the impact of inflation
on their ability to save enough for re-
tirement. What's more, an even greater
amount of individuals agree or strongly
agree they are worried about the impact
of inflation on their personal finances
and the ability to maintain their cur-
rent lifestyle (71%). The survey also
found a majority (84%) of Americans
feel like their money does not go as far
as it used to go, leaving many to wonder
how saving for the future will be able to
remain a priority.

More than half (57%) of Millen-
nials, who now make up roughly
one-third of the U.S. labor force, agree
or strongly agree that, because of
inflation, they will need to delay their

IN FOCUS

planned retirement date.

The concerns of Millennials today
may be rooted in their experience liv-
ing through the Great Recession and
then the recent economic downturn
tied to the pandemic. Add to these
concerns the burdens of student loan
debt, higher health care costs or the
rising cost of childcare and education,
and the uncertainties deepen.

Often coined a generation likely
to spend their hard-earned money on
travel or entertainment, Millennials
stood out in Voya's research as having
the most concerns about the long-term
financial impact of both COVID-19 and
inflation. The survey also revealed
that 68% of Millennials agreed or
strongly agreed that, because of infla-
tion, they are not able to pay down
debt as quickly as they want to — and
even more (77%) agree or strongly
agree that inflation has made them
more aware of the need to save more
for emergencies or unexpected events.

Survey Monitor

“Voya’s survey also found that,
because of inflation, nearly half (43%)
of individuals have had to tap into
finances that they previously had set
aside for retirement — and not surpris-
ingly, this is even higher among Millen-
nials (57%),” says Heather Lavallee, CEO
of wealth solutions for Voya Financial.
“While a focus will always remain on
driving greater outcomes for retire-
ment, the realities of our world today
require a shift in thinking about the
opportunities to harmonize one’s
entire savings picture. Resources such
as health savings accounts to offset the
burden of medical costs, student loan
debt support and tools for building
emergency savings continue to grow in
popularity as employer wellness ben-
efits. Going forward, it will be critical
for employers to provide support in
these areas so these generations, and
all individuals, can find greater op-
portunity to build a secure financial
future,” says Lavallee.
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Consumer Insights. Delivered.

Actionable insights.

FUZZY FRONT END

One Partner
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MARKETING PRODUCT DEVELOPMENT

Introducing Ravel, Curion’s new
insights division. The only product
insights company delivering from
early innovation to product testing
through launch, allowing for & |
seamless knowledge transfer.
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Learn more@twvw.cusjonin@ights.com
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e« e special advertising section

8 TOP FOOD/
NUTRITION
RESEARCH
COMPANIES

Analyze consumer opinions through food and nutrition research
to help you predict what items people will want next, why certain
items are preferred and what adjustments should be made to
improve future products.

These companies offer various benefits including consumer
product testing and 3D interactions. Maintaining a competitive
advantage is difficult but these companies offer insights that will
help you stay on top!
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Marketing & Sensory Research

Blueberry

Founded 2001 | 30 employees
Lisa McGurk, Vice President

A full-service
marketing
research
consultancy,
Blueberry
combines
expertise

in sensory,
product and
marketing research. With fresh
perspectives, high-touch service and

20 years of experience, we go beyond
the numbers to find the story behind
the data. Leveraging quantitative,
qualitative and sensory techniques,
Blueberry's research illuminates your
product’s landscape, uncovering the
true motivators behind consumer
choices, so you can build the best
products. We're innovative. We're agile.
We're storytellers. But, above all, we're

www.quirks.com
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darn good researchers! Our insights
help you delight your consumers, guide
your innovation pipeline and bring
clarity to your marketing and product
development efforts. It’s clarity to
inspire action.

Phone 1-267-954-0440

www.blue-berry.com

c CSS/datatelligence
CSS/datatelligence

Founded 1987 | 100+ employees
Carolyn Corbett, Vice President of Sensory
Services

CSS/datatelligence offers sensory and
consumer insights in both quantitative
and qualitative arenas. We utilize our
35+ years of experience and our top-
notch team to give our clients expert
advice on test design, best practices
and insightful reporting. From sensory
scientists and a consumer psychologist
to senior PMs, in-house DP, tables and
analyses, we work as an integrated
partner with our clients. Our research
expertise focuses on consumer product

www.quirks.com

testing — food and beverage, personal
care, fragrances, cosmetics, etc. CLTs,
HUTs and hybrid methodologies are
the core of what we do. Our test studios
include sensory booths, laundry facili-
ties, test kitchens and focus and view-
ing rooms.

Phone 1-386-677-5644 x225
https://www.cssdatatelligence.com/

8Top Food/Nutrition Research Companies
SPECIAL ADVERTISING SECTION

Consumer Insights. Delivered.

Curion

Founded 2017 | 108 employees
Sean Bisceglia, CEO

Curion provides world-class insights.
From quantitative to qualitative re-
search, we apply proven industry-lead-
ing, innovative methods to service over
65% of Global 100 companies. A full-ser-
vice product and sensory insights firm,
we work with clients to determine not
what products consumers prefer but
why they are liked and how to make
optimizations. Clients mitigate risk of
marketplace failure by ensuring only
quality products are introduced, pro-
viding repeatable delight for consum-
ers. We accomplish this with our expert
employees, sensory processes, fully
equipped facilities and data insights. In
2019 alone we tested 105,000 consum-
ers across San Francisco, Chicago,
Dallas and New York. The result of a
merger between Q Research Solutions
and Tragon Corp., Curion pioneered
many sensory methodologies consid-
ered industry standards today, includ-
ing Quantitative Descriptive Analysis
(QDA)® and Partnership Solutions™.
Phone 1-224-632-1919
https://curioninsights.com/
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EvaluatweCnterla Inc.

A CRG GLOBAL COMPANY

Evaluative Criteria, Inc.

Founded 1973 | 20 Employees
Jason Steeg, President
Patty Bien, Executive Vice President

Evaluative Criteria Inc. (ECI) utilizes

collaborative thought leadership and

a highly communicative partnership

to develop an inventive yet thorough
research design to provide the insights
needed to drive business decisions. We
are staffed by research experts in spe-
cific business sectors, including food/
nutrition and food service/restaurants.
Our category and research expertise
allows us to provide clients with a
best-in-class experience and provide
strategic insights for innovation, brand
and marketing team decisions. ECI's
capabilities include executing research
both in person and online and range
from small to large engagements. ECI is
a CRG Global company.

Phone 1-914-631-1019
http://www.eci-research.com
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Fieldwork

Founded 1980 | 250+ employees
Steve Raebel, President

Our specialties include B2B, consumer

and global research. For over 4o years
Fieldwork has recruited the highest-
quality business, medical and consum-
er respondents both through and far
beyond databases, using proven meth-
ods to reach your audience. We believe
in a customized approach to recruit-
ment. Fieldwork provides unsurpassed
project management, hosting and
complete guidance through in-person,
remote/online and hybrid research
sessions. Our technically versed sup-
port staff will confidently guide you
through the logistics from large online
to multicountry project execution.
Fieldwork is your qualitative research
partner. Focus on the research. We'll
do the rest.

Phone 1-800-863-4353

https://www.fieldwork.com/market-research-
services/

A
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P&K

research
P&K Research

Founded 1957 | 250 employees
Richard Popper, PhD, CEO

Consumer
product com-
panies rely on
us to deliver
the data and
insights needed
to launch new
products, evalu-

ate existing
markets and
competitors and develop new formulas
and features that save money or grab
an increased market share. We're an
end-to-end research partner providing
qualitative and quantitative research
(CLT testing, IHUT testing and online
research) through our company-
owned facilities in Chicago, Dallas,

Los Angeles and New York and our
field alliances across the U.S., Europe,
Asia, Latin America and Australia. Our
roots are in food and beverage, but our
category expertise includes restaurant,
personal care, home care and OTC
medicines. P&K Research: partners in
creating the world’s best products.
Phone 1-800-747-5522
http://www.pk-research.com/

www.quirks.com
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SCHLESINGER

GROUP

Schlesinger Group

Founded 1966 | 1400 employees
Mike Sullivan, President - Schlesinger Group

Simulate a real-world, in-store shop-
ping experience in a controlled re-
search environment with Virtual Aisle
by Schlesinger Group. Virtual Aisle
displays life-sized, high-resolution
images of shopping environments,
allowing researchers to quickly test
merchandising placement, POS signage
and branding elements and pricing
strategies. Using a 3D interactive touch
screen, customers examine products

in more detail, just as they would in
person. Gain a deeper understanding

www.quirks.com

using mixed methods by collecting
quantitative data before, during or
after your shopper research when you
add eye-tracking, post-shop surveys or
shopper observations. Leverage this
solution for your next food/nutri-
tion research study at any of our U.S.
locations. Connect with us: Qual@
SchlesingerGroup.com.

Phone 1-732-906-1122
SchlesingerGroup.com

TASTEMAKERS

RESEARCH GROUP
TasteMakers Research
Group

Founded 2010 | 10 employees
Andrea Poe, CEO

TAST'" VIAKER

—_‘"‘u

Consumer product testing rein-
vented. Located in Culver City, Calif.,
TasteMakers Research Group is a next-
generation market research provider

of high-performance consumer product
testing solutions. With TasteMakers
Research Group’s proprietary PopUp
CLT™ (consumer location testing)
methodology, we reach hundreds of
targeted on-the-go consumers effort-
lessly and seamlessly throughout the
course of their daily lives. The PopUp
CLT™ is the first product-testing solu-
tion developed to be both data-driven
and consumer-focused to achieve fast,
affordable and flexible consumer re-
search for numerous business segments
from start-ups to blue-chip companies.
Our COVID-adapted agile research
methods are ideal for safely conducting
high-volume, quantitative in-person
product testing with authentic qualita-
tive insights. TasteMakers Research
Group is a member of ASTM E1g58-21
Standard Guide for Sensory Claim
Substantiation.

Phone 1-323-533-5954
www.tastemakersresearch.com
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// bythe numbers

Get yo
right

| By Greg Ryan

Greg Ryan details
his solution to an

NPS problem.

22 Quirk’s Marketing Research

ur metric

icture for a moment (if you will) the
time, effort and money spent to build a survey
draft, field it, tabulate and analyze data — only
to find that the final overall metrics or scores
the researcher used were faulty or misleading.

Not only has the researcher wasted their
effort and their client’s money but perhaps
more importantly, they have squandered
respondents’ valuable time, to say nothing of
the cost of incentives, etc.

Why is choosing the right customer metric
so important to researchers? (In this discussion,
when we say “customer metric” we are referring to
overall customer satisfaction or customer loyalty
metrics.) Many companies place great emphasis on
KPIs like overall satisfaction or loyalty scores and
include them in their corporate goals and compen-
sation and/or bonuses. But what if the system of
gathering and measuring these corporate goals and
the resulting employee compensation was flawed?
Not a good predicament to be in.

There are two metrics, which incorporate a
five-point scale, that have been used for many
decades without problems or flaws (provided
the research is done correctly): the “gold stan-
dard” American Customer Satisfaction Index
(ACSI) customer satisfaction question — “How
satisfied are you with the following product/
service?” — and also a standard loyalty metric
question — “How likely are you to purchase X
products or services in the future?”

I was employed as a research consultant
for nearly four years at Kaiser Permanente,
where I was responsible for research, metrics
and executive interface for its largest lines of

Review //September/October 2022

business (national accounts, strategic accounts,

labor and trust, etc.). When I first joined Kaiser,
executives were complaining that Kaiser’s Net
Promoter Score (NPS) appeared to be very unpre-
dictable. I informed them that NPS was a vola-
tile metric and that we should adopt a different
one. The problem was, employee and executive
compensation and scorecards were tied to NPS,
so naturally the executives were hesitant to
change. I suggested that we do a real-world cus-
tomer metric comparison by having two loyalty
metrics in the surveys versus just the NPS.

For a couple years, we used both the stan-
dard ACSI five-point loyalty metric question,

“How likely are you to purchase X products or
services in the future?” simultaneously with
the NPS metric question “On a scale of o to
10, how likely are you to recommend Kaiser
Permanente to a friend or colleague?”

At the end, we closely examined the differences
between the two metrics (especially since em-
ployee and executive compensation were based on
them). The results were conclusive: We found the
NPS score to be of no value to Kaiser and further
that it actually provided negative value because
of its volatility. (While the NPS score fluctuated
wildly, all the other question scores in the survey
remained almost identical over the same period.)

Let’s discuss the numerous significant
flaws of the NPS scoring system and why NPS
system failed:

* Begin with the NPS question and wording

itself. The NPS question is based around mea-
suring the respondent’s likelihood to recom-

www.quirks.com
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Clients truly appreciate the value in pure in-context
research to understand the ‘why’. Researchers definitely
love the closer rapport and ability to observe or pick up on
nuances they don't get over a video call. The insights
delivered are ‘more alive’ and build even more compelling
findings to our clients.
Jon Ward, VP of Sales at EMEA

While online tools are impactful in achieving many Qualitative
research objectives, there is just nothing like having the face-to face
interaction with our consumers and clients — something that online

just cannot replicate. The interaction between Moderator and
Respondent becomes more immersive and natural — body language
is key when tapping into the System 1 which is integral in a lot of the
work we do. Finally, the back room and client engagement is just as

important — bringing key stakeholders together to workshop live
during research is unmatched and super effective.
Paul Markovic, Director of Behaviorally
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| have enjoyed helping clients return to in-person research.
You can see the excitement as they leave, re-energized with
a very enthusiastic “We’'ll be back!” | think this is something
we are all experiencing in our lives as we also return to more
social gatherings, making more interpersonal connections
face to face. | have been very grateful for technology
through the pandemic, but what once seemed like a suitable
substitute now pales in comparison to the real thing.

Megan Pollard, President of Fieldwork Network

The rich and robust nature of in person research is the best
avenue for much of the qualitative work to be conducted.
We are fortunate to see this back to its full potential with

questions answered, ideas generated and collaboration
amongst so many. As the conversations flow, we are
gaining the much needed information to move ideas,
products and plans forward.
Debby Schlesinger

#facetofacemrx

Research mirrors society: something gets lost when our only form of communication is on a computer screen or telephone.

Of course there are the three senses...taste, touch and smell...that cannot be replicated online. But there's also the fact that
humans are social creatures, and make decisions based upon social influences. People behave differently when you meet
them in-person versus how they respond on a FaceBook neighborhood group post, do they not? Research is no different.

Smart companies know new products and ideas cannot be tested solely online: they need to be exposed "in the real world",
with people interacting together. Much can be learned from what people do and react, versus solely about what they
say...just like the real world, researchers are remembering the value of in-person research, and the incredible learning.

Brett Watkins, CEO of L&E Research
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mend. First of all, many respondents
would never naturally or formally
recommend in the first place, so this
is not a good question to ask. There-
fore, a score of ¢ or 10 doesn't mean
respondents will actually recommend.
Rather, likelihood to purchase (vs.
recommend) is a better indicator in
most cases. For an article published
in 2008 in the MIT Sloan Management
Review (“Linking customer loyalty to
growth”) a study found no evidence
that NPS was the best predictor across
customers’ future loyalty intentions.
The authors also attempted to find a
link between NPS and growth, a part
of the NPS measure that has been at-
tractive to companies. They examined
data from more than 15,000 consum-
ers and 21 companies over multiple
years. They then added in the growth
rates for those companies. None of
the range of metrics they examined,
including NPS, was found to be a good
predictor of growth. As the authors
note, “Even when ignoring statisti-
cal significance (the likelihood that
the correlations occurred by chance),
Net Promoter was the best predic-

tor in only two out of 19 cases.” They
conclude that, “based on our research
it is difficult to imagine a scenario in
which Net Promoter could be called
the superior metric.”

Also another example of problems
with “likely to recommend” comes
from a study titled, “Measuring
customer satisfaction and loyalty:
improving the ‘Net-Promoter’ Score,”
by Schneider, Berent, Thomas and
Krosnick (2008), who found satisfac-
tion is a stronger predictor than the
likelihood of recommending.

Measuring NPS is simply a case of
asking the following question: How
likely is it that you would recom-
mend X to a friend or colleague? It
uses an 1-point scale of o (not at all
likely) to 10 (extremely likely) and,
based on their responses, customers
fall into one of three categories: Pro-
moters respond with a score of ¢ or
10; Passives respond with a score of 7

.

.

.

.

.

.

.

.

Very

Nearly Very Very Extremely  Don't
Dissatisfied ~ Neutral Satisfied Satisfied Satisfied Satisfied Satisfied Know
4 5 6 7 8 9 10

or 8; Detractors respond with a score
of o to 6. Net Promoter Score is calcu-
lated by subtracting the percentage
of Detractors from the percentage of
Promoters. (The percentage of Pas-
sives is not used in the formula.) For
example, if 10% of respondents are
Detractors, 20% are Passives and 70%
are Promoters, your NPS score would
be 60 (70-10). Here's one example in
which the NPS calculation provides
flawed computational results: a
combination of 20% Promoters, 80%
Passives and 0% Detractors gives the
same score as 60% Promoters, 0% Pas-
sive and 40% Detractors!

Another NPS score computational
issue is that NPS is not symmetrical
(top-two boxes minus the bottom six).
The NPS 11-point scale lacks labels

on the scale to guide respondents
(including no neutral label).
Well-known researchers (such as Jon
Krosnick, see below) have completed
extensive studies mentioning that re-
spondents have problems differentiat-
ing beyond a seven-point scale. In fact,
this author cannot differentiate using
an 1r-point scale so I don't expect my
respondents too either. To illustrate
why an 11-point scale is so difficult

to differentiate, the example above
shows how ridiculous an NPS scale
would look like if you put labels on
the scale. Do you realistically expect
your respondents to be accurate with
this NPS scale, labeled or unlabeled?
A score of o on the scale throws off re-
spondents who are used to seeing a 1.
In addition, reducing an 11-point
scale to three points increases the
statistical variability.

NPS scores vary by industry.

Sample sizes need to be increased for NPS.
In a July 2007 Journal of Marketing
article (“A longitudinal examination

of Net Promoter and firm revenue
growth”) the authors offered empirical
evidence using data from 21 firms and
15,500 respondents: “We find that when
making an ‘apples and apples’ compari-
son, Net Promoter does not perform
better than the American Customer
Satisfaction Index (ACSI) for the data

24 Quirk’s Marketing Research Review //September/October 2022

under investigation. [NPS creator Fred]
Reichheld acknowledges the ‘imperfec-
tions’ in the analytics that were used to
support Net Promoter. Unfortunately,
the statistics matter.”

The best empirical evidence about
scale lengths is research provided by
Stanford professor Jon Krosnick, who
is viewed by many as one of the leading
authorities on research and, spe-
cifically, scales. In systematic reviews,
Krosnick and colleagues (Krosnick and
Fabrigar, 1997; Krosnick and Presser,
2010) came to the conclusion that an
optimal measurement — in terms of
reliability, validity and degree of differ-
entiation — could be achieved with five
to seven categories. Respondents also
preferred scales of this length.

In addition, an article by Peter
Stuchbery (“Tracking KPIs with con-
fidence”) gave evidence that the NPS
system requires larger sample sizes and
must be increased by two to four times
(in excess of 1,200 respondents for 95%
confidence intervals): “In practice,
based on analysis of actual NPS data
across industries we have found that to
reduce the error associated with NPS to
be similar to that of a top-two box score,
sample size needs to be increased in the
order of two to four times, on average.
For most tracking studies this is either
not practical from a budgetary perspec-
tive or just not possible in terms of the
numbers of respondents required.”

All of the issues above contribute to
the volatility of NPS and many others
have experienced the same volatility with
NPS - in my view rendering it not usable.

If you review the NPS flaws in detail

— and there are many, from the NPS ques-
tion itself to the scoring system and score
calculations, etc. — and you're still not
convinced of the NPS issues, I recommend
you do like we did at Kaiser and run the
NPS question and ACSI question word-
ing (using a five-point scale) simultane-
ously in your surveys and see the results
between the two metrics for yourself. o

Greg Ryan is owner of Ryan Consulting. He
can be reached at ryan.greg@comcast.net.
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Shorten your to-do list.
Research incentives, made easy.
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eee cx research

Don't leave
them out

Why feedback from customers still matters in CX

research

| By Mike Deinlein and Toby Zhang

Behavioral and other data sources are
a boon to marketers but they don't
tell the whole story of the consumer’s

experiences with your brand.

The proliferation of customer data has made it easier than ever to create
more engaging customer experiences and effective marketing tactics. But as
companies become awash in customer data, some are considering eliminat-
ing traditional CX and brand-tracking survey systems in favor of purely
database solutions. Why ask customers what they think when you can col-
lect data on customer interactions and use that to predict churn, customer
lifetime value, next-best actions and more?

The promise is alluring and companies should continue to invest in pre-
dictive customer analytics to deliver personalized and micro-moment inter-
actions with customers. However, it's clear that traditional survey systems
still play a critical role in telling the whole story by filling the empathy
gaps that database solutions alone often struggle to address.

Let's explore some of the evidence that supports the use of surveys to
reinforce the depth and relevance of insights derived from customer data.

A lasting advantage

Companies have recognized that real-time marketing and customer experi-
ence engines are core drivers of business value and are quickly becoming
imperative to establishing a lasting market advantage. The business case is
well-documented.

« Eighty-eight percent of customers believe that the service they receive is
as or more important than the products a company offers.
+ Customers are 3.5x more likely to purchase from a business after a posi-
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tive customer experience.?
* Businesses that invested in customer experience boosted revenue by 70%.3
* Nearly 10% of company revenues are at risk due to bad customer experi-
ences.?

Recognizing the impact that customer data could have on creating
more engaging, more personalized customer experiences, researchers and
marketers invested heavily in tools, technologies and systems that enabled
a deeper understanding of customer needs and motivations. Today, these
tools produce, collate, analyze and operate on copious and varied sources of
data to support the creation of more personalized, more relevant customer
experiences. But before companies can craft personalized marketing and CX
solutions, they need to identify the different data sources at their disposal
and define what each brings to the table. The typical data stack has five
primary components:

+ direct feedback — solicited feedback with surveys or direct customer
contacts;

+ indirect feedback — what customers say about you in chat logs and tran-
scripts, social media and service interactions;

« tracked behavior — omnichannel behavioral tracking from digital brows-
ing, IoT, visitation, transaction history and service records;

+ operational — organizational data on customer outreach, promotional
information and marketing campaigns;

www.quirks.com

« financial - timing, frequency and volume of

purchase, cost-to-serve and profitability.

Traditionally, direct feedback and survey-
based measurement systems were the primary
drivers for uncovering customer needs. By
engaging customers and understanding their
pain points, researchers could then envision
solutions to address their frictions. And while
many companies had other data that could
help uncover greater insight around customer
needs, they did not have the resources or tools
to make sense of it all.

However, the accelerated pace of digital
transformation and the introduction of tech-
nologies have made it easier to capture, analyze
and understand indirect feedback, tracked
behaviors and operational data. Consequently,
these database solutions have allowed compa-
nies to leverage such data in forecasting churn,
retention, customer lifetime value, next-best
actions and offers, while also informing the
deployment of personalized marketing con-
tent in the most effective channels. Natural
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language processing has made it easy
to understand massive quantities of
unstructured data in ways that seemed
impossible just a few years ago.

While this proliferation of sources
provides more opportunity than
ever to discover and act on customer
needs, it also presents challenges in
knowing what data to use, when and
for what purpose.

CX surveying will effectively be
dead?

At a recent customer experience
conference we attended, one of the
keynote speakers made a provocative
claim: By 2030, only 1% of customer
data will come from surveys and the
customer experience survey industry
will effectively be dead. While the
facts of this statement are sound, the
conclusion is misguided.

The exponential growth of customer
data isn't slowing. Direct feedback
will inevitably become a smaller and
smaller sliver of the overall data stack
— perhaps only 1% of all customer data,
as the claim suggests. But this relative
reduction in size does not necessitate a
corresponding decline in importance.

In fact, direct feedback provides
the opportunity for a level of empathy
that the other data sources often lack.

It allows you to understand the why

and the how of customer behaviors by
engaging with them, listening to their
pain points, understanding their work-
arounds and then crafting solutions

that address those problems. We must
acknowledge the strengths of direct feed-
back, while at the same time recognizing
opportunities to augment and improve
traditional measurement systems with
behavioral database solutions.

As customer data grows more
prevalent, solutions more predictive
and business functions more auto-
mated, we believe that the need for
management to maintain a direct
source of feedback will become even
more important. Our reasoning is both
practical and philosophical.

A key feature of survey research that
cannot be easily replicated via database
or transactional data is what people
say about who they are and why they
do the things that they do. Consumer
psychology tells us that direct responses
collected through survey research are

subject to various biases inherent in
human cognition. They sometimes do
not reflect what consumers truly think
about a topic and, consequently, don't
accurately predict future behavior.

Yet, despite all that, surveys provide
vital approximation of how consumers
reason and rationalize in the course of
their decision-making process. Their re-
sponses are analogues to System 2 — slow
and deliberate thinking that constitutes
the stories customers tell themselves to
understand their own thinking, mind-
set and behaviors. Yes, relying solely

on what people say inevitably leads to
bias because people often say one thing
and do another. But if we only observe
what people do without hearing their
rationale, we miss invaluable context on
their underlying motivations, predispo-
sitions and personal aspirations.

Imagine a tale as old as time itself...

Let’s say a customer was asked in
a survey whether they are likely to
purchase a box of Oreo cookies during
their next trip to the grocery store.
They say, “No way. I am trying to
watch my weight and live a healthier
life.” But upon seeing those delicious
cookies in the aisle, they put them in
their cart — and promptly polish them
off as soon as they get home. Propo-
nents of predictive data analytics that
rely exclusively on behavioral data
may look at this as proof of the fallibil-
ity of survey research. In their view,

a company would be better served by
observing this customer’s past behav-
iors, recognizing patterns in those
behaviors and predicting that they
are a suitable candidate for habit-loop
consumption of tasty treats.

But a more nuanced view — built
around the reinforcing insights from
predictive and traditional methods
— reveals something truly invaluable
in this “conflict of self-interest.” This
potential customer may tell themself
that they want to eat healthy but en-
joy the taste of cream-filled chocolate
cookies too much to pass them up; that
means something.

So, armed with both sets of data,
Nabisco can justify a healthy, low-calo-
rie innovation that offers the same great
taste its customers love. This individual
feels happy that they are taking steps
that align with their healthy-living nar-
rative while still exhibiting purchasing
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behaviors that are beneficial to Nabisco.
And so was born the Oreo Thins line of
cream-filled cookies.

This vignette shows that to appeal to
customers on a deep or emotional level,
we need to consider the aspirational
rationales that people have about their
lives and life choices. And the best way
to understand these aspirational ratio-
nales is to ask about, and listen to, the
stories consumers tell.

A more holistic picture
Consequently, it is by effectively mar-
rying self-reported survey metrics and
behavior metrics that we get a more
holistic picture of consumers, one that
integrates both System 1 inputs (what
consumers ultimately do) and System
2 thinking (why they think they did
what they did). When we're imple-
menting classification or predictive
models at Burke, we often see notable
accuracy improvements when both
behavior and self-reported metrics are
used in models.

One recent example involved a
Fortune 500 utility provider. Our client
needed help predicting the likelihood
that customers would sign up for its
green-energy programs. It had a wealth
of internal behavioral and operational
data, along with lifestyle enrichment
data from a third-party provider.
However, by layering on direct feedback
from customers, we were able to create
a model that could best predict program
enrollment and delineate between the
next-best green product for targeting its
customers. Certainly, this provided an
empirical benefit, but anecdotally, self-
reported metrics also bring context to
why people behave the way they do. Why
is someone likely to sign up for paper-
less billing but less willing to sign up for
clean-energy access programs? Layering
on direct feedback provides a deeper
level of insight to understand these nu-
ances and inform business strategy.

Additionally, we must use survey
metrics not only to mitigate risk but to
validate and protect consumers from
algorithmic bias. For example, behavior
data can help us extrapolate more effi-
cient pricing strategies through dynamic
pricing. However, to ensure marketing
tactics do not cause undue negativity
among customers or treat customers
in a way that is detrimental to certain
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subgroups, there needs to be a constant
stream of direct consumer feedback to
ensure marketing activities are working
as intended. Unwittingly exaggerating
an existing bias in marketing or using
behavior levers that favor some sub-
groups without understanding how con-
sumers feel can bring trouble in terms of
both business outcomes and ethics.6

One of the more notorious examples
of perpetuating bias is the COMPAS
(Correctional Offender Management
Profiling for Alternative Sanctions)
algorithm, which is used to predict the
likelihood of recidivism and act as a
guide for when criminals are sentenced.
An audit of the software found that
Black defendants were almost twice as
likely to be misclassified with a higher
risk of reoffending (45%) in compari-
son to their white counterparts (23%).”
While successful experience manage-
ment is a stratospherically less serious
topic, the lesson remains that compa-
nies need to be aware of their biases,
recognize the burdens these biases place
on certain customers and then make
every effort to alleviate those burdens.
One of the surest ways to uncover these

pitfalls is through listening to direct
feedback to bring empathy to behavior-
only models.

Detailed the gaps

So how does this come together in
practice? Let’s look at customer experi-
ence as an example. Many publications
have detailed the purported gaps of
survey experience management. The
most common objections are that sur-
vey systems are:*

+ constrained — even the best survey-
based management systems cannot
reach every customer;

* reactive — surveys measure past expe-
riences with a brand, so proactivity is
inherently limited;

+ unfocused - survey scores are rarely
linked back to financial impact, so
it is difficult to justify investments
based on expected business value.

While these are valid concerns, the
proposed solution to focus solely on au-
tomated, database customer experience
management disregards the benefits of
hearing directly from customers, as de-

scribed earlier. To illustrate this point,
take a common refrain from database
solution-only proponents: Why use a
survey to ask customers about their
experiences when data about customer
interactions can be used to predict
loyalty?* The logical retort is “Define

a loyal customer.” More pointedly,
“Define an advocate.” Are you creating a
remarkable enough customer experience
that funnels prospects to your brand

or an engaging enough experience that
ensures your customers will ignore com-
petitive interventions (like discounts or
promotions) to stick with your brand?
Or are you creating customers who only
stay with you because they have not
found alternatives? The easiest way to
know what consumers actually feel is
simply to ask them.

A customer can follow the ideal CX
path. They can nail all the right touch-
points, move through the purchase cycle
or service cycle in record time, hit all
the behavioral interactions you were
hoping they would ... but when they
think about their experience, they can
still be left dissatisfied. Database solu-
tions will say there is low risk of churn

Download the free
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Figure 1

Traditional + Database-Automated

Constrained

Doesn't reach full customer base

feedback

Create non-response models to predict direct feedback and
sentiment scores based on behavioral, operational and indirect

Reactive

Measure past experiences

Create reinforcement models that account for behaviors and
direct feedback to more accurately predict behaviors that matter
(retention, upsell, cross-sell, compliance, etc.)

Unfocused

Not linked to financial impact

and profitability

Leverage direct feedback and behavioral prediction models to
demonstrate projected change in future behaviors and link
changes in those behaviors to impact on customer lifetime value

but their human experience begs to dif-
fer. Humans are emotional and emotion
is still difficult to predict — despite the
advances in artificial intelligence and
technology solutions attempting to do
just that. That is why companies should
see these two CX management systems
as complementary rather than as sur-
rogates for each other.

Figure 1 presents the three gaps and
see how a complementary CX manage-
ment system addresses them.

What's more, customer surveys can
measure/assess the brand relationship
by monitoring the holistic impression of
your brand created by every interaction
with your products, services, inter-
faces and people. Automated-database
customer experience is a significant
leap forward in terms of in-the-moment
personalization, actioning and proactive
needs recognition but it does not provide
a complete pulse on the customer experi-
ence. Structured and solicited customer
feedback allows you to create bench-
marks by which to assess higher-order
brand performance’ and set priorities for
CX investments and capabilities. Along
the way, database CX solutions present
additional opportunities to tailor cus-
tomer journeys and improve customer
retention and satisfaction, allowing you
to then assess the impact in your rela-
tionship benchmark surveys.

The way of the dinosaurs

The capacity to elevate empathy,
benchmark CX success and align to
longer-term CX priorities will ensure
customer experience and relationship
surveys don't go the way of the dino-
saurs. But what will soon be extinct
are the traditional siloed customer
insights from survey research. Survey
systems must be tied to customer data
lakes and behavioral or operational
data to understand what interven-
tions, touchpoints and journeys drive

the higher-order relationship metrics
measured through your CX surveys.
Similarly, those higher-order relation-
ship metrics must be linked to core
financial metrics and goals to create a
direct connection between improved
customer experience and ROI.

Leveraging predictive database
models and journey analytics alongside
survey-based measurement systems
provides the most complete pulse on
your customer experience and can allow
for more intelligent investment and de-
cision-making. Relying solely on one or
the other brings to mind the parable of
the blind men and the elephant, where
each blind man feels a different part of
the elephant and offers a wildly differ-
ent account of what an elephant is.

See more opportunities

So, where do we see the best prac-

tices in dynamically utilizing survey
and other customer data sources? It
depends. In general, where firms can
capture more personalized consumer
data — and where consumer choices and
engagement levels are high — we see
more opportunities and more successful
cases of integrating direct feedback and
behavior data sources.

For example, the hotel industry
captures several types of consumer
information through loyalty programs
and consumers are often highly engaged
with the choice of hotels, amenities
and experiences. Integration of direct
feedback and behavior in such an indus-
try thus proves to be fertile ground for
dynamic modeling and insights. Other
industries with similar dynamics that
benefit greatly from such an approach
include telecommunication, consumer
electronics, tech, automotive industries
and e-commerce in general.

Similarly, the solutions that are
boosted by such dynamic approaches
include segmentation, next-best action
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types of recommendation engines and
various predictive and classification
models, as well as strategic consulta-
tive projects that seek to increase
loyalty and reduce churn.

At the end of the day, we need our
marketing and customer experience
solutions to be more than just predic-
tive. We need these critical avenues
of emotional connection to be aspira-
tional and inspirational to consumers
and businesses alike. And, for that to
happen, we need to have a deep ap-
preciation of both what consumers say

and what they do. 0]

Mike Deinlein is vice president, CX solutions
at Burke, Inc. He can be reached at mike.
deinlein@burke.com. Toby Zhang is vice
president, senior consultant, decision
sciences at Burke, Inc. He can be reached at
toby.zhang@burke.com.
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eee cx research

A new customer

for customer
insights

How marketing research can benefit — and benefit

from - the quality function

| By John Goodman

As quality moves beyond a product-
centric focus, insights teams have an
opportunity to prove their value to

another internal organizational group.

The quality function presents a large opportunity for enhanced research
and impact for both customer insights and market research. Many read-
ers may roll their eyes at that statement and either think, “Old news!” or
“Not much there.” You will be wrong in a majority of organizations be-
cause the quality profession is undergoing a radical reinvention of itself.
It is just now starting to recognize how customer experience has changed
its mandate and data needs.

Traditionally, quality methods and metrics have applied solely to
physical product quality. Measuring product quality was relatively simple
because the answer, to a degree, was yes or no — either there was a defect
or not. The zero defects concept, as described by James Halpin and popular-
ized by Philip Crosby, was, in retrospect, a product of a simpler time.!

Enter the concepts of services (vs. physical products) and customer ex-
perience (CX). In 1984, Lynn Shostack introduced the service profit chain.’
Customer Care Measurement &r Consulting's (ccme) predecessor, TARP,
explored complaints and the impact of consumer problems on loyalty and
word of mouth for the White House Office of Consumer Affairs.4 Also, Busi-
ness Week highlighted TARP’s complaint and service research as key to the
marketing success of GE, GM, Coors and American Express and the imple-
mentation of toll-free numbers to enhance customer access.’ In addition,
Joe Pine introduced the concept of customer experience (CX) in The Experi-
ence Economy.® Fred Reichheld suggested how to quantify the loyalty im-
plications of a poor CX and customer dissatisfaction.” The American Society
for Quality (ASQ) established a Services Quality Division (SQD) in 199r.

Even with all the above attention and activity, most of the nearly
100,000 American quality professionals in ASQ still see the key objective
and definition of the quality function as being zero defects, meaning zero
physical defects. In a recent conversation, the 2022 chair of the ASQ SQD,
Ryan Politis of Lowes Inc., noted that he still gets asked, “What is ser-
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vice quality and how do you measure it?”8 This is the big opportunity for

customer insights! You can take the lead in helping the quality function
define and measure CX.

Almost a blank check

In manufacturing companies, quality was table stakes and the basis of
competition. In many technology companies like Cisco Systems and Apple,
manufacturing quality was critical but, due to the complexity of the
product, ease of use and quick-start guides were also important to success.
Therefore, in many leading companies, quality received almost a blank
check as well as responsibility for CX. At Cisco Systems, the EVP of quality
was also responsible for CX. This trend has now defused through the rest
of both manufacturing and services. For instance, at one of the largest
satellite internet companies, the SVP of quality also has responsibility for
CX. Therefore, if customer insights desires to be a key player in CX, it must
engage with and support the quality function.

Quality needs help from customer insights in meeting four challenges:
multiple uses; emotional and expectational outcomes; going beyond
satisfactory to delight; and moving the business case from cost savings to
one based on enhanced loyalty, word of mouth and delight. While quality
is staffed by bright industrial, chemical and civil engineers, they are not
equipped to deal with any of these four challenges.

1. Multiple product/service uses and outcomes

Unlike in the past, now there are multiple ways a product or service
can be used, leading to multiple customer expectations of outcomes, de-
pending on customer needs and the marketing message.

Quality can no longer simply be defined as adherence to physical specifi-
cations just adherence to a single physical spec — for example, adherence to a
single width and length with a tolerance of plus or minus 1 millimeter. Qual-
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ity performance must be defined by the market
segment to which the customer belongs. For in-
stance, rental car company Avis asks the customer
which segment they are a member of, e.g., I like
the premium cars with the latest technology, vs.
I'm a business renter who wants four wheels to
get out of the airport at a low cost, vs. I'm Aunt
Tillie on vacation. Each of these segments has
totally different needs and expectations.

2. Emotional and expectational dimensions

In addition to physical dimensions, there are
communication, emotional and expectational di-
mensions to most products and services that often
are more important than the physical product.

The role of the quality function must be
broadened to include much more of the company
operations. Quality must be involved not only in
production and manufacturing but also in de-
sign, marketing and sales, delivery of the prod-
uct and customer onboarding. When renting a
car, some customers will appreciate being shown
where the headlight and wiper switches are as
well as being assisted with directions. Others
may view this as an impediment to getting on
the road. Measuring the delivery of the rental
car with the correct level of communication and
emotional connection is a completely foreign
concept for the majority of quality engineers.

Such communication during product delivery
can have dramatic impact on customer evalua-
tions of the performance of technology. Figure 1
shows the results of a 2021 survey of over 2,000
customers on the impact of satisfaction with
onboarding education vs. the percentage of cus-
tomers satisfied with key operational attributes
of internet service. Effective education reduces
customer dissatisfaction by 40-50 percent across
all key internet performance attributes. It is
much cheaper to educate and onboard than to
spend $200 million on extra infrastructure to
enhance performance.

3. The top rating is no longer “meets spec”
but can often be “delighted”

Research has now shown that CX can ex-
ceed a customer’s needs and expectations in a
manner that creates delight. This implies that
the experiential dimensions of the product or
service can be as important to the customer as
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Figure 1: Impact of satisfaction with initial education on ratings of ISP on key performance dimensions®
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the physical product. Therefore, simply
making the product lighter or larger

or have a longer-lasting battery may or
may not be important to the customer.
On the other hand, a product that was
more intuitive or was accompanied by
an engaging “how to use” video might
create delight.

The 2021 CCMC National Delight
Study of 2,519 affluent consumers found
that behaviors such as enthusiasm,
transparency in marketing and empa-
thy created delight and that consumers
who were delighted were 8% more loyal
than those who were just completely
satisfied.” Further, a third of consum-
ers would pay more and many would
spread positive word of mouth. Figure 2
summarizes the findings for the subseg-
ment of consumers who were delighted
with experiences in the financial
services arena.

In the chart, honesty and transpar-
ency were the most prevalent delight-
ers while enthusiasm, interest and
empathy were simple, easily delivered
delighters. As shown in the upper mid-
dle of the chart, customers who were
delighted were 30 percent more willing
to pay more for the same product or
service (47% vs. 17%).

The middle of the chart shows the
impact of word of mouth from custom-
ers who were delighted. When custom-
ers were delighted, 74% of them told
other friends and acquaintances about

the experience. An average of six people
were told about their experience and of
those, 57% were reported to have taken
action on the referral. Multiplying
these impacts together suggests that

for each delighted customer, more than
two new customers may have been won.
While this may be optimistic, even if
the number is cut by two-thirds, we can
still surmise that each delighted cus-
tomer will produce one new customer.

Finally, in the upper right-hand
corner, we see that 37% of the delight
was delivered by telephone while 40%
by digital channels including e-mail
or chat. The surprising fact here is
that delight can be delivered digitally
in addition to face-to-face and tel-
ephonic communication. With artificial
intelligence being used to drive more
customer response tools, there is a
large opportunity to enhance CX via
improved automated response. On the
other hand, poor automated responses
can do great damage.

The insights function must work
with quality to improve evaluation of
these transactions, measuring satisfac-
tion, delight and willingness to recom-
mend by type of issue and by channel
used. The analysis of the outcome
metrics (e.g., loyalty and willingness
to refer) should address the types of be-
haviors that can create delight by going
beyond the standard spec — especially
in ways that add extra value to the
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product that the customer will pay ex-

tra for and spread enthusiastic positive
word of mouth. This whole subject area
is foreign to most quality professionals.

4. Business case based on loyalty
and WOM impact

Quality traditionally created busi-
ness cases based on reduced material
waste and zero defects. The usual sourc-
es of data for quality are complaints
and warranty claims. Often there is
overlap between those two sources be-
cause the more serious complaints turn
into claims where the company replaces
or repairs the product at significant
expense (think auto warranty claims).
The basic flaw in the analysis done by
quality is the assumption that the only
damage done is the cost of responding
to the reported problems.

Quality’s engineers need assistance
in creating a business case for CX
investment based on enhanced loyalty,
revenue, margins and word of mouth
produced by emotional interactions.
Often the receipt of a few dozen or even
100 complaints is looked upon by quality
and marketing as being a minor issue.
What quality professionals and other ex-
ecutives often miss is the fact that only a
small percentage of consumers take the
time to complain about the problem.

CCMC’s research has shown that
even in the auto industry, more than
half of failures never turn into com-
plaints or warranty claims and in the
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Figure 2: Delight in industry verticals: focus on financial services
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CPG industry, complaint rates to the
company are often only 10% (https://
bit.ly/30ISHi1). Therefore, for each
problem reported, there are many more
that are not but still result in damage
to loyalty and word of mouth. A cost-
reduction business case fails to include
the non-articulated complaints and also
overlooks the revenue damage. Further,
there is usually no provision for the
word-of-mouth impact of problems.
These exclusions lead to a gross under-
estimate of the payoff of enhanced CX.
The quality function will enthusiasti-
cally embrace this approach but will
require assistance in its construction.

Further, complaint rates vary by the
type of problem the consumer encoun-
tered. The critical question is, how
many problems exist for each complaint
received? This ratio of problems to
complaints is called the multiplier. To
estimate the real number of problems
that exist in the marketplace for each
complaint received, one must multiply
the number of complaints by the mul-
tiplier. Then the revenue damage is es-
timated by multiplying the number of
problems by the value of the customer.

Where does one derive the multi-
plier for any particular industry? Via a
survey of a random sample of custom-
ers from that industry where you ask
four questions:

1. Did you have any problems with
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the product or service?

2. What problems did you encoun-
ter? (Ideally aiding the customer with a
granular list.)

3. Did you complain or seek assis-
tance from the company?

4. If so, where did you go to seek as-
sistance and what channel did you use?

Those four questions will allow
you to quantify the multiplier for any
particular channel of complaint. For
example, if 10% of customers who had
problems complained via the toll-free
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number, you know the multiplier for
complaints received by phone is 10. The
existence of the multiplier is a shock to
many quality professionals who have
assumed that almost all customers with
problems complain. Quality profession-
als have simply been inwardly focused
during their career.

The equation for calculating the
revenue damage of a particular problem
based on complaints is shown in Figure 3.

If the revenue damage estimate is
based on a survey of a random sample of
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Figure 3: Quantifying revenue at risk based on complaints

Number of Multiplier - Revenue Damage Revenue
complaints number of value of to loyalty at risk for
of a certain problems in average caused by each
type market for customer particular _ month
received in each over next problem issue not
last month complaint two years corrected
received

customers, there is no multiplier because
the results of the survey are projectable
on the marketplace. You simply multiply
the percentage of customers encounter-
ing the problem times the damage to
loyalty times the value of the customer
to arrive at the revenue at risk due to

a particular problem. Our firm recom-
mends that at least one random sample
survey of customers be conducted every
two years to allow quantification of the
overall multiplier for each company.
This is a project that the insights func-
tion should drive but often the quality
function will pay for. A more sophisticat-
ed study including word of mouth and
sensitivity to price will allow inclusion
of the CMO as a data user as the CMO is
the officer most concerned about word of
mouth and margins.

Creates a strong synergy
An alliance of quality and customer
insights creates a strong synergy,
leading to greater impact and im-
proved customer satisfaction. In a
benchmarking study of 200 compa-
nies, CCMC found that companies
where quality and customer insights
jointly collected and actioned the
voice of the customer had twice the
year-over-year improvement in cus-
tomer satisfaction and a much higher
rate of key CX issues being quickly
addressed by top management.”
While the quality function will
be most interested in how to create
a more compelling business case for
its projects, customer insights should
start by educating quality analysts on
the broader range of opportunities
afforded by the end-to-end customer
journey, the impacts and challenges
of applying quality to sales, market-
ing and customer onboarding and
the technical implications of apply-

ing the multiplier to complaints and
warranty data. Draw their attention
to the article in their own journal,
Quality Progress, on applying quality
to marketing and sales.”

Following are five steps to win qual-
ity as a new customer and source of
both support and resources:

1. Work with the quality function
to map the basic end-to-end customer
journey. To this basic journey add the
usually forgotten support functions of
complaint solicitation, the full range
of customer service channels as well
as mechanisms for capturing the VOC
across the entire journey.

2. Help quality identify key cus-
tomer segments and expectations as
well as physical performance aspects.
Confirm the journey with a focus group
or sample of customers from each seg-
ment.

3. Focus outcome and impact
metrics especially on marketing and
sales and education/onboarding.
Identify which channels customers pre-
fer and which lead to the most educated
customer and the fewest unpleasant
surprises. Work with digital marketing
to try different incentives to motivate
customers to be educated.

4. Expand quality performance
metrics to include delighted and help
quality plan and execute pilot tests
where customer insights provides
measurement assistance.

5. Assist quality in creating a
revenue-based business case for en-
hanced CX where insights quantifies
possible payoffs in terms of incre-
mental loyalty and more impactful
WOM referrals.

Create a win-win-win
The quality function has a seat at the
C-suite table in many organizations
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that the customer insights function
lacks. At the same time, the advent

of CX has totally disrupted business

as usual for quality while increas-

ing both resources and expectations.
Customer insights should move to help
this engineering function address the
social science and behavioral measure-
ment issues to create a win-win-win
for both functions and, most impor-
tantly, for the customer. (0)

John Goodman is vice chairman of
Customer Care Measurement and
Consulting. He can be reached at
jgoodman@customercaremc.com.
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Preserving

institutional

memory

The value of insights storykeeping in the

turnover era

| By Nick Freiling

How data repositories can help CX teams
maintain continuity in the face of

change.

The Great Resignation. The Great Reshuffle. The Big Shift.

Whatever you call it, the reality is this: Turnover on insights teams has
probably never been higher. More researchers on more insights teams have
spent more hours onboarding this year than ever before.

And while fresh perspectives can add immense value to research ef-
forts, this new turnover era also ushers in a host of new challenges.

How can brands maintain a continuous research program while their
insights team roster is in constant flux? What does longitudinal research
look like when tools and methodologies shift (even if only slightly) with
every new onboard? And how can insights managers cultivate buy-in from
team members who are used to doing things differently?

For CX teams, especially, this can be uniquely challenging. CX is organi-
zation-specific — there is no syndicated solution for accessing or measuring
your brand’s key CX performance metrics. And without strong institutional
context on how CSAT patterns have shifted in recent years, CX teams can
struggle to add value without duplicating research and results.

The fact is: CX teams — and all insights teams — need to become
storykeepers. And this is never more important than in high-turnover
environments.

No matter how many new names may be on the HR rosters, a brand’s
customers are part of a long, extended story. What happened to a cus-
tomer last year matters today. What happened to them pre-pandemic
still matters now. And without a strong grasp of how their customers’
story started, CX and insights researchers can't point their organiza-
tion in the right direction today.

Good insights is about storykeeping. Integrating story-friendly
methodologies and solutions into your CX workflows will help make
sure you maximize the value of your historical research and move for-
ward in a data-driven manner.
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Change with the times
“I don’t care how my predecessor did things. This is how I do things.”

We've all heard that — if not in so blatant of terms, then couched in more
polite jargon. Level-set. Recalibrate. You get the idea. And in many ways,
recalibration — especially on an insights team - can have a cleansing effect.
What adds value today, of course, might not be what added value in the
past. Research methods and tools can and should change with the times.
And innovation in research technology (ResTech) tools makes it easy for
insights teams to level-up their toolkit quickly.

But insights, especially CX, is bigger than the tools used to create them.
And it's not something that'’s easy to start from scratch.

While a new ResTech app might mean researchers can move quicker,
it doesn't ensure that insights are being stored, interpreted and distrib-
uted in a way that adds value to the insights bottom line - that is, the
impact that an insights team’s deliverables has on your NPS or CSAT.
Because it's ultimately researchers, not apps, that know what parts of
their customers’ story matters most.

Further, while ResTech makes it easy to dive deeper than ever before
into customers’ perceptions, it can also distract from the deeper work of
integrating that data into your brand’s CX story. It's no secret that most in-
sights teams are awash in more data than they know what to do with. Nor
is it a secret that innovation in ResTech has, in recent years, been more
focused on data-gathering than on storing and story-fying that data.

Long story short: Enhancing your insights team’s ResTech and data-
gathering capabilities doesn’t necessarily add value to your insights
bottom line. And worse, certain kinds of ResTech can distract research-
ers from storykeeping — that is, the content brands depend on to ensure
a consistent and progressive CX research program across researcher
(and customer) generations.

www.quirks.com

Shouldn’t be a chore
What does insights storykeeping look like,
day-to-day? How can today’s in-flux insights
teams keep and tell stories whilst so many
members of their team come and go? The
first thing to remember is that this shouldn't
be a chore. An effective insights storykeep-
ing system — aided by the right technology
- should work in line with the research your
insights team is already doing. No going back
to document, map or narrative-craft on top of
insights your CX team is already generating.
Here are some tips to ensure stories are al-
ways integrated into your insights workflows.
First: Adopt consistent research methodolo-
gies at the highest level of your organization.
This doesn't just mean executives who
embrace the idea of insights. It means having
a C-suite that is in-the-know about how your
organization is measuring, calculating and in-
terpreting your customer experience KPI metrics
and who can help keep the insights story alive.
A quick anecdote...
We recently worked with a CPG branding con-
sultancy with an executive team of eight that
had turned over 50% in the prior year. Four
members of this team had been hired within
the prior 18 months.
Understandably, catching them up on the
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Figure 1

KEY ELEMENTS OF
DATA THAT RESEARCH
REPOSITORIES
SHOULD HAVE

terms and tools of their CX product
suite was a high-priority item. We
laid out how their predecessors had
used technology to measure CSAT over
time and how recent changes to their
product and branding had influenced
CSAT scores.

Right away, eyes glazed over.

This was a lot of information but
there really was no way around it. But
rather than integrate their expertise
into what had already been done, this
team decided to level-set. It's easier to
start fresh, they said, than to try and
understand what had been done before.

This was painful to watch. What's
lost with this approach is invaluable.
CSAT is a story and stories can't be
restarted. What happened in the past
matters today and the future will
always incorporate what happened
before — there’s just no way around it.
Storykeeping is essential.

Without a C-suite that is both
educated about and committed to a
story-driven CX research methodology,
you can expect slow progress toward
boosting CSAT.

Second: Embrace an insights-spe-
cific repository application to ensure
every insight is recorded, operation-
alized, and searchable.

Admittedly, this has not, to date,
been easy for insights teams. Most
attempts to solve the problem of func-
tional, value-adding insights reposi-
tories have cut corners and failed to
account for the unique nuances in UX,
(X and market research workflows.
Coupled with the fast pace of innova-
tion in other insights technology,
this has made it hard for repository
applications to keep pace. Platform
rigidity and (ironically) poor UI/UX

THREE FUNDAMENTAL LEVELS OF DATA

Insights Themes Stories
: Nugetted
HRsSrvations information
Raw research Evidence
data

have presented repository develop-

ers with significant challenges in
persuading insights managers of the
value of investing resources (including
their time) into maintaining a clean
insights repository that is up-to-date
with their research.

Fortunately, this is changing. In-
novation in knowledge management
applications has accelerated in recent
years as a response to the prolifera-
tion of data-harvesting technologies.
Further, insights-specific repositories
are a brand-new class of applications,
usually designed by insights profession-
als (including researchers) and built
with the unique needs of insights teams
at top-of-mind.

At the highest level, an insights
repository supplies the content for the
stories that undergird any serious CX
program (Figure 1). And by nature, this
content survives across research teams
and generations.

Insights repositories are an insights
team'’s storykeeping engine.

Third: Take distribution seriously
and get creative while doing it.

There’s no law that says insights
deliverables have to be wonky. While
insights jargon can be hard to avoid,
“inside baseball” isn't something to
strive for when distributing insights.

The fact is, insights are valuable
only insofar as they are distributed,
understood and operationalized.
Insights storykeeping is about putting
insights into context and creating
a system whereby new insights are,
by default, interpreted as part of a
progressive research program — not a
series of isolated snapshots. Aided by
an accessible insights repository, in-
sights distribution (for CX, in particu-
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lar) should create the next chapters
in your brand’s experience improve-
ment story such that any team mem-
ber can get up-to-date quickly, even in
times of high-turnover.

What does this look like?
At the least, it means a repository of
insights that is accessible organization-
wide. No silos. No barriers between in-
sights consumers (marketing, product,
executives) and insights producers.

And it means an intuitive taxono-
my of insights content that’s built into
your insights team workflows. This
does not mean requiring researchers
to go back and craft a narrative about
what they did and how they did it. It
does mean aligning insights work-
flows with insights distribution such
that the insights story emerges by
default and so any consumer has full
transparency into the research tools,
methods, source documents and raw
data used to compose the key findings
that matter to them.

Easy to appear productive
The bottom line is this: Good insights
are about stories, not data.

That’s no secret, of course, to the
best insights professionals. But when
turnover on insights teams is high,
the temptation to overemphasize data
procurement is strong. New ResTech
makes it easy to appear productive,
even while your insights team may
not be plugged in to your brand’s
ongoing CX narrative.

But simply gathering more data
when your team is already swimming
around in more of it than they can
possibly interpret is inefficient at best
and a total waste of resources at worst.
It's precisely in times of change that
storykeeping is most important. (0]

Nick Freiling is the director of InsightsHub
at QuestionPro. He can be reached at nick.
freiling@questionpro.com.
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Beat the clock

Using video technology to keep up with the rapid
pace of change

| By Lincoln Merrihew

Until robots rule the world, people can enjoy the rapidly evolving abil-
ity to integrate with all the machines and technology around us. That
integration is designed to make our lives better and easier. Well, that’s

Faced with “research CompreSSion'" how the intent: everyone has experienced the gaps between design intent
can researchers add more “human” to and the successful execution of design. And with technology, design re-
fers not only to the look and feel but the functional aspects as well: the
human factors analYSiS? menus, the screens, the graphics, the ability to accurately process voice

commands, the latency of responses and the ability of one technology

to effectively communicate with another.

The good news is that modern technology can often be enhanced
quickly, such as via over-the-air updates in vehicle telematics and updates
to cellphone apps and operating systems. Yet that’s also the bad news. That
speed means that marketers and others may rush technology to market
to appear innovative before things are fully ready. And that means that
technology may be launched when only 8o percent ready — or less. (Some
of those companies believe that’s OK because the remaining 20 percent can
be added later.) Together that means consumers experience partially baked
solutions, which is good for neither brand nor customer.

The results of these shortcomings vary widely, from dissatisfaction to
frustration to even danger. Our firm’s testing has revealed instances when,
for example, a driver was unable to disengage speed control in a vehicle
locked at 25 mph when the posted speed was 40 mph. The driver tried voice
commands and screen touches. At one point, when the driver said, “In-
crease speed,” the vehicle responded by increasing the speed of the fan.

Then there’s the ancillary fallout on marketing researchers. Rapidly
developed technology means less time to complete quality research, includ-
ing human machine interface (HMI) research — never mind the impact and
implications of things being half-baked. We see that pain across several of
our business partners and have deemed it “research compression”- a dras-
tic shrinking in the amount of time available to make crucial decisions.
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Imagine having to wait months for customer research and by the time

you have it in your hands and have processed it for insights, the tech-
nology in question has already been updated. Or even replaced. You're
looking at results for Version 21 and yet consumers are now working with

Figure 1
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number of innovations

Useful as
Benchmarks

deb abpaimouy

speed of innovation

www.quirks.com

Version 35. Or maybe there’s a Version 36 that
was released without notice. And the speed of
releases also means the competitive landscape
changes every minute.

Layered on top of that is the lack of bench-
marks in many cases: some technology is so new
there are no viable comparisons or points of
reference, meaning historical data and insights
do not apply. If fact, the applicability of bench-
marks is inversely proportional to what’s avail-
able to customers. As the speed of innovation
increases, there are more choices for consumers
and at the same time fewer relevant bench-
marks. They're inversely proportional (Figure 1),
resulting in an ever-larger HMI knowledge gap.

The combination of research compression
and a growing HMI knowledge gap can lead to
embarrassing and tragic results that can destroy
brand equity in much less time than it takes to
create. For example, based on technical specs
and user needs also, a coffeemaker might seem
perfect for making soup. Consumer research
would show otherwise.

Everyone wins

The science that informs the interaction between
people and machines is called human factors
analysis. The by-product of research compression
and the HMI knowledge gap is that there is not
enough “human” in human factors analysis. For-
tunately, that same rapid advance of technology
can shift that balance by putting more technology
into research. When done successfully, everyone
wins: consumers, brands and researchers.

There are three core facets of research
technology to ensure relevance around gather-
ing, processing and accessing: gathering the
data quickly in time for it to be relevant;
processing the data to yield digestible and fo-
cused insights; and ensuring rapid and broad
access to the insights.

The need to gather data quickly by definition
eliminates many of the stalwart data-capture
techniques. You need results in weeks, not
months. Processing the data is crucial. A mas-
sive data dump, even if gathered quickly, is not
helpful because you can't find the most relevant
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conclusions. Broad access is equally im-
portant: even if gathered quickly and
digested to insights, if decision makers
can't get quick access, then once again
they're not very helpful. Think of a fire
engine that races to a burning building
but then no one can find the hoses.

Blend of missions

To make the discussion more real, we'll
focus on one of the most dynamic indus-
tries: automotive. Not only is technology
there evolving exceptionally quickly,
there’s also a blend of technology mis-
sions working, ideally, in tandem (safe-
ty, infotainment, navigation, etc.) and

a blend of inputs (driver voice, physical
touch controls, cameras, exterior sens-
ing, etc.). We're already seeing the evolu-
tion from hardware to software, offline
to connected and static to real-time. And
eventually drivers will become riders
thanks to autonomous vehicles.

Human factors analysis is more
than just about satisfaction and ease of
use. It's also often about safety, particu-
larly for vehicles. With drivers being
bombarded with technology, it’s like
being in a room with 10 people talking
to you at once. And that can lead to
distraction. You say something to your
car like “Call Helen” and your vehicle
replies by charting a course to Helena,
Montana. (Don't laugh, we've seen such
things in real-world driving research.)

The problem is that such an inter-
action can cause drivers to take their
eyes off the road as they look at the
screen. That's a distraction, which can
lead to trouble. In fact, a recent Pulse
Labs review of National Highway Traf-
fic Safety Administration complaints
over the past 30 months found that 5%
mention NAV or SCREEN.

Helping spur this bombardment of
drivers is the automotive industry’s
increasing reliance on other industries
to power the customer cabin experi-
ence. First it was computers, then
voice assistants and very, very soon
the gaming industry. Case in point:
Epic Games is partnering with Volvo to
design Volvo driver interfaces.! Anoth-
er fitting example of the lack of bench-
marks: there are few, if any, studies
on the success of gaming interfaces in
real-world vehicle environments.

Which brings us back to how tech-
nology can be applied to help get more
“human” into human factors analyses.

How can traditional research such as
surveys and focus groups keep pace?
How might you ask in a survey how
a customer feels about a specific set
of menu steps in an interface or how
responsive an infotainment system is to
your voice’s commands? Or with gaming
(since those interfaces are coming to
cars), to what extent could you rely on
a survey to capture a glitch accurately
and completely in a gaming console?
Or a game console in a car? Those are
the two key words — accurately and
completely — that HMI-related insights
require to be useful.

Not that surveys don't have their
place. They do, including for things like
choice modeling and willingness to pay.

Paint a picture
One solution is using cameras to capture
how people and technology interact. And
that video needs to include voice and
user annotations of what they were feel-
ing and what would help make things
better. Visual, audio and customer feed-
back together can paint a picture that
yields unrivaled insights. The need for
accuracy and completeness is where this
multimodal approach to HMI comes into
play. As a picture is worth 1,000 words,
ergo a video is worth 1,000 surveys.

Camera-centric research also speeds
decision-making for one particularly
important reason: with traditional
flat research, the findings are often
subject to interpretation. For example,
if a survey respondent reports that an
infotainment interface was “difficult
to use,” whoever is processing that
information will have to interpret what
that means and what actions should be
taken. And with research compression
at hand, we can't afford one of those
actions to be “do more research.”

With video and voice, you can
see and hear the driver struggling or
being delighted. You can hear what
they're trying to do and how the sys-
tem responds. You can see the tactics
drivers employ to make the technol-
ogy work for them. And you can see
when the system works against them
(e.g., Helena, Montana). All that
means that the time needed to inter-
pret results is reduced to the time it
takes to watch the video.

Well, almost. Remember our tenets
above. The data need to be captured
quickly. And for that our firm uses
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portable in-car cameras. It’s the useful
insights where traditional video-centric
research often falls short. That's typi-
cally because crude video research is just
sticking a camera in a car and waiting
for something interesting to happen. So
as a customer of the research, you get a
terabyte file of video data and you're left
to find the needle in a haystack.

Or worse, it’s not even real drivers
in real vehicles. It's employees of the
brand in question doing a cursory
check of things. The fox guarding the
henhouse, as it were. Or it's streams
of video selfies with no structure to
the data or ways to ensure quality
and representativeness.

It's here where the model used for
survey research is useful. You don't
send a respondent and blank piece of
paper and instruct, “Write down every-
thing you know about Topic X.” Instead,
you send specific questions to pre-cate-
gorize the results and make them more
actionable. And a brand doesn't survey
its own employees.

We work with our clients to identify
key business needs or questions, then fo-
cus our video-capture around those needs.
That pre-categorizes the results, which is
designed to increase actionability. We do
the work under natural conditions with
real drivers in real cars under real situa-
tions. Those data are then Al-processed to
further focus the insights.

The bottom line is that nobody
wants a bad interface. No brand wants
a bad customer experience. No consum-
er wants a frustrating relationship with
technology. I've been involved in re-
search innovation for decades and been
stunned by the overall lack of speed.

Today, better and faster research
technology can compensate for research
compression and help close the HMI
knowledge gap, when abiding by the
three tenets of speed, focused insights
and fast and easy access. Now it's up to
the combination of brands and re-
searchers to evolve as fast as technology
and consumer expectations have. @

Lincoln Merrihew is global head, brand and
marketing at Pulse Labs. He can be reached
at lincoln.merrihew@pulselabs.ai.
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* e+ generations research
Keeping up
with the
Zoomers

How brands can capture the interest of Generation Z

| By Joeri Van den Bergh

Generation Z — aka post-Millennials, the iGeneration or Zoomers — is

the world’s largest generational cohort, accounting for one third of the
SnapShOt global population. Unaware of a life without Google, this digitally na-
tive generation is social media-literate, always-on and hyper-informed.

TlPS on connecting with a young cohort Online platforms are their means to be in the know, to stay connected

that came of age during a financial and to amplify their voice. With many coming of age during the pan-
demic, the past two years put a mark on their lives and their outlook
crisis, a pandemic and the threat of  , (he future.
world war. Having the fastest-growing disposable income, which is expected to
reach $33 trillion over the next decade, Gen Z is an important audience
for any brand. So, what characterizes these Zoomers and what are their
expectations towards brands?
This article highlights some key insights from our Ready for the
Zoomers? report, based on a survey with 1,072 U.S. consumers (Gen Z,
Gen Y, Gen X and Baby Boomers). The report is available free (registra-
tion required) at: www.insites-consulting.com/reports.

Gen Z and finance

Growing up in the aftermath of the 2008 financial crisis and against
the backdrop of the COVID-19 recession, Gen Z wants to write its own
money rules. Like their Millennial counterparts, who are still leading
the way with their drive for entrepreneurship (64%), 51% would like

to start their own business. Yet unlike Millennials, they are driven by
passion rather than achievement. While 52% of Gen Y say a job defines
how successful you are, this is only true for 32% of Gen Z. Flirting with
TikTok and YouTube algorithms, this generation turns its social game
into a business plan in no time.

Gen Z is the first generation with an incredibly high level of finan-
cial literacy at a very young age. Fifty-three percent state that their
interest in financial planning and/or investments has increased in the
last two years. Rather than enrolling in expensive business courses,
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they self-educate online by following influencers (aka fin-fluencers) on

social media for financial advice, for example. Even if their disposable
income is not (yet) reaching the heights of that of Millennials, they
are closing in on their older counterparts when it comes to financial
investments: 62% of Gen Z made investments in the past year.

While more traditional products like stocks and education funds
take the biggest share in their investment portfolio, Gen Z sees a lot of
potential in art and new investment products such as cryptocurrencies
and NFTs. In fact, 25% of Gen Z believe NFTs will increasingly replace
physical artwork and 41% would even like to be paid or get an allow-
ance in cryptocurrencies.

What this can mean for brands: Gen Z expects brands to support them in
building financial resilience by providing accessible and actionable ad-
vice. Copper is a debit card and banking app for teens that helps them
to set goals, learn about budgeting and save for the future. At the same
time, parents can monitor purchases in real time, through the app.

Gen Z and mental well-being

We all experience a certain degree of stress, yet Gen Z is atop the chart
for most stressed-out generation. In the U.S., 55% of Gen Z feel stressed,
their main stress factors being mental health (60%) and studies/job
(45%). Yet, this “It’s ok to not be ok” generation does not shy away from
talking about their struggles. Gen Z is all about dropping taboos and
raising awareness for mental health.

While social media is a space for Gen Z to connect, be creative and
relax, it is often cited as a contributing factor to their mental health
struggles. Comparing themselves to others (34%) and external expecta-
tions (16%) add to the stress equation. The unrealistic depictions and fil-
tered images put a lot of pressure on looks for this generation (67%), with
only 46% feeling comfortable to show their real, unfiltered self online.

What this can mean for brands: Gen Z's focus on mental well-being

www.quirks.com

can inspire brands to take on the role of life
coach, supporting youngsters in prioritizing
their mental health and encouraging discus-
sions around the topic. For Mental Health
Awareness Month 2021 and in collaboration
with The Jet Foundation, Victoria Secret’s
PINK launched Make Your Move Fest, a pro-
gram full of tips on ways movement, expres-
sions, connection and self-care can help us
feel our best. As part of its Beauty Unaltered
campaign, CVS Pharmacy implements a spe-
cial mark for any unaltered image, because
images are powerful and, the thinking goes,
using unaltered images can lead to a power-
ful change. CVS is asking its partners to join
the movement, hoping to encourage realism
in beauty marketing. Building on last year's
#ReverseSelfie campaign, Dove launched the
#DetoxYourFeed campaign in April 2022 to
demonstrate the harm created by toxic beauty
advice on social media. The campaign is part
of Dove's Self-Esteem Project, aiming to tackle
low self-esteem caused by idealized beauty
content.

Gen Z and the metaverse
Seamlessly blending physical and digital
worlds, Gen Z are true digital natives. For this
“always-on” generation, social media plays a
central role in their everyday lives; 34% even
feel anxious if they (must) disconnect for a day.
While this visual- and video-driven genera-
tion turns to YouTube for entertainment and
tutorials, TikTok provides a creative outlet
for memes and viral content. Together with
Instagram, the latter is also used for digital
activism. Just think about how the Black Lives
Matter hashtag — which originated in 2013 after
the fatal shooting of Trayvon Martin — engaged
a worldwide audience online after the video of
George Floyd’s killing went viral in 2020.
Compared to older generations, Gen Z has
a more positive image of social media compa-
nies. While 55% feel these companies have too
much power, this rises to 73% for Gen Y, 66%
for Gen X and even up to 76% for Baby Boom-
ers. Yet, Gen Z is not naive when it comes to
protecting their privacy, with half of them
distrusting how their data is used and one

September/October 2022 // Quirk’s Marketing Research Review 47


http://www.quirks.com

third using encrypted messaging apps
like Signal, Threema and Telegram,
etc.

Next to the more traditional
social media platforms, Gen Z is fully
exploring the metaverse, from Fort-
nite to Animal Crossing to Minecraft
and Roblox. Hanging out with friends
in virtual worlds, creating an avatar
and spending money on virtual
outfits is nothing extraordinary to
them. No generation will embrace
and shape the metaverse more than
Gen Z, which is where they also ex-
pect brands to be.

What this can mean for brands: Gen-
eration Z expects brands to play a
relevant role in both their online and
offline realities. Cereal company Of-
fLimits launched 2,500 custom cereal
box NFTs. The NFT owners are invited
to collaboratively design and mint a
one-of-a-kind cereal box NFT - both
in the metaverse and in real life. In
fact, all verified NFT owners will ob-
tain four real-life packing containers
of the ultimate cereal NFT.

Gen Z and inclusivity

Like Millennials, Gen Z believes

brands should play an active part

in shaping a more sustainable and

inclusive future and expects them to

communicate about their efforts.
Thirty-eight percent believe

that brands that don’t communicate

about sustainability are not sustain-

able, showing this generation’s call

for radical transparency. With the
internet at their fingertips, Gen Z are
pro fact-checkers and they do not shy
away from rejecting brands that don't
align with their views. In fact, 34%
refuse to buy non-sustainable brands.

The global issues that keep Gen
Z up at night are related to social
inequalities. Being the most ethni-
cally diverse generation in history,
diversity and inclusion are key to
them. Consequently, more than any
other generation, Gen Z considers
racism (48%) and LGBTQIA+ rights
(18%) as top issues to tackle at global
level. Striving for gender liberation,
Gen Z values brands that acknowledge
gender diversity and break gender
stereotypes. In May 2021, Instagram
launched a feature allowing users to
add up to four pronouns to their pro-
file from dozens of available options,
including he, she, they, ze, ve, etc.
Users can even submit a request for
pronouns not yet included in the list.

Forty-three percent of Gen Z want
brands to challenge societal issues.
This focus on social justice is also
reflected in their spending behavior,
with 69% being willing to pay more
for brands that treat employees and
suppliers fairly. Moreover, 42% are
willing to pay more for brands that
are Black-owned and 41% for female-
owned brands.

What this can mean for brands: Gen
Z not only expects brands to take a
stand on societal issues but also to
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help educate them on how to support
minority groups and communities.
Google makes it easier than ever for
these generations to find Black- and
female-owned businesses by adding
badges that represent Black-owned and
women-led businesses. U.S. retailer
Target made a commitment to invest
over $2 billion in Black-owned brands
by 2025, by featuring Black-owned
brands and offering mentorship to
Black designers. Since Target started
investing more in Black-owned brands,
sales increased significantly.

Need for guidance
Gen Z is a very important generation
that will bring about change in soci-
ety, not only because they want to but
because they have the skills to do so.
They are much more vocal than their
predecessors but they are also vulner-
able and are growing up in difficult
times. They have an enormous need
for guidance, especially from brands.
No matter what you call this gen-
erational cohort, they are the largest
in size and their disposable income
is expected to outperform that of any
generation. Your business’s future
is likely to depend on them. Are you
ready for the Zoomers? (0]

Joeri Van den Bergh is cofounder of
InSites Consulting. He can be reached at
joeri@insites-consulting.com.
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*ee environmental research

Creating
agents of
change

How companies and organizations can overcome
‘infowhelm” and motivate action for the planet

| By Rachel Dreyfus and Anna Price

Americans are increasingly concerned about climate change, particularly

young adults, BIPOC communities and liberal-leaning voters.™ Informed
by more than 30 publicly available research reports, the following post-
COVID-19 research roundup of Americans’ beliefs, eco-friendly behaviors
and perceived climate change solutions is a snapshot of a topic with fast-
changing perceptions. We also examine the psychology behind Ameri-
cans’ climate change perceptions and behaviors with a focus on how
companies and non-profit organizations might leverage this information
to not only enhance their mission and brand but also enable Americans
to fulfill their vision for a healthier planet.

For the purposes of this article, climate change is “a long-term change
in the average weather patterns that have come to define Earth’s local,
regional and global climates.”?* Changes are driven by human activ-
ity (e.g., burning fossil fuels) and are observed through a number of
indicators, such as ice lost at Earth’s poles, rising sea levels, increases in
frequency and severity of extreme weather, biodiversity loss and more.

That climate change is on the collective mind and nerves is not dis-
puted — beyond activists, government and the news media, pop culture
now reflects concern around the issue. Artistic works as disparate as
the 2021 Netflix movie “Don’t Look Up,” comedian Bo Burnham's “That
Funny Feeling” (with more than 6.2 million YouTube views) and 2019’s
off-Broadway play "Hooked on Happiness” have attempted to tackle the
topic. Reflecting care and desire for change, these examples represent a
growing form of infotainment designed to break through to those who
aren't paying attention.

But how can NGOs, industry and government rally the public towards
active personal and collective behaviors? How can society overcome the
paralysis caused by “infowhelm” and denial? As with most complex chal-
lenges, one size does not fit all. We will present a simplified continuum
of concern for climate change and hypothesize how brands can show
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support while appealing to consumers across the continuum. We'll also

discuss how brands can rally the public to action, both personal and col-
lective, regardless of level of concern or political ideology.

Significant increase
Recent studies suggest that approximately six in 1o Americans are con-
cerned about climate change."s® This is a significant increase from the
44% of Americans who were concerned about climate change in 2009.
And, corroborating this trend, in Yale University’s segmentation of
climate attitudes where “six Americas” were identified and ranked by
their level of concern, the most highly-concerned segment (Alarmed) has
increased in proportion from 18% in 2017 to 33% in 2021.5

There are, however, variations in climate change attitudes by age, race
and ideology. These variations are described in the following sections.

+ Studies show that younger generations (i.e., Gen Z and Millennials)
are particularly concerned about climate change>® and feel personally
responsible to stop climate change from getting worse.? Over half of
15-39-year-olds worry about climate change regularly, with 39% worry-
ing about it every week. One-fifth of adults 20-39 worry about climate
change daily.® When comparing perceptions across generations, 37%
of Gen Zers and 33% of Millennials say addressing climate change is a
top personal concern for them while only 27% of Gen Xers and 29% of
Boomers say the same.”

+ Studies consistently find greater concern for climate change among
Democrats and liberal-leaning voters compared to Republicans and
conservative-leaning voters.”** Within the Republican party, younger
Republicans are more concerned about climate change, looking more
similar to their liberal counterparts.” A recent survey conducted by
Pew Research Center showed that most Gen Z (57%) and Millennial

(59%) Republicans say large businesses and
corporations are doing too little to help re-
duce the effects of climate change versus 50%
of Gen X and 43% of Baby Boomer Republi-
cans.” As such, age is a better predictor than
political leanings with regard to climate
attitudes.

* Studies indicate that concern about climate
change is greater within BIPOC communi-
ties than non-Hispanic white communities.
Among U.S. Hispanics, 81% say addressing
global climate change is either a top concern
or one of several important concerns to them
personally; this is compared to 67% of non-
Hispanics.” Environmental inequities occur
in BIPOC versus white communities. For ex-
ample, when compared to white adults, Black
and Hispanic adults are more likely to say
that their community has big problems with
garbage, waste and landfills, air and water
pollution, drinking water safety and a lack
of green space and parks.” Greater concern
among BIPOC communities could be due to
lived experiences.

Motivate them to action

We must better understand levels of concern
and importantly, the variety of emotions
evoked, which in turn will either motivate
action, create apathy or raise barriers to en-
gagement. The remainder of this article will
address what consumers believe should be done
and how to motivate them to action.

Recent attention has been drawn to anxiety
related to the climate crisis and the threat of
environmental disaster. Symptoms of climate
anxiety include panic attacks, insomnia and
obsessive thinking, irritability, sadness, depres-
sion, helplessness, hopelessness, guilt, frustra-
tion or anger and feeling scared or uncertain.*
Research studies and national polls indicate
that climate anxiety is particularly prevalent
among youth and young adults,”* indigenous
peoples,” and those who care most about envi-
ronmental issues.”"

Climate content on social channels adds to
the already distressing nature of the medium,
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Figure 1

Climate
Concern and
Emotion
Continuum

High Concern:
Anger/Disgust

Apathy:
Fear/Anxiety

(....o..............O..............o...)

Low Concern:
Denial/Aversion

particularly younger generations
who report a range of intense emo-
tions about what they see. (Figure 1
illustrates a continuum of emotional
responses to climate change.) A recent
poll by Pew Research showed that
among social media users, the majori-
ty of Gen Z (69%) and Millennial (59%)
social media users felt anxious about
the future the most recent time they
saw climate change content online.
Fewer than half of Gen X (46%) and
Baby Boomer (41%) social media users
reported the same.2 Two-thirds of
adults engaged with climate content
on social media (67%) said it made
them feel angry about insufficient
action to address climate change.”
Almost half of Gen Z (49%) and Mil-
lennial (45%) social media users felt
angry that not enough is being done
to address climate change the last
time they saw climate change content
online.¢ No brand wants to make Mil-
lennials and Generation Z angry!

Yet, research suggests that eco-
anger is associated with engagement
in collective, pro-climate behaviors
whereas eco-anxiety is associated
with lower engagement and paraly-
sis.” Perhaps, then, evoking anger
isn't a bad thing; however, it should
be accompanied by solutions and ways
to make a change.

Feasible solutions

Several studies have examined Ameri-
cans’ beliefs about acceptable and
feasible solutions to slow or mitigate
climate change.

With regard to willingness to
change personal behavior, three-
quarters of Americans are willing to
make a lot or some changes in their
lifestyles to deal with climate change.”
Again results show younger Americans
are more likely than older Americans
to express concern about their per-
sonal impact on climate change.”

One-third of Americans say they
have rewarded companies that are tak-
ing steps to reduce global warming by
buying their products and 43% say that
they intend to reward these companies
in the next 12 months. Conversely, 28%
of Americans say they have punished
companies that are opposing steps to
reduce global warming by not buying
the products.®

Among Gen Z and Millennials, 73%
report doing whatever they can to
live sustainably on a daily basis. In
fact, 37% have changed the products
they buy, 27% have changed the way
they shop and 26% have changed the
amount of products they buy.®

Brands have a responsibility
Americans also express expectations
that brands/organizations have a
responsibility to contribute to climate
change mitigation, with half of Ameri-
cans saying that companies should

be doing “more” or “much more” to
address global warming.* Examples

of expected actions by companies
include: not advertising their products
and services on television networks
that spread misinformation about
climate change (75%) and purchasing
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100% clean, renewable energy to power
their operations (70%).

Younger generations express this
sentiment more often than older
generations. In fact, Gen Z and Mil-
lennials report climate change as
one of the top social causes with
which they would like to see brands
involved.® The majority of Gen Z and
Millennial consumers agree with
the statement “Corporations (e.g.,
companies, brands) should take more
responsibility for fighting climate
change.” Younger consumers expect
eco-friendly products, packaging and
practices and reusable products from
brands.” Top eco-shopping behaviors
of these consumers include purchas-
ing secondhand clothing, sustainably-
sourced food, beverage, home products
and personal care product. Eco-con-
scious brands like Grove Collaborative
and Lush cosmetics are disrupting
their categories by providing direct-
to-consumer and in-store substitutes
to traditional top brands lacking in
sustainability commitments.

Encourage and motivate

How can we encourage and motivate
more people to act? Over half (56%)
of Americans report talking about
climate change “at least sometimes.”
A smaller proportion have donated
money to an organization focused
on addressing climate change (16%),
contacted an elected official to urge
them to act on climate change (10%),
volunteered for an activity that was
focused on addressing climate change

www.quirks.com
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(10%) or attended a protest or rally to
show support for addressing climate
change (6%) in the past year.® Gen Z
and Millennials are more likely than
Gen X and Baby Boomers to take at
least one of these actions.?

Positive images of climate change
capture attention. Findings from a
number of research studies show that
positive images of climate change
solutions (e.g., solar panels) are per-
ceived more favorably** and are more
attention-grabbing™ than negative im-
ages of climate change causes or effects
(e.g., hurricane damage, smokestacks).
These findings might be explained by
behavioral theory,” which indicates
that people sometimes avoid fear-based
communication and messages if they
feel there is no feasible solution to the
perceived threat or feel unable to take
personal action to reduce the per-
ceived threat. As such, positive images
of climate change solutions are more
likely to capture attention and moti-
vate engagement/action and overcome
denial and avoidance.

Use the right messengers.
Americans feel more interested in

addressing climate change when calls
for climate change action come from
younger adults (42%) or people like
them (39%).”
cans have also reported being more in-

Half of Hispanic Ameri-

terested in addressing climate change
when urged by younger adults.” On
the other hand, Americans report that
their views about climate change are
not influenced by religious leaders or
political leaders in either party.¢

When surveyed, 21% of social media
users say they follow an account that
focuses on addressing climate change,
21% have liked or commented on a post
about addressing climate change and
12% have shared a climate change post
with others (net 31% have engaged
with any of those three).2

Here's where emotions count. Peo-
ple who feel overloaded with dooms-
day information might feel hopeless
and turn away. Brands and NGOs that
use a positive tone, providing inspira-
tion, imagination/solutions and desire
for a future worth the effort will likely
attract more social media followers.

Social influence from family
and friends can impact attitudes.

Social consensus, or level of agree-
ment in one’s social group about
an issue, can have a significant
impact on climate change beliefs,
attitudes and policy preferences
for people across the spectrum of
political ideologies, but especially
among conservatives.?” For example,
researchers in North Carolina found
that parents’ concerns about climate
change increased when their chil-
dren communicated climate change
education they had learned at school.
This effect was particularly strong
among conservative parents who had
the lowest levels of climate change
concern before the intervention.?®
The impact of social influence can
partially be explained by social iden-
tity theory, which states that people
derive portions of their self-concept
through interactions with the social
groups they belong to.” In a recent
survey, only 26% of U.S. adults report-
ed that a friend or family member had
encouraged them to get more involved
in efforts to address climate change.”
Brands and NGOs can motivate action
by providing and promoting oppor-
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Figure 2

Brand Communication Strategies to Motivate
Consumers Worried About Climate Change

friends, celebrities)

Positive tone: Provide inspiration, appreciation and
imagination for a future worth the effort

Make it easy: Identify feasible, small changes people can
make to overcome avoidance and guilt

Make it relevant: Benefit to local community makes it
personal and more likely to break through

The right messenger: People will believe messages from
someone they trust (e.g., family members, children,

Appeal to values: Gain bipartisan support through shared
values (e.g., economic health, moral responsibility, beauty)

Offer community volunteerism: Provide identity-building
opportunities that offer recreation and social gathering

while making a difference

tunities for peer group activities to
strengthen consumer identity in car-
ing for the Earth.

Linking climate change to core
values may influence perceptions.
A study by Goldberg and colleagues®
found that an advertising campaign
using conservative spokespersons and
linking climate change to conservative
values (e.g., faith, national security)
increased Republicans’ understanding
of the existence, causes and harms of
climate change. Further, a study by
Sparkman and colleagues demonstrat-
ed that reflecting on how one’s eco-
behaviors are linked to core values can
improve people’s support for climate
change policies.* This is important as
mitigating climate change will require
both individual and policy-level ac-
tion. To advance a unifying goal to
care for the Earth, brands should

consider appealing to common values
like being stewards or guardians of
the Earth in messages to gain support
for Earth-friendly initiatives or at
least segment their messaging with a
values-based sensibility.

Help us better understand

It’s clear from this review of more
than 30 research reports that Ameri-
cans are increasingly concerned about
climate change, particularly young
adults and BIPOC communities. Mea-
surement of both levels of concern and
emotions evoked will help us better
understand how their behaviors are
likely to change.

The elevated concern for the health
of the planet has transferred to values
and beliefs. Most consumers feel that
changes are important, in the form of
both personal lifestyle behaviors and
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brands demonstrating responsibility
for climate change solutions.

With an understanding of the emo-
tional nuances around climate change,
brands can create purpose-driven com-
munications and enable Americans
to fulfill their vision for a healthier
planet that aligns with their values.
Figure 2 lists ideas for communications
tactics to motivate consumers across
the spectrum of concern unearthed in
the research. Examples of brands that
illustrate these tactics include Patago-
nia, Grove Collaborative, Avocado Mat-
tress, Sephora “clean beauty” and TOMS
and Allbirds footwear. These and other
brands that advocate for the planet and
communicate in motivating ways stand
to benefit. They will be the growth
leaders, as they gain market share and
disrupt category leaders that continue
doing business as usual. (0]

Rachel Dreyfus is president of Dreyfus
Advisors. She can be reached at
rachel@dreyfusadvisorsllc.com. Anna
Price is research analyst at Dreyfus
Advisors. She can be reached at anna@
dreyfusadvisorsllc.com.
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7 Top Attitude and Usage Research Companies
SPECIAL ADVERTISING SECTION

e« e special advertising section

7 TOP ATTITUDE
AND USAGE
RESEARCH
COMPANIES

Attitude and usage research can help you better understand your
target audience. Itis important to learn how, when and where
products are used as well as how consumers feel about your
offerings.

Forming a stronger relationship with consumers can lead to better
predictions of their current and future needs and wants. These
seven companies conduct studies that will help you better gauge
consumer product usage, attitudes and behaviors.
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Decision Analyst

Decision Analyst

Founded 1978 | 150 employees
Bonnie Janzen, EVP
Felicia Rogers, EVP

Decision Analyst is a recognized leader
in awareness, trial and usage (ATU)
studies. Our staff operates in North
America, Europe, Latin America and
Asia, and we have conducted thousands
of ATU studies on durable goods, non-
durable goods and services over the
past four decades. Our researchers meld
in-depth qualitative investigations,
strategic survey research, advanced
analytics, mathematical modeling and
simulation to solve complex marketing

and strategy issues. Decision Analyst
www.quirks.com
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also specializes in tracking research,
product testing, advertising research,
strategy research, branding optimiza-
tion, virtual shelf sets and package
testing, brand-name research and
pricing studies. We focus on consumer
packaged goods, pharmaceuticals,
medical devices, online retailing and
traditional retail, technology, food
service and restaurants, financial
services and the automotive industry.
Our researchers can recommend the
quantitative or qualitative technique
best suited to your research needs.
Phone 1-817-640-6166
https://www.decisionanalyst.com/services/
awarenesstrialusage/

) EvaluativeCriteria, Inc.

A CRG GLOBAL COMPANY

Evaluative Criteria, Inc.

Founded 1973 | 20 Employees
Jason Steeg, President
Patty Bien, Executive Vice President

Evaluative Criteria Inc. (ECI) is a full-
service research partner staffed by
senior engagement partners steeped in
category and competitive knowledge

www.quirks.com

2

focused on understanding your short-
and long-term business objectives. We
utilize collaborative thought leadership
and a highly communicative partner-
ship to develop an inventive research
design that provides insights necessary
for driving decisions. Staffed by ex-
perts in specific business sectors as well
as research design practice areas, we
provide clients with a best-in-class ex-
perience and deliver strategic insights
for innovation, brand and marketing
teams. ECI's capabilities include execut-
ing research both in-person and online
and range from small to large engage-
ments. ECI is a CRG Global company.
Phone 1-914-631-1019
http://www.eci-research.com
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Fieldwork

Founded 1980 | 250+ employees
Steve Raebel, President

Our specialties include B2B, consumer

and global research. For over 4o years
Fieldwork has recruited the highest-
quality business, medical and consumer
respondents both through and far
beyond databases, using proven meth-
ods to reach your audience. We believe
in a customized approach to recruit-
ment. Fieldwork provides unsurpassed
project management, hosting and
complete guidance through in-person,
remote/online and hybrid research
sessions. Our technically versed sup-
port staff will confidently guide you
through the logistics from large online
to multicountry project execution.
Fieldwork is your qualitative research
partner. Focus on the research. We'll do
the rest.

Phone 1-800-863-4353

https://www.fieldwork.com/market-research-
services/
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Ironwood Insights
Group, LLC

Founded 2017 | 300 employees
Brian Cash, VP Research Services

Ironwood
Insights offers
expert-level
consultation and
execution across
a full-spectrum
of insights ser-
vices, including
forward-thinking
designs, industry-
leading data
collection services and leading-edge
analytical frameworks. Ironwood’s
strategic approach to attitude and us-
age research focuses on uncovering and
monitoring the key dynamics that im-
pact markets and drive product usage
over time. Our emphasis is on helping
clients stay ahead of buyer behaviors
and product usage habits, competitive
activity and brand attitudes that will
drive consideration, purchase and
loyalty. We balance proven method-
ological rigor with a flexible approach
to informational content to ensure that
your market and product strategies

are optimized, now and in the future.
Contact us to learn more about how
Ironwood provides clients with action-
able, durable business insights that
create a lasting competitive advantage.
Phone 1-602-661-0807 x2110

E-mail info@ironwoodinsights.com
www.ironwoodinsights.com

mindspot

SMARTER

Mindspot Research

Founded 2006 | 10 Employees
Jeanne Campbell, Managing Director

Mindspot de-
signs attitude
and usage
marketing re-
search (A& Us)
to capture
and quantify
attitudes, per-
ceptions and
beliefs. Mindspot will help you under-
stand actual product usage, frequency
and where your product or service is
positioned in relationship to the com-
petitor’s products or services. Mindspot
collects consumer opinions on prod-
ucts, companies or ideas and uncovers
what services and products customers
use, purchase and patronize. The team
at Mindspot are known for specializing
in A& Us for both business-to-business
and consumers and obtaining the most
reliable foresights, insights and results.

Phone 1-407-730-4603
www.mindspot.com

QvATIONDR

OvationMR

Founded 2017 | 20+ Employees
Jim Whaley, CEO

It's a great day for discovering why...

you get fast, reliable answers for
insightful decisions with OvationMR.
Significantly improve your online
research success with dependable
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survey data from B2B and consumer
audiences. Our mission: Expand oppor-
tunities 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, programming and hosting,
translations and design and analysis for
brand tracking studies, market segmen-
tations, conjoint analysis, awareness
and usage studies, customer experience,
concept testing and political polling.
Our clients include research practitio-
ners, 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

toluna#*

Toluna

Founded 2000 | 1,700 employees
Frédéric-Charles Petit, CEO

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

global scale F
and local

expertise with

innovative
technology
and award- X 1 j
winning - S ~a

research de-

sign, we help clients explore tomorrow,
now. Toluna Start is the intelligent in-
sights platform that helps you instantly
answer your business questions. With a
single log-in, you can conduct quantita-
tive and qualitative research — either
through automated and self-service solu-
tions or custom research programs built
with the help of research and service
experts — and reach respondents from
our panel of over 40 million consumers
in 70+ markets. With every research
capability at your fingertips and vetted
respondents at the ready, Toluna Start
helps you get the insights you need, the

moment you need them.

Phone 1-203-834-8585
https://www.tolunacorporate.com

www.quirks.com
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Help 1s here.

Free statistical calculator from (lUIRK'S

® Chi-square test ® Binomial test

® One-sample t-test between percents ® Confidence intervals around a percent

* Independent samples t-test between means e Compare sample mean to population mean
 Determine sample size for percents ¢ Sampling error for a given sample size

® Fisher's exact test ® Poisson events test

*® Two-sample t-test between percents ® Compare two standard deviations

e Confidence interval around a mean ¢ Compare three or more means

e Determine sample size for means ® And more

www.quirks.com/resources/calculator.aspx
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CORPORATE RESEARCHER REPORT 2022

An independent study, written for and developed with the help of client-side
marketing research and insights professionals

QUIRK'S

MEDIA

WELCOME TO THE NINTH ANNUAL QUIRK'S Q REPORT!

ith the pandemic (hopeful-

ly!) behind us, for this year's
survey of Quirk’s readers we circled
back to a topic we had looked at
in 2017: tools and methods — their
effectiveness; how they are chosen;
and what factors influence their
adoption.

In addition, we delved into
department staff levels, years on the
job, skill sets and job satisfaction
and also asked about: the biggest
MR-related change they foresaw
their organization making in the
coming year; the effectiveness of tra-
ditional and newer techniques; how
they stay up to date on methods and
techniques; and areas of frustration
with marketing research.

The purpose of the report is to
give corporate researchers (those

whose job it is to gather, analyze
and disseminate insights about
their organizations’ customers,
products and services) an in-depth
look into their world, helping them
learn more about what their peers
and colleagues are doing and also
benchmark themselves and their
departments.

The Q Report work life and
salary and compensation study of
end-client/corporate researchers
is based on data gathered from an
invite-only online survey sent to
pre-qualified marketing research
subscribers of Quirk’s. The survey
was fielded from June 22 to July
18, 2022. In total we received 1,799
usable qualified responses of which
677 were from end-client research-
ers and used for this end-client re-

THANKS TO OUR CONTENT PARTNERS FOR SHARING THEIR

INDUSTRY INSIGHTS:

InnovateMR tackles data quality and cyberfraud.

GLG explores value-based pricing.

Forsta outlines the philosophy that will shape the future of research.
Brandwatch highlights researchers’ biggest challenges.
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port. An interval (margin of error)
of 2.28 at the 95% confidence level
was achieved for the entire study.

(Not all respondents answered all

questions.)

We want to thank all of our
client-side readers who took the
time to complete the survey and
provide their candid thoughts.

We also want to thank our
content partners for sharing their
industry insights. InnovateMR
tackles data quality and cyberfraud.
GLG explores value-based pricing.
Forsta outlines the philosophy that
will shape the future of research.
And Brandwatch highlights re-
searchers’ biggest challenges.

We hope you find this report
useful. Please let us know how we
can make next year’s edition more
informative and valuable to you.

Sincerely,
Joseph Rydholm

Editor
joe@quirks.com
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Ninth annual Q Report finds abiding faith in qualitative methods and
growing worry about data quality threats, reestablishing relevance
By Joseph Rydholm, Editor >> Quirk's Media
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OF QUAL AND QUALITY

Ninth annual Q Report finds abiding faith in
qualitative methods and growing worry about

I ichi By Joseph Rydholm >> Quirk's Medi
data quality threats, reestablishing relevance ooseRnTyehoT - U erle

Qualitative research often gets a bad rap. It’s old-fashioned, it’s too basic, In 2017, a combined 67% said
it’s not projectable, the detractors say. While there is some truth to each online qualitative/focus groups

of those criticisms, qual has endured for decades and, if the results of our were effective or very effective. For
ninth annual Q Report survey are any indication, it looks set to do so for 2022, that number rose to a com-
many more. bined 83%.

Similar to the 2017 Q Report, a focus of this year's survey was tools and In 2017, combined 44% said
methods — their effectiveness; how they are chosen; what factors influence mobile qualitative was effective or
their adoption — and while tech-driven quant approaches acquitted them- very effective. For 2022, that num-
selves well, mobile qualitative notched noticeable increases in the percent- ber rose to a combined 58%.
ages of respondents labeling them as effective or very effective compared to We didn't delve into the rea-
2017. sons for these assessments but it's

(The data is remarkably consistent across the five-year span; percent- likely that many 2022 respondents
ages for most other tools and techniques were within a few points of each viewed the digital qual methods
other. Traditional in-person focus groups held their own, earning a slight as lifesavers during the pandemic,
increase in the percentage of effective or very effective, from 83% in 2017 to perhaps turning to them out of ne-
86% in 2022.) cessity but obviously pleased with
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their efficacy and utility — especial-
ly against the backdrop of concern
some respondents expressed this
year over panel data, which can be
tainted by fake respondents and
other bad actors. To be sure, people
can lie their way into focus groups
and fail to give truthful answers
during them but qual’s in-person
nature definitely has a leg up on
panel research’s black-box anonym-
ity for those worried about who's
answering their research questions.
Along with delving into depart-
ment staff levels, years on the
job, skill sets and job satisfaction
(see accompanying content for a
deeper dive on those findings), we
asked about: the biggest MR-related
change they foresaw their organi-
zation making in the coming year;
the effectiveness of traditional and
newer techniques; how they stay up
to date on methods and techniques;

How effective do you think traditional
focus groups are at providing quality
data and insight?

VERY 2% 2017
INEFFECTIVE | 1, 2022
INEFFECTIVE 8% 2017

7% 2022
8% 2017
NOTSURE 7 2022
c 65% 2017
EFFECTIVE
62% 2022
viry I 18% 2017

EFFECTIVE - 2% 2022

and areas of frustration with mar-
keting research.

Predictability and stability
Innovation is certainly critical in
any industry — marketing research
is no different — but for as much as
MR industry observers, vendors and
VC-backed startups scream about
the need for innovation, our study
finds that researchers and their
internal clients place much more
value on predictability and stabil-
ity when it comes to picking and
using MR methods. And while new
doesn't necessarily equal scary, it
does introduce an uncomfortable
level of uncertainty when huge
business decisions are being made,
respondents told us.

If we can try new methods in a cost-
controlled environment, that is prefer-
able. We also need to make sure the
new methods are going to allow us to
meet business needs (i.e., getting the
clarity of responses we need, adequate
numbers of responses, credible data,
respondents in the right demograph-
ics), so we vet them that way, too.

I consider what business and research
questions we are trying to solve and
consider new approaches as one of the
options to address these. The impor-
tance and visibility of the objectives
often dictate whether or not I feel we
can take the risk of trying something
new.

On top of or in addition to that,
even if a tool or method seems to
have great promise there need to be
other forms of proof — a case study,
a recommendation from a friend
or peer, etc. — in order to make the
leap.

I keep an eye out for new and proven
research and analysis techniques via
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refereed professional journals, data
science books and by maintaining
close connections with academics in
marketing, behavioral science and
computer science. (Vendors are gener-
ally my least-reliable sources.)

I'look at the evolution of the method-
ology. I'm interested in learning what
its original purpose was and how
much it was altered in time. In gen-
eral I appreciate robust methodologies
with a precise purpose, not multipur-
pose. No matter how innovative the
methodology, I do not believe in one
size fits all. I find it more effective to
work with more tools/methodologies
that complement each other.

Caution is the watchword
Also similar to 2017, we asked
respondents to characterize their
organizations’ tendencies when it
comes to adopting new methods
and the 2022 numbers are nearly
identical. Caution still appears to
be the watchword here, with 45%
saying they are among the late
majority and 16% placing them-
selves in the slow-to-adopt camp.
These findings line up with years of
observations from the various open-
ends that indicate experimenting
with new approaches for the sake of
it doesn't fly with readers’ internal
audiences, many of whom are hap-
py to rely on traditional methods
they view as safe and dependable.
Beyond internal resistance, B2B
researcher readers cited respon-
dents themselves as an impediment
to change:

Our research must be conducted
among a very small B2B target mar-
ket. The average age of the ultimate
customer is mid-50s and many in the
target market resist new technologies.
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Our [main] industry is B2B medical
professionals, so adoption of new tech
is slower among our primary target.

Those working in heavily regulated
industries are also often limited in
their ability to easily switch to new
approaches.

Cost, of course, is the No. 1
consideration and barrier to trying
new tools, followed by a host of
other factors: internal comfort with
familiar methods; the chicken-or-
the-egg problem of new tools’ lack
of a track record (if nobody tries
them, how can they prove their
value?); and the horrors of procure-
ment.

In part, we don't think about these
new techniques as much. In addition,
it’s harder for our internal clients to
agree to a new methodology given the
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uncertainty of the outcome; having
never used it before, it’s unproven to
them.

They're so far behind in general
market research adoption that even
the most basic approaches are new to
them. It’s a matter of getting them
used to even the idea of research be-
fore jumping into the latest & greatest
approaches.

I feel somewhat slowed down by con-
necting business needs with trust-
worthy outputs (and sometimes with
new suppliers) and the fast pace my
partners expect.

If I'm given full latitude to bring

on my own vendors, I'm an early
adopter. If the business wants to ap-
prove, everything slows down.

LET'S GET REAL: THERE IS NO SILVER
BULLET FOR CYBERFRAUD

By Lisa Wilding-Brown
Chief Executive Officer, InnovateMR

Data quality is and will always be at the top of researchers’ minds in the

insights industry. How in today’s ever-evolving climate can you trust that

your data is reliable? Even though this issue has grown and changed over

time, it remains fundamentally the same: There will always be fraudsters

looking to cash in on survey incentives.

There isn't a silver bullet for cyberfraud and there is no way for any

one company to completely solve this issue. I've spent the lion’s share of

my career studying fraudsters, understanding their motives and tactics and

building solutions to be more proactive in catching these nefarious users.

I'm deeply passionate about this topic and I strongly believe it is time for

our industry to have a major wake-up call.

In my testing over the years, I've seen sample providers large and small

deal with this problem. It isn’t a matter of if, but when you will encounter

an issue with sample quality. According to Accenture, 68% of businesses

today feel that their cybersecurity is at risk on multiple fronts and this is

expected to rise in future years as fraudsters become increasingly sophis-
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I wouldn’t want to rely on something
new and unproven to make important
business decisions. If something is
proven to work, then I'd consider us-
ing new methods.

Limited by our horribly restrictive ap-
proved supplier list. There is internal
marketing and insights support for
innovation but trying new suppliers is
a nightmare with contracts.

Another impediment, apparently, is
old white guys.

Budget restrictions and old white guys
making the budget decisions.

Number of decision makers from a
certain era.

0ld people leaving the company and
new people coming in helps a lot. The

ticated. Cybersecurity Ventures, a
leading security publisher recently
featured in Forbes, predicts that
cyberfraud will cost $10.5 trillion
globally by the end of 2025. It's a
very real and material problem, not
only for our industry but many oth-
ers as well.

There are many resources
available to fraudsters that explain
how to start the process. There
are videos on how to start a device
farm and where to buy inexpensive
phones. YouTubers have a ready-
made bot that you can freely use
and even upgrade to a more power-
ful version. There are tutorials out-
lining the blueprint of success for
a survey screener; they know what
the insights space routinely looks
for. Another helps viewers leverage


http://www.quirks.com

older stakeholders just want to do
what was done before and don’t like
taking risks — even though one of our
company values is bravery.

In lieu of full-blown pilot tests,
readers cited a few useful strategies
for assessing new approaches:

We layer new techniques into projects
with core traditional elements to al-
low stakeholders to dip their toes into
a method without putting all eggs in
untested basket.

We use low-cost trials to help gain
internal adoption.

While cost is understandably a
primary influence on the choice to
implement new methods, data qual-
ity, with its whopping 70% of “ex-
tremely important” votes, is clearly

residential proxies that serve to
hide their true location.

Getting started in the fraud
industry is incredibly easy. You can
rent a virtual datacenter for S120
which will help you transform a
single computer into 1,000 virtual
computers with unique device
features. You can rent a residential
proxy service for $6o to spoof your
geolocation and IP address. You can
leverage the AWS QA virtual device.
With nominal upfront costs of $200
or so, the return on investment is
incredible. On the consumer side, a
casual fraudster can make $120,000
annually with ease. For B2B re-
search, which is a common target
due the high incentive payout, a
fraudster can cash in further at
$180,000 annually.

the main driver, with factors such
as speed of deliverables, question
flexibility, audience specificity and
in-depth analysis of data earning
high percentages of “very impor-
tant” or “extremely important”
assignations.

Biggest change
To this year’s question about the
biggest MR-related change they
saw their organization making,
responses largely centered around
staff sizes (hoping for expansions,
bracing for reductions), shifts in
tool and method usage (many men-
tions of doing more DIY, agile and
Al-powered research) and adjust-
ments to the internal view and use
of the insights function.

There were more mentions
than in past years of creating in-
house/proprietary panels, likely
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Tackling these issues can be in-
timidating but it’s important that
we as researchers take our power
back and get ahead of these fraud
innovations. There are both tactical
and strategic things you can do to
better position yourself and pro-
duce higher quality results.

+ Assumptions are dangerous. It
is critical to scrutinize your data
closely and work with partners
who are transparent and open
about the challenges facing our
industry.

+ Fraudsters study our ecosystem
closely and they prey on pre-
dictability. Changing our tactics
is key to keeping the fraudsters
on their toes.

* No one is impervious to fraud
but there are some who are
more proactive than others.
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due to the kinds of concerns about
data quality and panel sample they
expressed in answering a later
question about areas of the indus-
try that frustrate them.

And several indicated plans to
add or enhance voice of the custom-
er initiatives.

We are starting (and I do say “start-
ing” loosely) to consider merging
customer feedback with operational
data as part of our new voice of the
customer platform we are implement-
ing this year with a vendor.

Some report leaning on vendors for
more work since they can’t find
in-house people to hire; others say
they are reducing their reliance on
vendors and bringing more work
in-house, either due to budget cut-

INDUSTRY INSIGHTS €K

It is important to ask the tough
questions and work with partners
who will give you a transparent
view when things go off track.

+ Recognize and accept that qual-
ity really exists at the partici-
pant level. There are good and
bad users in every source online.

There is no such thing as
perfect and there is certainly no
silver bullet but we can do so much
better!

innovate|vr»

WWWw.innovatemr.com
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backs or the need for more control
of project completion timelines.

We're planning deeper dives into our
current portfolio. The last few years
have been very focused on innova-
tion and new platform growth. Now
we are very focused on platform
efficiency and improving/maximizing
what we already have and is working!

Leadership changes are also impact-
ing internal research functions —
mostly in a good way.

Executive support for organic growth
(vs. acquisitive growth) is growing.
As a result, we're excited to see new
product management roles open up
that are dedicated to identifying inno-
vative opportunities and we're getting
some really engaged champions behind
marketing research initiatives. As a
result, we're seeing our requests for
research increasing overall vs. prior
years.

Our new CEO is placing more emphasis
on voice of the customer and I expect
the demand for our services to con-
tinue to build.

We have a new CMO in our division.
She is promising to help get a team of
four to support insights (up from just
me).

We have had a change in leadership
and they value vendors. We histori-
cally have done the majority of our
research in-house and it’s likely that
is going to get outsourced.

Most frustrating

Late in the survey we asked an
open-end about the areas of market-
ing research that respondents find
most frustrating and readers didn’t
hold back. Falling response rates
and data quality in general — panel
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data in specific — were top of mind
for many.

Data quality from sample vendors. We
regularly refuse/return nearly 50%
of all gathered data as it is rife with
fraud (as evidenced by open-end re-
sponses and failing red herrings). CPI
for our target audience is typically
$80+ and it’s just crap.

I've encountered some really awful
sample over the past year. And that
scares me because what I'm doing now
(very expensive B2B research) requires
top-quality participants.

Panel sample. It’s horrible. We all just
accept that 15-30% of the sample is
complete crap and maybe, with a little
diligence, we can clean out most of
that and be left with 5-10% that’s still
crap, but we're not sure which ones.

Sample quality has really gone
downbhill, despite security measures
in place. I get so many questionable
completes in my data. It’s really sad
and frustrating.

Keeping response rates up. Moving
outside of our current lists into re-
spondent lists that are not our “core”
is also difficult as it requires review-
ing panels that are available through

different suppliers.

Elsewhere, annoyances gener-

ally fell under a handful of catego-
ries, including internal pain points,
tools and the industry overall.

Pain points

Internal clients who want a project
yesterday but who delay the project
by months after we've hired a vendor.

The focus on new technology and
automation. The strength of MR is in

people analyzing data in the context
of business. What is being called AI
can’t do that.

0ld-school methods that my organiza-
tion still insist on using (paper mail
surveys!).

The amount of research that gets done
that is unnecessary. We need to be bet-
ter as an industry of saying no when
research isn’t needed or won’t answer
the question.

It’s the red-headed stepchild in most
CPG organizations who at the same
time say, “Everything we do starts
with the shopper/consumer.”

Tools

Robust DIY survey platforms that
are mobile-first. The good plat-
forms are laptop-first, mobile as an
afterthought and we need the exact
opposite.

I hate cheap survey tools and any-
thing that “democratizes” any part of
the business. We need to remove self-
service research by the untrained.

I would love to find a really great
online survey tool that allows me to
do full analysis too — they all claim to
but I always end up pulling data out
and analyzing elsewhere.

(1) Relying on modeling to describe/
predict consumer behavior and forego-
ing actually talking to consumers. (2)
Using NPS as the primary indicator
of customer satisfaction/loyalty. (3)
Effectively integrating text and voice
analytics into analysis of customer
perceptions (problems/opportunities).

Online surveys are our bread and but-
ter. But response rates are reaching a
point where they will no longer be fea-
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GETTING VALUE-BASED PRICING
RIGHT IS DIFFICULT, BUT WORTH IT

By Bernd Grosserohde

Director, Strategic Solutions Operations, Product and Pricing Practice Area Lead, GLG

Establishing the right price isn't
easy. Value-based pricing helps you
monetize a brand’s true value. It re-
quires comprehensive knowledge of
what your product is worth to your
customer or prospective customers.

Pricing insight is elusive
Value-based pricing should be tied
to product development. Companies
should develop products with a
clear understanding of what cus-
tomers value and what they'd pay
for it. The willingness to pay, an
essential — but elusive - insight.

Historical sales numbers are not
helpful. They describe prices cus-
tomers have previously accepted but
not what they will pay later. It's also
difficult to ask customers directly
about price. Many will give a price
below what they're willing to pay.

Insights about customers’
willingness to pay are also time-
stamped. Consider how the pandem-
ic has disrupted people’s willingness
to pay for travel or office space, or
how cloud computing has disrupted
the willingness to pay for software
and infrastructure. Businesses can-
not trust today’s value-based price to
hold steady indefinitely.

It is almost always worth the ef-
fort of gaining insights into custom-
ers. But smart pricing requires more
than asking about price acceptance
in a survey. Pricing research should
consider the customer’s perspective
on the perceived value of products,
benefits and features throughout
the entire product life cycle.

There are two methods to
discern customers’ willingness to
pay. The first is a simple tool to
understand price sensitivity in early
product development. The second is
more complex and extremely power-
ful. It's an approach for innovation
and for the optimization of product
and price together.

Toward effective pricing research:

Van Westendorp

The first method, Van Westendorp’s
Price Sensitivity Meter, identifies
critical price thresholds, it does

not directly ask about the accepted
price.

In a survey, we would introduce
a product or service concept and ask,
“At what price would you say that
this product is cheap, so that you
would doubt the quality? Or too ex-
pensive, so that you would no longer
buy it?” This early insight can help
to align product development and
pricing from the beginning.

This method is not recommend-
ed for testing multiple concepts. If
you have four ideas, you don't want
to ask these questions four times
in a row in the same survey. If you
want to understand what consti-
tutes added value as perceived by
customers, or to optimize the price
architecture for a portfolio of prod-
ucts, there's a better method.

Toward effective pricing research:
conjoint analysis

Conjoint analysis, or discrete choice
models, is popular across many
industries. Many companies use the
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method regularly as they can see
how accurately it explains and pre-
dicts the choices people make when
buying products.

You can use conjoint analysis
to price both products and optional
features. It can determine the best
feature and benefit mix in new
product development. It's also great
for existing products that need to be
adapted to changing customer needs.

So how does it work? We break a
product into parts, like a house made
of Legos. In a conjoint survey, respon-
dents would not assess bricks, roofs or
doors, they would choose among hous-
es. From these choices, we can derive
the perceived value of bricks, roofs
and doors. These perceived values can
then create “what if” scenarios and
build hypothetical new concepts and
products and simulate that preference
share among customers.

In the conjoint exercise, we do
not ask direct questions — we ask
them to make choices. They prob-
ably won't know that this is a pricing
study. They are just expressing their
preference. The goal is to learn how
customers would choose in hypo-
thetical situations, not to understand
choice among current products.

Learning from data, as opposed
to only having the data, requires a
full grip of your underlying business
goals. The two sides complement
each other. Bringing methodology,
expertise and subject matter knowl-
edge together in an efficient way is a
challenge, but it'll be well worth the
effort.

Want to learn more? Visit www.
glginsights.com/surveys/.

GLG

www.glginsights.com
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sible. Fortunately I built an in-house
panel a few years ago and they still
respond well. But I can’t use them for
everything.

The industry

Endless new buzzwords — same chal-
lenge, just a new word to describe it.

Excel sheet-based surveys that force
translators to twist sentences into
pretzels to match English syntax.

As an industry we often oversell new
research approaches as the next best
thing to drive new business. We often
do this at the expense of actually
knowing the capability of the new

SPONSORED CONTENT

approach and if it is stand-alone or
needs to be used with more traditional
approaches to get a full picture of the
research. Based on the sales pitch, cus-
tomers think the new approach will
give them complete market clairvoy-
ance only to be disappointed. I give
you “big data.” It was oversold by the
industry and we do not hear it in the
marketing pitches anymore (it's been
renamed), but itis a great tool when
the marketing firm and the customer
begin the process with an actual ques-
tion used to interrogate the data set.

[Marketing research] hasn’t marketed
itself well enough compared to UX
research, design thinking, etc., which
make MR seem old and staid.

WINNING STRATEGIES FOR
RESEARCH AGENCIES:
CONNECTING RESEARCH AND
HUMAN EXPERIENCE

By Mike Stevens
Founder, What Next Strategy & Planning

At Forsta, we get to see both sides of
the research and experience indus-
try. Not only do we work with hun-
dreds of research agencies around
the world, we also work with some
of the world’s most dynamic and
forward-thinking client organiza-
tions.

Many of the world’s largest
companies use our technology
to understand their audiences,
identify opportunities and improve
experiences.

This unique position has helped
us see how successful innovators
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are bringing together the disci-
plines of customer experience,
customer insights and market
research. They overcome internal
silos to pursue a holistic under-
standing of their most important
stakeholder: the customer.

We believe this philosophy will
shape the future of the research
and experience industries and we
have a name for it.

We call it human experience,
or HX.

Human experience unites the
capabilities, data and technologies

It really appears that the majority of
researchers in the industry (or maybe
just the most vocal ones) these days
automatically jump on the latest
bandwagon and ignore input/data
that doesn’t agree with their beliefs.
I think there’s a lot of data being
missed from regular people solely to
agree with their preconceived notions
and narratives. It seems like the
industry has become a herd of like-
minded individuals instead of people
who are willing to look for answers
that they may not like or agree with.

Social media becoming the go-to just
because it is easy to scrape the web
and quickly produce results. It’s ter-
rifying to see decisions being made
at C-suite level simply by looking at

that help companies understand the
people they serve. It’s underpinned

by software but it’s really a philoso-

phy and a framework.

It's about creating joined-up
insights about people — be they
customers, colleagues, patients,
citizens or any other group.

These whole-person insights come
from connecting qualitative and
quantitative research, integrating
behavioral data with feedback and
working across market research,
user research, customer experience
and employee experience teams.
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with the tools that are available to
them, especially the proven ones

social media. But because it is quick it and underfunded, are always on the
becomes the go-to, irrespective of who

the sample truly is.

lookout for ways to do more with

like traditional and digital qualita- less. @
tive, but, perennially understaffed

Back to work

We didn't ask any questions about METHODOLOGY

it, but it was rather surprising

to not find a singl tion of
o ot Ind @ single mention o The Q Report work life and salary and compensation study of end-

client/corporate researchers is based on data gathered from an
invite-only online survey sent to pre-qualified marketing research
subscribers of Quirk’s. The survey was fielded from June 22 to July 18,
2022. In total we received 1,799 usable qualified responses of which
677 were from end-client researchers and used for this end-client re-
port. An interval (margin of error) of 2.28 at the 95% confidence level
was achieved for the entire study. (Not all respondents answered all
questions.)

COVID-19 or its impacts and after-
maths across the many responses
readers gave us. And while it would
probably be inaccurate to say the
industry is over the pandemic, the
comments this year have a “getting
back to work” feel. Researchers are
concerned about response rates and
data quality — two core issues with

a direct impact on what they do
and the value they provide for their
organizations. They seem satisfied
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Many research agencies already do capabilities or designing insights where you can read stories of agen-

this and are capitalizing on the move-
ment to HX. The benefits they see
include:

Better-quality insights for their
clients that combine different sig-
nals and methods.
Agency growth from new custom-
ers beyond the traditional market
research or consumer insights
department.
New revenue streams with income
from continuous monitoring,
behavioral data or strategic work-
shops — not only primary research.
Higher revenue growth from new
HX categories: CX management, for
example, is forecast to grow at 18%
annually between 2021 and 2026*
—vs. 3% for established market
research.?

This “shift to HX” manifests

itself in several ways, such as adding

experience management to research

projects that seamlessly connect
quantitative and qualitative per-
spectives.

Dublin-based agency W5, for ex-
ample, measures business customer
satisfaction with voice, mobile and
data services for eir Large Busi-
ness using customer effort (CE) and
Net Promoter Score. This program
helped to deliver reduced churn,
improved revenue and significant
long-run cost reductions.

Elsewhere in the world, Bra-
zilian research consultancy Albar
Research wanted to understand the
roots of childhood obesity across
Latin America. They combined
online surveys and smartphone
diaries to collect rich insights from
parents and children across the
region.

There are many more examples
like this on the Forsta website,

cies building human experience
capabilities around a core of market
research.

More winning strategies for mar-
ket research agencies

Read more about Forsta's take on

the coming golden age for research
agencies and the key strategies being
implemented in our full white paper.

References

1 Customer Experience Management Market
— Growth, Trends & Forecasts (2021-2026),
Mordor Intelligence

2 Evolution of the Data, Analytics & Insights
Industry: a forecast to 2023, ESOMAR
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www.forsta.com/winning-research-agency-strategies-connecting-research-human-experience/
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LINKEDIN AND
CLIENT-SIDE
RESEARCHERS

By Emily C. Koenig >> Quirk's Media

As members of a fast-paced industry, marketing re-
search and insights professionals across the globe recog-
nize the importance of tracking trends and keeping up
with the latest techniques, but the way they go about it
changes with time.

In our continued quest to better understand where
researchers are turning for information, Quirk’s again
asked end-client researchers, “Which of the following
do you utilize to stay up to date on research methodolo-
gies and techniques? (Select all that apply)

According to Statista, 16.2% of LinkedIn’s 185+ mil-
lion U.S. users log on to LinkedIn daily (2021). LinkedIn
itself has published that “46% of social traffic to your

”

company site comes from LinkedIn.”
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So, in addition to our usual lineup of options for
staying up to date, we decided to add “read and partici-

pate in LinkedIn posts” to our survey.

41% of respondents indicated that they read and participate
in LinkedIn posts

Hitpn

Are end-client researchers using LinkedIn?
It turns out that the majority of Quirk’s respon-

dents do not turn to it as a resource for staying up to
date on methods and techniques. Forty-one percent of
respondents selected “read and participate in LinkedIn

THE BIGGEST OBSTACLES FOR MARKET RESEARCHERS -
AND HOW TO OVERCOME THEM

By Emily Smith
Marketing Content Specialist, Brandwatch

Market research can be time-
consuming, expensive and hard

to implement correctly. Brand-
watch has researched the toughest
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obstacles for insights teams and
in this article we'll offer effective
solutions to help your business get
ahead of the competition.

The biggest obstacles for market
researchers

For our latest report on market
research, we asked businesses what


http://www.quirks.com
https://www.brandwatch.com/reports/researcher/?utm_source=quirks&utm_medium=contsynd&utm_campaign=quirks_article

posts,” and of those, 44% say they visit the site at least
once per day — meaning 18% of end-client respondents
turn to LinkedIn daily.

In the comments section, one respondent shared
their personal frustration with the platform:
Can’t use LinkedIn anymore because it’s nothing but sales-
people pitching me.

Of the 41% who use LinkedIn...
On average how often do you visit LinkedIn?

A FEW TIMES ¢ LESS THAN
PER MONTH : i ONCE PER MONTH

5% 2%
ONCE PER WEEK : -

12%

: AT LEAST
: ONCE PER DAY

447

SEVERAL TIMES :
PER WEEK :

37%

WORK LIFE (3l

While we weren't necessarily surprised by the
data — personal experience already led us to believe the
platform was not heavily frequented by client siders —
we thought it might be useful to pause and take a peek
at LinkedIn's general user demographics and compare
them to our own to better understand our findings.

LinkedIn boasts a well-educated user base, with
roughly half of all adults who have a bachelor’s or
advanced degree reporting they use LinkedIn (Pew
Research, 2021). In this aspect, Quirk’s respondents fit
right in, as 99% report having a bachelor’s degree or
higher.

But age may be a dividing factor. Nearly 60% of
LinkedIn users worldwide were between the ages of 25
and 34 (Statista.com, 2022). According to our research,
end-client researchers skew older as compared to sup-
pliers, with only 14% of this year’s end-client respon-
dents selecting 34 years of age or younger.

Choosing new methodologies
So, what are the most turned-to resources for client-
siders looking to try new methodologies? Today attend-
ing virtual conference or webinars is the most selected
at 77%, with reading blogs or articles being selected by
70% of respondents.

See what's being talked about in articles.

I get a lot of e-mail and delete most. But I will register for a
webinar if something piques my interest or if I think it could
be something valuable for our organization.

ALY INDUSTRY INSIGHTS @K

was impacting their ability to get to
know their customers. We surveyed
63 respondents from Brandwatch’s
network. Here's what they said

— and how you can overcome the
challenges that arose.

Not having enough time
Over half of respondents said that
time was a key obstacle getting in

the way of market research efforts
at their organization. With most
teams in the field pressed for time,
important research questions that
could help drive business results
are being left unexplored.

An effective way to save time
is to work with specialist agencies
who can conduct research for you.
They can offer a second opinion

on areas to target while giving

you regular feedback on outcomes.
Alternatively, a social listening tool
can do all this and more. A great
tool will transform the way you
conduct market research internally
by providing both real-time signals
for changes in your market and his-
toric analysis to help you dive deep
into trends with just a few clicks.
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See them in action on online webinars, industry conferences
or local specialized events before reaching out further.

Looking to the future

As more young Millennials move further into their
careers and take on decision-making roles within brand

research teams, will we see an increase in the use of
LinkedIn as a resource for staying up to date on the

latest methodologies and techniques? Only time will

tell. What we do know is that as the role of researchers
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(continued from previous page)

Lack of budget

Budgeting issues can be the biggest
roadblock for market researchers.
Being short on the funds needed to
conduct effective research might
mean your findings are inaccurate,
out of date or irrelevant.

Using a consumer intelligence
tool can help save money for your
business as they don't rely on re-
cruiting or incentivizing research
participants. Instead, you can
simply access unprompted feedback
from millions of online sources
about your brand, products or mar-
ket. As you improve understand-
ing of your market and audience,
you're able to use these insights to
inform better business decisions.

Not having the right data
Working with data can be compli-
cated and time-consuming — espe-
cially if you're not sure what to
look for. Our survey participants
agreed that data can help inform
strategic decisions and empower
businesses to become smarter and
more effective in all areas. Be-
ing truly consumer-centric means
continuously gathering, processing
and analyzing various data sources
to stay on top of shifting consumer
behaviors.

Working with the right data
tools takes away the complications
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of data management, allowing you
to work with a wide breadth of data
sources in one platform and make
important business decisions with
confidence.

Not having the right technology
Having the right solutions in place
is fundamental to gathering and
analyzing the data that can help
your organization thrive. Accord-
ing to our survey, 82.54% of respon-
dents thought that having the right
social data analysis tool in place
will best support consumer insights
generation and sharing in 2022.

The right analysis tool can help
you search millions of online men-
tions, segment this data in a way
that’s relevant to you, analyze in-
sights and act on them to improve
your business results.

Not having the skillset
The final challenge we'll highlight
from our research is not having the
right data skills, which can sig-
nificantly impact the success of an
organization. Adapting to a rapidly
changing market is much easier
when the right skills are explored
within an organization and encour-
aged across teams.

Investing where there are
gaps in skills or knowledge in the
workforce can help you stay abreast

- and social media platforms — keeps shifting, Quirk’s
will continue tracking the most turned-to resources. @

INDUSTRY INSIGHTS (K

of all the changes that will impact
your organization.

Key takeaways

Understanding how to conduct
time-effective, budget-friendly re-
search is important for every busi-
ness, whether you're an up-and-
coming SMB or a well-established
enterprise.

The right consumer intel-
ligence tool can transform your
approach to market research in rap-
idly changing times, enabling your
organization to act with agility and
confidence.

You can read about these in-
sights in more detail in our report
on The Researcher of 2022.

Brandwatch

www.brandwatch.com
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RESEARCHERS PRIORITIZE
FLEXIBILITY, JOB SATISFACTION

By Marlen Ramirez >> Quirk’s Media

The 2022 edition of Quirk’s annual Q Report offers deep-
er insight into client-side researchers’ thoughts and
opinions. Throughout the years, Quirk’s has collected
information to be shared and compared to see how the
industry has changed.

This year, respondents continued to prioritize job
flexibility. Fifty-eight percent of respondents believe
flexibility within an organization is extremely impor-
tant, followed by 27% who believe it is very important.
This is a 10% increase compared to when we first asked
the question in 2021.

The Q Report received 677 usable qualified responses
from full-time (defined as 35+ hours per week) client-

How important is it to you that your organization allows the
flexibility to work remotely either partially or fully?

5 8%
48"

577 30

1 O %

side insights professionals. We highlight interesting
pieces and comments but mostly let the data speak for
itself. If you are interested in a deeper dive, visit www.
quirks.com/tools/salary-survey.

MR experience

This year, when asked about marketing research experi-
ence, 59% of respondents reported having 16+ years,
increasing 16% compared to our 2019 results. Interest-
ingly, although most respondents have 16+ years of
experience, 55% indicated having been at their current
job between one to five years.

1 5 %

3 % 5 %

2 % 2 %

O/ ——
EXTREMELY VERY IMPORTANT MODERATELY SLIGHTLY NOT AT ALL
IMPORTANT IMPORTANT IMPORTANT IMPORTANT

www.quirks.com // THE () REPORT 2022 73



X \\/ORK LIFE

Changes in employment
The continued instability of many industries likely led
46% of respondents to indicate that it is very unlikely
and unlikely that their companies will hire additional
contract research employees but 49% say their compa-
nies are somewhat likely, likely or very likely to hire
permanent market researchers in the next 12 months.
The highest percentage of employees indicated they
are very unlikely to change jobs this year or are unde-
cided. Although most respondents are not expecting
to seek employment at a different company, they say
their companies are searching, and struggling, to hire
employees:

We have been trying to hire for the past six months — there is
a huge deficit of people with market research skills.

It’s really hard to find quality candidates.

Age of survey respondents
1%
3%::

@ - 25 YEARS

5
ign

@ 25-30 YEARS

31-35 YEARS

20%

36-45 YEARS

46-55 YEARS

56-65 YEARS

>66 YEARS :
27"
36% |
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How many years of experience
do you have in marketing research?

2°/o 70/0

@ -1V

® 12veaRs 2Q%:

3-5 YEARS

2%%

6-10 YEARS

11-15 YEARS

16-25 YEARS

>25 YEARS

33%:

How many years have you
been in your current job?

1 %

@ -1VimR

@ 1-2 YEARS

3-5 YEARS

16*

6-10 YEARS

11-15 YEARS

16-25 YEARS

>25 YEARS

27%

28%



How likely is it that your company will hire additional

permanent market research employees in the next 12 months?

Very Unlikely
Unlikely
Somewhat Unlikely
Undecided
Somewhat Likely
Likely

Very Likely

How likely are you to seek employment at a different company
this year?
Very Unlikely
Unlikely
Somewhat Unlikely
Undecided
Somewhat Likely
Likely

Very Likely

Job satisfaction

Seventy-eight percent of respondents indicated they are
somewhat satisfied, satisfied and very satisfied with
their roles however some shared rising concerns within
their positions and companies:

Historically we are not a research-driven org, so I'd like to see
more support here for training and development opportuni-
ties, along with additional roles for market researchers.

WORK LIFE (S

How likely is it that your company will hire additional contract
research employees in the next 12 months?

Very Unlikely _ 28%
Unlikely - 18%
Somewhat Unlikely . 8%

Undecided
Somewhat Likely
Likely

Very Likely

Being locked into old methods because that is what the com-
pany has always done, as well as not having a budget to try
new things.

Lack of internal resources. Being a team of one means I'm
asked for everything under the sun, with a deadline of ASAP,
while my budget is continuously scrutinized.

Lack of understanding by Human Resources about the critical
role market research plays for the company which impedes
promotions and compensation.

Although most respondents are content with their
jobs, many expect the next year to bring challenges:

Marketing research is new to the company. I'm the first-ever
dedicated researcher. However, in the first six months of my
employment, my role has gone from a focus on market re-
search with a substantial budget to standing up a NPS survey
with just enough funding to cover a new survey platform. I'd
be surprised if they didn’t cut research from the 2023 budget
entirely.

Conducting more qualitative using in-house resources for
moderating due to budget cuts.
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As a result, we're seeing our requests for research increasing

- . 9 '
How satisfied are you with your current employment? overall vs. prior years.

With a fully staffed team, we will produce more output and

Very Dissatisfied 9
v I 2% more research will be utilized across the org.

Dissatisfied I 4% Compensation

Somewhat The mean salary of all job titles rose 14% since 2021. In
Dissatisfied the most-selected title, market research director/senior
Neutral director, women reported making more than men.
If you are interested in seeing a breakdown of
Somewhat compensation for all industries and job titles, including
Satisfied . . .
crosstabs by gender, location, age and more, visit www.
Satisfied quirks.com/tools/salary-survey! @

Very Satisfied

METHODOLOGY

The Q Report work life and salary and compensa-

Positive changes include expanding staff and set- tion study of end-client/corporate researchers
tling into a new business structure: is based on data gathered from an invite-only
survey sent to pre-qualified marketing research
Continuing to hire and onboard new team members. Nearly subscribers of Quirk’s. The survey was fielded
half of the department has been with the firm for less than from June 22 to July 18, 2022. In total we received
one year. 1,799 usable qualified responses of which 677 were
from end-client researchers and used for this
We recently reorganized the research dept and increased the end-client report. An interval (margin error) of
research budget, so no big changes are expected for next year. 2.28 at the 95% confidence level was achieved for

the entire study. (Not all respondents answered
Executive support for organic growth (vs. acquisitive growth) all questions.)
is growing. As a result, we're excited to see new product
management roles open up that are dedicated to identify-
ing innovative opportunities, and we're getting some really
engaged champions behind marketing research initiatives.

Average total compensation for women vs. men; top seven end-client/corporate researchers titles

- 3 Women [l Men
o & 5 '\‘
S . D o
IS o 9D 5 o
< N IYe) N Lo o o0} © Ie)
~F Te) ~ A o o — ™ o~ ~ ) ~
P Qo o o o © Qo .
= = o o2 5o 8 = & 2
- — — — S ).
i ? & »  » R o
. = ] "
Market Research Senior Vice Market Research Customer Senior Research Research Analyst Director of
Director/Senior President or Vice Manager Insights Manager Analyst Marketing
Director President
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Percent of respondents unemployed

2.66™ 2.58% 2.71"

0.92%
0.36"

2017 2018 2019 2021 2022

Percent of unemployed, age 56+

66.9"

30.6% 33.3%

28.8%

24.7%

2017 2018 2019 2021 2022

Percent of unemployed who plan to expand search
outside of marketing research

81.2%

76.9% 75.0%
. I u I .
I .

2017 2018 2019 2021 2022
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UNEMPLOYMENT
IN THE MARKETING
RESEARCH
INDUSTRY

Quirk’s has collected unemployment
data from 2017-2022, excluding 2020
due to COVID-19. In 2022, 0.36% of
respondents were unemployed, the
lowest percent to date.

Qut of those
unemployed,
67% are 56+
years of age,
the highest
percentage
yet.

6 7 %

2022
DATA

Seventy-five

percent of
75% unemployed
respondents
plan to seek
employment
outside of
the market
research
industry.

2022
DATA

www.quirks.com // THE () REPORT 2022

77



CALENDAR OF EVENTS

°ee can't-miss activities

Merlien Institute will hold MRMW Europe

2022 on September 14-15 20-21 in Berlin.

Visit eu.mrmw.net.

ESOMAR will hold its Congress on
September 18-21 in Toronto. Visit esomar.
org/initiatives/congress-2022.

Quirk’s Media will host Wisdom Wednesday
on September 21. Visit www.quirks.com/
events/wisdom-wednesday-webinars-
september-21-20222022.

Neuromarketing World Forum will

hostits annual event on September
28-30n Berlin. Visit https://www.
neuromarketingworldforum.com.

The 2022 Quirk's Event - Global will

be held on October 11-13 online. Visit
https://www.thequirksevent.com/virtual-
global-2022/.

Thomson Reuters will hold Reuters Events:
Customer Service & Experience 2022 on
October 18-19. Visit https://events.
reutersevents.com/customer-service/
customer-service-new-york.

Informa Connect will hold FEI on October
19-21 at the Encore Boston Harbor in
Boston. Visitinformaconnect.com/feiusa.

Succeet will host succeet22 on October
20-21. Visit https://www.succeet.de/en/
events2022/.

The Insights Association will hold

the Corporate Researchers Conference
(CRC) on October 26-28 at a location

to be announced. Visit http://www.
marketingresearch.org/conference/ia-
corporate-researchers-conference-ia-crc.

Quirk’s Media will host The Marketing
Research and Insight Excellence Awards on
November 7 as a virtual awards ceremony.
Visit www.quirksawards.com.

Informa Connect will hold The Market
Research Event (TMRE) 2022 on
November 14-16 in San Antonio. Visit
informaconnect.com/tmre.

Quirk’s Media will host Wisdom Wednesday
on November 16. Visit www.quirks.com/
events/wisdom-wednesday-webinars-
november-16-20222022.

Insights Association will hold CONVERGE
on December 6-7 at a location to

be announced. Visit https://www.
insightsassociation.org/Events/Event-Info/
sessionaltcd/2022Converge.

Quirk’s Media will host Wisdom Wednesday
on December 7. Visit www.quirks.com/
events/wisdom-wednesday-webinars-
december-7-20222022.

American Marketing Association will host
its 2023 AMA Winter Academic Conference
on February 10-12 in Nashville, with
virtual accommodations. Visit https://www.
ama.org/events/academic/2023-ama-
winter-academic-conference/.

QRCA will host its 2023 Annual Conference
on March 22-24, 2023. Visit https://www.
grca.org/page/annual-conference.

The 2023 Quirk’s Event - Chicago will
be held on March 27-28, 2023, at the
Sheraton Grand in Chicago. Visit www.
thequirksevent.com.
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The 2023 Quirk’s Event - London

will be held on May 3-4, 2023, at the
InterContinental London 02 in London.
Visit www.thequirksevent.com.

GIA Global Group will host its World Data
Summit on May 17-19 in Amsterdam. Visit
https://worlddatasummit.com.

Customer Contact Week Asia 2023

will host its annual event on June 13-

16 at the Sands Expo and Convention
Centre in Singapore. Visit https://www.
customercontactweekdigital.com/events-
customercontactweekasia.

The 2023 Quirk’s Event — New York will be

held on July 19-20, 2023 (tentative date),

at the Javits Convention Centerin New York
City. Visit www.thequirksevent.com.

Event details as of August 1, 2022. 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.

www.quirks.com
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ESSENTIAL READING FOR RESEARCH PROFESSIONALS

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
VIATHE WEB

JENNIFER DALE 100
SUSAN 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.

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

Starting with the

SHOPPER

Research Insights for
Winning at Retail

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 NATIGH OF
NUMBER

Tha Develecment of Ut Fissaars in Ansics

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

. . . . Recipes for
ideas to jazz up a tired group or reenergize a obust nsights & R Hot s
flagging meeting. Here are 50 fresh ideas for ¢

T Laurie Tema-Lyn
exercises in an easy-to-use cookbook format. vt s bzt

Organized by category, from Ice Breakers to
Idea Developers each “recipe” (exercise) is
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 o cilom\)pV:!Ete

isi uide toWritin,
Better Decisions Quies tionna_ire%
A comprehensive framework for creating e S Jatonmaatio

questionnaires from planning research to
support decision-making, conducting qualitative
research, and planning the questionnaire before
you begin writing questions, with guidelines M
to make questions clear, answerable, easy, and
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
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“I've found that the

most successful projects
take a more hands-on
approach, with decision
makers heavily involved
in conversations as
soon as initial project

scoping.”

eee Conversations with
corporate researchers

10 minutes with...

Elizabeth (Liz) Pfeiffer, Director of Consumer and Product
Insights, Chobani

Jessica (Jess) Noteware, Associate Consumer and Category
Insights Manager, Chobani

Do you have any tips for researchers looking to improve internal
communications to ensure research findings inspire corporate decision makers
to take action?

Jess Noteware: The biggest advice I can offer is to promote two-way dialogue
through all points of the research process. I've found that the most successful
projects take a more hands-on approach, with decision makers heavily involved in
conversations as soon as initial project scoping.

Liz Pfeiffer: Thinking about your different audiences and the way they best
absorb information is so critical and something our team has really placed a lot of
emphasis on over the past few years.

I think insights functions and researchers can often get a bad rap or really
bring about a stereotype in organizations — “the nerdy data people” that are too in
the weeds or only speak numbers. When I first came on board, I saw some decks
that made my eyes glaze over. I worked closely with our leaders Matt Paolucci and
Allison Masor to think about who our stakeholders are, from leadership and NPD
to creatives, and ways the data and insights can come to life that translates to their
learning and working styles.

Is your team planning on leveraging any new methodologies or techniques in
the next year?

Noteware: A recent focus for our team has been layering multiple data sources
onto primary quantitative research to paint a more holistic picture of results.
While the list of potential resources is endless, the most impactful technique I've
recently brought on board is AI trend analysis.

Pfeiffer: One focus area we have is to dig deeper into how we think about our
consumers and the way we identify and talk about cohorts and platform segmenta-
tions. We're still a pretty young company in the scheme of things and traditional
segmentation work costs hundreds of thousands of dollars and a lot of time to
execute. Now that we're playing in spaces beyond yogurt, we also need to think
about how these segments carry over to different categories and interact with one
another. Is someone who prioritizes flavor and the taste experience over, say, nutri-
tional composition in yogurt [going to do] the same in coffee creamers?
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