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with Theme Extractor*

Extract Hidden Insights from Open Ends Instantly

Generative AI

Trusted by the world’s top researchers and 
market research firms for over 25 years.
Learn more at GoAscribe.com 
or call 877.241.9112 x55.

In my search for a text analysis solution, I determined that no one did it 
better than Ascribe. Now with CX Inspector's advanced text analysis 
capabilities, we can extract emerging themes and sentiment from 
customer comments providing valuable knowledge to our customer 
experience, product development, and sales & marketing teams. Thanks 
to Ascribe, we have gained a deeper understanding of our customers.
Pam • Director, Market Research • McGraw Hill

CX Inspector: Easy Analysis, Powerful Results.

Unlock the potential of your open ends with 
one click. Actionable theme-based insights 
are revealed in charts and tables. Easily 
explore and guide the results with 
sentiment, groupings, filters, crosstabs and 
trend reports. Analyze in over 50 languages. 
Save projects and easily export results.

*patent pending
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PRECISE GLOBAL AUDIENCES POWERING

QUANTITATIVE
FINDINGS

Quest Mindshare leads the industry in delivering 
genuine insights for both B2B and Consumer markets 
worldwide. From ITDMs to C-Level Executives to Gen Z 
consumers, our global reach and deeply profiled 
panels set the standard. Discover the difference 
the Quest Mindshare experience makes.

SALES@QUESTMINDSHARE.COM 
QUESTMINDSHARE.COM

www.questmindshare.com
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Machine learning and journey 
mapping results in 133 customer 
needs 
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2024 nomination portal now open

The Marketing Research and Insight Excellence Awards are now accepting 
nominations! Nominate yourself, fellow researchers or a research organiza-

tion for one of our 17 categories. Early-bird pricing ends May 22 and nominations 
close July 11 at 11:59 p.m. ET. You can’t win if you don’t enter! Nominate today at 
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The Q Report returns for 11th year

The Q Report, the only industry study that is dedicated to exploring the work 
life of the corporate/end-client researcher, returns in 2024! If you are an end-

client researcher keep an eye out for our survey to hit your inbox over the next 
few weeks. The results of the 2024 Q Report will be published in the September/
October issue of Quirk’s magazine. Take a look at past reports at www.quirks.com/
tools/corporate-researcher-report.
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news and notes on marketing and research

••• questionnaire development

Survey approach gleans truer 
responses to dangerous questions

As reported by Ileana Wachtel of Newswise, Chinese citizens who rarely voice 
open criticism of their government revealed stronger negative views when 

they could answer questions anonymously, according to a study published in The 
China Quarterly.

The study, “Do Chinese citizens conceal opposition to the CCP in surveys? 
Evidence from two experiments,” by researchers at the USC Dornsife College of Let-
ters, Arts and Sciences, shows an enormous drop in citizen support for the Chinese 
Communist Party (CCP) and government policies when citizens are surveyed using 
a method called a list experiment.

A list experiment confers 
a heightened sense of 
anonymity by asking 
respondents how 
many statements 
they agree with 
rather than 
which ones 
and in this 
case research-
ers found CCP 
support hov-
ers between 
50% and 70%, 
not 90% as 
reported in tra-
ditional surveys.

The direct-
question survey also 
showed that only 8% 
of citizens cited fear of 
repression as a reason for not 
protesting, while the list-experiment survey 
revealed that about 40% acknowledged fear as a deterrent.

Traditional surveys conducted in China that directly question respondents 
overstate Chinese citizens’ support for the CCP by up to 28.5 percentage points, 
according to the study. Thus, the researchers underscore the need for scholars to 
stop using direct-question surveys to measure public opinion in China and other 
repressive environments.

••• the business of 
research

Lie to them but 
not to me
Next time you’re interviewing a 

prospective candidate for your 
insights team, you may want to keep 
the conversation one-on-one, as new re-
search shows that people may be more 
inclined to act deceptively when deal-
ing with a group than an individual.

According to research from the 
UBC Sauder School of Business, under 
what’s called the plurality effect, 
people behave more unethically toward 
groups than individuals. A job candi-
date, for example, would be more likely 
to exaggerate their qualifications dur-
ing a panel interview than a one-on-
one because groups are often perceived 
as competitive, aggressive and negative 
and less like a “real” entity and, as a 
result, people tend to see groups as less 
personal and less deserving of moral 
treatment – which in turn excuses less-
ethical behavior toward them.

A person’s connection to the group 
can also make a difference. People tend 
to show greater moral concern toward 
individuals in their circles or “in-
group” – which can include friends, 
family members and colleagues and 
people whose stories have affected 
them in some way.

“There is strong evidence that you 
will be more deceptive to the out-group 
versus the in-group because you feel 
relatively more responsibility toward 
the in-group and you like them more,” 
says co-author Daniel Skarlicki, a 
professor at the UBC Sauder School of 
Business. “If we go back in time, the 
out-group is whoever you’re competing 
with for food. It’s evolutionary.”

In Case You Missed It
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Jay Mace
Senior Vice President
Mindfield
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Our Quirk’s Events don’t have themes 
or tracks, which is by design, as it 

frees us up to present a wide range of 
topics and viewpoints without the need 
to shoehorn a session into a track that’s 
not a good fit. And, selfishly, as the per-
son in charge of finding and curating the 
client-side speakers for our four events, 
it makes my job a lot easier. (Shoot me a 
note at joe@quirks.com if you’re an in-
house researcher interested in speaking 
at one of next year’s events!) So that typi-
cally means that any post-event trends 
or themes that emerge do so organically. 

Two events into our 2024 slate, what 
has stood out to me from our Dallas (in 
February) and Chicago (in March) gath-
erings is the value – and, really, necessi-
ty – of being adaptable. Researchers have 
always shown a great deal of flexibility 
and adaptability: In my almost 36 years 
in this role I’ve watched them evolve 
from landline telephones and paper and 
pencils through the rise of the internet 
and now to the advent of AI, morphing 
and changing as the times demand.

A big part of that is being curious, 
about what’s going on now and what 
might happen in the future, and in their 
Chicago session Marybeth Andrews and 
Aly Ferry of McDonald’s told a packed 
room about the goals for their recently 
launched internal Curiosity Club (which 
is open to any employee, not just those 
in insights), including fostering in-
novation, enhancing decision-making, 
boosting employee morale and improv-
ing collaboration. They urged anyone 

interested in doing something similar to 
dedicate time to be curious (say, an hour 
a week), hone your question-asking skills 
to be able to ask better questions and to 
not be afraid to look for outside perspec-
tives when you’re trying something new.

Talk of curiosity was also on tap in 
a session on changing generational 
views on alcohol consumption featuring 
panelists Eboni Washington, director, 
consumer insights at Beam Suntory, 
and Sean McCullough, senior insights 
manager, above premium seltzers and 
emerging at Molson Coors. One of the 
beauties of the marketing research 
industry, McCullough said, is its curios-
ity. Washington urged marketers and 
researchers of all stripes to “get out there 
and live life and understand people who 
are different,” such as the Gen Z respon-
dent who told Molson Coors researchers 
that the hallowed Boomer tradition of 
having a drink by yourself after a long, 
hard day at work sounded “kind of sad.” 
(What would Don Draper say to that?) 
Companies need to be open to their cat-
egory norms changing, Washington said, 
and take a good look at their internal 
capabilities to assess if they are set up to 
understand and react to change.

Understanding and reacting to change 
were much on the minds of pollsters 
following the disastrous 2016 election, 
said MaristPoll’s Director of Survey Solu-
tions Michael Conte in his candid and 
thorough Chicago Event session. Predic-
tions of a Hillary landslide were tragi-
cally (for pollsters and the nation, some 

might say) wrong, leading to a lot of 
soul-searching around the whole act of 
political polling. Too much emphasis was 
being placed on polls’ predictive value, 
Conte said, overlooking the reality that 
polls are really just a snapshot in time. 
In addition, pollsters now have a greater 
awareness of the role that geography has 
in influencing votes, he said, and how 
it is more of a driving factor on voting 
than level of education.

Speaking of change, no 2024 article 
would be complete without a mention 
(or 10) of the most talked-about current 
changemaker: AI. In his Dallas session, 
Heiko Schafer, senior director, global 
consumer insights and analytics with 
Kimberley-Clark, argued that researchers 
need to be masters of generative AI tools. 
Instead of waiting to be asked, he said, 
researchers should show curiosity and 
initiative and develop an understanding 
of when and how to use AI tools. By in 
effect becoming the face of AI with your 
internal audiences you can reinforce 
your critical advantage over AI – your 
humanity – and use it to strengthen the 
standing of the insights function. After 
all, he asked, who would your business 
partners likely rather talk to, you or a 
robot? 

For Quirk’s Event 
speakers, change 
was in session

By Joseph Rydholm, Quirk’s Editor

Joe Rydholm can be reached  
at joe@quirks.com

Trade Talk
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One click to actionable insights

Unlocking the true potential of open-end comments has 
never been easier. CX Inspector with Theme Extractor 

uncovers descriptive, actionable insights from open ends 
instantly, a significant leap forward in text analysis technology. 
•	Extracts descriptive themes with one click. Upload your 
data set and immediately charts and tables appear which 
highlight theme-based insights and visualize the results. 

•	Analyze any size data set in minutes. From several 
hundred to several thousand responses, CX Inspector can 
analyze the data set quickly. 

•	Dive deep into the data. Group key themes together, apply 
filters and sentiment, examine co-occurrences and generate 
trend reports and crosstabs with t-tests to understand both 
broad trends and granular details. Also, click through a 
theme to see the individual responses. 

•	Over 50 languages. CX Inspector analyzes responses in 
multiple languages and shows results in your choice of over 
50 languages.  

•	X-Score measures customer satisfaction. X-Score, Ascribe’s 
proprietary measure, identifies the key drivers that will 
increase customer satisfaction and loyalty directly from 
open-end responses. 

•	Save and restore projects. Don’t let your work go to waste! 
Save your projects to restore for future use.

•	Easily export data tables and charts. Seamlessly integrate 
results into reports and presentations.

Unleash the power of CX Inspector with Theme Extractor 
today and revolutionize how you uncover insights from 
open-ends to enable data-based decisions that drive customer 
satisfaction, loyalty and business success. Connect with us 
today at CX Inspector to learn more and request a free demo 
with your data set.

goascribe.com

11 Top
INSIGHT 

PLATFORMS 

for 2024
Open-End Analysis Platform

2024

INSIGHT 

PLATFORMS

http://www.quirks.com
https://goascribe.com/products-services/ascribe-cxinspector/?utm_source=Quirks+Insights+Feature
https://goascribe.com/products-services/ascribe-cxinspector/?utm_source=Quirks+Insights+Feature
https://goascribe.com/products-services/ascribe-cxinspector/?utm_source=Quirks+Insights+Feature
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SPONSORED CONTENT

The best-in-class 
insights platform 

FUEL CYCLE

Fuel Cycle is the industry-leading 
insights community platform accel-

erating decision intelligence for enter-
prise brands. Powered by the market’s 
most advanced audience verification 
and profiling systems, Fuel Cycle com-

munities ensure that brand decision-
making is based on accurate and action-
able data, leading to more informed 
strategies and impactful outcomes.

Building an insight community 
means peace of mind for your brand 
research with first-party data – sourc-
ing insights from real customers and 
category users eager to share their 
thoughts. Less fieldwork time, cleaner 
data and more confidence in outcomes 
– that’s the Fuel Cycle difference.  
Our platform empowers you to:

Ignite action from data
Seamlessly integrated with top business 
solutions, like a CRM or HRIS, turn in-
sights into impactful action and share 
results with stakeholders.

Unlock gold-standard data quality
By prioritizing first-party data from 
verified, engaged audiences, brand 
teams can minimize fieldwork, 
enhance data cleanliness and boost 
confidence in outcomes.

Increase organizational agility
Tailored engagements, adaptable costs 
and detailed audience profiles empow-
er strategic growth across your brand 
not achievable with traditional recruit-
ment and research methods.

Make confident decisions
Best-in-class user profiling dynami-
cally updates and integrates member 
feedback and customer data, offering 
a backstage pass to your audience with 
endless possibilities for customized 
engagements.

fuelcycle.com

Community Platform

http://www.quirks.com
www.fuelcycle.com
www.fuelcycle.com
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AI-Moderated Interviews

Respondent Recruiting System

Unlock the depth of qualitative 
insights at the speed and scale of 
surveys

OUTSET.AI

Here's how it works
Conduct 1,000 conversations at once. Outset's multilingual 
AI interviewer is tuned to simulate a researcher and leads 
qualitative conversation guided by your custom training. It 
probes deep with participants and reacts to what they say – 
all with the goal of eliciting rich, qualitative insights.

The Outset AI engine then synthesizes results from your 
interview transcripts. For every question, the AI can scan 
the entire conversation to summarize insights, extract 
relevant verbatims, identify overarching themes and put real 
numbers behind the data.

The benefits
Go deep, at scale: Engage with vast, diverse audiences at once, 
capturing nuanced insights across multilingual participants 
– a deep dive like no other.

Go faster: Transform weeks into hours by quickly 
synthesizing rich data, delivering business answers at 
unparalleled speed.

Spend less: Enable researchers to gather data from 
hundreds quickly, cutting down time and costs significantly.

Achieve the deepest, fastest and most cost-efficient 
qualitative projects ever.

outset.ai

dramatically reduces recruiting 
hours.

Survey system designed for recruiting:
•	Intuitive and easy-to-learn survey 
system. 

•	Target respondents using keywords 
from prior screeners.

•	Hidden questions only visible to 
recruiters.

•	Easy quota setting on single or 
multiple questions.

•	Survey system can also collect 
homework including audio, photos 
and videos.

Contact management system – 
Reduces recruiting cost:
•	Pre-qualified respondents are 
automatically presented for calling, 
eliminating the need to filter and 
distribute sample.

•	Recruiters can view in survey format 
for validation and to ask hidden 
questions.

•	Distributes call-ins across your team 
avoiding time-wasting telephone tag.

Respondent database – Improves 
panel quality:
•	Customizable data points. Add 
categories and questions as needed.

•	Families are linked together – helpful 
when recruiting pairs and preventing 
duplicates.

•	Validates e-mail, phone and address 
to prevent cheaters.

Additional features:
•	Client database.
•	Employee database.
•	Project quoting system that integrates 
with QuickBooks for invoicing.

www.opiniontek.com

Considering a new 
respondent database/
recruiting system?

OpinionWizard is more than a web 
survey platform. It’s an end-to-end 

recruiting system designed to maximize 
recruiting center efficiency while 
improving recruiting and panel quality.

Reduced management time:
•	Instant “client-ready” profile and dialing 
reports.

•	Automated quota control and two-
way confirmation and reminders are 
customized for each project.

Reduced recruiting hours:
•	Callback appointments pop-up when due.
•	Full survey display for recruiters to 
review during recruitment.

•	Optional: Full self-scheduling 

http://www.opiniontek.com
http://www.quirks.com
http://www.opiniontek.com
www.outset.ai
www.outset.ai
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AI assistant for interviewing 
people, regardless of the scale

Talking to people is priceless. Unfortunately, personal in-
depth interviews are extremely difficult to scale – both on 

their own and especially within multicountry studies which 
are challenging to scale as well. It takes lots of time, human 
resources and money.  

Meet Yasna.ai. Qualitative studies done more efficiently. 
Yasna conducts and analyzes hundreds of human-like in-
depth interviews per day, saving you time, money and effort.

Yasna creates new opportunities by talking to more people 
around the world without losing the quality of conversations.
•	Deep and complete answers thanks to Yasna’s empathy 
and ability to probe. 

•	Significantly cheaper than face-to-face, in-depths or focus 
groups. 

•	Effortless AI-generated report with qualitative insights 
and quantitative validation. 

•	Global qual is radically more approachable both money- 
and effort-wise. Yasna speaks almost any language. Start for free at yasna.ai.

Unlock critical insights from 
unstructured feedback

CANVS AI

Canvs AI is a high-trust AI insights platform that unlocks 
actionable behavioral and emotional understanding from 

unstructured feedback. Canvs is used by insights and CX 
teams at top brands like Abercrombie & Fitch, Fossil Group, 
Merlin Entertainments and Tillamook to accelerate insights 
discovery from unstructured feedback, power data-driven sto-
rytelling and boost research productivity. 

How Canvs AI works
1. �Ingest unstructured data (along with closed-ended quan-

titative data) from practically any source into the Canvs 
platform (via upload or pre-built connects to popular data 
sources).

2. �Canvs AI automatically generates a narrative overview 
with citations and data quantification and identifies key 
topics, emotions and themes (i.e., net and codes).

3. �Ask AI Story Assist™, Canvs’ generative AI research side-
kick, custom business questions to explore the data and 
build an insights narrative. 

4. �Share critical insights with stakeholders via an interac-
tive dashboard or complete exports in a range of formats. 

Take an interactive product tour at canvs.ai/product-tour 
or put Canvs AI to the test with your own data. Learn more at 
canvs.ai.

canvs.ai

Text Analysis Platform

AI In-Depth Interviews 

http://www.quirks.com
www.yasna.ai
www.yasna.ai
www.canvs.ai
www.canvs.ai
https://canvs.ai/canvs-ai-platform/
https://canvs.ai/product-tour/
https://canvs.ai
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Code your verbatims in minutes, 
not hours

CODEIT

Codeit is a leading verbatim coding tool. It blends cutting-
edge AI with human oversight to maximize quality, 

improve productivity and minimize effort.
Using the latest AI techniques, codeit automatically 

extracts themes from your verbatim data at the click of a 
button. Themes can be used to autogenerate a codeframe 
and autocode your data. The results are easy to analyze and 
explore using our themeit tool.

codeit’s intuitive user interface makes it easy to refine 
and curate the autogenerated results, allowing real people to 
always stay in control of the process.

As you refine and code your data, codeit automatically 
learns by example. By applying advanced deep learning, it 
seamlessly builds a continuously improving AI model to bet-
ter understand the nuances of your data, boosting automa-
tion on large or continuous projects.

codeit has a range of flexible features you can use to ac-
curately and efficiently analyze your verbatim data, regard-

less of the size or shape of your survey, including sentiment 
analysis, data integration, team collaboration and multi-
lingual autotranslations. Used by market research agencies, 
coding providers and in-house researchers the world over.

Try it for free or book a demo. 

www.codeitsoftware.com

AI-Enabled Coding Platform

DISQO’s Brand 
Experience (BX) 
platform

DISQO

Understand every customer, touch-
point and outcome.

DISQO’s identity-based platform fuels 
growth for brands, agencies, market re-
search firms and media owners through 
seamless access to our direct, fully 
opted-in consumer audience. We help 
clients understand the entire consumer 
journey – opinions, digital behaviors 
and ad interactions – with scale, accura-
cy and quality. As the only provider who 
never aggregates audiences from third 
parties, we ensure that data is transpar-
ently collected, and fraud is deterred. 
Clients can trust that every response is 
from a real person.

Tap into our consumer audience via:
•	API: Seamlessly create and manage 
studies that hit your target consum-
ers. Start fielding projects on your 
own time and swiftly collect the data 
you need to form actionable insights.

•	Research management: Consult with 
our team of seasoned experts when-
ever you need guidance. We can help 
you precisely target the audiences you 
need – from demographics to digital 
behaviors to custom criteria. 

Track brand performance. Evalu-
ate new product concepts. Benchmark 
industry trends. Learn how DISQO can 
help you meet your research goals: 
https://go.disqo.com/productcard- 
marketresearch-general-website.

www.disqo.com

Brand Experience Platform

https://go.disqo.com/productcard-marketresearch-general-website
http://www.disqo.com
http://www.codeitsoftware.com
http://www.quirks.com
http://www.codeitsoftware.com
www.disqo.com/
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SPONSORED CONTENT

Platform with a 
suite of consumer 
data solutions

SYNO INTERNATIONAL

Syno International provides an 
impactful suite of consumer data 

solutions, designed for businesses 
and organizations in search of both 
a versatile platform and accessible, 
tailored support. Our comprehensive 
Syno platform delivers a wide array 
of tools for the efficient collection, 
management and visualization of 
consumer insights, meeting diverse 
needs with ease.

The Syno platform includes:
•	Easy-to-use survey tool.
•	Flexible panel and rewards
management capabilities.

•	Low-cost research automation
capabilities.

•	Data lake solution.
•	Direct access to online panels across
the world.

•	Dashboards based on Power BI.

We also offer research modules 
such as:
•	Brand tracking surveys.
•	Gabor-Granger and Van Westendorp
pricing surveys.

•	Advertising effectiveness surveys.
•	Moodscore surveys.

We provide personal support in 
questionnaire creation, scripting, 
fieldwork management, translations, 
data analysis and dashboard creation.

Privately-owned by a team of 
dedicated industry professionals, Syno 
has grown fast in recent 
years based on clients 
who grow their usage of 
the platform and Syno’s 
services. In 2024 Syno aims 

to serve around 300 clients globally 
with a team of 55 employees

Our primary goal is to forge lasting 
partnerships by offering affordable 
solutions and ensuring a seamless 
collaboration experience. If you're in 
search of a business ally who embodies 
these qualities, we invite you to 
connect with us!

www.synoint.com

Data Platform 

discover.ai’s OPEN 
platform – Your 
key to unlocking the 
insights hidden in 
online content and 
social media data

DISCOVER.AI

discover.ai’s insight platform, OPEN, 
underpinned by our bespoke AI, gives 

you the power to explore and analyze a 
rich and stretchy world of qualitative 
content to rapidly surface insight and 
opportunity.

Our simple and intuitive tool allows 
you to explore your data set at speed – 
whether that’s online content, tran-
scripts, survey open-ends or social media. 

OPEN reads the content for you, breaking 
it down to point you towards the most 
meaningful and interesting themes first. 

See the key language at play and ex-
plore further, testing and iterating your 
hypotheses. Our Accelerate model helps 
layer in understanding about the funda-
mental human needs that underpin your 
data. Our AI assistant, BeTy, can answer 

questions to help you find the stories 
at play.

Build your own data set by combin-
ing different types of content includ-
ing blogs, forums, articles, social 
media transcripts, etc. Don’t have ac-
cess to social media data? No problem, 
we can provide social media data pulls 
for you, based on a simple keyword 
search. You can also upload your own 
documents to explore like internal 
reports, academic papers, etc. 
And when you’re ready, export your 

report in our ready-made template.
Annual subscription from as little 

as $4.5K. To learn more, contact info@
discover.ai.

discover.ai

AI-Powered Qualitative Insight Platform

http://www.synoint.com
http://www.quirks.com
https://www.discover.ai
www.discover.ai
http://www.synoint.com
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SPONSORED CONTENT

TehriHills: Your 
trusted global 
market research 
company

TEHRIHILLS

Step into the world of TehriHills 
Consulting, where we excel in 

delivering unmatched insights through 
advanced market research solutions 
and data analysis techniques. With a 
focus on excellence and a commitment 
to fast turnaround times (our unique 
selling proposition), we have earned 
recognition as an award-winning 
market research company. Our long-
standing client relationships attest to 
our dedication to quality and client 
satisfaction.

At TehriHills Consulting, we offer 
a wide spectrum of research method-

ologies, from CATI market research 
to focus group methodology, ensuring 
a tailored solution for every need. 
Additionally, our expertise in data 
modeling, conjoint data analysis and 
conjoint simulator empowers you to 
gain deeper insights into consumer 
behavior and preferences.

One of our key strengths lies in live 
reporting and analysis tools, allowing 
us to provide real-time insights to our 
clients. Moreover, we prioritize data 

security and compliance at every stage 
of the research process, ensuring that 
your valuable information remains 
protected.

Explore our range of services, en-
compassing global data collection and 
analysis, conjoint analysis, MaxDiff 
analysis and more. Utilizing leading 
survey programming software such 
as Sawtooth, Qualtrics, Decipher and 
Confirmit, we empower you to enhance 
your insights and drive informed busi-
ness decisions.

Experience the unique approach of 
TehriHills Consulting and embark on 
a journey of strategic growth through 
informed decision-making. Contact us 
today to learn more about how we can 
support your business objectives.

www.tehrihills.com

Online Survey Design/Analysis

searchable

Search our database of 
over 8,000 articles and 

videos related to marketing 
research and insights.

Topics include 
•  Case studies   •  Research methodologies   • Career advice   •  Tips and techniques   •  And more! 

Quirks.com/Articles

Article and 
Video Archive

http://www.tehrihills.com
http://www.quirks.com
http://www.tehrihills.com
www.quirks.com/articles


Engaged & Diverse Testers
>90% response rate from owned community across quant & qual.

In-Home Product Testing Technology
Real-time data dashboards with polished reports in weeks.

End-to-end Integrated Logistics
Frozen, refrigerated, blinding, repacking, returns, and more.

Product testing
for every stage of 
your development. 

Meet us at Booth #428 at Quirk’s New York  

letshighlight.com

www.letshighlight.com
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••• survey monitor

Self-checkout continues to gain trac-
tion, with 43% percent of consum-

ers expressing a preference for it over 
traditional checkout. Digital commerce 
solutions company NCR Voyix found 
that 53% of younger shoppers (ages 
18-44) prefer self-checkout. Of those con-
sumers who prefer self-checkout, speed, 
shorter lines and privacy are most 
important. Shoppers aged 45-60+ prefer 
traditional checkout but the top reason 
behind their choice is that they often 
have many products and find a regular 
lane less time-consuming.

While online grocery shopping may 
be more convenient for those who don’t 
have time to shop in person, two-thirds 
of survey respondents prefer to shop 
for groceries in store. Challenges like 
out-of-stock items (62%), incorrect 
deliveries (52%) or unfulfilled orders 
(38%) contribute to poor online order-
ing experiences. Nearly two-in-five 
survey respondents (37%) indicate hav-
ing abandoned an online order due to 
high service fees. Some consumers also 
prefer to hand-select specific items like 
produce (59%), meat (51%), dairy (40%), 
frozen foods (29%) and bakery items 
(42%) themselves.

With inflation driving higher grocery 
prices, 74% of consumers surveyed have 
changed how they shop for groceries. 
Most are looking for less-expensive 

items (56%), buying less overall (49%), 
making a more deliberate decision to 
shop where they find the best deals 
(46%), using digital coupons more often 
(26%) and 22% are joining store loyalty 
programs to save money.

Consumers increasingly rely on 
technology to navigate smarter ways to 
shop. When asked how technology has 
changed their shopping experiences, 
consumers cited the ability to compare 
prices more frequently, research prod-
ucts before purchasing more frequently 
and use more digital payment options.

In the restaurant industry, consum-
ers want the best customer service – but 
the surge in tipping prompts may be 
tipping them the wrong way. Fifty-nine 
percent of consumers reported that 
they don’t like tipping prompts. Out of 
those, 61% say they don’t tip while 39% 
indicate that they still do. 

Like grocery shopping, inflation has 
impacted consumer restaurant dining 
habits. Forty-eight percent say they 
dine out less now because of higher 
prices and 27% say they dine out the 
same amount. More than half of con-
sumers (58%) have purchased a meal 
at a gas station one or more times this 
year.

Although some consumers may be 
slowing down on traditional dining out, 
they still want to keep up with their 

favorite restaurants and access any 
deals they can. Signing up for a loyalty 
rewards program (49%), downloading a 
restaurant’s app (49%) and signing up 
for e-mail updates (31%) are among the 
top three actions consumers have taken 
to receive updates on their favorite 
restaurants.

With consumers eager to stay in the 
know and gain access to special deals 
and rewards, half of them prefer to use 
a restaurant’s app or website to place 
their order, while 23% prefer to call 
the restaurant directly. Consumers cite 
their top reasons for going directly to 
the restaurant’s app or website for order 
and delivery as convenience, the ability 
to easily customize orders and lower or 
no service fees.

As consumers look to the future and 
consider new technology in restaurants, 
they hope to see customized digital 
menus personalized per diner, full meal 
vending machines and robot delivery 
service.

NCR Voyix commissioned a survey of 1,133 
American consumers in November 2023.

••• shopper research

Buffeted by change
Checking in with grocery shoppers, diners 

IN FOCUS
A digest of survey findings and new insights for researchers

http://www.quirks.com
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IN FOCUS  //  Survey Monitor

••• environmental 
research

Greener options 
wanted
Consumers demand eco 
accountability 

Recently, a range of societal issues 
have moved to the forefront of con-

sumers’ minds but one thing remains a 
clear influence over spending behavior: 
sustainability. According to GfK Con-
sumer Life, more than half the U.S. pop-
ulation (53%) expressed serious concern 
for the environment, noting it should 
be a priority for everyone. Sixty-seven 
percent also agree that environmental 
pollution is a serious issue, up three 
percentage points from 2022. Events like 
the pandemic have prompted consum-
ers to connect with the environment in 
more personal ways, placing a height-
ened emphasis on conservation.

While inflation is the No. 1 societal 
concern for consumers today, global 
climate change ranks No. 6 out of 24 – 
on par with issues like recessions and 
the cost of health care. As a result, 
Americans are noticing the impacts of 
climate change. Seventy-seven per-
cent of consumers agree that extreme 
weather is increasing because of climate 
change and just one-in-three believe 
the government is doing an excellent or 

good job addressing the issue. Consum-
ers expect companies to step up too, 
with 67% agreeing that it is important 
for companies to take environmentally 
responsible actions.

Though concern is growing, many 
consumers grapple with barriers to liv-
ing a sustainable life. There’s an issue 
with the perception of high prices and 
lower quality when it comes to “green” 
products, with 55% of Americans saying 
environmentally friendly products are 
too costly (up four points since 2021). 
Additionally, only 29% of consum-
ers consider the environment when 
purchasing, down three points from 
2022. The impact of ongoing inflation-
ary pressure is prompting consumers to 
reconsider where they spend their pre-

cious dollars. However, consumers play 
a balancing act during these moments 
of reduced spending: They turn to the 
home for their eco-friendly actions. 

Sixty-seven percent of consumers will 
conserve energy in the home through 
actions like turning off lights, monitor-
ing cooling and heating devices and 
using major appliances less frequently. 
These actions serve a double purpose, 
serving as financial savings in the face 
of economic uncertainty and an expres-
sion of sustainable values. Consumers 
want to do more – in fact, 80% want 
greener energy options to be more ac-
cessible.

With all this in mind, it’s important 
to look ahead at what consumers think 
the future of sustainability looks like, 
and that lies in circularity. Eighty per-
cent agree that a waste-free lifestyle is 
possible in the next 20 years and a stag-
gering 87% agree that it’s important for 
companies to source materials respon-
sibly. From electronics to clothing, con-
sumers are interested in extending the 
useful life of products and they expect 
companies to step up with them.

The 2023 Green Gauge study was conducted 
among approximately 35,000 consumers in 
20+ core global markets, including 2,059 inter-
views in the U.S. from January-April 2023.

Though concern is growing, many consumers 
grapple with barriers to living a sustainable life

67% also agree 
that environmental 
pollution is a serious 
issue.

67+33+K
53% expressed 
serious concern 
for the environment, 
noting that it should be 
a priority for everyone.

53+47+K

55% of Americans say 
environmentally friendly 
products are too costly.

55+45+K
29% of consumers consider 
the environment when purchasing.

29+71+K

http://www.quirks.com
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••• health care research

Physicians 
growing weary
Worn out and seeking help 
from AI

Excessive administrative workloads, 
reduced staffing, concerns over 

financial viability and rising patient 
expectations around communications 
are all contributing to major challenges 
for America’s health care industry, 
athenahealth’s Physician Sentiment 
Survey, conducted by The Harris Poll, 
has revealed. 

Most physicians (93%) surveyed say 
that they feel burned out on a regular 
basis, with doctors reporting that they 
spend an average of 15 hours per week 
working in “pajama time,” outside 
their normal work hours. When asked 
about their current employment situ-
ation, over half (56%) said they have 
considered leaving the field or remain-
ing in the field but no longer seeing 
patients.

Eighty-three percent of survey 
respondents say AI could eventually 
reduce many of the problems health 
care is facing. Most physicians already 
use electronic health record solutions 

and praise them for helping provide 
high-quality care (65%) and improving 
efficiencies (54%).

Nearly all physicians (94%) agree 
that getting the right clinical data at 
the right time is very important, but 
most physicians (80%) don’t believe 
that more clinical data is always the 
answer to achieving higher-quality 
care. The majority are currently so 
overburdened by information that it 
raises their stress levels (63%) and for 
many, this information overload is a 
growing cause of their regular burnout 
(30% vs. 24% in 2022).

Only 38% of physicians believe 
their organization/practice is on solid 
financial footing and fewer than half 
(45%) believe they have the resources 
and/or tools to deliver quality care. An 
additional indication of their financial 
vulnerability: over the past 12 months 
half (50%) felt they have been unable 
to provide quality care based on volume 
and cost, at least once a week or more 
frequently.

Those who believe in the positive 
potential of AI are much more hopeful 
that the field of health care is headed 
in the right direction. They also felt 
less burned out on a regular basis than 
those who were pessimistic about AI’s 
positive role. Most respondents (60%) 
see the loss of human touch as their 
biggest concern regarding the use of AI, 
reinforcing the belief that the best use 
of AI in health care will be by creating 
efficiencies in administrative func-
tions, improving diagnostic accuracy, 
data monitoring and other back-office 
tasks. Four in 10 physicians report be-
ing concerned that AI will just be one 
more thing that will complicate health 
care (42%) and that AI is being over-
hyped and cannot meet expectations 
(40%). 

This survey was conducted online in the 
U.S. by The Harris Poll on behalf of athena-
health from October 23-November 8, 2023, 
among 1,003 physicians.

A cause for optimism: Concerns 
and drivers of AI in health care

The loss of a human 
touch in health care60%

42%
AI will just be one 
more thing that will 
complicate health care

40% AI is overhyped and  
can't meet expectations

Reduced adminsitrative 
burdens and streamlined 
tasks

39%

35% Increased health care 
efficiencies

34% Improved accuracy of 
patient diagnosis

Barriers/Concerns Benefits/Drivers

93+7+T93%
of physicians today  
feel burned out on  

a regular basis

Widespread 
physician 
burnout
Moreover, physicians 
are spending about 

15 hours  
each week working 
outside of normal 
business hours

http://www.quirks.com


 May/June 2024 // Quirk’s Marketing Research Reviewwww.quirks.com 21

IN FOCUS  //  Survey Monitor

••• entertainment 
research

Tuning in
Americans de-stress with 
digital audio

In a nation defined by its diverse 
tastes and cultural shades, audio se-

ries platform Pocket FM found that 90% 
of users engage with audio entertain-
ment daily, reflecting the influence of 
audio in their daily lives. Storytelling 
takes the spotlight, inspiring half of 
users to prefer audio, while one-third 
of users opt for audio due to its conve-
nience and another third values it for 
the diverse range of content.

While consuming audio content, 63% 
of Americans favor smartphones, 15% 
opt for tablets and 22% spread their 
audio consumption across smart TVs, 
desktops and other devices. Genres 
such as drama (21%), romance (23%), 

suspense/thriller (16%) and sci-fi (15%) 
emerge as top choices. 

Regarding content duration, 43% 
of U.S. listeners lean towards shorter 
episodes, spanning five to 15 minutes, 
while 38% prefer a slightly longer 
duration of 15-30 minutes. Only 18% are 
inclined toward lengthier content, opt-
ing for episodes lasting approximately 
45-60 minutes.

Audio entices the imagination with 
45% of respondents visualizing the 
storytelling while listening, while the 
remaining 55% lean toward a visual 
experience, desiring the audio storytell-
ing to be adapted to media like movies, 
TV series or web series.

Trust in content recommendations 
emerged as a crucial factor, with 38% 
relying on platform recommendations, 
31% seeking guidance from social media 
and, surprisingly, only 3% swayed by 
influencers. 

The survey uncovered that audio 
serves not only as an entertainment 
source but also as a productive tool, 

with 65% of users leveraging audio to 
de-stress, 17% to avoid distraction and 
17% to enhance focus, showcasing its 
versatility in meeting various user 
needs. Additionally, 62% of U.S. listen-
ers are keen on recommending their fa-
vorite audio content. When it comes to 
spreading the word, good old-fashioned 
word of mouth leads the pack with 42% 
of users relying on recommendations 
from friends. Social media is a little 
behind, influencing 34% of users.

Zooming into specific audio content, 
audio series steal the spotlight, with 
67% giving five-star recommendations. 
In comparison, 42% give five-star 
ratings to TV entertainment but get a 
rating of three or below from 37% users. 
Online music and video OTT also fare 
well, with 53% and 58% giving five-star 
ratings, respectively, but rated three or 
below by 29% and 20% of users, high-
lighting a shift in the audience's digital 
entertainment preferences and reflect-
ing fatigue with the existing format.

mailto:sales@irbureau.com


Quirk’s Marketing Research Review // May/June 2024 www.quirks.com22

IN FOCUS  //  Survey Monitor

While audio series emerged as the 
most loved and preferred entertain-
ment format, the findings have shown 
that 36% of users shifted from music to 
audio series, 22% of users replaced au-
dio series with video streaming and 18% 
moved from audiobooks and podcasts, 
illustrating the dynamic evolution of 
American entertainment preferences.

Twenty-nine percent of American 
users lean toward subscriptions, though 
32% are more inclined to pay for in-
dividual episodes, signaling a poten-
tial shift in monetization strategies 
towards microtransactions. Meanwhile, 
39% prefer ad-supported models and 
other promotional offerings.

The survey was conducted from October 
28-November 15, 2023, with a total sample 
size of 4,394 internet users in the U.S.

••• beverage research

The perfect  
pick-me-up
Consumers ditch coffee 
shops for homemade brews

While coffee is known to provide 
a sometimes-necessary boost of 

energy and alertness, the caffeine high 
is not the No. 1 factor fueling coffee 
consumption. Drive Research’s online 
survey about coffee consumption and 
preferences found that for 83% of 
consumers, taste is the most influential 
reason they drink coffee. This reason 
tops others such as coffee giving them 
energy (67%), increasing their produc-
tivity (43%) and its perceived health 
benefits (29%). 

Seventy-three percent of people 
drink coffee every day, 20% drink it at 
least once a week and only 2% drink it 
less than once a month. With popular 
coffee chains consistently raising their 
prices, many have taken to making 
coffee at home. Sixty-six percent of 
respondents say they make coffee at 
home every day with 19% making it 
a few times a week and 4% making it 
once a week. 

With most people drinking coffee 
for the taste, it comes as no surprise 
that only 18% of people prefer to drink 
their coffee black – a 56% decrease from 
2022. This suggests a notable change in 
growing preferences for coffee varia-
tions with added flavors such as milk/
creamer (39%), sweetener (5%) or both 
(38%).

More specifically, both almond milk 
and oat milk are growing in popularity 
among coffee drinkers. Preferences for 
oat milk grew by 90% and preferences 
for almond milk grew by 71% since 2022. 
Furthermore, people love the taste of 
coffee so much that they consume it 
in other ways than their morning or 
afternoon pick-me-up. Over half of the 
respondents surveyed enjoy coffee cake 
(61%) and coffee ice cream (54%). Plus, 
we can't forget about espresso martinis 
which are adored by one-in-four people 
– a 79% increase from 2022. Big fans 
of the trendy cocktail are Millennials 
(36%) and Gen Z (33%).

Drive Research surveyed 1,325 individuals 
and ended its fieldwork in January 2024. 

••• transportation 
research 

The future of 
travel 
Generations list priorities

Technology has the potential to 
enhance our travel experiences 

throughout the surface transportation 
ecosystem, as well as improve safety, 
reliability and equity. However, user 
attitudes – from uncertainty about 
AI to the importance of sustainability 
– underscore the need for planning. 
The MITRE-Harris Poll found that U.S. 
residents believe their transportation 
experience will improve in the next 10 
years with 40% saying it will get better, 
compared to just 23% who believe it will 
get worse.

Of the improvements respondents 
want to see, safety (90%) tops the list, 
followed by lower costs (83%), im-

proved data privacy (79%), increased 
predictability (78%) and environmental 
sustainability (77%).

However, priorities vary among 
generations. Baby Boomers (62%) rate 
safety as the highest priority for trans-
portation improvements. Gen X (47%) 
cites cost as the top priority. For safety 
improvements, Millennials (22%) are 
most likely to say city driving should 
be the top priority, while Gen Z are 
most likely to say that walking (26%), 
trains (13%) and buses (13%) should be 
the top priority. Twenty-four percent of 
respondents say highway driving and 
21% say city driving is the No. 1 priority 
for safety improvements. 

Acceptance of artificial intelligence 
and automation will play a significant 
role in determining the future of trans-
portation. Less than half of U.S. resi-
dents expect AI and automation to have 
a positive impact in the next 10 years, 
with nearly 30% saying the technology 
will be harmful.

Forty percent expect to use driverless 
cars, taxis, ridesharing vehicles and 
delivery vehicles in their lifetime, with 
nearly 60% expecting to use driver-
less taxis in urban areas. Respondents 
in rural areas and Baby Boomers are 
least likely to say their transportation 
experience will improve. Sixty percent 
of respondents expect to use hybrid or 
electric vehicles in their lifetime but 
just 12% already do.

MITRE-The Harris Poll conducted this 
online survey with 2,096 U.S. adults from 
October 10-12, 2023. 

http://www.quirks.com
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I 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!” I 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. I 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

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

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

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

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

http://www.quirks.com
www.fieldwork.com
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Bellomy 
Founded 1976 | 110 employees  
John Sessions, CEO 

A privately-owned, full-service mar-
ket research firm with more than 45 
years of experience, Bellomy is an AMA 
Gold Report Top 50 firm recognized for 
engaged collaboration, expert guidance 
and advanced technology that empow-
ers client-partners to foster stronger 
key relationships and confidently make 
critical decisions. Our financial services 
team combines deep industry exper-
tise with secure, in-house technology 
solutions to efficiently tackle financial 
services challenges across the spectrum. 
Our B2B, B2C, FinTech, insurance and 
end-client solutions include campaign 
evaluation, brand positioning, NPS re-
search, CX, brand reputation and VOC. 
Additionally, our in-house Financial 
Advisor Community, a robust, decade-
old, brand-neutral research panel of 
1,000 U.S. financial advisors, is on tap 
for efficient, accurate, targeted results 
for quantitative and qualitative engage-
ments.  

Phone 1-800-443-7344  
bellomy.com 

When you’re conducting financial services research, you need 
experts who can take your project from start to finish. Whether 
you’re looking for one-time services or a lasting partnership, 
having a reliable and knowledgeable group of pros by your side 
can benefit you and your project. 

With proprietary technology offerings and an understanding of 
commercial banking, payment systems, digital data collection 
methods and more, these companies can help with all your 
financial services research needs. 

••• special advertising section

7 TOP FINANCIAL 
SERVICES RESEARCH 
COMPANIES

7 Top Financial Services Research Companies
SPECIAL ADVERTISING SECTION

http://www.quirks.com
www.bellomy.com


May/June 2024 // Quirk’s Marketing Research Reviewwww.quirks.com 25

Decision Analyst Inc.
Founded 1978 | 150 employees
Felicia Rogers, Executive Vice President
Bonnie Janzen, President

Members of Decision Analyst’s 
Financial Research Group have back-
grounds that ensure they understand 
the complex issues in the financial 
industry. We specialize in strategy 
research, market segmentation, in-
novation services, new product concept 
testing and forecasting, messaging 
optimization and advertising research. 
Our researchers will work with you 
to understand the business issues and 
will then recommend the research 
technique(s) best suited to your needs. 
The goal will be to reveal barriers, 
pain points and key differentiators, 
help build brand equity plans and help 
develop go-to-market strategies. Our 
team specializes in qualitative inves-
tigations, strategic survey research, 
advanced analytics and consulting 
services for the banking, finance and 
insurance industries. Decision Analyst 
is a leader in advanced analytics, 
market segmentation, mathematical 
modeling and simulation and offers 
full-service custom research. We design 
and execute research and consulting 
assignments around the globe.

Phone 1-817-640-6166 
www.decisionanalyst.com/industry/banking

Eleven Market 
Research LLC
Founded 2021 | 7 employees
Brandon Johnson, CEO

ElevenMR is a 
global quantitative 
market research 
company, with a 
U.S.-based team of 
market research ex-
perts. We offer both 
online and custom-
dialed phone methodologies. We 
have access to over 100 online sample 
partners and to 150+ countries covering 
consumer, B2B and health care. We use 
a proprietary in-house sample manage-
ment platform that serves as a security 
“hub” for all respondent traffic. This 
allows us to offer great feasibility, 
speed and affordability. However, on-
line panels cannot reach all audiences, 
like Fortune 500/C-level executives or 
niche DMs. For these audiences we of-
fer a customer-dialed phone methodol-
ogy with interviewers recruiting from 
our custom database or your list. Our 
high-level, well-trained interviewers 
use an existing online link to complete 
the interview (these are not hourly 
CATI workers). These interviews yield 
very high-quality data. Contact us: 
bids@elevenmr.com

www.elevenmr.com

Fieldwork
Founded by moderators 1980 | 400 employees
Steve Raebel, President

Let us support you! We know what you 
need. Our specialties feature consumer 
(including global) research, finance, 
medical, physicians and patients, 
B2B, mock jury, CX/UX, taste tests and 
sensory research. For over 40 years, 
Fieldwork has recruited the highest-
quality consumer, finance, medical 
and business respondents both through 
and far beyond databases, using proven 
methods to reach your audience. We 
believe in a customized approach 
to recruitment. Fieldwork provides 
unsurpassed project management and 
our commitment to hospitality and 
solutions-driven partnership is at the 
core of everything we do. When you 
choose Fieldwork, customer service will 
seamlessly blend into the background 
while we handle the details and create 
the perfect environment for your next 
research project. Focus on the research. 
We’ll do the rest!

Phone 1-800-863-4353 
www.fieldwork.com/market-research-services

7 Top Financial Services Research Companies
SPECIAL ADVERTISING SECTION
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Ironwood Insights 
Group, LLC
Founded 2017 | 300 employees
Brian Cash, VP Research Services

Ironwood Insights 
Group is one of the 
industry’s leading 
financial services in-
sights companies. We 
offer deep expertise 
across all key cat-
egory segments in-
cluding retail and commercial banking, 
credit and payment systems, brokerage 
and investment services and P&C/life/
auto insurance. And our senior consul-
tants bring decades of experience in a 
broad range of sector-specific business 
issues, ranging from customer experi-
ence, market landscapes/segmentation, 
brand health and UX/design research. 
Our in-house, multi-modal data collec-
tion capabilities allow us to research 
many of the most challenging financial 
services constituencies efficiently and 
effectively, i.e., senior financial execu-
tives/decision makers, brokers and 
high net worth consumers. Ironwood’s 
expert-level consultation and execution 
in the category spans forward-thinking 
designs, industry-leading data collec-
tion services and leading-edge analyti-
cal frameworks. Contact us to learn 
more about how we deliver actionable, 
durable business insights that create a 
lasting advantage for our clients.

E-mail info@ironwoodinsights.com  
Phone 1-602-661-0878 x2110 
www.ironwoodinsights.com

Phase 5
Founded 1991 | 30 employees
Michael Dolenko, Partner, Head of Innovation 
Practice
Steve Hansen, Partner, Head of Data Analytics 
Practice

At Phase 5, we help 
clients on their 
journey to customer 
centricity by focus-
ing on innovation 
and experience and 
bringing together 
research and consult-
ing expertise in customer insights, user 
and customer experience, innovation 
and design and advanced analytics. For 
over 30 years this unique, collaborative 
approach has driven business results by 
applying strategic insights to clients’ 
strategy, product development, go-to-
market and customer relationship deci-
sions. We are 30 professionals working 
globally from offices in Canada and the 
U.S. Unlike large global research firms 
and single-specialty boutique firms, we 
maintain senior leadership engage-
ment on projects from start to finish 
and offer a single point of contact. 
Partnering closely with our colleagues 
and clients, we’re smarter together. 

Phone 1-416-599-7555 x232 
Phase-5.com

RONIN Research
Founded 1998 | 250+ employees, recruiters and 
interviewers
Terry Sweeney, Head of North America

RONIN International 
is a market research 
leader specializing 
in recruiting and 
surveying financial 
services profession-
als from portfolio 
managers to CFOs. 
Engaging with investors and the fi-
nance B2B audience presents a unique 
challenge due to their specialized 
expertise in areas such as equities, 
fixed income or REITs, which require 
an understanding of complex financial 
landscapes and regulations. At RONIN, 
we’ve developed an approach tailored 
to efficiently address this challenge, 
connecting you with the core of this 
audience. Whether targeting institu-
tional investors, wealth managers or 
insurance brokers, RONIN’s multi-
method recruitment strategy enables 
clients to tackle even the most demand-
ing projects globally. Leveraging digital 
recruitment, RONINEdge (the indus-
try’s first and only verified expert 
panel) and traditional CATI methods, 
we ensure real participant engagement 
and gather high-quality data. RONIN 
stands as the go-to choice for financial 
services market research. 

Phone 1-845-422-8608 
www.ronin.com

7 Top Financial Services Research Companies
SPECIAL ADVERTISING SECTION

mailto:info@ironwoodinsights.com
http://www.ironwoodinsights.com
https://www.ronin.com/?utm_source=quirksfeature&utm_medium=cpc&utm_campaign=ronin_financial_services
http://www.quirks.com
www.phase-5.com


Insight Communities Reimagined, 
Powered by Conversation

Community 2.0

Increase engagement and get closer to your customers 

using an agile, conversational research platform

Rivaltech.com/community

increase in words when 
members share via video 

instead of open text

of community members
complete surveys

within 3 hours

recontact &
re-engagement

rates

700% 49% 65%
Over

www.rivaltech.com/community


Quirk’s Marketing Research Review // May/June 2024 www.quirks.com28

//  quick take

Exploring brand extensions: 
Balancing risk and reward with 
marketing research
| By Tracy Tuten

Rewards versus the risks
Let's kick things off with a quick prim-
er. Brand extensions – those strategic 
moves where a brand introduces new 
products or ventures into new markets 

– potentially open new revenue streams 
alongside other rewards: 

•	 Revenue diversification: Casting your 
net wider with products at lower 
price points can reel in a whole new 
audience and boost revenue streams.

•	 Customer acquisition: Attracting 
those entry-level consumers sets the 
stage for long-term brand loyalty, 
especially as they climb the price lad-
der over time.

•	 Market share expansion: Penetrat-
ing the sales of lower-price bands 
may help the brand gain market 
share and compete with mid-range 
competitors. 

But let's not overlook the risks:

•	 Brand dilution: The primary concern 
is the risk of diluting the brand's 
image of exclusivity, innovation and 
prestige, resulting in lower brand 
equity.

•	 Cannibalization: Lower-priced 
offerings may cannibalize sales of 
premium products, impacting overall 
profitability.

•	 Consumer perception shift: The 
brand may face challenges in main-
taining a consistent image across 
different price segments.

A deeper look at brand dilution
Brand dilution is the diminishment of 
a brand’s image and perceived associa-
tions related to quality, exclusivity 
and desirability that can occur when 
the parent brand follows a vertical 
brand extension strategy of adding 
lower-priced, lower-quality products to 
the product portfolio. Prestige brands, 
especially those providing self-expres-
sion benefits, face a higher dilution 
risk when launching products at lower 
price/quality levels. Premium brands, 
known for exclusivity, face a higher 
risk of dilution when offered at signifi-
cantly lower prices, potentially leading 
to a loss of rarity factor and exclusivity.

The price discount level, reflecting 
the difference between the parent 
brand's typical price and the price of 
the new extension, is a contributing 
factor. Consumers use price/quality 
perceptions to evaluate the distance 
between parent brands and vertical-
downward extensions. A closer proxim-
ity in price points between the parent 
brand and the extension leads to less 
dilution, while substantial price differ-
ences lead to more dilution.

Brand fit – the alignment and coher-
ence between the attributes, values 
and essence of a brand and its product 

Brand extensions can hold 

the tantalizing promise of 

increased market share and a 

wealth of new customers but 

they are not without their 

dangers. Tracy Tuten explores 

how to use research to boost 

your chances of success.

abstract

Brand extensions are a 
strategic move by a well-known brand 
to introduce new products or enter 
different markets beyond its original 
offerings. The strategy can be effective 
when the brand extension reinforces 
the parent brand’s positive associations 
but it is not without risk. In this arti-
cle, we’ll review the potential benefits 
and risks associated with a strategy 
of expanding a product portfolio for a 
premium brand into lower-price bands. 
While the strategy holds promise in 
tapping into a broader consumer base, 
it necessitates careful consideration to 
mitigate the inherent risks of brand 
dilution. Fortunately, market research 
can inform tactics designed to mini-
mize the likelihood of brand dilution. 

Welcome to the first installment of 
Quick Take, our new semi-regular 
column showcasing short-form articles 
on all aspects of marketing research.

http://www.quirks.com
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extensions – is also a mitigating factor. 
Low-fit extensions are more likely to 
result in dilution. 

To minimize the potential for brand 
dilution, the following best practices 
are recommended. 

•	 Evaluate market success indicators 
with caution: Instead of relying 
solely on the typical success indica-
tors of the brand extension, measure 
and prioritize perceived brand fit to 
avoid damaging the parent brand’s 
brand equity.

•	 Maintain brand fit across the product 
portfolio: Ensure that the extension 
is perceived to mesh well with the 
brand's image and values to mini-
mize the likelihood of dilution. 

•	 Calibrate the pricing strategy for the 
brand extension to manage price dis-
count levels: Because dilution is more 
likely when the price discount level 
is high, carefully align price points 
across the product portfolio. 

•	 Communicate the reason for the ex-
tension: Clearly explain its rationale 

to consumers, emphasizing a com-
mitment to maintaining quality and 
exclusivity.

•	 Reinforce the parent brand’s pre-
mium essence in marketing commu-
nications: Protect the parent brand 
from potential dilution by reminding 
the market of the brand’s positive 
association. 

Inform your strategy with 
research 
Market research can further inform the 
execution of brand extension strategies 
by exploring opportunities to align the 
extension to the parent brand on brand 
fit, evaluating price sensitivity in order 
to minimize the price discount level 
and assessing the potential for brand 
dilution. 

•	 Market perception and brand 
dilution risk: Assess how the target 
audience perceives the brand and 
its potential extension into lower-
price bands. Include assessments 
in the marketing research study to 

gauge consumer reactions based on 
the direction of extension (vertical-
downward vs. horizontal) and its 
impact on brand perceptions.

•	 Price sensitivity: Integrate a detailed 
analysis of price discount levels to 
understand consumer reactions and 
the potential impact on perceived 
brand quality and exclusivity.

•	 Communication strategy and message 
testing: Examine messaging tactics 
to determine optimal approaches for 
protecting parent brand equity and 
preventing brand dilution. 

Proceed with caution
Brand extensions can be the ticket to 
growth and glory but proceed with cau-
tion. With a dash of strategy informed 
by market research, companies will be 
ready to navigate the twists and turns 
of expansion opportunities while also 
protecting their established brands. 

Tracy Tuten is vice president of qualitative 
research at Illuminas. She can be reached 
at tracy.tuten@us.illuminas.com.

TELEPHONE DATA COLLECTION
CATI • B2B/B2C • LOW INCIDENCE • ONLINE RESCUE

1.800.743.6443 • telepoll.net

M A R K E T  R E S E A R C HM A R K E T  R E S E A R C H

There’s a lot on the line.

mailto:tracy.tuten@us.illuminas.com
http://www.quirks.com
www.telepoll.net
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No two researchers are alike, that’s for sure. But it sometimes 
seems like as a group they don’t change much. After a decade of fielding 
our Q Report survey of client-side Quirk’s readers, one of the most surpris-
ing outcomes has been how consistent the data has been from year to year 
on some of the questions we ask (job satisfaction levels, staff sizes, etc.). 
For this issue’s deep dive into Q Report findings, we present a snapshot of 
a Quirk’s corporate researcher reader, drawn from data gathered for our 
most recent Q Report (fielded in 2023), based on survey responses from 707 
client-side researchers.

From job satisfaction levels to 

where the insight function fits 

within the organization, how do 

you compare to these findings 

from Q Report survey responses?

abstract

Portrait of a 
researcher
Facts and figures on a slice of Quirk’s readership

| By Joseph Rydholm

CORPORATE RESEARCHER REPORT

REPORTT
H

E

Findings from the Q Report, an independent 
study, written for and developed with the 

help of client-side marketing research and 
insights professionals

Top five job titles

1. MARKET RESEARCH DIRECTOR/SENIOR DIRECTOR |28%
2. MARKET RESEARCH MANAGER | 23%
3. CUSTOMER INSIGHTS MANAGER | 11%
4. SENIOR RESEARCH ANALYST | 9%
5. SENIOR VICE PRESIDENT OR PRESIDENT | 8%

http://www.quirks.com


May/June 2024 // Quirk’s Marketing Research Reviewwww.quirks.com 31

THE  REPORT

54%

 54+9+6+7+5+8+3+3+2+4
>$1 billion

$500 million
- 1 billion

$300-$500 million

$100-$300 million

$50-$100 million

$10-$50 million

$6-$10 million

$3-$6 million

$1-$3 million

< $1 million

9%

6%

7%

5%

8%

2%

3%

2%

4%

What are the annual revenues/sales of your organization? Number of marketing research employees  
in the organization

 3+24+20+17+8+6+22
>25

16-25

11-15

6-10

3-5

1-2

0 3%

24%

20%

17%

8%

6%

22%

Not much has changed over the past 10 
years. In 2013, 27% said 1-2; 27% said 3-5; 
15% said 6-10; 14% said more than 25.

How many years of experience  
do you have in marketing research?

< 1 YEAR

1-2 YEARS

3-5 YEARS

6-10 YEARS

11-15 YEARS

16-25 YEARS

>25 YEARS

2+3+7+14+18+29+2726%

29%

4%

2%

7%

14%

18%

How many years have you been employed at your 
current organization?

< 1 YEAR

1-2 YEARS

3-5 YEARS

6-10 YEARS

11-15 YEARS

16-25 YEARS

>25 YEARS

15+30+30+13+6+4+2z21%

12%
10%

9%

22%

24%

2%

http://www.quirks.com
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400 - 600

40 - 399

25 - 39

12 - 24

5 - 11

1 - 4

12

As expected, with a U.S.-based, 
English-language publication, 
respondents are largely located 
in the U.S. (81%), U.K. (7%) and 
Canada (3%), with Western 
Europe at 4% the largest read-
ership group after that.

In what region are you located?

It’s always been kind of mind-boggling how small the 
insights departments are (if you can call one person a 
department!) in billion-dollar organizations but these 
levels have been consistent over the years. Talk about 
doing more with less!

Hard to know what to attribute it to (maybe it’s as 
simple as researchers just happen to like their jobs?) 
but 2023’s levels are remarkably similar to 2013’s: 37% 
satisfied; 19% very satisfied; 9% somewhat dissatisfied; 
5 % dissatisfied.

How many employees do you supervise? How satisfied are you with your current employment?

3+8+16+27+46+F 2+3+9+10+22+37+17
>10

6-10

3-5

1-2

0

46%

27%

16%

8%

3%
VERY 
DISSATISFIED

DISSATISFIED

SOMEWHAT 
DISSATISFIED

NEUTRAL

SOMEWHAT 
SATISFIED

SATISFIED

VERY 
SATISFIED

17%

37% 22%

10%

9%

2%

3%

600

0
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Learn how dtect 
dramatically improves 
your data quality:

www.res.tech 

hello@res.tech

Are you drowning in poor-quality data? 
Tired of wasting time and money cleaning data 
after it’s collected? dtect stops survey fraud before 
it starts, preventing bots and problematic survey 
participants from undermining your results.

the data quality platform

Stop Survey Fraud

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

Like most office workers, researchers don’t want to 
return to the old days of being bound to their cubicles. 
A combined 85% say that the ability to work remotely 
either fully or partly is extremely/very important.

2+3+10+25+60+F60%
25%

10%

2%3%

NOT AT ALL 
IMPORTANT

SLIGHTLY 
IMPORTANT

MODERATELY 
IMPORTANT

VERY 
IMPORTANT

EXTREMELY 
IMPORTANT

In your organization, is the marketing research/insight 
function its own department or is it part of a larger group?

In a related open-end, some respondents indicated 
that research’s place in the company has generally 
stayed the same, with moves into strategy, analytics or 
CX as the most-cited internal umbrellas.

36+32+20+8+2+1+136%

32%

20%

8%

1%2% 1%SALES

INFORMATION/IT

USER EXPERIENCE

CUSTOMER 
EXPERIENCE

OTHER

OWN DEPARTMENT

MARKETING

http://www.res.tech
http://www.quirks.com
mailto:hello@res.tech
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METHODOLOGY

The Q Report work life and salary and compen-
sation 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 May 24 to July 10, 2023. In total 
we received 1,969 usable qualified responses 
of which 707 were from end-client researchers 
and used for this end-client report. An interval 
(margin of error) of 2.17 at the 95% confidence 
level was achieved for the entire study. (Not all 
respondents answered all questions.)

How do you identify?

2+39+59
prefer not to answer/
another gender
2%

What is your age?

< 25 YEARS

25-30 YEARS

31-35 YEARS

36-45 YEARS

46-55 YEARS

56-65 YEARS

>66 YEARS

1+7+10+31+32+17+232%
31%

17%
7%

2%

1%

10%

What is the highest level of education 
you have completed?

HIGH SCHOOL 
GRADUATE

COLLEGE 
GRADUATE

MASTERS 
PROGRAM 
GRADUATE

PH.D. 
GRADUATE 1+35+58+635%

1%

6%

58%

 Again, these levels are almost identical to those 
from 2013 – 57% master’s and 35% college graduate.

female
59%

male
39%

http://www.quirks.com
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stop 
taking 

orders!
TIPS FOR ELEVATING 

YOURSELF AND 
YOUR ROLE AS A 

RESEARCHER
By Anne E. Beall and Mark Geniesse
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THE AUTHORS DRAW ON THEIR TIME 
AS CONSULTANTS TO EXPLORE HOW 
COURAGE, HONESTY AND PATIENCE 

CAN HELP YOU ESTABLISH YOURSELF 
AS AN EXPERT IN THE EYES OF YOUR 

RESEARCH CLIENTS.

 
arly in our careers, we al-
ways executed the research 
design we were given. 
Whether it involved con-
ducting six focus groups 
or collecting 250 surveys, 
we did what we were told. 

We were both service-oriented, so we 
believed that doing what the client 
wanted was paramount. However, we 
had a significant challenge: Our roles 
weren’t as simple as flipping burgers at 
a fast-food restaurant. We were employ-
ees of professional services firms that 
clients relied on for high-level insights 
and consulting. But the transition from 
merely following orders to offering 
consultative insights wasn’t something 
we were prepared to do early in our ca-
reers. And, even with training, it’s all 
too easy to slip back into old habits.

One of us took a job at the Boston 
Consulting Group (BCG), an organiza-
tion that conducted both qualitative 
and quantitative research. It was rou-
tine for partners and case team mem-
bers to outline their research needs, 
often specifying the exact research 
design they wanted. Compelled to meet 
these requests unquestioningly, one of 
us felt there was no room for deviation.

While at BCG, a critical juncture 
was an early performance review. The 
memory of that meeting is sharply 
etched in one author’s mind. It was 
a high-tension, charged atmosphere. 
The feedback was critical. The supervi-
sor highlighted a fundamental issue: 
passive acceptance of research designs 
given from clients without challenging 
or refining them.

“You are the expert. You’re the 
consultant. It’s your job to design the 
research for our clients, not merely to 

carry out their instructions,” the super-
visor firmly stated.

However, presenting alternative sug-
gestions to senior BCG employees, often 
partners in the firm, was incredibly 
daunting.

“But these are senior people at the 
company. They are set in their desire 
for a specific research design. When I 
propose alternatives, they always insist 
on their initial plan.”

The supervisor remained firm. 
“Exactly, but they aren’t the market 
research specialists – you are. That’s 
the very reason we hired you.”

SERIES OF REALIZATIONS
The other author’s journey didn’t pivot 
on a single moment of revelation but 
developed through a series of realiza-
tions with the accumulation of experi-
ence. Often research designs seemed 
misaligned with the objectives they were 
supposed to meet, whether the survey 
population being targeted seemed off, 
the sample sizes for important sub-
groups weren’t substantial enough or 
the chosen analytical approach wasn’t 
the most appropriate option. This author 
frequently encountered the challenge 
of sifting through data that fell short of 
addressing the clients’ true needs. 

This predicament was inherited; the 
research design, already cast in stone 
by the time they were brought into the 
project, could not be adjusted. It was a re-
curring theme: arriving too late to shape 
the study, yet early enough to foresee the 
limitations of its outcomes. Over time, 
however, as this author gained experience 
and the confidence to advocate for the 
right approach earlier in the process, they 
saw the positive impact this had on the re-
sults and clients’ reactions to the insights.

E
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REORIENTING THE 
CONVERSATION
The most critical step is to take control 
of the initial conversation. Instead of 
immediately discussing the specifics of 
the study the client wants, we introduce a 
pivotal question. Sometimes, we smoothly 
transition into this by asking for permis-
sion, “Do you mind if I first get some 
background to fully understand your 
study?” At this juncture, we ask, “What 
exactly is the objective of this study? 
What are you trying to understand?”

These questions often uncover the 
underlying need, directing us toward the 
most effective research design. For ex-
ample, if a client is tracking a new trend 
in the market, a survey might suit their 
needs better than qualitative research. 
Alternatively, if the goal is to delve into 
consumers’ decision-making processes, 
immersive tools like discussion boards 
while they’re actively buying something 
could yield deeper insights.

The reality is that many clients – 
whether internal or external – believe 
they understand market research more 
than they actually do. Moreover, they 
tend to lean towards familiar meth-
odologies. If they’ve previously used 
focus groups, they’re likely to suggest 
this approach again because it’s within 

their comfort zone. This is often why 
we’re presented with research designs 
that are not ideal.

It’s crucial to engage the client 
before they become too entrenched in 
a specific research design. Dwelling too 
long on their suggested approach makes 
it challenging to pivot to a more appro-
priate methodology later. Our goal is to 
steer the conversation toward effective 
research design early on, before clients 
become committed to their initial plan.

Securing our influence and ensuring 
our place at the table involves posing 
pointed, insightful questions that delve 
beneath the surface. The following 
questions have been invaluable in our 
experience once we begin the conversa-
tion about the goal of the research. 

Our follow-up query is usually, “How 
do you plan to use the information 
gathered from this study?” This ques-
tion helps pinpoint the actual purpose 
of the study, allowing us to tailor the 
research design to meet their real 
needs. Understanding how the client 
intends to use the research findings is 
essential. This insight not only clarifies 
the study’s objective but also informs 
its design to ensure it effectively meets 
their requirements.

The transition into research con-
sultants wasn’t an overnight trans-
formation. For one author, the meta-
morphosis was sparked by the ongoing 
guidance at BCG. With this help, the 
author altered their strategy, resulting 
in a career advancement in just one 
year. Moreover, it transformed their 
client interactions and improved the 
quality of their analysis and insights. It 
enabled case teams to delve deeper, un-
covering and addressing the unvoiced 
needs of their clients.

For the other author, the journey 
took a different path. It was the 
responses to their proposed research de-
signs that led to a shift in their client 
interactions. Initial successes in advo-
cating for alternative approaches em-
boldened them, fostering confidence. 
These early victories weren’t just wins; 
they were stepping stones, paving the 
way towards a more assertive stance in 
client engagements. 

The experiences of both authors helped 
to shape our careers. The way we ap-
proached conducting research led to the 
success of Beall Research, which now cel-
ebrates over two decades in the industry.

Throughout our careers, we’ve met 
many researchers who felt they were 
largely order-takers, just following a 
research design prescribed to them 
rather than thinking through the 
objectives and questioning when the 
objectives and design seem misaligned. 
Falling into this pattern is deceptively 
easy. It’s easy to respond to requests 
for bids, timelines or feasibility as-
sessments without reevaluating the 
design to ensure it represents the best 
approach.

We’re eager to share strategies that 
have not only empowered us but have 
also significantly increased our value 
as consultants. It involves transform-
ing the client-consultant relationship, 
so we become indispensable thought 
partners our clients rely on, offer-
ing not only our research designs but 
also guiding them to understand the 
critical questions they truly need 
to answer. This is the crux of our 
value. Below are the techniques we’ve 
adopted to accomplish this. They’re 
applicable whether you’re an agency/
vendor researcher or an in-house/
client-side researcher working with 
internal clients.

“YOU ARE 
THE EXPERT. 
YOU’RE THE 

CONSULTANT. 
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We also ask, “What are your current 
hypotheses?” This question uncovers the 
client’s expectations and thoughts about 
the research outcomes. If they hypoth-
esize a difference in perception between 
current and potential customers, the 
study design must differentiate these 
groups. It’s remarkable how articulating 
these hypotheses can significantly influ-
ence the research approach.

ELEVATE OUR ROLE
These inquiries do more than just shape 
our research design; they elevate us to 
the role of a consultative partner, mov-
ing beyond the realm of executing tasks. 
By asserting our position as an equal, 
we’re not just seeking respect; we’re pro-
viding value. These questions ensure the 
insights we provide are actionable.

After gathering this information, 
we’re well-positioned to propose alterna-
tive methodologies or approaches. At 
this point, we usually say, “Given your 
objectives, [alternative methodology] 
could offer new insights into [specific 
aspect].” This approach isn’t about ne-
gating their initial request but rather 
showing our expertise, giving them new 
perspectives to consider. By presenting 
these suggestions as additional options, 
we demonstrate our depth of knowledge 

and offer them angles they might not 
have considered. We encourage them 
to look beyond their initial plan while 
respecting their primary objectives.

However, it’s crucial to remem-
ber our role as service providers. We 
consciously avoid transforming these 
discussions into power struggles or sug-
gesting that our recommended research 
design is the only way forward. We 
always adopt a collaborative approach: 
“I understand your preference for 
[their chosen design], and I’m prepared 
to proceed if that’s your wish. Every 
methodology has its strengths and 
weaknesses. I just want to make you 
aware of the trade-offs involved.”

This tactful method honors the 
client’s initial desires while introduc-
ing our added-value perspective. It’s 
about steering them back into the 
decision-making seat, armed with our 
consultancy expertise. By framing 
the discussion this way, we not only 
respect their desires but also affirm 
our commitment to help them fulfill 
their research goals. Discussing the 
advantages of their preferred approach 
alongside our suggested one enables the 
client to make informed choices. This 
strategy reassures them of their control 
but with the added advantage of our 
expertise. It’s about finding the perfect 
equilibrium between adhering to their 
requests and demonstrating our value 
as a consultant, ensuring that the re-
search surpasses their expectations.

This consultative method does more 
than enhance the research; it ampli-
fies our role in the eyes of the client. 
Through meaningful dialogue, expert 
insights and respect for their decision-
making process, we become an irre-
placeable resource. This transforma-
tion is the essence of a true consultant.

COMMITMENT TO 
TRANSPARENCY 
Among the many tools in our arsenal, 
honesty stands out as one of the simplest 
and most powerful. Our commitment to 
transparency is unwavering: “Yes, we 
can do that for you, but to be perfectly 
honest, I’m concerned it might not be 
the best use of your resources. While I’m 
prepared to proceed, part of my respon-
sibility is to ensure the research truly 
serves your interests, even if it doesn’t 
benefit us.” This candid approach not 
only demonstrates our integrity but also 

significantly strengthens our relation-
ships with clients. It transforms our 
role from service providers into trusted 
advisors, deeply invested in our clients’ 
success. By daring to voice concerns and 
prioritize the client’s needs over short-
term profits, we transcend the tradi-
tional vendor-client dynamic. Instead, 
we forge a partnership rooted in mutual 
respect and a shared commitment to 
achieving meaningful, impactful out-
comes. Honesty, in this sense, is not just 
a policy but a foundational principle that 
elevates our work and solidifies our place 
as a partner to our clients. 

In navigating the complex terrain of 
market research, adopting a consulta-
tive stance transforms the very fabric 
of client interactions. It’s not merely 
about enhancing the research design; 
it’s about forging a partnership where 
mutual respect and collaboration pave 
the way for groundbreaking insights and 
actionable results. This journey from be-
ing viewed as task executors to becoming 
valued consultants is both challenging 
and rewarding. It requires patience, 
strategic questioning and courage.

As we embed ourselves deeper into the 
consultative role, we find that our con-
tributions extend beyond the immediate 
project at hand. We become the “experts” 
and our clients ask us to give input on 
major decisions – we are more than just 
researchers. This shift not only elevates 
our status in the eyes of our clients but 
also enriches our professional satisfac-
tion, knowing we’ve guided them towards 
more informed, effective solutions.

CHAMPION THE CAUSE
In the end, the essence of a true con-
sultative relationship lies in its ability 
to transcend transactional boundaries, 
fostering a deeper, more meaning-
ful engagement with our clients. It’s 
about setting a higher standard for 
the industry, where the focus shifts 
from what is requested to what is truly 
needed. As we continue to navigate 
these relationships with tact, expertise 
and a collaborative spirit, we not only 
enhance the value of our services but 
also champion the cause of thoughtful, 
impactful research. 

Anne E. Beall is CEO and founder of Beall 
Resarch. Mark Geniesse is the firm’s senior 
vice president. They can be reached at 
anne@beallrt.com and mark@beallrt.com.

IT’S YOUR JOB 
TO DESIGN THE 
RESEARCH FOR 
OUR CLIENTS, 

NOT MERELY TO 
CARRY OUT THEIR 
INSTRUCTIONS.”
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GGetting good-quality data from research panels has been a challenge ever 
since research panels became a thing. But let’s be honest – it wasn’t always 
a major challenge for the research industry. Data-checking techniques 
meant we could all stay one step ahead of bad-faith respondents – those 
only in it for the incentives. But in recent years there have been increas-
ing concerns about respondent quality and for good reason. 

What’s changed? 

•	There are more online survey panel providers than ever. Many panels 
are linked through aggregators and subcontracting, making it unclear 
who is responsible for quality assurance and whether the same level of 
quality is guaranteed throughout field. 

•	A rapid increase in the availability of consumer privacy tools is making 
cheating easier and more accessible than ever. 

•	Easily available automated survey-taking software has become prevalent. 
For instance, Browser Automation Studio allows a user without any 
programming knowledge to create a bot and deploy it repeatedly on a 
survey. 

•	The gig economy created professional survey takers who are in a rush to 
cash in and may not be reliable or honest. 

•	There are highly motivated fraudsters in foreign, non-target markets 
who stand to make a substantial amount of money relative to their 
native economy. For instance, a fraudster acting from Bangladesh can 
make $1,500 per month in survey incentives, or $18,000 per year, which 
is almost seven times greater than the average income of their country. 

While there is growing chatter in the corridors of research conferences 
that, at some point in the future, the bots could take over or sample qual-
ity issues could render the panels useless, the reality is that panel com-

••• data quality

A threat not a 
crisis
Ensuring quality survey responses in an age of 
uncertainty

| By Mike Booth

From Tor browsers to headless 

Chrome, take a journey through 

the many tools and tricks used by 

fraudulent respondents to corrupt 

the survey-taking process – and 

how panels try to defeat them.
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panies are stepping up, innovators are stepping in and as industry we are 
pushing back against sampling issues to maintain our integrity. But there 
is a problem for agencies to solve: Not all panels provide the same level 
of security and quality. How can a market researcher looking to contract 
a panel know what type of quality they will receive? And if the panel 
contracts with other vendors, will the quality be the same and is there any 
guarantee?

Hard to do your job
Why should you, as a researcher, care about data quality and go to the 
lengths required to verify that you are receiving high-quality respondents? 

Like, really? When data is bad it’s hard for 
you to do your job. Our job is to analyze data, 
identify interesting relationships and extract 
inspiring insights and use them to aid decision-
making. But how do you know that the survey 
responses themselves – the bedrock of your 
analysis – are fit for purpose? 

Consider for a moment the different types of 
survey responses you can get using the symbolic 
classification system shown in Figure 1. 

So, bored? Fraud? Which is it? Bored respon-
dents are our fault. Overly long surveys, poorly 
worded questions, complex answer grids – it’s 
enough to make anyone tune out for a question 

Figure 1

Our job is to analyze 
data, identify interesting 
relationships and extract 
inspiring insights and use 
them to aid decision-making. 
But how do you know that the 
survey responses themselves 
– the bedrock of your analysis 
– are fit for purpose? 
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or two. Fraudulent actors, on the other 
hand, are a different problem and can 
be difficult to distinguish from bored 
respondents unless you look for certain 
clues.

Fraudsters are real people acting in 
bad faith and can comprise 5-25% of 
respondents. They pretend to know 
the product category, lying their way 
through screeners. Once they know 
how to get past the screener, they can 
sell that information online, post it on 
web forums and repeatedly complete 
your survey for the incentives. There 
are Reddit communities built around 
doing exactly this and profiting from 
it, with people posting their monthly 
earnings of survey income as a badge 
of honor and bragging rights. And now 
the frauds are leveraging AI to infect 
surveys with greater efficiency than 
ever before.

Lately our team have come across 
a new crop of open-ends that we call 
“beauty queens,” created by ChatGPT 
or other AI language tools. They are 
perfectly worded responses, expertly 
crafted and sound too good to be true. 
Because they aren’t true! 

Peeling back the layers
Quality-verification methods can be 
divided into roughly four categories: 
device- and browser-specific signals; 
survey-specific behavior; content of 
survey responses; and the broader 
survey-taking environment (something 
panel providers have access to but most 
agencies do not). 

There are many device-fingerprint-
ing signals one can gather about a 
respondent. To be clear, these signals 
do not on their own indicate fraud but 
they are often used by frauds. Several 
are consumer-level privacy tools that 
are used by honest people and should 
not on their own disqualify someone. 
But by tracking each and looking at 
combinations of their use, you have 
clues to add to survey behavior and con-
tent to get a clear view of a respondent. 

VPNs: Virtual private networks mask 
the user's real IP address, allowing 
fraudsters to appear as if they are 
accessing surveys from different loca-
tions than they are in and can also 
encrypt internet traffic.

Incognito mode: A browser feature 
preventing the storage of browsing 

history and cookies, aiding frauds in 
avoiding detection when reentering 
surveys.

Virtual machines: Allow a user to run 
multiple instances of an operating 
system, enabling frauds to access a 
survey repeatedly or multiple surveys 
at the same time, while appearing to 
be different people/devices.

Device tampering: Alters device set-
tings or configurations and can help 
bypass security measures of surveys.

Privacy settings: Adjusting these 
settings can limit the amount of 
detectable information about a user’s 
device and browser.

Tor browser: A browser that largely 
anonymizes internet activity.

Android emulators: These simulate 
Android devices on a computer, al-
lowing frauds to mimic being differ-
ent users for survey entry.

Jailbroken devices: These have re-
moved restrictions, giving frauds the 
ability to modify device properties or 
install unauthorized apps.

Geolocation spoofing: This involves 
faking one's geographic location, 
enabling frauds to access location-
specific surveys that are meant to 
prevent users outside that region.

To peel back the layers of what a re-
spondent is doing in the survey, the old 
tools are no longer enough. Frauds have 
learned the game. More innovative 
tools are needed to capture things you 
can’t see in the survey data alone. 

The following are tried-and-true 
tools for flagging bored respondents 
that are no longer useful for catching 
fraudulent respondents:

Speeding: Your fastest five to 10 per-
cent of respondents are largely not 
paying attention and not compre-
hending the survey contents. But 
those are likely your bored respon-
dents. Frauds know better and have 
learned to program bots to move at 
a reasonable pace or to themselves 
move slowly while taking multiple 
surveys to increase profits. 

Straightlining: Giving the same 
answer repeatedly on Likert scales 
will show that a respondent is bored 
but frauds know this will get them 
kicked out or flagged and are un-
likely to do it. 

Attention traps: The “click Answer 2 
if you are paying attention” trap is 
not going to trip up the professional 
survey takers or the frauds who have 
seen this trick hundreds of times. 
If you are going to use traps, they 
should aim to catch someone answer-
ing dishonestly, which is what frauds 
do. Either through testing their con-
tent knowledge or asking questions 
that set up potentially contradictory 
answers, you need to monitor for 
dishonesty.

Open-ends: There is a lot of innova-
tion happening in this space with 
AI and text-based machine learning 
models that make classifying the 
quality of open-ends fast. But at the 
same time AI poses a new prob-
lem. The open-ends are no longer 
silver bullets for detecting fraud: 
the beauty queens can now sound 
product-educated. We’ve even seen 
some beauty queens try to disguise 
themselves by muddying themselves 
up a bit with intentional spelling and 
grammatical errors.

Some newer methods that can detect 
fraud include:

Detect copy-and-paste and odd 
behavior in open-ends: The beauty 
queens need to be dealt with and 
detected. To remedy the situation 
mentioned above that open-ended 
content can no longer reliably expose 
fraud, more sophisticated analyses 
of behavior are needed. The key here 
is that behavior is now the thing to 
watch: like monitoring characters 
typed per minute, the use of copy-
and-paste and looking for repeat 
or questionably similar open-ends 
across respondents. We’ve seen some 
AI-generated answers across respon-
dents in the same survey that are 
nearly identical, enough to then look 
further into device-specific metadata 
and determine they were generated 
by the same person. 

Atypical mouse movements, page 
navigation and browser render-
ing: Bots try to hide what they are. 
Many third-party security plug-ins 
can detect programmatically driven 
browsers like headless Chrome, but 
some bots are subtly obfuscated, so 
the more sophisticated the detection 
of anomalous behavior, the better. 
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Developer console open: No doctor 
or regular consumer should have the 
developer console open while taking 
a survey. Altering the html code of a 
webpage is how frauds block scripts 
and other plugins that would other-
wise catch them. 

Random choosing: As mentioned, 
watching for straightlining is not 
enough to catch frauds, but in its 
place you can use statistical tools to 
differentiate and classify atypical 
response patterns from the larger 
sample. For instance, in a conjoint 
study, isolating and removing ran-
dom choosers. In a large grid, using 
dimension reduction techniques or 
latent-class analysis to isolate anoma-
lous patterns. 

More tools
The panel providers have more fraud-
detection tools at their disposal. Panels 
can see what is happening across 
multiple surveys from different agen-
cies, as well as the response history of 
any single respondent. As mentioned at 
the outset, the proliferation of panels 
and the sub-vending that occurs leaves 
agencies uncertain as to whether all 
panels involved in a recruit are doing 
these things. 

In our opinion panels can and 
should:

Identify professional survey-takers 
based on survey response history. 
This requires the same respondents 
to have the same ID or a means of 
linking IDs across panels. 

Flag problematic respondents. If a 
respondent has been flagged as low-
quality by multiple agencies, it’s time 
to remove them from the panel. This 
requires agencies and panels working 
together to submit quality deletion 
knowledge and reasons and the pan-
els to aggregate that knowledge. 

Pre-screen respondents: Use many of 
the fingerprinting and survey-specif-
ic techniques discussed above during 
panel screen-in surveys.

De-duplication for cross-panel re-
peats: The more panels involved in 
a single sample recruit, the higher 
the duplication rate. Panel providers 
can and should cooperate to prevent 
duplicate survey entry when subcon-
tracting. 

Registration security: IP blacklists, 
Captcha systems and filtering out 
registrations from temporary and 
throwaway e-mail addresses.

Validating professional credentials: 
Require licensure proof for profes-
sionals and cross-checking with 
publicly available data. 

Many panels do these things or a 
combination of them. However, in 
our experience panel quality varies 
substantially. As mentioned, the sub-
vending across panels can create issues; 
for instance, a lower-quality panel is 
brought on at the end of field to get the 
last bit of hard-to-reach sample. If you 
are not watching your data closely, you 
will not know if these sub-vendors are 
providing the same quality as you got 
at the outset. Panels could help here by 
being transparent about sub-vending 
and tracking quality of their sub-ven-
dors to remove or remediate unreliable 
vendors. 

Front-door security as 
prevention
Looking at the above tools discussed, 
it’s clear that agencies and panels 
should be working together to prevent 
fraud: each has their own opportunities 
and strengths to combat the issue. In 
our experience, there is one more thing 
an agency can do to protect against 
fraud and it’s an important one. The 
front door to your survey is the screen-
ing section. The more times a dishonest 
actor accesses your survey, the higher 
the probability they figure out your 
screening criteria and let themselves 
in. Stopping repeated survey touches 
should be one of your highest priori-
ties.

I advise against using an open survey 
link – one that is the same for all re-
spondents. They are easily shared, can 
be used repeatedly by the same person 
and even if you add a unique query 
string label it can be modified to break 
the protections you’ve added. Use re-
stricted survey links that are unique for 
each respondent with a complex hash 
key and only allow those links to open 
the survey. For instance, our survey 
URL links contain a unique 108-alpha-
numeric-character string for each 
respondent. Only links generated by 
us can access the survey, meaning the 
probability of reentering our surveys 

by guessing the hash of another of our 
links is about 4.69×10−195  – which is 
essentially zero. Each link can only be 
used once, then it’s dead. 

By combining unique, restricted sur-
vey links with advanced fingerprinting 
methods, you can block people visiting 
the survey repeatedly from the same 
device. That severely limits a fraud’s 
ability to take the surveys multiple 
times and crack the screener. For 
example, if you signed up with a panel 
using six throwaway e-mail addresses 
and have six unique links to our survey, 
after you use one link and screen out, if 
you try another link from the same de-
vice, we kick you out. Same goes if you 
complete the survey. You will only have 
as many attempts as you have combina-
tions of links and unique devices that 
we haven’t blocked. We are making it a 
pain in the neck for someone to guess 
their way through our screeners or take 
the survey multiple times! 

The solution is collaborative
You may be reading this and thinking, 
“The panel we use says they are con-
stantly looking into this and they say 
they have the highest-quality respon-
dents.” Many panels employ security 
but not all security systems are equal. 
We’ve seen failures in security from 
providers touting rigorous protocols 
dozens of times. I don’t necessar-
ily blame the panels; the incentives 
are misaligned. Panels want to make 
money providing as many respondents 
as possible to agencies, while we as 
agencies don’t want to pay for low-
quality respondents and require strict 
timelines for field. Some audiences are 
hard to find and frauds commit fraud, 
which means bypassing security. It’s a 
complicated issue and the solution is 
collaborative. 

I mentioned at the beginning that 
I don’t believe as an industry we are 
in a respondent quality crisis. I do, 
however, believe it’s a threat we must 
continue to respond to. Based on our 
company’s experience doing extensive 
verification of panel quality from most 
of the major vendors, we believe in do-
ing due diligence to verify data quality 
in an ongoing, systematic manner. 

Mike Booth is director of data and analytics 
at InspiredHealth. He can be reached at 
mbooth@inspiredhealth.io.
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TThere is an increasing need among growing business-to-business companies 
to determine the value of a compelling brand. Often previously overlooked in 
the B2B space, the concept of brand value is becoming more readily embraced 
by the leaders of B2B companies, particularly small and mid-sized firms. B2B 
companies increasingly recognize the value of brand perception and brand 
positioning, regardless of size and industry sector, but often don’t know 
where to begin to measure the value of their brand.

A compelling brand is no longer the domain of consumer-facing compa-
nies, nor a luxury for only sophisticated, mature enterprises. In fact, if not 
nurtured with purpose and communicated with clarity, the lack of control 
over a company’s brand can very much become a liability, particularly if 
competitors are more purposeful and deliberate about their brand’s position 
in the marketplace.

Those new to brand insights and brand development suddenly find 
themselves in somewhat foreign territory. On one hand, they recognize the 
intrinsic value of maximizing their brand’s position in the marketplace; on 
the other, they often are unaware of how nuanced and sophisticated brand 
insights analysis can be. For a startup or fledgling entrepreneurial undertak-
ing, the concept of brand often is relegated to the realm of a company logo, 
tagline and basic brand messaging. 

To elevate a brand and maximize revenue, B2B companies need to under-
stand the entirety of their brand’s value. This can only be accomplished by 
understanding how the market perceives it and then optimizing it at every 
potential customer touchpoint. Yet B2B companies have much less access to 
point-of-purchase data than their consumer-facing counterparts, who often 
can track and contextualize hundreds (if not thousands) of purchases per day 
to harvest data and statistics for valuable brand insights.

 It is for these reasons that growing business-to-business companies and 
emerging franchisors typically strive to move from traditional (and often ba-

••• b2b research

Units of 
measure
Methods for determining your B2B brand’s value

| By Ken Donaven

From brand mapping to apostle 

analysis, burgeoning B2B firms 

have many ways to gauge and grow 

the impact and awareness 

of their brand. 
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sic) brand analyses to more advanced methodologies that yield better insights 
and inform more confident and informed decision-making. 

BRAND INSIGHTS METHODOLOGIES, FROM BASIC TO ADVANCED
The more sophisticated brand insights methodologies become, the more gran-
ular – and, indeed, more actionable – the intelligence yielded becomes. While 
we feel all of the following have merit and application for B2B brands, we 
often start with the most basic brand insights and evolve to more advanced 

methodologies as our B2B clients become more 
sophisticated and purposeful with their brand 
positioning efforts.

Brand funnel analysis
Many insights professionals are familiar with us-
ing a traditional brand funnel to measure brand 
value. Traditional brand funnel questions include:

Awareness: How familiar is the market with 
your brand?

Consideration: What percentage of the market 
considers buying from your brand?

Purchase: What share of the market does your 
brand currently own?

Loyalty: How many customers make repeat pur-
chases from your brand?

Advocacy: To what extent do people actively 
recommend your brand to their friends and col-
leagues and with what degree of enthusiasm?

Studying the behaviors of a market relative 
to your brand is a baseline for understanding the 
current state of brand health. This methodology is 
very valuable as far as it goes. But for many com-
panies and brands, it doesn’t go far enough. That 
said, if a brand has yet to engage in this analysis, 

Figure 1
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it is a logical starting point, as it will 
inform more advanced brand insights 
studies to follow.

Apostle analysis
An apostle analysis (Figure 1) involves 
a combination of customer satisfaction 
(CSAT) metrics along with some ground-
ing in customer spending. Apostle analy-
sis dictates that respondents are divided 
into customer cohorts based on customer 
loyalty metrics, with each cohort studied 
as a distinct buyer persona rather than 
looking at the respondent pool as one 
homogenous group.

The apostles among the respondent 
pool are those who score the brand very 
highly for the CSAT metrics of likelihood 
to repurchase and overall satisfaction. 
On a scale of 1 to 10 against which to 
rate the brand, with 10 being the most 
positive responses, the apostle cohort 
includes respondents who rate both 
metrics a 10.

The value a company derives from its 
apostles in the market is almost always 
higher than other, lower-scoring cohorts. 
Apostles are often brand advocates and 
such individuals do some of the brand’s 
marketing and advertising for the brand. 
By understanding all satisfaction drivers 
and purchase motivators of this specific 
cohort, the brand is armed with valuable 
intelligence as to where to spend its mar-
keting dollars and customer-nurturing 
efforts. 

A brand obviously wants more apos-
tles than it wants those less loyal to the 
brand – call them transients. Transients 
are likely to leave a brand over price or 
some other fickle desire. In many cases, 
you may also have cohorts who score the 
brand very highly on likelihood to repur-
chase but lower on overall satisfaction. 
These buyers are considered hostages and 
they are not your advocates. Such cus-
tomers feel as though they are commit-
ted to a given provider out of contractual 
obligation or lack of viable options, so 
these customers are more likely to aban-
don your brand if other options become 
available. Even worse, some identify the 
extremely negative respondents as ter-
rorists – those looking to actively detract 
from the brand, do it harm or discourage 
others from purchasing. Although these 
are extreme examples, in this day of 
rampant online reviews, identifying and 
eliminating brand terrorists is in your 
brand’s best interest.

Focusing the brand-value analysis on 
various cohorts – especially the apostles 
– yields far more actionable intelligence 
than looking at the entirety of the sur-
vey data and drawing overly generalized 
conclusions that might be imperfect (at 
best) or entirely inaccurate (at worst).

Brand mapping
Brand mapping is an extremely effective 
way to understand your brand’s market 
position. It is conducted by mapping 
customer perceptions of your brand 
across various qualitative or quantitative 
metrics, allowing the brand to draw di-
rect lines from public perception to hard 
numbers such as sales, pricing strategy 
and other financial metrics that move 
the revenue needle in meaningful and 
measurable ways.

Brand mapping analyses – such as 
price-value mapping – allow the brand 
to uncover and visualize opportunities 
to improve upon key metrics according 
to the market’s preferences, rather than 
merely on internal hunches. For ex-
ample, a common brand mapping study 
might examine two metrics – price and 
perceived product quality – beginning 
with internal stakeholder analysis then 
moving out concentrically until the per-
ceptions of the customer are factored in. 

Internal stakeholders may believe 
the brand is perceived very positively on 
both price and product quality. However, 
when considering the perceptions of 
the sales team, it might be revealed that 
both metrics are in reality less robust. 
Perhaps this team is closer to the front 
lines and can more readily access nega-
tive perceptions from the customers’ 
perspective. Finally, when customers are 
surveyed, maybe product quality scores 
are even lower.

Once all of these various insights are 
mapped against the competitive field, it 
becomes intuitive to visualize where the 
brand truly stands in the marketplace. 
Overlaying pricing study data allows 
informed decision-making relative to 
pricing strategy vis-à-vis customer per-
ceptions. As a result, brands can identify 
otherwise hidden opportunities to in-
crease product quality, customer service 
or the perceptions thereof. They may also 
uncover opportunities to position the 
brand at a more premium price point if 
that’s how the brand is perceived by the 
market against competitive alternatives.

Sentiment analysis
As we’ve highlighted in previous contri-
butions to Quirk's (“Art and science: In-
jecting emotion into business-to-business 
marketing,” Quirk’s e-newsletter, July 5, 
2023), even business-to-business brands 
need to work diligently to understand 
the human, emotional drivers behind 
the consumer’s affinity to a given brand. 
In fact, in some cases, it’s even more 
important for them than it is for their 
consumer-brand counterparts.

Businesses typically don’t purchase 
products and services from other busi-
nesses. Rather, people at businesses buy 
from people at businesses. Intrinsically, 
these human buyers and prospects are 
driven by emotion just as much as con-
sumers in retail and other CPG sectors. 
Understanding the brand’s emotional 
value using emotion intelligence (EI) 
methodologies is perhaps the most 
critical – but the most often overlooked 
– brand insights analysis for B2B and 
consumer brands alike.

It’s important to understand which 
emotions drive consumer behavior in a 
given category and to be careful not to 
oversimplify the calculus. Some brands 
actually need to lean into what might 
otherwise be considered negative emo-
tions, such as fear or avoidance. (Think 
insurance and personal injury law, to 
name two examples.) Other brands must 
evoke desire or attraction (say, fashion, 
hospitality or food brands).

However, the nuance lies in under-
standing the connective tissue between 
one’s target market’s preferred emo-
tional state and that which your product 
or service can credibly deliver against. 
Sometimes a negative emotion (fear, say) 
can be a positive purchasing motivator. 
But just because the negative emotion 
may be driving the decision to buy, that 
doesn’t mean the market can’t have a 
very positive sentiment with respect to 
your brand.

An effective approach to studying 
and documenting these emotional driv-
ers works along eight major channels/
dimensions (Figure 2):

•	Pleasant vs. unpleasant – as discussed 
above.

•	Active vs. passive – Pepsi’s “joy” versus 
Coke’s “serenity,” for example.

•	Inward vs. outward – Is a person 
feeling the emotion or is the brand 
expressing it?
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•	Passion vs. dispassionate – A sliding 
scale, ranging from 0 (no passion) to 
10 (a great deal of passion).

Once these emotions are detected, 
documented and aligned along a matrix, 
the brand can build the emotional DNA 
of its brand messaging, visual identity, 
marketing and advertising strategy, 
packaging, customer service, product 
development and so on. It also empow-
ers those who chose to lean into senti-
ment analysis to better identify, nurture 
and celebrate the brand advocates and 
ambassadors who will summon those 
emotions to maintain brand loyalty and 
affinity, as well as to enthusiastically 
recommend it to family, friends and 
colleagues.

Emotion intelligence is largely a 
brand-value-oriented analysis – studying 
the emotional connections between hu-
man and company, product or category. 
Sophisticated EI combines elements 
of both quantitative and qualitative 
data analysis, because emotions are so 
complex, often difficult to express in 
language (as well as interpreting that 
language) and can be deeply buried in a 
person’s subconscious.

Even neuroscience has begun to play 
in this area of research, deploying so-
phisticated technology and tools to study 
emotions in humans by hooking them up 
to machines to detect brain activity and 
monitor chemical changes that might 
demonstrate emotions that they won’t 
necessarily freely articulate.

Of course, AI is gaining favor in this 
arena, as it is in nearly all walks of life. 
However, because we are dealing in un-
derstanding emotions that only humans 
have truly experienced, we believe that 
it’s critical to inject human oversight 
and participation in such studies. We 
call this technique augmented intel-
ligence – the empowerment of artificial 
intelligence applied with the supervision 
and scrutiny of human intelligence.

Lifetime value analysis 
The important thing about brand 
insight analyses is that they don’t exist 
in a vacuum or as a single snapshot in 
time. In fact, another type of study not 
mentioned specifically above is lifetime 
value analysis, which is key to under-
standing whether the value of the brand 
is increasing over time, especially as the 
company grows, its market expands and 
the stakes get higher with each evolution 
of the company’s growth

Lifetime value analysis allows the 
brand to establish baseline metrics, 
using any or all of the methodologies 
explored above, and to chart progress 
over time. This dynamic data set also 
empowers leadership to zero-in on vari-
ous cohorts over time to see how fluid 
various customers are relative to affinity 
and loyalty. We can measure the brand 
loyalist against the brand transient and 
observe brand perception and buying 
behaviors using time-series analysis.

All of this allows the growing mid-
sized business, franchise operator or 

other B2B brand to apply the same level 
of granular analysis that consumer 
brands employ more readily, using real-
time sales data that happens every day, 
everywhere, at scale. Most business-to-
business companies don’t have access 
to such volume of data, so they need 
to mine for it to uncover its hidden 
treasure.

BRAND AS COMPETITIVE ADVANTAGE 
– YOURS OR THEIRS?
At the end of the day, brand value 
analyses should be much more than 
merely intangibles that many often as-
sociate with branding and perception. 
Such studies should be rooted in data 
science and aligned with key perfor-
mance metrics that drive growth and 
impact the bottom line. They should be 
used to capture market share, increase 
profitability and drive specific desired 
financial outcomes.

Regardless of the metrics your 
particular brand chooses to optimize 
for, what’s common to all is that better 
informed equals better decisions. Data is 
out there; it just needs to be mined and 
refined into intelligence. That intelli-
gence, once converted into action, is the 
fuel that the winning brands use to sepa-
rate themselves from the also-rans. 

Ken Donaven is senior director with The 
Martec Group. He can be reached at ken.
donaven@martecgroup.com.

Figure 2
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WWilliam Wrigley, Jr. originally turned to chewing gum as a way to bring 
attention to the premium baking powder he was selling. He included gum 
along with the powder as a kind of cheap, easily portable premium he 
could carry with him as he made his rounds. According to Erin Blakemore, 
“Wrigley may not have come to gum first, but he brought a salesman’s 
savvy to the product. He knew that in order to get gum to consumers, he’d 
have to hook dealers. Soon, gum itself was his main attraction alongside 
free perks like display cases or coffee grinders that sweetened the sale for 
retailers.”1

How much research do you think Wrigley did on gum and baking soda? 
How much research should he have done? No one knows the answers to 
these questions but Wrigley knew (consciously or unconsciously) the secret 
of research whether B2B or B2C: emotion drives sales. His instincts guided 
his decisions but the decisions themselves were based on observations, en-
counters, testing and the best of all research tactics: his own experiences.

We call this idea – of bringing a salesperson’s savvy to the research – 
the Wrigley Effect, which is remembering to use your own human experi-
ences outside of the data to shape research for clients. This makes research 
more than just a numbers game, something anyone can play.

Always doing research 
In one sense, Wrigley had it much easier because the pace of business, the 
pace of life was slower. Yet that didn’t change the fact that he was prob-
ably always doing research on his sales trips, talking to people, observing 
behaviors. His personal, emotional involvement was really research – the 
best kind.

Wrigley’s experience as a salesperson gave him the psychological in-
sight to connect gum to baking powder and then, over time, to see gum’s 
potential. If researchers could be more like Wrigley the salesperson, we 

••• b2b research

Adding the 
human touch
Why B2B research is about more than data

| By Jim Nowakowski
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would rely on our personal experiences to help drive the data and not let 
data be the only driver on the path forward for our clients. Purchasing de-
cisions, after all, are made by human beings, and researchers can’t forget 
to layer the human element into the data.

Speaking on a webinar, Emily Walgenbach, shopper insights lead, 
frozen divisions for Nestlé USA, said, “We can’t get to perfect, but we have 
to get as close as we can get to it because it is better than throwing up 
our hands. We should plan for good-better-best…certainly. But aligning 
ourselves with ‘what’s the insight we can get for right now’ versus ‘what 
we can get in nine months’ is critical. That means research should take 
three months tops. But even then, every month, if not even faster, we are 
reevaluating and updating our scenario-planning.”2 

Walgenbach was expressing that the speed of change at which infor-
mation travels necessitates measurement and remeasurement. In other 
words, no matter how much research you do, there’s always more to do. 
But ask a simple question: What is your client doing with the research you 
just produced? If the answer isn’t “selling more,” you’re probably doing 
the wrong research.

Another complicating factor is the decrease in response rates3 because 
everyone is constantly bombarding their lists with surveys! Our insatiable 
need for insights is overtaxing our main sources of obtaining them.

One or two or 10 surveys or focus groups aren’t going to cut it these 
days. For B2B researchers to be successful, they have to become salespeople 
and be researching all the time. Every piece of evidence – every encounter, 
planned or unplanned – can play a role in eventual outcomes for a project. 
This accumulation of insights gives you unduplicated power to recognize 
the smallest, most insignificant detail that might just spark a meaningful 
recommendation for your client. 

Wrigley didn’t hit the road with the idea 
that chewing gum was going to take off. He let 
the conditions of the road shape his thesis. And 
then once he found it, the rest was history. As a 
researcher, your personal experience can be the 
single most important factor in guiding clients 
properly in using any research tactics. 

Moving targets
There’s a principle in quantum theory (don’t 
stop reading) that says the more the position 
of a particle is determined, the less precisely 
the velocity is known, and vice versa. To put 
it another way, the more you figure out where 
something is, the faster it changes position. And 
the more you figure out how fast it’s going, the 
more you don’t know where it is.

Sound familiar? The conclusions you drew 
from your last research project are obsolete 
but research that merely feeds more research 
is waste; research that feeds sales is progress. 
And because human beings are being measured, 
you need that Wrigley Effect (randomness and 
experience) to make it work.

When measuring emotion in B2B we find 
a purchaser is almost 50% more likely to buy a 
product or service when they see personal value 
– such as opportunity for career advancement or 
confidence and pride in their choice – in their 
business purchase decision.4 And, purchasers 
are eight times more likely to pay a premium for 
comparable products and services when personal 
value is present.5

It’s always been about emotions and the 
Wrigley Effect is the way to bring in emotions 
around a piece of research. If people were ratio-
nal and not emotional, there would be no need 
for research, would there? 2+2 would always 
equal 4. 

It’s always been about 
emotions and the Wrigley 
Effect is the way to bring 
in emotions around a piece 
of research. If people were 
rational and not emotional, 
there would be no need for 
research, would there? 2+2 
would always equal 4. 
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Uncovering emotions in any proj-
ect comes from your own emotional 
involvement in that project – and per-
sonal experiences that you’ve gathered 
over the years. 

CASE STUDY ONE
Once, on a direct-mail campaign, the 
client called, irate about the response 
rate. We were conducting A/B testing 
offers and the client said response was 
“…horrible. It was zero. You better find 
out what happened.”

I have learned there are always – 
always – reasons for things and so after 
driving out to see the client immediate-
ly, I asked to see the non-deliverables. I 
wasn’t formulating a research study to 
find out what went wrong; I was letting 
the situation dictate the recommenda-
tion.

When the batch of non-deliverables 
came in from the mailroom, I picked 
up one envelope from the stack and 
knew immediately what had happened 
(the weight of the envelope told me). 
I opened it with my finger and saw, 
lo and behold, that the offer had been 
sliced off the letter in the lettershop 

process: There was no way for the tar-
get to respond!

You would never know that from 
a spreadsheet. No amount of research 
would provide that insight.

After being embarrassed, I told the 
client, “I’ve seen this before…and I 
would recommend doing the mailing 
correctly to make sure that this was the 
reason for the lack of response.”

The redo actually beat the control 
mailing we were measuring against. 

I could have recommended another 
focus group, another survey, another 
whatever. But being in the field…con-
stantly researching…my experience 
gave me the clues to solve the problem. 
Was this analysis research from a 
survey? What made me ask for the non-
deliverables? The Wrigley Effect!

CASE STUDY TWO
Another time, the IT person came run-
ning into my office saying there was an 
angry person on the phone demanding 
to know where we got his name from 
for the e-mail campaign we had just 
launched for a client. I immediately 
got on the call, first apologizing and 
telling the person we would remove 

his name from our list, never to bother 
him again.

“Fine, but I want you to tell me 
where you got my name,” he said, still 
fuming. “I’ve been getting e-mails all 
day long and I don’t know where they 
are coming from.”

List sources are always interest-
ing, and in this case, the source was a 
comprehensive construction database 
our client had; we were looking for key 
people who controlled the specifica-
tion for faucets in retail stores. This 
person (call him Charlie) was listed as 
the key specifier for over 2,750 stores in 
the U.S. for a major retailer. Our client 
wanted to get on the company’s list to 
supply the faucets.

I told Charlie the truth, that we 
were doing an e-mail campaign, we got 
his name from so-and-so, etc. There was 
silence on the phone for five seconds 
after I finished my story.

“Are you still there?” I asked.
“Yeah, I’m still here,” Charlie said 

with a sigh of relief. “What did you say 
your name was again?”

I told him and he thanked me – 
profusely. He was grateful that I had 
taken the time to tell him where I got 

smell tastesoundsight
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Here are some of the tactics you might consider 
in using the Wrigley Effect in your own work

Conducting surveys and interviews
Most of us believe asking questions about the target’s needs, pain points, decision-making processes and preferences will 
suffice. Use the Wrigley Effect before you launch; visit some targets or make random calls to similar targets and engage in 
spontaneous conversations. You will be surprised by the insights you’ll uncover.

Data analysis
When you analyze an existing dataset and do the usual identification of patterns and trends, purchase history, frequency, 
average order value, etc., pick up the phone and call some of them. We did this with a dataset of 650 continuing-educa-
tion course-takers. In scanning the Excel file, my eye fell upon a designer for Netflix. I called her and found out she used 
our client’s product (lighting) on her set for one Netflix’s major series. The director of marketing looked like the God of 
Marketing at the board meeting the following day after we notified him and shared this single fact. Stopping at the data-
set analysis would have never revealed that nugget but the Wrigley Effect did.

Customer feedback
Traditional tactics tell us to collect and analyze feedback from customers through various channels such as e-mail, social 
media and customer support interactions. This is true of both positive AND negative feedback. The Wrigley Effect, which 
draws on randomness and experience to address issues, means not necessarily using additional research to figure things 
out. That’s what JC Penney did years ago when one of its products (a Michael Graves Design teapot) was compared (be-
cause of its shape) to Hitler on social media. Of course, it spiked in views as word spread but the retailer took a team to 
respond to each and every post regarding this issue. The result? The teapots sold out and became a collector’s item.

Competitor analysis
Study your competitors and their interactions with customers. The Wrigley Effect here is secret shopping – going under-
cover to understand and help your clients position their products properly. When our client came out with a new product 
and was about to be copied by a major competitor, we went undercover into the showroom launch of that product. We 
talked to the product manager for the product, listened as he explained to dealers what the product could do, its ben-
efits, etc. Our report back to the client contained all that information and a simple observation: There’s nothing to worry 
about. Our client was in the market first and we knew the laws of branding: The first brand into the brain, on average, 
gets twice the long-term market share of the No. 2 brand and twice again as much as the No. 3 brand. The Wrigley Effect 
depends on knowledge YOU bring to a situation.

Customer journey mapping
Mapping out the entire customer journey from awareness to purchase and beyond to identify key touchpoints and mo-
ments of truth where customers make decisions or interact with your brand is useful, but use the Wrigley Effect to reveal 
the “wormholes” in the map. These are areas where unseen influencers lurk either to disrupt or help the path to purchase. 
At one trade show, after the show closed, a couple was examining the display for our client. I walked up to them and 
began the conversation. The president of the company was still there and eventually saw me and I introduced him to the 
couple. He took over the pitch and after they left, I asked him if he knew who they were. “No,” he said. “They are archi-
tects – at two of the leading firms in the United States. They are married and redoing their bathrooms and they want to 
use your product in all five of those rooms.” He said I was his best salesperson. I said, “I’m just doing research.” Which is 
what working a booth at a trade show is really all about: research using the Wrigley Effect.

Building trust and relationships
Emotions such as trust, loyalty and rapport are crucial in B2B relationships. Buyers are more likely to do business with 
companies they trust and feel connected to emotionally. A study emphasized the importance of emotional connections in 
driving customer loyalty, repeat business and advocacy in the B2B context: “The B2B elements of value: How to measure 
– and deliver – what business customers want,” by Eric Almquist, Jamie Cleghorn and Lori Sherer, in Harvard Business 
Review, March-April 2018.
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his name, because he was unable to get 
through to any human being anywhere 
else for the past half hour. It was voice-
mail after voicemail, so by the time he 
got me on the phone, I was hearing all 
the frustration that had built up.

We actually had a good, three-
minute, spontaneous conversation, 
especially after I asked him about his 
work. Before he hung up, he said to me: 
“By the way, I’m not the guy.”

“What do you mean?” I asked.
“I mean I’m not the guy you are 

looking for. You want Dave O. for fau-
cets in our stores.” 

And he gave me Dave’s e-mail and 
phone number and told me to say 
that Charlie sent me over. “We work 
together all the time and he’s the one 
your client will want to talk to for put-
ting their product in our stores.”

No amount of research would have 
turned that up. No research technique 
could do this – turn what was not a 
mistake but an emotional encounter 
into an important piece of evidence: 
the exact contact to begin the sales 
relationship. Only the Wrigley Effect 
could do that.

CASE STUDY THREE
We were conducting phone interviews 
with people who purchased and used 
our client’s product. We developed a 
script, found the targets and started 
down the path.

After a dozen calls, the client 
changed the parameters of the re-
search, switching the product type they 
wanted to know about. We adjusted and 
continued, merely altering the script.

I often participate in these stud-
ies myself because it’s not only good 
practice, I use the Wrigley Effect: I go 
off-script when the situation presents 
itself – and it always does! These off-
script variations more often than not 
produce key sales insights for clients.

I was talking to an industrial engi-
neer who owned this product and our 
conversation moved toward his work 
and his passion for the client’s product. 
He had learned about it from his father, 
purchased it and “loved” it. The con-
versation turned on his owning a Tesla. 
The conversation went like this:
Me: And you've been enjoying it [our 
client’s product] ever since. Right?

Engineer: I say it's my favorite thing 
I own. I joke – and it’s no joke – and 

say the Tesla Model 3 is my second-
happiest purchase in my life. The 
[client’s product] is number one.

Me: I would love to hear more about 
this.

Engineer: Absolutely. You think I'm 
obsessed with that thing [client’s 
product]? I tell everyone, “You need 
to get one.” Honestly, it's true. It's 
like, if I could only pick one, where 
I’d be banned from buying a Tesla or 
banned from having [client’s prod-
uct], I give up the car. 

Me: Really? 
Engineer: Yeah, for sure.
Me: What do you attribute that to that 
kind of passion?
For the rest of the conversation 

(which lasted another 22 minutes) he 
told me why, breaking it down like the 
engineer he was. This is the Wrigley 
Effect on full display, because it offered 
unduplicated insight into the level of 
advocacy our client was uncovering 
about their product – only totally unso-
licited, unscripted and so, so human.

Best secret weapon
Research – all research – seeks to guide 
clients on which way to go. Using the 
Wrigley Effect – letting the types of 
personal experience so often found in 
sales guide the research, not just data 
– can be the researcher’s best secret 
weapon.

When Alice meets the Cheshire Cat 
sitting on a bough of a tree during her 
adventures in Wonderland, this conver-
sation takes place:

“Would you tell me, please, which 
way I ought to go from here?”

“That depends a good deal on where 
you want to get to,” said the Cat.

“I don’t much care where–” said 
Alice.

“Then it doesn’t matter which way 
you go,” said the Cat.

“–so long as I get somewhere,” Alice 
added as an explanation.

“Oh, you’re sure to do that,” said the 
Cat, “if you only walk long enough.”

There’s a lot of wisdom in classic lit-
erature, and like Wrigley and the Cat, 
we have to walk long enough to get it. 
Our problem today is not walking but 
running. When you run, you don’t see 
what’s around you; when you walk, you 
see everything. It takes longer when 
you walk, and in this speedy society, 
walking gets overlooked and bypassed.

However, your accumulated experi-
ence can’t be duplicated. Your knowl-
edge gives you the Wrigley Effect basis 
to make recommendations based on 
what you see and hear – not just data.

Start walking. 

Jim Nowakowski is president of Interline 
Creative Group. He can be reached at jim@
interlinegroup.com. 
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WWillingly or unwillingly, today’s brands have stepped into the spotlight as 
unlikely advocates of social causes, such as LGBTQ+ rights, environmental 
conservation and reproductive rights. This coincides with a waning sense of 
faith in traditional leadership platforms, especially when it comes to effecting 
societal change. As such, we see consumers’ expectations shifting – it’s not just 
about products and experiences, it’s about products, experiences, communica-
tions and cultural influences that all combine to make a positive impact.

In some cases, consumer expectations for corporate advocacy – that is, 
corporations’ contributions to, and support of, broader causes – push brands 
into causes and concerns that transcend the products and services they sell. 
Consider Levi’s stand on gun control or Patagonia’s push for sustainability. 
These initiatives have come to define both brands in ways that aren’t directly 
connected to selling jeans and jackets (and yes – we’ll talk about Bud Light in 
a minute).

Long story short, advocacy has become an essential component of what de-
fines success for a modern brand. In our approach to assessing brand strength, 
we use five key metrics to determine market relevance and competitive mo-
mentum. We’ve found that advocacy plays a critical role in driving a brand’s 
momentum but in a world of shifting perspectives, building a growth strategy 
that effectively leverages advocacy can be extremely challenging. Even risky.

As we’ve all seen in recent years, advocacy can breed controversy. There’s 
no getting around it. However, with careful planning, strategic assessment and 
goal-setting, brands can successfully embrace advocacy while minimizing and 
managing potential risks. 

But what, exactly, do we mean by “successfully embracing advocacy”?
A recent Harvard Business Review (HBR) article describes success in this 

area as a “long-term competitive advantage” and increased cultural relevance. 
Moreover, the article frames success as the result of intentional strategies and 
processes that help manage short-term controversy.1 

••• brand research

From a position 
of strength
How to maximize the benefits and avoid the 
pitfalls of corporate advocacy
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With that in mind, let’s take a closer look at why advocacy is so important 
for brands today.

Strong link
Burke’s research on brand growth shows a strong link between advocacy and 
increased topline revenue (Figure 1). When consumers see brands advocating 
for issues they believe in, those brands tend to have stronger business out-
comes as well as a stronger social media presence than brands rated lower in 
terms of advocacy. Furthermore, these brands often show stronger year-over-
year growth than their competitors, demonstrating the link between advocacy 
and business success. 

According to a recent study, a majority of surveyed consumers agree that 
it’s important for companies to think beyond their profits. In fact, 94% of con-
sumers state that it’s important for companies to have a strong purpose and 
83% say companies should only profit if they also deliver a positive impact.2

Similarly, a series of HBR surveys found that when consumers are aware of 
a brand’s societal initiatives, loyalty to and trust in that brand increase.3 The 
surveys also found that employees exhibit greater trust and loyalty – as well as 
more positive word of mouth – when a chief executive’s social-issue commit-
ments are backed by action.

Moreover, Burke’s research also suggests that younger consumers (i.e., Gen 
Z and Millennials) are more attuned to brands’ level of advocacy than older 
consumers. These findings correspond to broader research indicating that a 
brand’s stances and corporate practices are a bigger driver of purchase choice 
for younger consumers.4 However, this isn’t to say that older consumers care 
less about these issues; indeed, controlling for political alignment, there is 
little difference in attitudes across generations. Rather, younger generations 
are simply more likely to expect more from brands in terms of pursuing these 

issues. And, assuming their attitudes stay this way, 
their expectations will only increase over time.5 

Unfortunately, we see plenty of examples 
where brands miss the mark in terms of what and 
how they’re advocating. We all know about Bud 
Light’s poorly received attempt to court a more 
progressive audience by sponsoring transgender 
social media influencer Dylan Mulvaney in 2022. 
Earlier that same year, Target faced accusations 
of abandoning its decades-long advocacy for the 
LGBTQ community when it moved and removed 
Pride merchandise in response to in-store protests. 
Fueled by the pervasive power of social media, 
these situations negatively affected both brands’ 
image and their topline.

As mentioned, advocating for an issue/cause 
never comes without some risk. But remaining 
silent on societal issues presents risks as well. 
Based on our own research – as well as the lessons 
we’ve learned from observing other brands – it’s 
clear that when brands don’t actively manage the 
conversation on their social positions, they run 
the risk of losing engaged consumers to more vocal 
competitors. Moreover, silent brands will miss out 
on opportunities to build a sense of trust and rap-
port with passionate consumers, who often have 
the highest potential for loyalty. 

For example, in 2018, Nike showcased NFL 
quarterback Colin Kaepernick in its advertising 
campaigns during a time of deep polarization 
around Kaepernick’s decision to kneel during the 
national anthem (as a protest of racial inequality). 
While Nike initially lost 3% of its stock value and 
videos emerged of people burning their shoes in 
protest, within a month the stock recouped that 
loss and grew by 5%.6 In the end, Nike did not 
suffer long-lasting financial implications and the 
brand likely benefitted from a favorable impres-
sion among consumers who were engaged by this 
issue. Moreover, it’s likely these same consumers 
will demonstrate continued loyalty to Nike for sup-
porting their beliefs. 

Finding the right path
As a brand, how do you “do advocacy” the right 
way? 

After studying brands that have successfully 
embraced advocacy as part of their growth strat-
egy, we’ve identified six key recommendations that 
can help you navigate the complexities of corpo-
rate advocacy, while managing risk and maximiz-
ing a strong, authentic presence. While the exact 
path forward for any brand is complex and varied, 
these recommendations can help maximize the 
benefits and reduce risks. 

Recommendation 1: Weigh the effect of your 
advocacy on key audiences.

Three main groups will determine if your advo-
cacy efforts are a success: 

http://www.quirks.com


Quirk’s Marketing Research Review // May/June 2024 www.quirks.com56

Current consumers – those who can pro-
mote and buy more of your product.

Potential consumers – those who will be 
drawn to your brand by your advocacy 
efforts.

Your employees – those who will ensure 
your brand delivers authentically. 
Know these audiences and their val-

ues. For both consumer groups, it’s help-
ful to understand the degree to which 
your efforts will influence their purchase 
decisions. This information should 
inform your choice of issue and its place 
in your overall strategy. Consider primary 
and secondary research that can provide 
an objective measurement of these audi-
ences’ beliefs and values.

For employees, you will want to know 
their opinions but it is also important 
to identify who is driving the success of 
your brand and who will be most affected 
by your decision. While advocacy can in-
crease loyalty and engagement, if employ-
ees feel at odds with their employer, they 
may disengage or leave. In all cases, your 
objective is to anchor your decision in 
data, while remaining sensitive to your 
brand’s values and the social context. So, 
make a plan to reach out to these groups 
early and regularly.

Recommendation 2: Build 
authenticity into your advocacy 
strategy. 

For modern consumers, authentic-
ity is of the utmost importance. It is 
closely related to brand trust, which is a 
foundational element of brand strength. 
Consumers can quickly identify when 

companies are wading into waters where 
they have no knowledge or experience, 
rightly tagging them as phony or out of 
their element. Consider advocating for 
issues that align with your corporate 
responsibilities or brand values. Issues 
aligned with the business you are in and 
the benefit you provide are more natu-
rally authentic to your brand. 

Start with your brand’s value proposi-
tion and brand purpose; if these elements 
are missing or outdated, refresh them. 
Clear articulations of your brand’s DNA 
will be essential to identifying the link 
between your brand and its cause. Consid-
er Nike – known for supporting athletes 
– getting behind Colin Kaepernick, or 
Dawn dish soap as an icon for cleanliness 
being used to clean toxic chemicals from 
marine birds. These brands have a logical 
association with their causes.

Recommendation 3: Build 
relationships to ensure relevance. 

Do your homework and make sure you 
pursue advocacy in a truly helpful way. 
Start by creating an organizational struc-
ture and identify the people who will 
manage your commitment for the long 
term. Encourage your leaders to meet 
with leaders of the cause you choose and, 
together, identify what would truly help 
and what would potentially just create a 
distraction. 

For instance, many companies have 
drawn attention to certain issues without 
having a true beneficial impact. It’s 
sometimes called “woke-washing” – and 
consumers have become more adept at 

identifying it, or at times misidentify-
ing it when there is authentic, positive 
corporate intent. 

Recommendation 4: Balance impact 
with visibility.

Despite the inherent value of support-
ing needed causes, your advocacy efforts 
must also provide an effective means of 
promoting your brand’s image and repu-
tation – otherwise your efforts will not 
be justifiable to your organization in the 
long run. At the same time, your motives 
could appear self-serving if you tie your 
advocacy work too closely to your brand, 
so establish an appropriate distance. 

For example, in 2016 Ben and Jerry’s 
created a limited-edition ice cream 
flavor and donated a portion of sales to 
the NAACP to support voting rights. A 
limited-edition product is a great way set 
distance and accomplish business objec-
tives and advocacy. Other tactics include 
sponsoring independent research or a 
conference where your issue is the focus. 

Striking a balance between authentic-
ity and business objectives can be tricky, 
so ensure stakeholders from both your 
brand and the cause are involved in the 
discussions.

Recommendation 5: Plan your 
brand’s response to controversy.

As mentioned, controversy is inevi-
table, but it’s usually only intense in the 
short term. Brand teams can mitigate the 
impact by preparing and vetting respons-
es as well as maintaining consistency in 
their messages and actions.
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Moreover, think of how you see the 
long-term relationship between your 
brand and the issue at hand; assess how 
your strategy and your position will 
shift over time, as society’s perspectives 
on the issue shift. Finally, consider how 
your brand will respond if your position 
becomes divisive. In all cases, balance 
the need to react quickly with the need 
to maintain consistency in your position, 
while also considering new information 
that may alter your position. 

Recommendation 6: Monitor and 
assess advocacy as a competitive 
advantage.

At the end of the day, your brand’s ad-
vocacy efforts must provide a competitive 
advantage over the long term. The goal is 
to reward your employees and stakehold-
ers – both intrinsically and extrinsically 
– based on your brand’s ability to build a 
stronger bond with consumers. 

Once you embark on your advocacy 
journey, monitor your brand’s image and 
actions to ensure you’re getting credit 
for your efforts. Monitoring can also 
help you gauge your brand’s reputation 
for advocacy compared to that of your 
competitors. 

Stand for more
For brands today, there is no magic for-
mula for mastering the machinations of 
advocacy. And there are plenty of ways to 
do it poorly. But this is the reality of the 
modern market – a reality fueled by the 
ever-increasing expectations of modern 
consumers. People today expect brands to 
stand for more. More than their profits 
and, in many cases, more than their 
business. As such, brands must find ways 
to fulfill their obligations as corporate 
citizens while not straying too far from 
their core competencies.

However, if brands can advocate 
for causes that are important to their 
consumer base – while fighting for these 
causes in authentic and transparent 
ways – advocacy can become a valuable 
strategic asset that fosters loyalty, respect 
and, ultimately, growth. 

Not to mention doing some real good 
in the world. 

Eric Scheer is president and chief strategy 
officer at Seed Strategy. He can be reached at 
escheer@seedstrategy.com. Jeremy Cochran 
is R&D manager at Burke, Inc. He can be 
reached at jeremy.cochran@burke.com.
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PProminent signage is key when navigating a new space. This is especially 
true when the majority of a location’s visitors are parents or guardians 
who are attempting to guide themselves while caring for young children. 
In partnership with the University of Southern Indiana (USI), the Chil-
dren’s Museum of Indianapolis used eye-tracking to determine how effec-
tive their wayfinding signage truly was for first-time guests.

The Children’s Museum of Indianapolis, the largest children's museum 
in the world, sees over 1 million visitors annually. It aims to inspire and 
empower children worldwide by cultivating learning, celebrating people 
and encouraging innovation. To achieve innovation themselves, the 
museum’s marketing and external relations and research and evaluation 
staff decided to work with the Biometrix Discovery Lab at USI to gather 
wayfinding insights to understand the effectiveness of their wayfind-
ing signage and how future adjustments can improve it, examining why 
participants are drawn to specific wayfinding signage, what captures their 
attention and for how long, what subtle behaviors they are exhibiting and 
what ultimately affects their decision-making.

The museum recruited a total of 15 research participants using advance 
and day-of recruitment. The museum staff invited friends and family who 
had not yet visited and also asked people as they walked in. Along with the 
opportunity to use the eye-tracking technology, many of those recruited 
were interested in giving back to the museum and were surprised it cared 
enough to conduct studies of that nature.

To qualify for the study, the participants had to be at least 18 years of 
age as they had to consent to have their eyesight and audio monitored 
and recorded. To accurately reflect the kinds of visitors it sees most, the 
museum required participants to have at least one child under the age of 
13 with them. Having children was also important because most parents 
and guardians are often distracted by them, helping them walk through 

••• customer satisfaction research

This way to fun
Eye-tracking research helps Indianapolis museum 
steer guests in the right direction

| By Marlen Ramirez, Assistant News and Content Editor
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crowded areas and listening to their thoughts about the space, resulting in 
them only paying partial attention to the signage as they navigate. Their 
attention is often divided between what they are doing, where they are 
going, where all their belongings are and where their child is.

Being a first-time visitor was a crucial requirement for participants as 
returning customers would likely not use or need the wayfinding signage.

In exchange for their participation, the museum offered those who had 
not purchased their ticket in advance free entrance. It also gave them a 
$20 gift card to its store since most first-time visitors purchase a snack or 
souvenir.

Visual and audio data
For this project, eye-tracking glasses were deemed the most appropriate 
biometric tool to collect data in real time. The eye-tracking glasses let 
researchers capture visual data from participants, allowing them to see the 
behaviors participants might not have remembered, noticed or were not 
able to articulate. They also offered audio data, which allowed researchers 
to gather additional information from the comments participants made to 
their children or party regarding their navigation plans after either seeing 
or not finding directional signage. “We don't know exactly what your mind 
thinks but we know what information your mind was receiving as you 
were making decisions,” says Chad Milewicz, chair of the economics and 
marketing department at the University of Southern Indiana and coordi-
nator of the Biometrix Discovery Lab.

WAYFINDING WITHIN THE MUSEUM
Navigating the museum entrance. The partici-
pants who were recruited in advance were met 
in the parking garage. Since the parking garage 
requires visitors to find the skyway leading 
them to the entrance, the museum wanted to 
gather insights on where the visitors looked and 
how challenging the route was.

When visitors first enter the museum, their 
first mission is often to find the ticket counter 
but how easy does wayfinding signage make that 
task? After entering the museum, visitors are 
faced with crowds and are consumed by eye-
catching sights, often leaving them unable to 
find the signage they need. While researchers 
thought the museum had clear messaging in its 
busiest areas, the heat maps indicated that some 
of the signage in place wasn’t working, includ-
ing a large arrow near the entrance steps. “How 
do you account for the activity of the space and 
design if you are designing it without the activi-
ty there?” says Milewicz, emphasizing that what 
makes the most sense when laying out signage 
in an empty building may prove to be ineffective 
once the museum is full of visitors.

The wayfinding missions. The wayfind-
ing project continued by asking participants to 
scan their tickets at the entry gates, enter the 
Sunburst Atrium and find the outdoor sports 
area, the Riley Children’s Health Sports Legends 
Experience, from the third level of the museum.

While completing these tasks, visitors 
shifted their views upwards as some followed ar-
chitectural details while others were looking for 
ceiling-height banners. The eye-tracking showed 
that some types of signage – including direc-
tions to the museum's current or upcoming ex-
hibits, ongoing theater shows and membership 
messaging – were not as effectively designed or 
placed as they could be.

A task that was noticeably more difficult 
than the others was wayfinding from the third 
level of the museum to the Riley Children’s 
Health Sports Legends Experience. Whether it 
was due to the museum’s layout, a lack of sig-
nage at key intersections or simply a lost sense 
of direction, navigating the route proved to be a 
challenge for many. 

A key component when conducting research 
is to avoid any interference. In this project, 
researchers did not want to influence partici-
pants’ decisions when completing navigational 
tasks. Susan Foutz, director of research and 
evaluation at the Children's Museum of India-
napolis, says a crucial part when answering any 
navigational questions was to encourage them 
without directing them. “We really did follow 
behind them a discreet distance…there were 
people who would turn around and say, ‘Now 
what do I do?,’” says Foutz. Implementing the 
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advice they had received from Milewicz 
and his team, they would respond with 
questions, including “Well, what do you 
think?,” “There’s two ways to go, which 
way would you go?” and “Why don’t 
you walk that way and see.”

Instead of offering every par-
ticipant a map to navigate from, the 
museum only gave them to those who 
asked. “We did get some really cool 
views of people using the map but who 
were still not quite able to figure out 
where they wanted to go,” says Foutz. 
This gave researchers additional in-
sights as to how effective museum maps 
were when trying to find specific areas 
of the museum. 

Triangulate their answers
In addition to wearing eye-tracking 
glasses, research participants also 

completed a short interview to help 
researchers triangulate their answers 
with the data they collected. To better 
grasp their thoughts, participants were 
asked if they recalled any specific mes-
saging about the events at the museum 
or museum memberships. While re-
searchers could see the visual data from 
the eye-tracking glasses and heat maps, 
they still wanted visitors’ input on 
what caught their attention the most, 
what they remembered and if they had 
any specific difficulties navigating the 
space.

Researchers also asked about par-
ticipants’ experience navigating from 
the interior of the building to the Riley 
Children’s Health Sports Legends Expe-
rience. They were asked what tools they 
used to find it, how challenging they 
found it and if they had any sugges-

tions to improve navigation including 
implementing a color-coding system or 
adding a staff member to the area to 
answer questions.

While the participating adults were 
asked the questions, children weren't 
afraid to voice their input. Foutz says 
that at times children would pay more 
attention to the signage and its location 
(“It was right there on that monitor, we 
walked right under it, mom.”) or would 
be more than happy to brag about 
knowing where to go next, contradict-
ing what their parent or guardian 
ultimately did. “I should have just 
listened to him,” says the father of an 
eight-year-old who suggested going the 
correct way. 

Another important finding high-
lighted by both Foutz and Milewicz was 
that when a stimulus was used on one 
side of the museum, the participants 
would often continue to look in that di-
rection, even after they had passed the 
attraction. “One of the things I’ll keep 
going back to is this idea that if visitors’ 
attention is drawn and they look one 
direction, they're going to keep looking 
in that direction for a long time…even 
if that thing that drew their attention 
has already passed, they're still looking 
that way,” says Foutz. 

“People never went 180 degrees 
to the other side of their vision,” 
says Milewicz. “Their attention was 
attracted towards exactly what you 
wanted them to look at but then, after 

Biometric tools let researchers capture behaviors that participants were un-
aware of. They can offer insights that may have gone unnoticed including how 
much longer one sign captured their attention than another, if they noticed 
specific signs or images or what locations they found the most confusing as 
they navigated the new space. 

Audio was an additional method of data collection in the Children’s Museum 
of Indianapolis research project. It allowed researchers to listen and analyze 
information from participants who voiced their thoughts to themselves or their 
party throughout the project. Comments were made about finding signage and 
to young children about trying to find the way to a certain area. Audio and 
visual data was gathered in real time, offering researchers the opportunity to 
see exactly how first-time visitors experienced the space.

As visitors shifted their views upwards in spaces like the Sunburst Atrium, some followed architectural details while others were looking for ceiling-height 
banners. The eye-tracking showed that some types of signage – including directions to the museum's current or upcoming exhibits, ongoing theater shows and 
membership messaging – were not as effectively designed or placed as they could be.
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they turned from that major item, their 
vision never went 180, it always went, 
at best, 90 degrees.” 

This insight helps researchers 
understand why some signage received 
little to no attention. If signage is 
placed immediately after a large attrac-
tion in the opposite direction of it, it 
can be predicted that few people will 
notice it.

Gradual adjustments
The museum’s goal was not to complete-
ly redesign its layout or to purchase 

new marketing materials but instead 
to use the insights gathered to make 
adjustments to the signage. “We do 
want to use the data to inform our deci-
sions going forward,” says Foutz. “We’re 
not going to tear down every sign and 
start over, we're going to replace things 
gradually.” 

The museum staff implemented 
the insights when replacing seasonal 
materials, like multi-story banners, 
this past winter. They chose to feature 
signage that consisted of more visuals 
and fewer words.

Great first impressions
When visiting a new educational place 
like a museum, zoo or other attraction, 
exploring and having fun are the top 
priorities. The last thing any facility 
wants is for its visitors to have a rocky 
start to their adventure by feeling 
lost, frustrated or confused by how to 
navigate the entrance and its exhibits. 
As the staff of the Children’s Museum 
of Indianapolis found, conducting 
research is an effective way to help en-
sure guests of all ages continue to have 
great and lasting first impressions. 

While the heat maps indicated that some of the signage in place wasn’t working, including a large arrow near the entrance steps, the museum’s goal was not to 
completely redesign its layout or to purchase new marketing materials but to instead use the insights gathered to make gradual adjustments and improvements 
over time.

The participants who were recruited in advance were met in the parking garage. Since the parking garage requires visitors to find the skyway leading them 
to the entrance, the museum wanted to gather insights on where the visitors looked and how challenging the route was, especially for parents with curious, 
excited kids in tow.
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WWhat gets customers excited about a product? What are they anticipating 
before it even goes to market? What is it about a product that generates the 
most buzz? Marketers can now potentially unlock the answers to these ques-
tions through a new way of analyzing data: hype analysis.

Hype analysis revolves around the strategy of understanding the path-
ways to significant anticipation and enthusiasm among consumer-driven 
communities of interest that have become key to driving the hype that sur-
rounds a brand, service or product by imbuing these with community status. 
Integral to hype analysis is the growing power of internet communities of 
fans or followers who collectively form a fandom. These niche fandoms con-
stitute a community of devoted enthusiasts deeply involved with the brand, 
product or franchise. 

Drawing on Zoe Scaman's trailblazing insights in her Substack post "The 
new formula for fandom," our hype analysis methodology highlights the 
evolution of fandom into an essential cultural and commercial asset across 
diverse areas such as fashion, music, sports and other burgeoning sectors. 
Following Scaman’s work, the core of our hype analysis is deepened by the 
integration of community, autonomy and equity. This shift points to a future 
of more inventive and cooperative community involvement, driven by algo-
rithmic interest networks, the development of highly specialized niches and 
social infrastructures. 

This approach is a fresh way to understand and incorporate the role of 
community in marketing beyond seeing them as a place to serve program-
matic ads. By understanding what drives communities, we can do a better job 
of forming bonds and co-creating with the most passionate individuals.

Hype analysis can offer brands actionable insights into fandom, letting 
marketers and researchers understand and quantify the what, why and how 
happening in fan and consumer conversations in social media and popular 
online communities like Reddit. The driving force behind hype analysis is the 

••• consumer psychology
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customer excitement
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power of AI and natural language processing to analyze large amounts of this 
chatter into patterns and turn them into actionable insights.

In this article, we delve into how hype analysis can help market research-
ers and brands, its potential advantages over social listening and how AI 
makes it all possible.

Excitement drives sales
It’s safe to say that hype, or excitement, drives sales and brand engagement. 
Products that successfully generate positive hype can sell out rapidly due 
to increased consumer demand, whereas those that fail to create or sustain 
hype might suffer from slower sales, discounting, product returns or negative 
market reception.

Hype analysis involves using AI to track, combine, classify and analyze 
consumer and fan conversations to understand their impact on product de-
mand and sales performance – helping marketers and analysts gain insights 
into the mechanisms by which hype drives or hinders market success. When 
customers are excited about a new product on the market, often underpinned 
by an influencer marketing campaign, they will flock to social media and 
online communities like Reddit or TikTok to discuss this product with others 
who share their interest. Potential customers will use search engines to learn 
more about it. If the campaign is a real success, it will spill over into main-
stream media coverage.

All of online buzz provides a rich tapestry of insights for market research-
ers. It captures the fan community sentiment from a product’s most engaged 
and knowledgeable audience and reflects organic consumer reactions, giving 
brands a holistic view of a product’s perception. 

In addition, hype analysis involves recognizing that different consumer 
categories have distinct factors driving their hype. For example, coffee enthu-
siasts often discuss product quality, scrutinizing every aspect to inform their 
purchasing decisions. In contrast, the sneaker community’s hype is propelled 

by a mix of early leaks, influencer endorsements 
and the intentional scarcity of products. 

When analysts acknowledge the specific driv-
ers of excitement in each category, they can better 
predict market trends and identify key levers for 
generating and sustaining hype. These levers in-
clude messaging and search engine optimization. 

Making sense of qualitative and 
quantitative data with AI
Hype is measurable through both qualitative and 
quantitative means. Qualitative analysis involves 
analyzing language to understand concepts, 
opinions or experiences. It helps marketers under-
stand what consumers think and, most impor-
tantly, why they think these things. 

Quantitative analysis involves objective mea-
surements and the statistical, mathematical or 
numerical analysis of social data metrics (social 
media mentions, review scores and search engine 
queries) and answers to surveys. For researchers, 
it can be expensive, time-consuming and taxing to 
measure hype from these multiple data sources, 
let alone classify it and find hidden patterns. 
Hype analysis, therefore, must rely on AI, large 
language models (LLMs) and natural language 
processing to reveal the why behind the numbers. 
Tools that combine generative with classical AI 
can unlock capabilities when it comes to hype 
analysis. These tools can analyze conversations 
and online mentions – including positive and 
negative reviews within fan communities, the 
frequency of these mentions and organic search 
volume – and quickly extract information about 
what people are saying about a product. 

In addition, AI can help analysts ask questions 
from the data using plain language – including 
questions that combine both qual and quant met-
rics – substantially reducing the time to insight. 
The latest AI platforms let analysts verify the 
AI-generated insights for accuracy by tracing the 
AI claims back to the datapoints that underpin 
the insights, effectively mitigating the misleading 
hallucinations that are intrinsic to even the most 
sophisticated LLMs and gen AI tools.

While AI takes care of the data analysis, mar-
ket researchers and brands can use hype analysis 
to focus on what’s most important: engaging with 
consumers and building loyalty.

Emotional and psychological triggers 
Hype analysis offers marketers and researchers a 
data-driven toolkit for understanding consumer 
behavior, predicting market trends and crafting 
effective marketing strategies. First, it analyzes 
the source and nature of hype, giving research-
ers valuable consumer insight. Hype analysis 
reveals the emotional and psychological triggers 
behind consumer enthusiasm, which allows for 
more tailored and resonant marketing messages. 
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Additionally, it can help create targeted 
marketing campaigns – identifying the 
most effective channels and messages 
to reach audiences. By knowing where 
the conversation is happening and what 
resonates with their target consumers, 
brands can craft campaigns that are 
more likely to capture attention and 
generate excitement.

Hype analysis also helps analysts 
identify emerging trends before they be-
come mainstream. When researchers can 
monitor the early signs of consumer in-
terest and excitement, they can forecast 
market shifts, helping companies stay 
ahead of the curve in product develop-
ment and marketing strategies.

Additionally, market researchers can 
use hype analysis to better understand 
what aspects of a product generate the 
most buzz. These insights can inform 
product development and innovation 
and help companies focus on features in 
future iterations or new products that 
align more closely with consumer desires 
and expectations.

When it comes to reputation manage-
ment, hype analysis can serve as a tool 
for assessing emerging risks associated 
with new product launches or marketing 

campaigns. Researchers can understand 
the negative aspects of hype, such as con-
sumer skepticism or a backlash against 
perceived over-marketing, allowing their 
companies to adjust their strategies 
proactively.

In addition, hype analysis can 
support influencer and partnership 
strategies by identifying key influencers 
and analyzing their content, which can 
contribute to building hype and optimiz-
ing influencer and collaborative efforts. 
Marketing budgets can then be allocated 
to the most impactful collaborations and 
promotional activities.

Ultimately, timing is everything, 
and hype analysis can guide brands in 
choosing the best moment to unveil new 
products to maximize media coverage 
and social buzz by understanding when 
and how consumer excitement peaks. 

Hype analysis is also useful when it 
comes to brand positioning and differ-
entiation. By understanding what drives 
hype in their industry, brands can posi-
tion themselves to stand out in a crowd-
ed market. Insights from hype analysis 
can reveal unique angles for differentia-
tion, whether through product innova-
tion, marketing messaging or customer 

experience enhancements. Furthermore, 
when market researchers understand 
the mechanics of hype around other 
products, they can help give their client 
a competitive edge. Hype analysis on 
the competition helps companies adopt 
successful strategies from other sectors 
while also avoiding pitfalls that led to 
failures within other companies.

Hype analysis vs. social listening
Until recently, the primary means of 
accessing vast amounts of community-
level data was through social listening 
tools. These tools provide marketers with 
a comprehensive overview of consumer 
activities across various social media 
platforms, despite limitations such as 
the restricted access to data within 
the "walled gardens" of Facebook and 
Instagram, among other online forums. 
By capturing real-time conversations, 
sentiments and trends, social listening 
has been invaluable in understanding 
the discourse within micro-communities 
on brands, products, competitors and 
industry-related topics. 

However, while effective in outlin-
ing the what (what is being said about 
a brand), the who (who is discussing 

Quirks.com/Tools/Calculator

Free  
Statistical 
Calculator

Easily perform the following functions:
•  Chi-square test
•  Fisher ’s exact test
•  Binomial test
•  Poisson events test
•  One-sample t-test between percents
•  Two-sample t-test between percents 
•  Confidence intervals around a percent 

•  Independent samples t-test between means
•  Confidence interval around a mean
•  Compare sample mean to population mean
•  Compare two standard deviations 
•  Compare three or more means
•  Determine sample size for percents
•  Determine sample size for means 
•  Sampling error for a given sample size 
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the brand) and, to an extent, the where 
(which channels are being used for 
the discussions), it doesn’t unpack the 
underlying excitement or momentum 
driving these discussions – a task that 
still requires a great deal of manual work 
from a trained analyst. 

Hype analysis delves deeper into 
understanding consumer perspectives 
by focusing on the how and why behind 
their evaluations of brands and products. 
It zeroes in on the ways consumer audi-
ences and relevant niche communities 
perceive and integrate brands, products 
or services into their lives. This ap-
proach, powered by AI-driven qualitative 
analysis, lets researchers uncover the 
reasons underlying a brand's momentum 
or lack thereof. By examining how these 
communities and engaged consumers 
make sense of a brand's role, hype analy-
sis can simplify the analytical process 
by decoding the values and expectations 
within these communities.

This approach provides a detailed per-
spective on brand perception, facilitating 
an in-depth exploration of consumer 
attitudes and behaviors. It can liberate 
analysts to delve into the nuances of 
attitudes, motivations and shifts within 

communities that brands face daily. 
By focusing on the factors that drive 
consumer interest and their influence on 
market dynamics, this method can offer 
marketers a unique edge. It allows for 
a thorough analysis of the specific ele-
ments that fuel consumer engagement, 
assisting brands in crafting marketing 
strategies that resonate with their audi-
ence's motivations and aspirations.

Hype analysis not only enhances 
marketing precision but can also improve 
demand forecasting by analyzing the 
buildup of excitement prior to a product 
launch or event. This predictive capac-
ity allows companies to fine-tune their 
supply chain and marketing tactics, 
positioning them to seize market op-
portunities proactively. Furthermore, 
by exploring the depth of consumer 
enthusiasm and its roots, hype analysis 
empowers companies to replicate suc-
cess or circumvent failures in future 
initiatives, offering a strategic edge in 
understanding and leveraging consumer 
excitement.

Opening the promise of big data
Market researchers have an enormous 
amount of data available at their finger-

tips but have struggled to generate ac-
tionable insights from it. Hype analysis, 
made possible by AI and LLMs, combined 
with natural language processing, opens 
up the promise of big data – which has 
been a marketing industry topic of 
conversation for well over a decade – and 
puts the tools of analysis in the hands of 
people who don’t hold advanced degrees 
in mathematics or chaos theory. With the 
speed of development on AI, we are just 
scratching the surface of its vast capa-
bilities in hype analysis and marketing 
research. 

PK Lawton is chief strategy officer at 
Sister Merci. He can be reached at paul@
sistermerci.com. Marcelo Bursztein is founder 
and CEO of NovaceneAI. He can be reached at 
mbursztein@novacene.ai.

Industry judges needed
Quirk’s is looking for qualified judges to help 
choose the 2024 Marketing Research and Insight 
Excellence award winners! 

•  Easy-to-use platform

•  Judging takes place in August 

•  No meetings or discussions

You will be mentioned during the award 
celebration and receive a social media graphic 
to post after the judging period ends.

For more information contact  
Maddie Swenson (maddie@quirks.com).

quirksawards.com
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QUIRK’S EVENT — NEW YORK 2024

1440 Foods | A+E Networks | AB InBev | Abbott | Abbvie | Altice USA | American Red Cross | Amica Insurance 

| Applegate | Armstrong World Industries Inc | ASICS | AT&T | Audible | Bayer Consumer Health | BBC News 

| Beam Suntory | Beiersdorf, Inc. | Better Life Ventures | BIC | Blaze Pizza | Bose Corporation | Capital One | 

Chegg | Chick-fil-A | Chobani | Citi | Clorox | Coca-Cola | Colgate-Palmolive Company | Combe Incorporated 

| Comcast | Con Edison | Conair LLC | CVS Health | Diageo | Doctors Without Borders | Dotdash Meredith | 

Duquesne Light | e.l.f. Beauty | eBay | Edgewell Personal Care | ELC | Elevance Health | eMoney Advisor | 

Estee Lauder Companies | F&G Life | Fiserv | Fresenius Medical Care | Fujifilm North America Corp. | GAF 

Materials Corporation | GCI Health | GoGo squeeZ | Gravity Global | Great Lakes Cheese | GSK Consumer 

Healthcare | Guardian Life | Haleon | Harris Teeter | Healthfirst | Henkel | Herbalife | Hormel | IBM | i-Health / 

DSM | Immunovant | International Game Technology (IGT) | J.Crew Group | Jagermeister | Jokey Industry LLP 

| JPMorgan Chase & Co. | Kenvue | Krupp | Land O’Frost | Landor  | LinkedIn | L’Oreal USA | M Booth | MAC 

Cosmetics | Macy’s, Inc. | Madewell & J.Crew | Mars Wrigley Confectionery | Masonite | Mastercard | Materne 

North America | Merck | Microsoft Corporation | Mondelez International | MoneyGram International | Morgan 

Stanley | Mutual of America | National Debt Relief | Navy Federal Credit Union | NBC News | NBCUniversal 

| Nestle Health Science | New York Life | New York Times | Newsday LLC | Nissan North America | Northstar 

New Jersey Lottery | Northwestern Mutual | Nutrafol | Orbis International | Organon & Co. | Our Place | OURA 

| Paramount Global | Party City | Penn Mutual | PepsiCo | Pernod Ricard | Philips Personal Health | Pixel United 

| pladis global | Popular Bank | Portland General Electric | Project Management Institute | Prudential | PTC 

Therapeutics | Publicis Health Media | Pudding Rock LLC | PVH Corporation | Quest Diagnostic | Reckitt | Reckitt 

Health USA LLC | Remy Cointreau | Robertet | RSM US | Rust-Oleum | S&W | Samsung | Sanofi | Sargento Foods 

Inc. | Sesame Workshop | Shiseido Americas Corporation | Showtime | SiriusXM | Smith & Wesson | Source 

One | Square | State Farm | Stryker | Swisher International | Synchrony Financial | Takasago International Corp. 

| Tamman Inc. | Tapestry | Target| The Economist | The Happy Egg Co. | The Hartford | The Knot Worldwide | 

Travelers | Udemy | UM | Understood.org | Unilever | United Concordia Dental | United States Tennis Association 

| UnitedHealthcare | Upfield | USP | Vanguard | Verizon | VML | Voya Financial | Walmart | Warner Bros. 

Discovery | Welch’s | Wella Company | Western Governor’s University | WL Gore | Wyndham Hotels & Resorts

YOU’LL BE IN GOOD COMPANY...
 Below is a list of just some of the corporate brands that attend the Quirk’s Event.
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Don’t throw away your shot! 
Your next presentation should 
be…a poem? 
Vanguard

Leading with Black insights 
Hunter-Miller, Inc.

Connecting the dots to deliver 
creative that drives full funnel 
awareness and business results 
LinkedIn

Inclusive research: Unveiling the 
truths of Latino consumers 
COMARKA Research

ALT, CTRL, SHIFT and UNDO: 
The 4 keystrokes that define the 
Gen Z worldview 
GTR Consulting; Session curated by QRCA

Closing the loop with your customer 
Pixel United

One of the biggest drivers of customer satisfaction is closing 
the loop aka telling the customers what we are doing with their 
data. Although it is a huge driver, it is often overlooked or done 
via impersonalized, mass messages. This approach leaves a lot 
of value on the table. Our study will show the results of a series 

of mini tests we conducted doing different types of personalized close-
the-loop messages. It will also show our partnership with our data science 
team and the impact each of those mini tests had on our business KPIs 
(spend, tenure, engagement).

The sky is falling! Why 
didn’t anyone tell us? 
Organon & Co., LLC and Merck & 

Co. Inc, USA
It’s one thing 
to see future 
possibilities. It’s 
quite another 
to bring them 
to life and 

make them actionable in the 
present. Too often insights 
into macro trends and the 
changing landscape fail to 
land with business leaders 
who are focused on delivering 
results today. Trends are seen 
as interesting but not terribly 
relevant in the moment. It is 
hard to get attention, and 
harder yet to get traction, for 
something that feels far away.

Your consumers are talking. Are you listening? How consumer-
centricity sparks innovation ideation at Mondelez 
Mondelez International

At Mondelez, understanding how and why people snack 
is a full-time obsession. The maker of Chips Ahoy, Triscuit, 
Oreo and dozens of other A-list snack brands focuses year-
round on discovering the emerging signals and consumer 
expressions that show us the path to new treats based on 
consumer tensions and unmet needs. Learn how Mondelez 

is mining unprompted consumer data from social listening, search and 
ratings and reviews to uncover emerging signals, understand consumer 
needs and spark ideas for product and marketing innovation.

LEARN FROM THE BEST IN THE BUSINESS

Quality quest: Navigating the 
challenges of opt-in samples 
through hybrid solutions 
SSRS

Vanishing acts: Demystifying no-
shows in health care 
Sarid Research Institute

Consobox: Unlocking the power 
of historical data to drive insight, 
innovation and partnership 
Curion and L’Oréal

 NEW YORK

Neurodiversity: 
Understanding the 
largest target audience 
you’ve never considered 

Understood.org
Understood.
org researchers 
will get you 
thinking about 
the estimated 

70 million Americans who 
learn and think differently 
(ADHD, dyslexia, etc.). Gain 
insights on differences in 
learning and thinking that will 
inspire consideration of this 
often “invisible” yet sizable 
audience as valuable to your 
brands, your research and 
your life!

http://www.TheQuirksEvent.com
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NETWORKING

Real Networking Technology
The Quirk’s Event utilizes the 
technology-enabled Klik badges 
and app, offering easy and 
fast networking in a touch-free 
environment. Attendees in close 
proximity can quickly exchange 
information simply by both 
pressing and holding down the 
bottom of the badge. Bright LEDs 

will illuminate and flash, letting you know that 
the information has been exchanged.  All your 
connections are stored in the app, allowing 
you to chat and reach out.

Additional Networking

The Research Club and Women 
in Research (WIRe) will also be 

hosting networking parties during 
the events. Make sure to check out 

the Networking pages to learn of 
all the opportunities to connect 

with friends old and new.

Expo Hall Celebration

During the last hour of the event, mingle in 
the expo hall — grab a beer or wine and stroll 
through the expo hall to learn and experience 
all of the latest and greatest the industry has 
to offer.

cocktails
WITH

After the first day of the show is done, mingle and 
network in the expo hall and take in the experiences 
with other attendees. Free drinks and appetizers will 
be provided. Select exhibitors offer fun and tasty 
beverages at their stand.

 & FUN

Be Yourself LGBTQ+  
Pub Meetup

The evening before the Quirk’s 
Event begins meet fellow LGBTQ+ 
researchers and allies for a beer or 
cocktail. There is no pre-registration 
required. Drinks and food will not 
be provided but are available at 
the bar. See thequirksevent.com/
new-york-2024/networking/ for more 
information.  

Karaoke Cocktail Reception

Sing your heart out, sip on delectable cocktails and create 
unforgettable memories with your fellow researchers. 
There will be a friendly competition, with prizes, for the 
most enthusiastic performer with the ability to captivate 
the audience!

http://www.TheQuirksEvent.com
www.thequirksevent.com
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Evolving Insights
Founded 2020 | 10 employees
Founder and CEO, Jessica Dogali

Evolving Insights 
is your premier 
partner for na-
tionwide market 
research recruit-
ment, excelling in 
both qualitative and 
quantitative proj-
ects. Our project management sets 
the industry standard, characterized 
by meticulous attention to detail and 
unparalleled responsiveness. We offer 
comprehensive telephone interviewing 
services, leveraging our expertise to 
conduct insightful conversations with 
participants. Additionally, our numer-
ous in-house CATI stations help stream-
line data collection, ensuring efficiency 
and accuracy. With a commitment to 
excellence ingrained in every aspect of 
our services, Evolving Insights delivers 
actionable insights that empower in-
formed decision-making, making us the 
go-to choice for organizations seeking 
unparalleled research solutions.

Phone 1-551-815-5626 
www.evolvinginsights.net

Fieldwork
Founded by moderators 1980 | 400 employees
Steve Raebel, President

Let us support you! We know what you 
need. Our specialties feature consumer 
(including global) research, medical, 
physicians and patients, B2B, mock 

Telephone interviewing offers companies a wide range of 
respondents. Since most people always have their phones with 
them, telephone recruiting can result in high response rates. 
Companies that specialize in this method are prepared with the 
necessary tools and tech to reach your desired audience.

The following companies are ready to assist with any telephone 
interviewing needs. Whether you need a CATI call station 
operating 24/7 or need to reach niche audiences in a wide range 
of languages, these companies can offer you the reliable services 
you require. 

••• special advertising section

12 TOP  
TELEPHONE 
INTERVIEWING 
COMPANIES

12 Top Telephone Interviewing Companies
SPECIAL ADVERTISING SECTION

http://www.evolvinginsights.net
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jury, CX/UX, taste tests and sensory 
research. For over 40 years, Fieldwork 
has recruited the highest-quality con-
sumer, medical and business respon-
dents both through and far beyond 
databases, using proven methods to 
reach your audience. We believe in a 
customized approach to recruitment. 
Fieldwork provides unsurpassed project 
management and our commitment 
to hospitality and solutions-driven 
partnership is at the core of everything 
we do. When you choose Fieldwork, 
customer service will seamlessly blend 
into the background while we handle 
the details and create the perfect 
environment for your next research 
project. Focus on the research. We’ll do 
the rest!

Phone 1-800-863-4353 
www.fieldwork.com/market-research-services

High Beam Global 
(HBG)
Founded 2010 | 150 employees
Rajat Sahni, Founder

With more than 14 
years of delivering 
quality research, High 
Beam Global (HBG) is 
one of the top-rated 
market research and 
data collection firms, 
globally. HBG’s unpar-
alleled research expe-
rience and domain knowledge adds an 
authentic layer of competitive advan-
tage. Our clients call us as their “trust-
ed global partner in success.” HBG 
stands out for its unmatched expertise 
in audience sourcing, leveraging an 
extensive proprietary database of more 
than 10 million business decision mak-
ers across industry domains and job 
functions. With in-house capability to 
utilize multimode research solutions, 
HBG becomes a top choice for research-
ers and advisors, globally. Our team 
of 150 highly experienced and skilled 
researchers, interviewers/moderators 
and project managers ensures that each 

project is delivered within timelines 
and with utmost quality. We don’t just 
help our clients acquire insights, we 
strive to add value at each level of our 
collaboration.

E-mail rajat.sahni@highbeamglobal.com 
www.hbgknowledge.com

I/H/R Research Group 
LLC
Founded 1976
Steve Clark, CEO

I/H/R Research 
Group specializes 
in providing the 
highest-quality 
marketing research 
data collection using 
both traditional and 
online methodolo-
gies. Our experi-
enced CATI team delivers representative 
best-in-class data across a variety of 
categories including consumer sur-
veys, political polling, CSAT, NPS, B2B, 
health care, multilingual, qualitative 
recruiting, executive interviewing, as 
well as multimodal studies. Our state-
of-the-art Las Vegas call center is fully 
TCPA-compliant and offers digital call 
monitoring/recording to ensure quality. 
We offer full programming capabilities 
and accept survey links from any plat-
form. We are experts in conducting low-
incidence studies using RDD, ABS and 
superior targeted sampling methodolo-
gies, and adhere to traditional AAPOR/
government-based data collection 
standards. Together with our sister com-
pany, Scientific Telephone Samples, we 
are one of the only CATI vendors with 
a full-service sampling company under 
the same management. Our seasoned 
team, high-quality standards, affordable 
CPI for both landline and wireless inter-
views and decades of sampling expertise 
distinguish us from the rest.  

E-mail info@ihr-research.com 
Corporate office/sales 1-888-761-8985;  
Call center 1-702-734-0757 
www.ihr-research.com

Information 
Specialists Group
Founded 1993 | 12 management employees
Bob McGarry Jr., CEO

Information 
Specialists Group 
offers a complete 
range of research 
services, from 
consultation and 
customized study 
design to data collection, analysis 
and reporting – for virtually any type 
or size of quantitative or qualitative 
study. Our in-house data collection 
capabilities include phone recruiting, 
phone surveying, phone recruit-to-web 
surveys, online programming and host-
ing, as well as live intercept interview-
ing. Well-known for more than 25 years 
of experience reaching the hardest-to-
find and hardest-to-engage B2B and 
B2C audiences, some industries we 
routinely serve include agriculture, 
financial services, health care, indus-
trial manufacturing, legal and medical 
technology. Clients appreciate excep-
tional service and our turnkey ability 
to support critical decision-making 
with actionable intelligence. 

Phone 1-800-279-5314 or 1-952-941-1600 
www.isgmn.com

Insights Opinion
Founded 2015 | 100 employees
Sharoz Ghauri, CEO

Insights Opinion 
stands as a globally 
recognized leader 
in the field of data 
collection services, 
specializing in CATI 
and online panel 
services. Our cut-
ting-edge CATI center boasts an impres-
sive array of over 150 stations, equipped 

12 Top Telephone Interviewing Companies
SPECIAL ADVERTISING SECTION
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with state-of-the-art features including 
call recording, live bargaining and a 
comprehensive quality-auditing system. 
This allows us to offer extensive mul-
tilingual support to cater to a diverse 
range of project needs. With a wealth of 
experience spanning consumer, B2B and 
health care sectors, we pride ourselves 
on delivering meticulously tailored 
solutions to meet the unique demands 
of each industry. Additionally, as an ISO 
20252- and 27001-certified company, we 
are dedicated to upholding the highest 
standards of quality, ensuring unparal-
leled data integrity and confidentiality. 
Moreover, our commitment to compli-
ance extends to strict adherence to 
telecalling privacy laws, providing our 
clients with added assurance of the pro-
tection of their sensitive information. 

Phone U.S. 1-646-475-7865; U.K. +44 20 
3239 5786; India +91 120 498 7860 
www.insightsopinion.com

Ironwood Insights 
Group LLC
Founded 2017 | 300 employees
Brian Cash, VP Research Services

Ironwood Insights 
Group is a recog-
nized industry 
leader in quanti-
tative telephone 
research. With 
three domestic call 
centers, an offshore 
call center and an 
extensive remote interviewing staff, 
Ironwood boasts one of the largest-
capacity telephone data collection 
operations in the industry. We bring a 
best practices mind-set to all of our tele-
phone engagements, applying special-
ized knowledge to consult across a full 
spectrum of services: survey design and 
programming, precise sample and quota 
management, stringent dialing proto-
cols and data security measures. Our 
systems and data collection operations 
seamlessly integrate to accomplish com-
prehensive multimode methodologies, 
incorporating online, text-to-web and 

e-mail. Operationally, Ironwood leverag-
es multiple computer-assisted telephone 
interviewing platforms equipped with 
predictive and Telephone Consumer 
Protection Act-compliant dialing solu-
tions to accomplish studies quickly and 
efficiently. Contact Ironwood to learn 
more about our full suite of high-qual-
ity, cost-effective telephone research 
solutions.

E-mail info@ironwoodinsights.com 
Phone 1-602-661-0878 x2110 
www.ironwoodinsights.com 

Just The Facts Inc.
Founded 1994 
Bruce Tincknell, Managing Director

Quality research at budget-friendly 
costs! For 30+ years clients have rated 
JTF’s quantitative methods as No. 1 
in cutting-edge tools providing rich 
insights. Our quantitative methods use 
a range of techniques to better assess a 
product/service’s hidden advantages. 
JTF works in both B2C and B2B environ-
ments uncovering customers’ motivat-
ing actions, behaviors and decision-
making. Our toolkit uses state-of-the-art 
CATI phone methods providing the most 
robust insights. We also offer an array 
of tech-savvy online techniques. JTF is 
your “go-to partner” for high-quality 
quantitative. Your research investment 
leads to optimal business strategies, 
achieving stronger sales, profits and 
ROI. Let’s discuss your specific needs, 
ensuring your initiatives are aligned 
with your project expectations! We lis-
ten to you! Call today for a no-obligation 
consultation or e-mail info@jtfacts.com. 
Testimonials: www.justthefacts.com/
testimonials-x-30

Phone 1-847-506-0033  
www.justthefacts.com

Murray Hill National
Founded 2013 | 35 employees
Susan Owens, COO

Clients trust Murray 
Hill National with 
thousands of studies 
per year as their 
research partner. 
We deliver valuable 
solutions, high-
quality recruitment 
and data collection for consumer, 
health care, business-to-business and 
technology projects. Specializing in all 
methodologies and audiences. MHN 
has the ability to host and deliver your 
results across the U.S. MHN has worked 
diligently over the past 25 years and 
advanced to one of the leading market 
research services companies in the U.S. 
Our teams are committed to meet-
ing your research needs. We provide 
high-quality recruitment with access 
to 3.5 million consumers, 500,000+ 
B2B, 500,000 physicians, nurses and 
more, and we organize 100+ patient 
panels. Our qualitative services ex-
tend far beyond the traditional focus 
group. Our services include online, 
digital, remote, home use test and any 
other methodology needing to find 
an audience with feedback or expert 
knowledge. Validations...specialized in 
quick turnaround validation of your 
quant studies. Call us today for your 
next project! MHN are your “national” 
recruiting experts!

E-mail  bids@murrayhillnational.com 
Phone 1-972-707-7645  
www.murrayhillnational.com
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Precision Opinion
Founded 2007 | 750-1,000 employees
Matthew McCoy, Chief Operations Officer

For nearly 20 years 
Precision Opinion 
has provided its 
clientele with bou-
tique data collec-
tion and sourcing 
services. With a 
rich history of uti-
lizing multiple data collection modes to 
obtain accurate quality samples across 
both small and large population and 
geographical segments, Precision has 
the experience to solve your greatest 
research challenges. Additionally, we 
offer 600 in-person CATI interview-
ing stations, SMS text-to-web, online 
panel, mail-to-web and IVR. Since 2022 
the new executive leadership team 
has built upon our quality tradition, 
reinvented our corporate culture and 
reaffirmed our commitment to our 
clients and employees. For as long as 
clients care about quality data for mak-
ing critical decisions, Precision will be 
here to serve them.

E-mail Sales@PrecisionOpinion.com 
Phone 1-702-286-7700 
www.PrecisionOpinion.com

RONIN
Founded 1998 | 250+ employees, recruiters and 
interviewers
David Burdon, Senior Vice President, 
International Projects

CATI is dying!! Or so 
they said. In a time 
where the industry 
is crying out for 
verified people to 
give real opinions, 
CATI is more valu-
able than ever. 
So much so that at RONIN we have 
expanded our CATI operations, opening 
two new centers in the past 18 months 
to facilitate the industry’s need for 
quality B2B and B2C data. With over 25 
years of experience, RONIN is gener-
ally recognized as the industry leader 
of quality and verified data, covering 
over 80 countries and 40 languages. 
From farmers to fund managers, from 
tradespeople to tech experts: RONIN 
gets people, real people.

Phone +44 (0)20 7091 1400 
www.ronin.com

Telepoll Market 
Research
Founded 1990 | 75 employees
Christine Schmakies, Director of Operations

Telepoll Market 
Research special-
izes in telephone 
data collection 
and outreach 
campaigns for 
marketing firms, 
companies and 
associations of all 
sizes and within industries of all kinds. 
Our 35 years of expertise has allowed 
us to craft unique and proprietary data 
collection practices enabling us to spe-
cialize not only in B2B and executive 
interviewing, but in hard-to-reach and 
low-incidence campaigns. Our success 
in recruiting, tracking and consumer 
studies is unparalleled; all studies 
are monitored in real-time to ensure 
exceptional quality control. Located 
in Toronto and calling throughout 
North America, we conduct multilin-
gual research with ease. All projects 
are conducted in-house by a rigorously 
vetted team of skilled interviewers and 
overseen by our expert group of career 
managers. There’s a lot on the line. 
Make the call!

Phone 1-416-977-0608 x222 
www.telepoll.net  

MAKE YOUR MARK IN  
MARKET RESEARCH Scan the code to learn more.

Your next 
career move  
starts here. 

Level up your career and boost your 
resume with our flexible online courses 
and certificate programs.
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Reuters Events will host Customer 
Service & Experience West on May 13-14. 
Visit https://events.reutersevents.com/
customer-service/customer-service-san-
diego. 

WBR will host eTail Nordic Connect on 
May 14-15 in Copenhagen. Visit https://
etailnordicconnect.wbresearch.com.

Strategy Institute will host the 
Customer Experience Strategies Summit 
on May 14-15. Visit https://www.
customerexperiencecanada.com. 

WBR will host eTail Asia on May 14-16 
in Singapore. Visit https://etailasia.
wbresearch.com.  

Merlien Institute will host the UX360 
Research Summit on May 16-17. Visit 
https://www.eu.ux360summit.com. 

GIA Global Group will host the World Data 
Summit on May 15-17 in Amsterdam. 
Visit https://worlddatasummit.com. 

AAPOR will host its Annual Conference 
on May 15-18 in Atlanta. Visit https://
www-archive.aapor.org/Conference-Events/
Upcoming-Conferences.aspx.

IQPC will host the Generative AI Summit 
on May 20-22 in London. Visit https://
www.aidataanalytics.network/events-
generativeaisummit. 

MSPA will host its Europe/Africa 
Conference on May 21-23. Visit https://
mspa-ea.org/en_GB/events/eventitem/30-
mspa-ea-conference-21-23-may-2024.html. 

Forrester Research will host the CX 
Summit APAC 2024 on May 28. Visit 
https://www.forrester.com/event/cx-apac/. 

CMSWire will host The CONNECT Conference 
on May 29-31 in Austin. Visit https://
connect.simplermedia.com.

IQPC will host CX Healthcare Exchange 
West 2024 on June 4-5 in San Diego. Visit 
www.cxnetwork.com/events-cx-healthcare-
exchange-west. 

Customer Management Practice 
will host Customer Contact Week Las 
Vegas on June 3-6. Visit https://www.
customercontactweek.com. 

Strategy Institute will host Big Data 
and Analytics Summit Canada on June 
5-6 in Toronto. Visit https://www.
bigdatasummitcanada.com. 

CRIC will host The Human Factor on 
June 5-6 in Toronto. Visit https://www.
canadianresearchinsightscouncil.ca/the-h-
factor-2024-conference/. 

The Research Club will host the 
Manchester Summer Social on June 6. 
Visit https://theresearchclub.com/events/
manchester-summer-social/. 

ASA will host the Symposium on Data 
Science and Statistics on June 4-7. Visit 
ww2.amstat.org/meetings/sdss/2024/
index.cfm. 

AMA will host the AMA Marketing and 
Public Policy Conference on June 6-8. 
Visit https://www.ama.org/events/
academic/2024-ama-marketing-and-public-
policy-conference/. 

IQPC will host the CDO Europe Exchange 
on June 10-11. Visit https://www.
aidataanalytics.network/events-chief-data-
officer-exchange-europe. 

Informa Connect will host Front End 
of Innovation: The Future is Now on 
June 10-12 in Boston. Visit https://
informaconnect.com/feiusa/. 

Corinium Global Intelligence will 
host CDAO Mexico on June 11-12 in 
Mexico City. Visit https://cdao-mx.
coriniumintelligence.com. 

Quirk’s Media will host The Quirk’s Event 
– New York on July 17-18. Visit https://
thequirksevent.com/new-york-2024/. 

Event details as of April 3, 2024. Please see 
websites for more details.

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

To submit information on your 

upcoming conference or event 

for possible inclusion in our 

print and online calendar, e-mail 

info@quirks.com. For a more com-

plete list of upcoming events visit 

www.quirks.com/events.
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Jay Hawreluk 
AcuMax Index

Roni Dasgupta 
Atlas Primary

Carl Rossow 
Benenson Strategy Group

Kim Bowers 
Brado

Jim Garrity 
CMB

Mitch Henderson 
Clear Seas Research

Ashwin Mittal 
Course5 Intelligence

Matt O'Mara 
Cranbrook Search Consultants

Michael Hess 
Emporia Research

Sarah Kotva 
Fieldwork Inc.

Kim Harrison 
Focus Forward

Tiffany Hays 
FUEL + The Focus Room

Adam Weinstein 
Full Circle Research

Anne Brown 
Gazelle Global

Michael Vigeant 
GreatBlue Research, Inc.

Joey Harmon 
Harmon Research

Dana Kim 
Highlight

Brittany Nicols 
InnovateMR

Ken Lethbridge
InsideOut Insights

Susan Waltman 
Ipsos

Brad Larson 
Ironwood Insights Group LLC

Elena Bajic 
Ivy Exec

Ellie Tehrani 
Kadence International

Michaela Gascon 
KJT Group, Inc.

Kevin Lonnie 
KL Communications

Lynn Ricker 
Knowvanta

Brett Watkins 
L&E Research

Merrill Dubrow 
M/A/R/C Research

Vicky Shabi 
Market Expertise

Tyler McMullen 
MarketVision Research

Dr. Duane Varan 
MediaScience

Jay Mace 
Mindfield

Lisa Hazen 
Nuance

Andrew Lissak  
Offerwise

Chip Olson 
Olson Research Group

Jim Whaley 
OvationMR

Don Golden 
Precision Sample

Mark Menig 
PureSpectrum

Martha Llobet 
Q2Q Global

Steve Quirk 
Quirk's Media

Vignesh Krishnan 
Rep Data

David Rothstein 
RTi Research

Steve Schlesinger 
Sago

Kristin Luck 
ScaleHouse Consulting

Zain Raj 
Shapiro + Raj

Jami Pulley 
Veridata Insights

Keith Rinzler 
1Q

Thank you to the 
Marketing Research 
Education Foundation 
Board of Directors for 
unifying the industry 
to create a positive 
impact in 2024. 

MEET THE
BOARD

The Marketing Research Education Foundation (MREF)  is a 
high-profile, industry-wide initiative that includes researchers 
across the globe. Consider joining our community as an MREF 
board member.

Visit www.mrgivesback.org/ebod-and-bod to learn more or 
contact info@mrgivesback.org.

JOIN THE  
MREF BOARD

To unify, inspire and activate  the marketing research  
community  to focus its collective resources to   
educate children and youth worldwide.

OUR  
MISSION

http://www.mrgivesback.org/ebod-and-bod
mailto:info@mrgivesback.org
www.mrgivesback.org/ebod-and-bod


Quirk’s Marketing Research Review // May/June 2024 www.quirks.com78

INDEX OF 
ADVERTISERS

••• This issue of Quirk’s is made possible by 
our valued advertisers. Their ongoing support 
- along with that of the other companies and 
organizations that market themselves on our 
Web site, e-newsletter and related outlets 
- helps us bring you Quirk’s and all of its 
associated resources. When you contact the 
organizations listed below, let them know you 
saw their ad in Quirk’s!

Quirk’s Marketing Research Review, (ISSN 08937451) is 
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Aug, Sep/Oct, Nov/Dec - by Quirk Enterprises Inc., 4662 
Slater Road, Eagan, MN 55122. Mailing address: P.O. Box 
22268, St. Paul, MN 55122. Tel.: 651-379-6200; Fax: 651-
379-6205; E-mail: info@quirks.com. Web address: www.
quirks.com. Periodicals postage paid at St. Paul, MN and 
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funds); international rate $120 (U.S. funds). U.S. 
single-copy price $10. Change of address notices 
should be sent promptly; provide old mailing 
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postal code. Allow 4-6 weeks for change.

POSTMASTER:  
Please send change of address to  
Quirk’s Marketing Research Review 
P.O. Box 22268, St. Paul, MN 55122.
© 2024 Quirk Enterprises Inc. All rights reserved.  
Quirk’s Marketing Research Review is not 
responsible for claims made in advertisements.
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BEFORE YOU GO ••• Conversations with 
corporate researchers

What led you to a career in consumer insights? 
I’ve always been curious about consumer behavior and why people make one choice 
over another – in particular how these decision-making processes can have such 
significant business impacts. 

The dynamic nature of the field keeps it interesting – it’s constantly evolving 
with advancements in technology and new methodologies emerging to help answer 
pressing business questions.

I also enjoy the collaborative nature of the role, working closely with various 
stakeholders in the business to integrate consumer insights (CI) and market re-
search best practices to improve and enable strategic decisions. 

Could you share an example of the role consumer insight plays when 
bringing a food product from concept to market-ready item? 
The consumer insights team is involved at multiple touchpoints as a product moves 
from an idea to a concept and then to a market-ready item. We are constantly col-
laborating with cross-functional teams throughout the process.

While it can vary by certain products and initiatives, here’s a general idea of 
how the CI team is involved through this process:

Idea generation – the CI team will analyze the competitive landscape, conducting 
research and working with syndicated data partners to identify trends and need 
states.

Concept testing – the CI team will conduct concept testing, where a wide range of 
potential new menu items are developed and put in front of participants in an on-
line environment. Participants will evaluate an image and description and provide 
feedback across a variety of measures. This data is analyzed, compared to historical 
benchmarks and cut by various user groups to determine which concepts make it to 
the next phase.

Central location testing – the product then moves into central location testing 
where the CI team will work with the culinary team to serve the test products, typi-
cally four to six total, to a large group of participants who will taste the products 
and provide feedback. The CI team will develop and field a questionnaire using our 
sensory and consumer research software to ask participants a variety of Likert, 
JAR and hedonic scale questions. The CI team will also run a penalty analysis on 
each product to identify factors that lead to the greatest reduction in overall lik-
ing. We’ll then discuss results with the product development and brand marketing 
teams to determine how to optimize a certain item or move it into a market test.

Market testing and buyer reaction studies – the potential menu item(s) then 
enter the market testing phase where the CI team conducts a buyer reaction study 
to gather consumer opinions of the product in a real-world environment. This feed-
back is a critical component when deciding to move this item to a national promo-
tion, or if it needs to be optimized. 

10 minutes with...
Anthony Buzzanca 
Director of Consumer Insights, Taco John’s International

“The dynamic nature 

of the field keeps 

it interesting – it’s 

constantly evolving 

with advancements in 

technology and new 

methodologies emerging 

to help answer pressing 

business questions.”
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Scan to read the 

full article at  

www.Quirks.com.
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Eyetracking•
Qualitative	Research•
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Hispanic	Interviewing•
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• Programming
• Over	100	mobile	interviewing	devices
• 33	data	collection	locations	nationwide
• Panel	Augmentation

CONTACT INFO: COrp@CCmArkeTreseArCh.COm | 877-530-9688 | 479-785-5637 
www.CCmArkeTreseArCh.COm

mailto:COrp@CCmArkeTreseArCh.COm
http://www.CCmArkeTreseArCh.COm
www.ccmarketresearch.com


Stand 106!
S I LVE R  S P O N S O R  O F  Q U I R KS  LO N D O N

www.tolunacorporate.com



