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Capture Compelling Shopper
Insights Faster, Smarter,
and Easier.

VIRTUAL AISLE
by Schlesinger Group

Simulates a real-world 
in-store shopping 
experience.

Displays life-sized,
high-resolution      
images of shopping 
environments.

Offers testing for 
merchandising 
placement, POS signage, 
branding, and pricing. 

Leverage Virtual Aisle for your
next shopping study at any
of our US locations.

Connect with us:
Qual@SchlesingerGroup.com

mailto:Qual@SchlesingerGroup.com
www.schlesingergroup.com


QualMeeting
Virtual Focus Groups & IDIs

Usability & Eye-Tracking
Online Research Labs

We are your global research
partner, anywhere, anytime.

QualBoard
Online Discussions

Over The Shoulder
Mobile Ethnographies

QuantText
Hybrid Quant+Qual

Connect with us:
SchlesingerGroup.com

DIGITAL
QUALITATIVE
Powerful Technology,
Expertise & Recruitment

www.schlesingergroup.com
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of today’s consumer 
landscape

www.gfk.com


••• industry partners

Salary research   
Don’t miss the Quirk’s Q Report 

coming out in September as part 
of the September/October issue of 
Quirk’s magazine. This year the Q 
Report will focus on methodologies 
and internal pain points in the MR 
industry. The purpose of the report 
is to give corporate researchers a look into their world, helping them learn more 
about what their peers and colleagues are doing and also benchmark themselves 
and their departments.

••• industry partners

Job search resources with Quirk’s
Are you looking for a new job? Quirk’s is here for you! We off er several resourc-

es for those in the job market:

• Quirk’s Talent specializes in identifying and placing professionals in the mar-
keting research and consumer insights industry. Visit QuirksTalent.com.

• Quirk’s job board makes it easy to view and post jobs – all completely free of 
charge! Visit Quirks.com/jobs. 

• Research Careers blog off ers general and MR-specifi c career advice from indus-
try experts. Visit https://bit.ly/3x2J2qs. 
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news and notes on marketing and research

••• fi rst-party data

Study fi nds discrepancies in marketers’ 
personalization skills

Against a backdrop of increasing interest in data privacy, retailers that excel 
at personalizing their marketing can put themselves a step ahead in terms of 

data-gathering, according to a study conducted by marketing automation company 
Sailthru and Coresight Research. But they need to be honest in their self-assess-
ments of their personalization skills, as the study found a disconnect between 
consumers’ views and market-
ers’ views in that area.

Consumers will 
share data to get 
more from retail-
ers – when 
online and 
in-store – 
creating 
opportuni-
ties for an 
enhanced 
value 
exchange. 
Eighty 
percent of 
consumers 
are willing to 
share personal 
data to earn 
loyalty program 
benefi ts; 70% are will-
ing to share their data to 
receive special discounts and 
off ers; and 71% will shop more often 
with brands or retailers that personalize their communications.

While 71% of retailers think they excel in personalization in marketing, only 
34% of consumers agree. Retailers surveyed cite e-mail as the fourth-most impor-
tant channel for personalization, while consumers placed e-mail as the second-
most important. Twenty-three percent of retailers and brands surveyed view 
social media as a top channel for personalization compared to only 11% of consum-
ers. Providing personalization in areas that are rated poorly for customer experi-
ence, such as shipping and fulfi llment, could provide measurable improvement 
for retailers, the study says.

••• consumer psychology

When to go easy on 
the science behind 
your product 

If your product has been scien-
tifi cally developed, how you sell it 

depends on what you’re trying to sell: 
sensory pleasure or practicality.

In a study for the article, “Get your 
science out of here: When does invoking 
science in the marketing of consumer 
products backfi re?” in the Journal of 
Consumer Research, researchers tested 
sales of a body wash that was marketed 
as pleasurable, for example, by high-
lighting its “indulgent scented lather.” 
Consumers were less likely to buy it 
when it was described as developed us-
ing science, compared to when science 
was not mentioned. However, when 
marketing focused on practicality by de-
scribing its ability to “wash away odor-
causing bacteria,” consumers were more 
likely to buy it when it was described as 
scientifi cally developed.

“[M]arketers need to exercise cau-
tion when discussing the scientifi c 
process used to create products that 
consumers are buying for taste, enjoy-
ment and other types of pleasure,” 
says co-author John Costello, assis-
tant professor of marketing at Notre 
Dame’s Mendoza College of Business. 
“[B]rand managers wishing to use sci-
ence appeals to promote a product that 
focuses on pleasure could target seg-
ments of consumers who are likely to 
trust scientists or take care to explain 
why science is necessary for creating 
the product.”

In Case You Missed It

http://www.quirks.com


While online qualitative can work well for some shopper
research issues – when you start exploring sustainability,

structure, materials, or you just need a large shelf
context, nothing is better than in-person qualitative!

Cliff Kane, Sr. VP of Behaviorally

#facetofacemrx

Moderators are thrilled; End Users are thrilled; Respondents
are thrilled – the excitement of doing in person research is all

the rave right now. To hear our clients comment how much
more insightful their research results have been has been so

rewarding. Body language and group discussion delivers those
deep insights that they have all been craving the past few

years. Market Research is so important for all companies and
each method has its own purpose based on each projects

objectives. In-person is a vital part of those methods and has
proven it will never be replaced.

Angela Lorinchak, President of Jackson Adept Research

Face to face research is an essential piece of the insights
puzzle. By conducting research in person, you gain added
context from body language, a more fluid group dynamic

and added security and privacy measures. The right
research environment for brands to uncover and explore

insights that result in important business impact.
Aryn O'Donnell, Vice President of Fieldwork

In-person remains an essential tool in any expert
researcher’s insights toolbox. There is no substitute for

being with a consumer face-to-face and seeing and
hearing the nuances and subtleties that you just can’t get

any other way. The richness from these interactions
makes them in demand with successful brand marketers
who want to truly understand consumers and how they

see the world around them.
Jude Olinger, CEO of The Olinger Group

As an industry, insights deserves a respected place at
the table at any brand or inside any organization. But
coming to that table with confidence requires total

belief in the quality of the insights being shared. Face-
to-face research delivers on that issue of trust. When

you talk with a human, face to face, see their body
language and understand the nuances of that personal

interaction, you can deliver high fidelity findings.
Priscilla McKinney, CEO of Little Bird Marketing

www.fieldwork.com
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An article on the Psychology Today 
website sent me down memory lane 

recently, prompting me to revisit an in-
terview I conducted with Ernest Dichter 
in 1989 for an early Trade Talk column 
(https://bit.ly/3sOWnkH), less than a 
year after starting here at Quirk’s. 

The April 2022 Psychology Today 
article, “How Ernest Dichter brought 
psychology to business” by Lawrence R. 
Samuel, gives a brief but informative 
overview of the impact that Dichter’s 
focus on consumers’ underlying motiva-
tions had on advertising in the 1940s and 
beyond. Some credit him with coin-
ing the term “focus group” and there 
is debate as to whether he created the 
concept of motivational research or if 
his lifelong championing of the ideas 
behind it just made it seem that way. 
Nevertheless, the explorations of the 
deep-seated factors driving our decision-
making as consumers he conducted for 
clients like Ivory Soap and Chrysler cer-
tainly changed the face of advertising.

As Samuel writes in his article, “Any-
one working in fi elds in which psychol-
ogy intersects with business – market-
ing, marketing research or advertising 
– should be familiar with Ernest Dichter.
Before Dichter, what Franz Kreuzer and
Patrick Schierholz called ‘announce-
ment advertising’ was the norm, with
factual argument the prevailing method
by which to promote products. Dichter
turned ad agencies into psychology
labs, bringing the social sciences into
what were basically factories of com-
munication. With his depth interviews,
Dichter was the fi rst person to seriously
challenge the Claude Hopkins school of
‘reason-why’ copy, which had dominated

advertising since it was recognized as a 
legitimate fi eld. ‘His research provided 
advertising with a kind of radar to fi nd 
its way through the darkness of the 
collective subconscious,’ wrote Marcel 
Blenstein-Blanchet, founder of the ad 
agency Publicis.”

Impish sense of humor
Dichter was in his early 80s when I in-
terviewed him, just a few years before 
his death in 1991, and looking back I 
marvel at how, in those pre-internet 
days, I had simply sent a letter to his of-
fi ce in New York’s Hudson Valley to ar-
range the interview and then called on 
the appointed day, speaking fi rst to his 
wife Hedy Langfelder and then to him. 
For someone so accomplished he was 
generous with his time and I enjoyed 
his impish sense of humor.

(This is also a good time for a 
shameless plug for Paul Scipione’s book 
“A Nation of Numbers,” which I edited 
and Quirk’s published, if you’re inter-
ested in reading more about Dichter 
and others who helped shape the early 
decades of marketing research.)

The subject of my Trade Talk column 
was his recent trip the then Soviet 
Union to uncover “the soul of the Soviet 
consumer” following the burgeoning 
of capitalism after Mikhail Gorbachev’s 
loosening of cultural and governmental 
restrictions. Granted, it’s been over 30 
years – times change – but especially in 
light of the current state of Russia and 
the war in Ukraine, it’s hard not to feel a 
sense of loss reading the column’s obser-
vations about the Soviet Union, knowing 
that what was nascent then (newfound 
freedoms, entrepreneurship, a sense of 

possibility) is now likely lost.
What’s heartening, though, is the 

creativity Dichter exhibited in trying to 
get the insights he was looking for – and 
also how fresh the aims of motivational 
research (however you want to defi ne 
it) seem today, in light of the movement 
away from depending on the (in)accu-
racy of what respondents say they feel or 
have felt or are doing or have done.

As I observed back then:
The work of a motivational researcher is 

devoted to uncovering the hidden reasons why 
consumers make decisions – reasons hidden 
especially to the consumers themselves. It is a 
diffi  cult task, Dichter says, because to get at 
the “truth,” you must ask the right questions 
in the right manner.

“When you want to know why, you run a 
number of risks,” he says, “because by asking 
people for the reasons behind their actions, you 
can get erroneous, rationalized answers. And 
by making it too verbal, you also risk getting 
wrong answers, because you’re asking the re-
spondent to diagnose his behavior himself. The 
Greeks already knew that the most diffi  cult job 
is to know one’s self.”

Across his long career, Dichter 
showed researchers the value of striv-
ing for new and diff erent ways to hunt 
for the “why.” 

Diving deep with 
Dichter

By Joseph Rydholm, Quirk’s Editor

Joe Rydholm can be reached 
at joe@quirks.com

Trade Talk

©
Cl

ar
e 

Pi
x 

Ph
ot

og
ra

ph
y 

w
w

w
.c

la
re

pi
x.

co
m

https://bit.ly/3sOWnkH
mailto:joe@quirks.com
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http://www.quirks.com
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What advice would you give to 
a client looking for a sampling 
company?

Almost all sampling companies preach 
quality. Find someone who takes 
ownership in their respondents and 
is transparent with you about their 
data-quality practices. Ask what the 
sampling company does for quality 
control. Are they looking at your actual 
data or simply sending you respondents 
– thus making data quality your issue 
not theirs? Our fi rm takes it a step 
further with our proprietary program 
DataDefense, a multi-step process 
where quality-control personnel review 
the data, line by line, to ensure high-
quality insights. We are responsible 
for respondents and don’t just send out 
samples to a survey platform. We diff er-
entiate ourselves by being researchers 
more than a sampling fi rm. 

How can sampling companies 
stand out in a competitive 
industry?

Our customer relationships and ser-
vice standards make us stand out. We 
currently work with over 30 clients 
and 30,000 completed respondents in 
any given month. Ninety-fi ve percent 
of our clients are repeat customers. 
Rarely are two clients the same and it 
takes time to learn all the intricacies 
of each client’s needs but doing so is 
the basis of a mutually benefi cial long-
term relationship. Turnover is a good 
indication of how a company is run 
and its staff  is treated and – by exten-
sion – how it cares for its customers. 
We have an outstanding management 
team who makes it all happen and are 
proud of our low turnover rate. 

How has Harmon Research 
evolved in recent years?

We started as a phone center 12 years 
ago, establishing a niche for hard-to-
fi nd targets. However, as we moved 
away from phone calling to online for 
our data collection, we remained the 
go-to company for hard-to-fi nd respon-
dents. Our biggest goal for 2022 is to 
increase our panel supply of African 
American and Hispanic respondents. 
Client demand is heavy here yet we see a 
large gap in the industry for these folks. 
Recently, we completed 400 surveys in a 
small DMA with 100% African Ameri-
cans. It has taken a lot of work but we 

••• Insights Q&A

Standing out in a competitive industry 
Perspectives from Joey Harmon of Harmon Research 

have learned several do’s and don’ts that 
will guide future eff orts. Two years ago, 
we would have turned away this work, 
claiming it couldn’t be done. Four years 
ago, we would have done it via tele-
phone. But today we expect our supply to 
double in the next few months and will 
continue to focus on quality respondents.

SPONSORED CONTENT

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

Joey Harmon, President and Founder
www.harmonresearch.com 
714-881-2590

http://www.harmonresearch.com
mailto:sales@quirks.com
http://www.quirks.com
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••• infl uential executives

Meet some of the infl uential executives who are driving change 
and innovation as leaders in the marketing research industry! 

Their dedication and expertise are elevating the industry and 
advancing techniques of the trade.

FACES
of MARKETING RESEARCH

SPONSORED CONTENT

FACES
of MARKETING RESEARCH

Leading with 
authenticity: 
InnovateMR’s 
executive women

InnovateMR is a fi ercely inde-
pendent sampling and ResTech 

company that delivers faster answers 
from business and consumer audiences 
utilizing technologies to support agile 
research. As industry pioneers, In-
novateMR connects organizations with 
targeted audiences around the world 
and develops forward-thinking prod-
ucts to support informed, data-driven 

strategies and identify growth 
opportunities. 

 The InnovateMR team is dedicated 
to empowering female leaders at every 
level, including in the executive suite. 
Our female executive leaders, including 
Chief Executive Officer Lisa Wilding-
Brown and newly appointed board of 
directors member Kristin Luck, have a 
combined 85+ years of experience with 

specialties ranging from 
product development to 
panel-building, and from 
full-service research 
to the cutting edge of 
technology-enabled 
research platforms.  

 InnovateMR is 
deeply committed to 
furthering DEI initia-
tives as a founding 
member of the Mul-
ticultural Insights 
Collective, an ongoing 
supporter of Women 
in Research (WIRe), 

the Insights Association 
IDEA Council, the GRBN and 

ESOMAR. We look forward to continu-
ing to advance diversity in the market 
research industry while empowering 
businesses to make better data-driven 
decisions. 

www.innovatemr.com

info@innovatemr.com

(+1) 888-229-6664

FACES
of

MARKETING
RESEARCH

http://www.innovatemr.com
mailto:info@innovatemr.com
http://www.quirks.com
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When Wynne Tyree founded 
Smarty Pants in 2005, she never 

guessed the organization would part-
ner with more than 200 of the world’s 
most powerful companies. Nor did 
she envision the 62-person shop would 
boast 48 of the most talented women 
leaders and leaders-in-training in the 
research and insights community. 

When asked to spotlight its female 
leaders, Tyree was committed to fea-
turing all 48 of the powerhouses who 
drive Smarty Pants’ success. From “Re-
search Prodigies” to “Chief Brainiacs,” 
these women have been instrumental 
to the growth and evolution of the 
full-service agency. 

Those who call Smarty Pants their 
professional home range from Ph.D.s 
in child development, to experts in 
marketing to Baby Boomers, to creative 
whizzes who excel at bringing consum-
er narratives to life. They span from Los 
Angeles to Tampa to Boston and include 
expert moderators, digital qualitative 
pros, quantitative analysts, big-data 
jockeys and strategic thought leaders 
who are at the top of their games. 

Smarty Pants’ elevated empha-
sis on company culture helps attract 
and retain top talent. The company’s 
unlimited sick leave, flexible sched-
ules, paid family leave, monthly paid 
“happy hours” to relax and recharge, an 
in-house Head of Happiness, paid milk 
shipping services for nursing mothers, 
at-home offices and various other ben-
efits are some of the ways Smarty Pants 
manifests its people-first ethos. 

“We’re an organization of passion-
ate research practitioners and thought 
leaders who make our business, and the 
businesses of our clients, better. These 
women are the backbone of Smarty Pants 
and a reflection of our company mission 
‘to illuminate the business world with 

brilliant insights, inspiring stories and 
ingenious solutions,’” states Meredith 
Franck, Chief Operating Mastermind. 

The award-winning research and 
strategic consulting firm excels at 
delivering breakthrough insights that 
spark innovation and activation across 
categories. With roots in youth and 
family research and marketing, Smarty 
Pants has expanded to include consumer 
insights work across life stages and 

generations. Learnings are used to guide 
product development, brand positioning, 
content creation and marketing efforts 
across platforms and channels.  

www.asksmartypants.com

info@asksmartypants.com

203-847-5766

FACES
of

MARKETING
RESEARCH

Women-led insights and innovation firm

WYNNE TYREE, CHIEF SMARTY PANTS
MEREDITH FRANCK, CHIEF OPERATING MASTERMIND

STEPHANIE RETBLATT, CHIEF BRAINIAC
ALISHA SNOW, CHIEF BRAINIAC

DR. MICHELLE PORIS, QUANT SAVANT

http://www.asksmartypants.com
mailto:info@asksmartypants.com
http://www.quirks.com
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400 years of women supporting women

Fieldwork is in the business of 
support – supporting our teams, 

supporting our clients and support-
ing our industry. We remain strongly 
committed to promoting industry 
organizations that believe in the 
positive impact of women in insights. 
Fieldwork works hard to nurture an 
environment where our entire organi-
zation thrives. We are proud that our 
women in leadership roles hold more 
than 400 collective years of experience 

in our industry.
Fieldwork coordinates logistics 

and provides customized global project 
management along with hosting 
in-person, remote or hybrid research 
sessions where clients uncover insights 
for brand and business impact. As a 
qualitative research partner, we respect 
our industry by recruiting respondents 
according to project specifications and 
partnering closely with our clients to 
achieve their success.

Fieldwork is comprised of a diverse 
group of individuals with a common 
vision: meeting our clients’ research 
objectives while adhering to indus-
try standards and best practices. Our 
teams help define who we are and 
they are our proudest asset.

www.fieldwork.com

contactus@fieldwork.com

+1.312-285-2040

http://www.fieldwork.com
mailto:contactus@fieldwork.com
http://www.quirks.com
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A globally recognized 
leader in humanistic 
insights

JOHANNA FAIGELMAN
FOUNDING PARTNER, CEO – 
HUMANBRANDING INC.

Johanna Faigelman is the founding 
partner and CEO of HumanBranding, 

a full-service qualitative market research 
consultancy, globally recognized as a 
leader in human insights. As a veteran 

marketer with 20+ 
years of strategic 
brand-building 
experience, and a 
graduate degree in 
cultural anthro-
pology, she has 
pioneered Applied 
Anthropology Think-
ing™ – a proprietary approach that pairs 
the application of anthropology with 
her expertise in business development, 
strategy and marketing. This marks a 
departure from the conventional ap-
proach to marketing and allows brands 
to meet their customer on a more human 
level. Johanna’s innate understanding 
of what drives people’s behavior allows 
her to unearth new and previously 
untapped insights, which she then trans-
lates into game-changing business and 
brand strategies. A highly sought-after 
contributor and speaker, Johanna has 

published several articles and lectured 
at industry conferences. Her unique 
anthropologically driven expertise has 
directly contributed to HumanBranding’s 
growing global client roster extending 
across consumer goods and biotech/phar-
ma, including partnerships with four of 
the top fi ve pharmaceutical companies 
and the No. 1 CPG company worldwide.

www.humanbranding.vip

johanna.faigelman@humanbranding.vip

416-564-2067

A new qualitative 
research training 
company

FOUNDERS: JOANNA JONES AND 
DR. KAREN SERATTI

InterQ Learning Labs is a qualitative 
research training company. Founded 

by Dr. Karen Seratti and Joanna Jones, 
the company off ers 100% in-person 
training and teaches research in-

context. The driving philosophy behind 
InterQ Learning Labs is that research 
is contextual, so it should be taught in 
context. This means taking students to 
the various places research can be con-
ducted in (more casual spaces for tech/
younger audiences, like WeWork; and 
formal spaces for B2B/highly confi den-
tial research – focus group facilities). 
All the in-person workshops are taught 
at these spaces and participants learn 

how to set up studies and 
use the latest research 
technology as they’re 
learning foundational 
skills.

In addition to teach-
ing foundational market 
research skills that include 
moderating and report 
writing, InterQ Learning 

Labs brings in renowned 
instructors who are lead-

ers in their fields to teach classes. On 
the lineup for 2022/23 are classes that 
include social listening, UX, online 
research and multicultural research.

https://iqlearninglabs.com/

info@iqlearninglabs.com

415-448-7550
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Harness the power 
of consumer insights 

JACKIE SHORT, DIRECTOR OF 
QUANTITATIVE RESEARCH, 
INSIGHTS IN MARKETING

Market research is all about un-
derstanding people – the people 

who buy brands and the people who 
market them. 

When it comes to understanding 
people and the marketing landscape, 
Jackie Short is our guru. Harnessing 
the power of quantitative research and 
consumer insights, she designs studies, 
analyzes market research and presents 
findings that inspire organizations to 
build stronger connections with people.

Jackie’s innate curiosity enables 
her to analyze statistics and dig 
deeper to identify the wants, needs, 
attitudes and usage shaping consumer 
habits and purchasing decisions. 

As a Fortune 500 research direc-
tor, she honed her ability to identify 
category drivers and growth opportu-
nities. And at a time when most con-
sumers care more about their health 
and wellness, organizations are gain-
ing a wealth of knowledge from her 
contributions to research published by 
a world-renowned medical association. 

In fact, recent studies indicate 
more people are prioritizing their 
mental and physical wellness, most 
consumers value convenience and 
lingering COVID-19 concerns influence 
purchasing decisions. For example, 

telemedicine is a rising force now 
that it is covered by more insurance 
providers and demand is growing for 
virtual visits with therapists, personal 
trainers and cosmetologists.

Inflation and habits adopted during 
the pandemic are also shaping consumer 
behavior, despite pent-up demand for in-
person experiences. For instance, studies 
indicate demand is growing for higher-
end DIY products and treatments that 
were once offered exclusively by techni-
cians at day spas, salons and gyms. 

Jackie’s contributions to research 
and reports inspire Insights In Mar-
keting clients to listen to the voice of 
consumers. Contact us for a compli-
mentary consultation and learn how 
you can harness the power of consum-
er insights and connect more people to 
your brand.

www.iimchicago.com

jackie@iimchicago.com

+1 847-853-0500
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Premier sample 
provider

To grow our business sustainably, 
Quest is keen on facilitating the in-

creasing demands of our clients while 
maintaining a focus on our core values. 
Supporting this, our directors of core 
client, Kaitlyn Lee and Kyle Sofi anek, 
lead the project management teams 
with service excellence and employee 
development at the forefront. 

Kaitlyn has a unique ability to 

defuse even the most 
challenging situations 
with her reassuring yet decisive ap-
proach. Engaging our clients with 
confidence, Kaitlyn has mastered the 
art of problem solving, especially with 
clients who require intricate project 
specifications. The abundance of re-
spect from her colleagues is a testament 
to her strong work ethic and her capac-
ity as an exemplary leader.

Kyle is a passionate and detail-ori-
ented go-getter. Her thorough analysis 

of any nuanced dilemma 
guarantees the success-
ful resolution of client 
inquiries. A team player 

at heart, she is always 
pushing project completion 

rates while supporting the profes-
sional development of her team. Her 
sense of humor and infectious laugh 
encourage genuine comradery and 
help cultivate the unique environ-
ment we promote at Quest.

questmindshare.com 

info@questmindshare.com, 

sales@questmindshare.com

416-860-0404

Inspiring the next 
generation of 
research 

In 1999, Gail Apkarian built on a 
successful research career to start 

MarketView Research. Armed with a 
vision, she created an organization that 
off ered the breadth of resources found 
in larger companies with the customer 
service, speed and innovation of a 
smaller, boutique fi rm.

Twenty-plus years later, 
MarketView Research has 
stayed true to its boutique-like service 
roots and today is a highly specialized, 
full-service product lifecycle research 
firm – fueling top brands with insights 
on today’s consumer and e-commerce-
driven market. The firm fuses traditional 
research techniques with evolving/in-
novative technology to test products to 
provide insights at every stage across the 

product lifecycle. 
Alongside Gail, 

her management team 
includes SVP Jessica 
Cardella and VPs of client 
service Shanna Walsh and 
Lisa Mackey. Together, 
they are instrumental in 
guiding the firm’s strat-
egy and client growth. 

“My role is not only to 
champion MarketView but 
to champion our next gen-
eration of women leaders. 

We’ve built a culture of oppor-
tunity that allows our leaders and their 
expertise to shine. This has enabled us to 
develop deep, long-standing partnerships 
with clients – which is at the core of our 
success and ongoing growth” says Gail. 

www.mvrg.com

sales@mvrg.com

201-840-5286
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Strategic partners for custom qualitative/
quantitative solutions 

For over 60 years, C+R Research, a 
women-owned full-service market-

ing insights agency, has been help-
ing brands grow by delivering great 
research, deep perspective and commit-
ted client service. C+R’s clients value 
them as a strategic partner that designs 
innovative custom research programs 
to answer their most complex market-
ing questions. Clients also appreciate 
C+R’s high-quality analytical insights, 
senior-level attention throughout every 
project and their “whatever-it-takes” 
philosophy on every client engagement, 
including challenging projects like seg-
mentation research and category land-
scape research. With a vast toolbox of 
customizable techniques for traditional 
and online qualitative, quantitative 
and community-based research, they 
partner with clients both domestically 

and globally. While C+R is known for its 
expertise in the CPG industry, other in-
dustries they work in include consumer 
durables, restaurants and food service, 
health care and insurance, fi nancial 
services and retail to name a few, as 
well as audience expertise in shopper, 
generations, youth and family, LGBTQ+ 
and multicultural consumers.  

C+R is Chicago-based and proud to 
be a privately held business. Under the 
helm of its president, Robbin Jaklin, 
she, along with her other partners, 
is committed to helping create a 
more diverse, inclusive and equitable 
research, marketing and professional 
community. In fact, they have been 
champions of Hispanic and multicul-
tural consumers and developed spe-
cialty research divisions, LatinoEyes 
and CultureBeat, which are comprised 

of in-culture researchers from diverse 
backgrounds. These cohort experts are 
devoted to advancing their clients’ 
understanding of diverse audiences 
and consumer groups to aid them in 
implementing successful and transfor-
mative business initiatives that will 
acknowledge and celebrate the racial, 
ethnic and cultural differences in 
their marketing and the overall diver-
sity reflected in our society.

C+R’s passion and dedication for 
inclusion translates to a great workplace 
environment for its entire staff, and 
they were ecstatic to be named one of 
Chicago Crain’s 2021 Best Places to Work! 

crresearch.com

info@crresearch.com

312-828-9200

mailto:info@crresearch.com
http://www.quirks.com
https://www.crresearch.com
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Helping patients 
share their voices

PAM CUSICK, SENIOR VICE 
PRESIDENT, RARE PATIENT VOICE LLC

Rare Patient Voice (RPV) provides 
patients and caregivers with op-

portunities to be heard by researchers 
working on products and services to im-
prove lives. Today, RPV covers over 700 
rare as well as non-rare diseases, span-
ning the United States, Canada, United 

Kingdom, Italy, Germany, France, 
Spain, Australia and New Zealand.

 Pam Cusick’s background in public 
health communications and research, 
coupled with her passion for patient 

advocacy, dovetail with RPV’s mission 
and vision. As senior vice president, 
her focus is on the continued growth 
and success of RPV, with a focus on 
client services, business development, 
panel management, marketing and hu-
man resources. She has played a pivotal 
role in its growth since joining RPV, 
which has included a 250% increase in 
projects and total invoices since 2016.
Pam is committed to giving back and 
supporting other women profession-
ally. She is a member of the Women’s 
Initiative Network at Kennedy Krieger 
Institute and is active in the WIRexec 
mentoring program. 

www.rarepatientvoice.com

pam.cusick@rarepatientvoice.com

443-834-6977

The smart, fun and 
caring women of 
MHN

All audiences. All methodologies. We 
are experts in recruiting and fi eld 

management for the market research 
industry. Our services are specifi cally 
tailored to meet the needs of market re-
searchers. We collaborate with qualita-
tive research moderators and agencies 
from around the globe. Our team of 
experienced research professionals 
provide world-class services. We strive 
to be a step above the rest.

Each of our women have specific 
strengths. Tiffany assists Susan as 
executive VP and manages a multi-
functional recruiting team and host of 
project managers including consumer, 

health care and B2B. Nicole serves as 
executive director of B2B and man-
ages a multifunctional team. Elisa is a 
rock star health care research project 
director. Rexann serves as leader in 
our health care department. Rosslyn 
heads up a consumer team and has 
worked with Susan for 9+ years. Judy 
has worked with Susan for 19 years and 
she handles in-facility liaison work 

as a company VP. Modesty is one of our 
newest project managers; she hosts a 
team of consumer recruiters. Bianca 
is 22 and has been with Murray Hill Na-
tional since she was 16 and worked as a 
part-time recruiter in high school.

www.murrayhillnational.com

bids@murrayhillnational.com

972.707.7645
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There are so many ways to get involved with Women in Research,
Visit www.womeninresearch.org to find out more—and to help us
celebrate 15 years serving the market research industry.

WIRE NETWORKING EVENTS
The foundation of our programming is our free, bi-
annual events which feature educational components
such as panel discussions and industry speakers along
with informal networking. We host both in-person and
virtual events all over the world. Sign up at
www.womeninresearch.org/join-us to see what's
happening in your area.

ONE-TO-ONE MENTORING PROGRAM
WIRe hosts an award-winning global one-to-one
mentoring program, where mentees leverage the
success of industry executives, while industry
executives (both female and male) benefit from
growing their leadership and mentoring skills in a one-
on-one environment. Applications open in Q4!

WIRE ACCELERATE
WIRe Accelerate is a multi-module, virtual program
that can be completed at your own pace.
Participants who complete the program will receive a
certificate of completion as well as an international
cohort of like-minded Industry professionals.

WIRE+ WEBINARS AND ANNUAL WEBINAR SERIES
WIRe’s annual webinar series is a virtual educational
program built from topics requested by the WIRe
community. We also pair with likeminded companies
and organizations to host WIRe+ webinars: a sponsor-
hosted session on topics important to our industry.

WIRe champions diversity in the marketing
research industry by arming women with the
tools to develop professionally, build
connections and stay inspired. We believe in
the positive impact of women in business. Our
mission is to advance the contributions and
voice of women in research, both for
themselves and for the greater good of the
industry.

This is your time to transform:

WIRE IN COLOR
The aim of WIRe’s in Color group is to raise the visibility
of Women of Color in and outside of the market
research industry and to further progress the
conversation of workplace inclusion by championing
racial and cultural diversity and equity in our field.

WIRexec
The WIRexec membership program provides exclusive
networking and one-to-one collaboration
opportunities for C- suite, senior executives and
entrepreneurs. WIRexec is an invitation-only forum,
which hosts a Leadership Summit in addition to highly
curated online programming. Ask for an invite!

50/50 INITIATIVE
Through the 50/50 Initiative, WIRe maintains a
database of female speakers in the market research
community and helps match them with the best MR
events. Working with the biggest names in the industry,
we've developed actionable guidelines to help
conference organizers recruit a truly diverse on-stage
presence and improve speaker gender ratios.

JOB BOARD
WIRe’s partnership with the MrWeb job index, the
largest in the industry, puts the WIRe Job Board in front
of a worldwide audience. Job opportunities posted
reach more than 50,000 MR professionals worldwide!

Ready to transform? Visit womeninresearch.org for more information.

http://www.womeninresearch.org
http://www.womeninresearch.org/join-us
www.womeninresearch.org
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Growth in digital video viewership is 
the fastest among younger gen-

erations of AAPI, Black and Hispanic 
populations, with the largest shares of 
multicultural populations being Millen-
nials, Gen Z or younger, but these audi-
ences still want more acknowledgement 
from entertainment creators, according 
to fi ndings from digital media company 
My Code’s Multicultural Entertain-
ment report, which examines multicul-
tural fi lm and TV audience behaviors. 

Representation. Multicultural 
viewers don’t always feel understood 
by production studios and in turn, 
studios don’t always make an au-
thentic connection. While nearly all 
multicultural adults are frequent film 
and TV viewers, roughly eight in 10 
want to be considered during develop-
ment but only a third feel the indus-
try understands them.

Diversity in talent and produc-
tion. Overall, multicultural audiences 
want more authentic representation in 
TV and movies; 65% want more depic-
tions of multicultural people in ways 
that break down racial stereotypes, 
67% want more diversity among talent 
playing leading roles and 67% also want 
more diversity among the directors and 
writers that infl uence content.

Movies. Eight in 10 multicultural 
adults view movies weekly and it is 
clear that they value fl exibility when 
watching movies at home, as stream-
ing is the leading at-home movie access 
point. Over half of multicultural audi-
ences watch action, comedy, drama or 
adventure movies, revealing that movie 
genre choice is not monolithic.

TV. Nearly nine in 10 multicultural 
adults watch TV shows weekly and 
there is evidence that there is more 

preference for drama and action/
adventure shows, with 49% typically 
watching each genre and 35% indicat-
ing that they typically watch sitcoms. 
In other words, drama and action/
adventure are likely popular TV media 
diet staples, with other genres fi lling 
out individuals’ TV consumption simi-
lar to surrounding content.

Awards shows. Less than half of 
multicultural audiences feel that major 
American awards shows recognize diver-
sity in category nominations, which is 
refl ected in fragmented awards show 
viewership behaviors. As a mirror for 
the industry, current awards show en-
gagement refl ects the role that authen-
tic on- and off -camera representation 
has in audience-building.

The report used data collected from 
over 1,000 adults representative of all main 
geographical areas of the United States, ages 
18-64, between December 22, 2021, and Janu-
ary 3, 2022.

••• shopper insights

Shopping goes 
social
Study fi nds generational 
differences in those buying 
via social networks

Digitally immersed Gen Z shop-
pers (18-24 years old) anticipate 

using visual-fi rst social networks like 

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

 //  Survey Monitor

••• entertainment research

Refl ect my reality
Multicultural viewers want to see and be seen

http://www.quirks.com


FOUNDING MEMBER 
GOLD SPONSOR

Chicago / Booth #401
New York / Booth #600

phoenixmi.com

Precise and
Connected

Solutions to
Drive Brand

Impact

Phoenix MI’s end-to-end
Communications solution delivers 
both strategic and tactical insights, 
with message frameworks that
connect across all media types,
both qual and quant, System 1, and 
System 2 thinking into Phoenix’s
brand health model.

No matter how complex the creative
or channel mix, and regardless of
cookies and walled gardens,
Phoenix provides the highest-grade

of advertising research solutions.

www,phoenixmi.com
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IN FOCUS  //  Survey Monitor

••• shopper insights

Growth opportunities
Consumers say stores, restaurants can do 
more to improve e-commerce

Results from a consumer survey conducted by store lifecy-
cle management fi rm Tango affi  rm that the physical store 

remains an important fi xture for American consumers. The 
survey set out to understand how shopping and dining habits 
and behaviors have changed after two years living through a 
global pandemic, which accelerated the shift toward con-
sumer demand for a seamless in-store to e-commerce shopping 
experience. While consumers are satisfi ed with the changes 
stores and restaurants have made over the last two years to 
accommodate for this shifting demand, they believe there is 
still room to make the shopping and dining experience better.

The fi ndings provide insights into how consumers have 
adjusted to the changing retail and restaurant environment 
and point to continued innovation becoming an expectation 
in the retail experience.

Consumers are more satisfi ed with retail shopping 
experiences than they were last year but there is room for 
improvement:

More innovation, please. Over four in fi ve (83%) say 
stores still need to become more innovative in how they 
utilize their retail space for in-store shopping, order fulfi ll-
ment and pickup.

Shoppers want it all. Eighty-nine percent of consumers 
want to continue having options to shop in store and online 
with either in-store pickup or delivery.

The seamless shopping experience is here to stay. Two 
years into the pandemic, a seamless online-to-store experience 
continues to grow in importance for most Americans (88%).

More changes, more satisfi ed customers. Americans are 
more likely to be satisfi ed with their options for an online-to-
store experience than they were one year ago:

-- 94% of shoppers are satisfi ed with the options they have 

for in-store shopping, pickup and delivery from stores and/or 
chain restaurants compared to 87% a year ago.

-- 94% of shoppers enjoy having the ability to buy online 
and have options for picking up purchases or having them 
delivered compared to 86% a year ago.

-- 91% of shoppers like the ways stores have integrated 
their online presence with the in-store experience (e.g., 
providing designated parking spaces for curbside pickup) com-
pared to 86% last year.

-- 92% of shoppers report stores have made it easier or 
faster to pick up or receive online orders instead of waiting 
days for delivery from larger fulfi llment centers, as opposed 
to only 84% a year ago.

Essential stores adapted to fi t consumer preferences 
slightly better than specialty stores:

Shoppers appreciate convenience. Over nine in 10 U.S. 
adults say big-box retailers and supermarkets/food stores have 
adapted well to the changes of the past two years (94%, 93%), 
as opposed to specialty retailers and restaurants (88%).

It’s not just about COVID anymore; consumers consider 
infl ation and environment when shopping:

Infl ationary challenges. Two-thirds of Americans (68%) 
say where they shop has changed over the past few months 
due to infl ation and/or higher gas prices. Those with a 
household income of $75,000 or more are more likely than 
those with lower household incomes to say where they shop 
has changed over the past few months due to infl ation and/or 
higher gas prices (73% vs. 63-66%).

Reduce, reuse, rethink where you shop. Three in fi ve 
(62%) say environmental concerns now infl uence whether 
they shop in-store or online. Men are more likely than women 
to say environmental concerns impact whether they shop 
in-store or online (65% vs. 59%), and those with a household 
income of $75,000 or more are more likely than those with 
lower incomes to say environmental concerns infl uence this 
choice (71% vs. 51-57%).

The survey was conducted between April 28 and May 2, 2022, and 
drew 2,018 completed responses from U.S. adults ages 18 and older 
across the country.

http://www.quirks.com
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Instagram, TikTok and Snapchat to 
make purchases in 2022, while Gen X 
(41-56 years) and Baby Boomers (57-75 
years) plan to increase their purchases 
on Pinterest and Facebook, according to 
data from Sprout Social, a social media 
management software fi rm.

Sprout Social surveyed nearly 1,000 
consumers in the U.S. to determine 
how they planned to shop on social 
media in 2022. Additional fi ndings 
from the survey and trends related to 
social commerce include:

Consumers are embracing im-
mersive features, including virtual 
reality (VR) and augmented reality 
(AR), for social shopping. As the 
metaverse begins to take shape, social 
shoppers are embracing features like 
VR and AR to make purchases. More 
than 85% of consumers who currently 
use VR and AR have already started 
social shopping. Plans to embrace this 
new modality of shopping skew heav-
ily toward Gen Z (32%) and Millennial 
(30%) consumers.

Inclusivity matters to social 
shoppers. Sixty percent of shoppers 
report that they’re more likely to buy 
from brands that highlight inclusiv-
ity in their content, for instance 
featuring diff erent races, ethnicities 
or gender identities in ads and feeds. 
Inclusivity is especially important to 
younger shoppers, with 73% of Gen Z 
and 72% of Millennials citing this as a 
purchase factor.

Friends remain infl uential in 
consumer purchasing decisions. Rec-
ommendations from friends rank high 
in impact across all age groups, serv-
ing as the primary source of infl uence 
for consumers ages 18-40, even ahead 
of infl uencers. The same is true for 
Baby Boomers, who still trust friends 
and family the most.

“Our survey fi ndings make it clear 
– the opportunity has never been 
greater for brands to leverage the social 
storefront to create powerful, friction-
less connections with customers,” says 
Jamie Gilpin, CMO, Sprout Social. “As 
the majority of consumers have already 
made a purchase on social media or 
plan to do so this year, brands that em-
brace social commerce as a key part of 

their omnichannel strategy will more 
eff ectively pique the interest of con-
sumers, help drive revenue and outpace 
the competition in 2022 and beyond.”

••• employee research

Still struggling on 
the job
Burned-out workers 
welcome employer 
leadership on mental health

In the third year of the pandemic, 
around half of workers report 

continuing to feel burned out (51%) 
and stressed (46%) at work and, despite 
record levels of resignations in recent 
months, over a third of workers (34%) 
are still considering quitting (vs. 41% 
in 2021), according to fi ndings from a 
nationwide survey by online behavioral 
health care company Talkspace conduct-
ed with The Harris Poll. 

As explored in its Employee Stress 
Check Report 2022, the survey of full-
time employees found that the majority 
of those citing continued burnout (59%) 
say it has gotten worse since last year.

While the stresses experienced 
during the pandemic have persisted, 
these new findings indicate that 
employers can retain employees by 
signaling that mental health is pri-
oritized in their workplaces: 57% of 
all workers would be likely to stay at 
a job if it offered more mental health 
services, and even more so amongst 
those considering quitting (66%).

Leadership can make a diff erence 
throughout the organization, as em-
ployees who say their managers take 

steps to protect their mental health 
are signifi cantly more likely to fi nd 
their work fulfi lling (86%) and less 
likely to feel stressed or burned out by 
work (41%).

Working parents in particular are 
more impacted when it comes to work-
place mental health, with 53% experi-
encing burnout and 42% considering 
quitting, signifi cantly higher than all 
workers (34%). Balancing work and 
family responsibilities is diffi  cult for 
60% of all working parents, and 44% 
of parents report missing more than 
one full day of work since the start 
of the year due to parenting respon-
sibilities. The impact of work stress 
is particularly acute among working 
mothers, as 58% of mothers surveyed 
say trying to balance work and family 
responsibilities has caused them stress 
or burnout, and more than half report 
feeling less productive, versus 50% of 
working dads. Compared to working 
fathers, working mothers were more 
likely to have found it diffi  cult to be 
a working parent during the past two 
years, and less likely to believe bal-
ancing work and parenting would get 
easier next year.

The youngest end of the workforce 
(Gen Z and younger Millennials), aged 
18-34, are signifi cantly more likely, com-
pared to the rest of the workforce, to 
feel burned out (59%, compared to 51% 
for all workers) and to consider quit-
ting their job in the next six months 
(42%, compared to 34% for all workers). 
Gen Z workers in particular reported 
alarming levels of burnout (73%).

Other notable fi ndings from the 
survey include:

Stress and burnout rank just below 
inadequate pay among the most com-
mon worker complaints.

Thirty-two percent of workers are 
likely to consider quitting their job in 
the next six months – among those, 
59% are more likely to quit compared 
to last year.

Those most at-risk for quitting in-
clude working parents (42%), younger 
workers (42%) and service-oriented 
workers (42%) – those working in retail, 
education, hospitality and health care.

Service-oriented workers also re-
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ported the highest levels of day-to-day 
stress (56% vs. 46% of all workers).

Fewer than one in three U.S. workers 
(29%) rate their mental health as “excel-
lent,” lower than the 21-year record low 
(34%) among the general public seen 
in Gallup polling.

Mental health services are critical to 
worker retention: As previously noted, 
57% of those considering quitting, as 
well as 70% of young workers and 68% 
of parents, say they are likely to stay in 
their current position if they received 
more mental health services.

While 74% of workers say more paid 
time off , like mental health days, would 
make them consider staying at their 
jobs, fewer than two in fi ve workers get 
and use most of their PTO.

The poll was fi elded during March and 
April 2022 and surveyed 1,400 full-time em-
ployees aged 18+ in the U.S., with an oversam-
pling of nearly 800 working parents.

••• insurance research

From agent to 
advisor
Younger homeowners see 
different roles for insurance 
provider

Fifteen years after the onset of the 
Great Recession, impacts are still 

being felt on homeownership and 
insurance usage in the U.S. A Tran-
sUnion study found that Millennials 
and the youngest Gen Xers experi-
enced significant delays in homeown-
ership due to the Great Recession. 
In addition, out-of-state migration 

patterns – partially driven by the CO-
VID-19 pandemic – pose risks to insur-
ance providers’ books of business.

Findings are from a survey of 2,791 
consumers conducted between Febru-
ary and March 2022. The survey fo-
cused on consumer near-term coverage 
needs across multiple lines of business 
and provided a better understanding 
of what kinds of support and commu-
nication consumers expect from their 
insurance providers.

“Millennials and even parts of Gen 
Z are coming to the housing mar-
ket for the first time later in life,” 
says Mark McElroy, executive vice 
president and head of TransUnion’s 
insurance business. “They’re taking a 
different approach to engaging with 
their insurance providers and expect-
ing services and counsel beyond basic 
coverage of their homes.”

Percentage of adults who became 
homeowners by age 30:

Mid-Gen X (born 1971-1975): 47%
Youngest Gen X (born 1976-1980): 39%
Oldest Millennials (born 1981-1985): 29%
Mid-Millennials (born 1986-1990): 25%

Those gaps are fi nally beginning to 
narrow as Millennials now drive the 
majority of fi rst-time home purchases, 
accounting for more than half of pur-
chase originations by the end of 2021. 
As these cohorts reach typical adult-
hood milestones, many think diff er-
ently than previous generations about 
how they utilize and engage with 
insurance providers.

TransUnion’s data analysis has found 
these groups expect digital shopping ex-
periences as they compare policies and 
prices. However, their primary channel 
for direct communication at purchase 
and claims is a phone conversation.

In addition, the survey fi ndings pro-
vided insights on how and why consum-
ers want to engage with their insurers. 
Responses diff ered by generation. For 
example, Baby Boomers indicated they 
prefer not to hear from their insurer 
unless they reach out fi rst, while Gen 
X is interested in upcoming weather 
events impacting their area. Millenni-
als are looking for auto and home safety 

tips and maintenance reminders or 
evolving coverage needs, while Gen Z 
is looking for data about how they are 
driving through telematics.

“We’re seeing that consumers have 
come to expect quite a lot from their 
insurance carriers beyond the basic 
coverage for damages and losses,” says 
Michelle Jackson, senior director of 
TransUnion’s personal property and 
casualty insurance business. “Increas-
ingly, people want them to serve as 
trusted advisors and partners who can 
help avoid losses in the fi rst place.”

Among other generational diff erenc-
es were changes to migration patterns. 
Predictably, Gen Z and Millennials are 
currently moving at higher rates than 
members of Gen X and Baby Boomers. 
However, comparing the migration 
behaviors of Millennials with those of 
Gen Xers when they were the same age 
revealed signifi cant diff erences. Specifi -
cally, nearly 4% of Millennials aged 25-
40 are moving out of state, whereas only 
1% of Gen X did so at the same age.

This trend was driven partially by 
people leaving large cities during the 
pandemic but also, more broadly, by 
a desire for a more aff ordable cost of 
living. Regardless of the reasons, this 
has implications for insurers who may 
be at risk losing customers who move 
out of state. Conversely, it may also 
present challenges to consumers, as 
many of them are moving to southern 
regions that are more prone to severe 
weather, making it diffi  cult to attain 
new policies that off er suffi  cient cover-
age at an aff ordable price.

“While more Gen Zers and Millen-
nials might move out of state, they 
are also actively seeking counsel about 
these kinds of decisions,” says Jackson. 
“Insurance providers can leverage data 
to identify those most likely to leave 
and off er guidance about some of the 
unexpected impacts of those changes. 
[Providers] who view themselves as less 
of a commodity and more of a consul-
tant will be better positioned to win 
and retain business.”
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We can think of brand equity as 
the accumulated reputation and goodwill of 
the brand or brands owned by a company. This 
is a greatly simplifi ed defi nition but it will 
suffi  ce for now. All other factors being equal, 
brand equity is the very best predictor of a 
corporation’s probability of long-term success. 
In well-managed corporations, senior manage-
ment stays focused on building and maintain-
ing brand equity for all of their brands among 
the most important target audiences (custom-
ers and prospective customers).

An important secondary reservoir of brand 
equity resides in the minds and hearts of a 
company’s employees. They must buy into, 
believe in and support the corporation’s brand 
story. A third repository of brand equity exists 
in the minds of the trade and distribution 
channels. Do they have faith in the company 
and will they support its brands? The last store 
of brand equity – at least for public companies 

– is the attitudes of investors, shareholders and 
stock analysts. 

Regardless of the target audience, brand 
equity exists solely in the minds and emotions 
of human beings. Brand equity lives in the 
feelings, memories and imaginations of target 
audiences, not in real estate, factories, equip-
ment, inventories, retail stores or other assets.

To optimize brand equity, these three types 
of models can play a role:

• Diagnostic models: These help brands under-
stand the building blocks and architecture of 
existing brand equity.

Jerry Thomas 

explores three 

approaches to 

brand equity 

tracking.

snapshot • Prescriptive models: These can be used to for-
mulate optimal strategies to maximize brand 
equity over time.

• Tracking models. Once a sound brand strat-
egy is in place, it’s important to track the 
cumulative eff ects through repeated surveys 
of target consumers, employees and other 
target audiences.

(Brand equity tracking models are the focus 
of this article but keep in mind that other 
types of brand equity models exist.)

Brand equity tracking model components
The first measure of brand equity is brand 
awareness. A brand with no awareness has 
no brand equity. The higher a brand’s aware-
ness, the more brand equity a brand enjoys. 
Generally, the higher brand awareness is, the 
more favorable consumers’ perceptions of and 
associations related to the brand tend to be 
(there are rare exceptions to this rule but it’s 
almost always true).

Brand awareness is traditionally measured 
by two questions: the fi rst to measure unaided 
brand awareness followed by a question to 
measure aided brand awareness. Total brand 
awareness is the combination of the two mea-
sures with any duplication or overlap elimi-
nated (i.e., a net result). These measures are 
generally reported as the total percentage of 
the target population or target market that is 
aware of the brand.

Unaided brand awareness tends to un-
derstate actual brand awareness, while 

Models for 
calculating 
brand equity
| By Jerry Thomas
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aided brand awareness or total brand 
awareness tends to overstate actual 
awareness. True brand awareness 
falls somewhere between unaided 
and total brand awareness but 
typically closer to the total brand 
awareness number. Awareness alone 
is an extremely important measure 
and must be a variable in any brand 
equity tracking model but let’s not 
forget that awareness can be positive 
or negative – and this metric must be 
incorporated into the model.

Brand awareness is typically 
measured as a one-dimensional 
variable (think of a graph showing 
height of awareness or percentage 
of those aware) for each time pe-
riod but we could also think of it as 
two-dimensional (percent aware by 
depth of awareness) for each time 
period. That is, a consumer can be 
aware of a brand (and count as part 
of that brand’s awareness) but that 
awareness might be shallow and fleet-
ing, or that awareness could be deep 
and abiding. Depth of awareness or 
strength of awareness is another vari-
able in brand-equity modeling.

Another important measure of a 
brand is consumer knowledge. How 
much do members of the target market 
actually know about a brand (and the 
accompanying products or services)? 
Knowledge overlaps depth of aware-
ness to some extent but it goes beyond 
strength or depth of awareness into 
the character and makeup of that 
awareness. It’s another variable to con-
sider for the brand equity model.

A brand’s image is another core 
measurement of brand equity, an 
extension of the knowledge dimen-
sion. Brand image is a reference to 
all of the associations, values, feel-
ings, emotions, perceptions, mental 
pictures, symbols, smells, sounds, 
music, stories and colors linked to a 
brand. These image dimensions are 
typically measured with some type 
of sensitive scale, such as nine- to 
11-point anchored grid scales, but 
there are many ways to measure 
brand image and several different 

question types can be used. 
Now that we have a sense of the 

key measurements, let’s look at some 
models to link these variables.

Let’s start with some simple 
examples of brand-equity tracking 
models to convey the basic concepts 
and then discuss a more complete 
model. The fi rst model we might build 
is a total brand awareness model. It’s 
very simple:

Brand Equity = Total Brand Awareness

Total brand awareness is measured 
each month, each quarter or every six 
months to monitor total brand aware-
ness trends over time. This model has 
only one independent variable (total 
brand awareness) but it is a model 
nevertheless and is one way to define 
and track brand equity over time. 
This is not a perfect standalone model 
but it is commonly used across many 
different product and service catego-
ries. Ah! But that’s too easy, you say! 
So let’s make the model a little more 
complicated.

We want to keep total brand aware-
ness, since it’s such an important vari-
able, but let’s add a second variable 
to the model, unaided brand aware-
ness. We can think of unaided brand 
awareness as an indicator of depth of 
awareness or strength of awareness. 
So the new brand equity model might 
take the following form:

Brand Equity = Total Brand Awareness 
+ Unaided Brand Awareness

Wait, you say, aren’t you double-
counting unaided brand awareness? 
True, but generally total brand aware-
ness is much, much higher than un-
aided brand awareness, so the double-
counting is not as big a weakness as 
you might suspect and this model 
gives you a constant equation to track 
brand equity over time.

But wait one more minute, you say. 
There are some new or poorly defi ned 
product categories that make it almost 
impossible to measure unaided brand 

awareness. Good point! This model 
won’t work in those categories. Also, 
when you add the two variables to-
gether, drop the percent signs (so 58.6 
% becomes 58.6, or 14.7% becomes 14.7). 
This model would give you a numeric 
value for brand equity somewhere 
between 0 and 200.

Before we move on, another way to 
weave total brand awareness and un-
aided brand awareness together could 
be a multiplicative model. That is, in-
stead of adding total brand awareness 
to unaided brand awareness, you could 
multiply the two variables together. 
The model would look like…

Brand Equity = Total Brand Awareness
 x Unaided Brand Awareness

This is similar to length-times-
width, which equals the area of a 
rectangle. That is, height (total brand 
awareness) times depth (unaided 
brand awareness) equals the total 
area of brand equity at a point in 
time. Again, you would get rid of the 
percent signs and make sure both total 
brand awareness and unaided brand 
awareness are numbers greater than 
1.0. You don’t want to multiply if one 
of the numbers is below 1.0 since that 
would make brand equity decline as a 
result of fl awed arithmetic. Okay, you 
say, this is all elementary school stuff . 
Can’t we do better?

So, let’s build on these basic 
concepts and see if we can design a 
simple brand equity tracking model. 
As before, let’s begin with total brand 
awareness. A reasonable model might 
look like the following:

Brand Equity = X + ((V + K)/2) + Y

Where…
X = total brand awareness
V = percent who say they are “very familiar” with 
brand
K = unaided brand awareness
Y = brand image profi le

Drop the percent signs since they 
would no longer serve any meaningful 
purpose. In the middle term within 

  data use  //

http://www.quirks.com


July/August 2022 // Quirk’s Marketing Research Reviewwww.quirks.com 33

the model, we are taking an average of 
two variables (V and K). 

So there you have it, a simple mod-
el of brand equity that incorporates 
some of the major elements of brand 
equity. This brand equity score could 
range from 0 to a maximum of 300, 
given the stated formula and assuming 
brand image is a score less than 100.

As you can see, the final result is 
an arbitrary number or score but it is 
a consistent and inclusive metric to 
track brand equity over time, taking 
some of the important variables into 
account. The same basic model could 
be applied to competitive brands 
(as an approximation), so that your 
brand equity trends could be roughly 
compared to a competitors’ brand 
equity trends (but be wary of head-
to-head comparisons, because brand 
equity cannot be measured precisely 
across brands if the attendant strate-
gies are different).

Extensive investigation and 
analysis 
The process of building a relevant, pre-
dictive brand equity tracking model is 
more complicated than these simple 
examples and involves extensive 
investigation and analysis upfront to 
identify the key variables, learn how 
to measure those variables, determine 
the weights to assign to variables 
and develop hypotheses about the 
structure of the model itself. These 
investigations would involve in-depth 
qualitative research among key target 
markets, followed by choice-modeling 
experiments to defi ne an optimal 
brand strategy.

The goal is a predictive (or 
forward-looking) model. That is, if we 
incorporate into the model the brand 
image dimensions that are predic-
tive of long-term success, then as 
brand equity goes up over time, the 
brand’s market share should increase, 

or brand loyalty should increase, 
or pricing power should increase 
(after appropriate lag times). The 
brand strategy itself would serve as 
the foundation for the brand equity 
tracking model. Each product catego-
ry, company and brand is unique, so 
the brand equity tracking model must 
be customized to fit each brand.

Building a predictive brand equity 
tracking model is diffi  cult but quanti-
fying and monitoring a corporation’s 
most valuable brand assets is a wise 
investment for the long-term success 
of a business enterprise. 

Jerry Thomas is president and chief 
executive of Decision Analyst Inc. He can be 
reached at jthomas@decisionanalyst.com.
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Decision Analyst
Founded 1978 | 150 employees
Jerry Thomas, President/CEO
Bonnie Janzen, EVP

  

Decision Analyst 
offers an array 
of services to 
help clients 
develop and 
sustain winning 
brands. The firm 
melds in-depth 
qualitative 
investigations, 
strategic survey research, advanced 
analytics, mathematical modeling and 
simulation to solve complex market-
ing problems. We also offer customized 
shopping research services and can 
recommend the quantitative and/or 
qualitative technique(s) best suited to 
your research needs. Decision Analyst’s 
qualitative services include in-person 
focus groups and depth interviews, web-
cam focus groups and depth interviews, 
time-extended online forums, online 

Consumers are the most important part of the retail industry. 
Being able to understand your audience can offer you deep insight 
into the products and services they currently buy and use and 
those they would be interested in buying and using in the future 

These companies offer a broad range of shopper insight services 
including pricing studies, virtual reality, package testing and 
immersive shopper labs, all of which allow you to gather reliable 
insights throughout each step of the shopper journey. Shopper 
insights provide valuable consumer information including their 
buying habits and in-store decisions and behaviors. Here is a list 
of 18 marketing research companies that offer shopper insight 
services.  
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ethnography, shop-alongs, video diaries 
and in-vehicle videos. Our quantitative 
services include virtual shelf-sets, pack-
age testing, pricing studies, new product 
development, store optimization, 
employee research and mobile GPS.  CPG 
is Decision Analyst’s major focus that 
includes foods, beverages, OTC drugs and 
health and beauty. Decision Analyst is a 
leader in advanced analytics, retail sales 
analyses and data mining, mathemati-
cal modeling and simulation.

Phone 1-817-640-6166
https://www.decisionanalyst.com/services/
shopperinsights/ 

Explorer Research
Founded 2004 | 50 Employees
Marc Inkol, President

Explorer Research is a leading shopper 
research company providing innovative 
online and in-person research solu-
tions for over 18 years. Explorer has the 
broadest range of immersive environ-

ments includ-
ing 3D online 
and in-person 
VR, 2D online 
environments, 
immersive 
qualitative sim-
ulated websites 
and shopper 
labs. Explorer 
immersive 
environments 
can be used to measure reactions to 
packaging, planograms, POSM and store 
design. CX and UX can be optimized 
via our online DecisionPATH Customer 
Journey service that identifies and 
optimizes important touchpoints along 
the customer journey. Immersive 
online research helps optimize digital 
touchpoints through testing in-sit-
uation on real websites helping our 
clients to optimize digital advertising, 
promotion and hero images. Explorer 
measures emotional drivers via eye 
tracking, facial coding, EEG and implic-
it testing techniques. E-mail us today at 
info@explorerresearch.com to find out 
more about our immersive behavior-
based online shopper solutions. 

Phone 1-855-251-5434
Explorerresearch.com

EyeSee
Founded 2012 | 141 employees
Olivier Tilleuil, CEO

EyeSee is 
one of the 
fastest-growing 
research com-
panies in the 
world that pro-
vides the latest 
tech-enabled 
behavioral 
insights – based 
in New York, 
Antwerp, Paris, London, Belgrade, 
Mexico City and Singapore. By com-
bining remote behavioral methods 
with conventional ones, we empower 
brands to tap into authentic consumer 
behavior and unlock insights with 
the highest predictive value. Through 
methods such as online eye track-
ing, facial coding, virtual shopping 
and survey, we measure the impact of 
shopper marketing, advertising, digital 
solutions and innovations. For research 
purposes, respondents use their own 
devices (computers and mobile phones) 
– enabling remote online research on a 
global scale! 

Phone 1-646-547-1449
eyesee-research.com

https://www.decisionanalyst.com/services/
mailto:info@explorerresearch.com
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Fieldwork
Founded 1980 | 250+ employees
Steve Raebel, President

Our specialties include B2B, consumer 
and global research. For over 40 years, 
Fieldwork has recruited the highest-
quality business, medical and consum-
er respondents both through and far 
beyond databases, using proven meth-
ods to reach your audience. We believe 
in a customized approach to recruit-
ment. Fieldwork provides unsurpassed 
project management, hosting and 
complete guidance through in-person, 
remote/online and hybrid research 
sessions. Our technically versed sup-
port staff will confidently guide you 
through the logistics from large online 
to multicountry project execution. 
Fieldwork is your qualitative research 
partner. Focus on the research. We’ll 
do the rest.

Phone 1-800-863-4353
https://www.fi eldwork.com/market-research-
services/

Forsta
Founded 2021 | 700 employees
Rudy Nadillo, Senior Vice President Business 
Development

  What used to be three companies – 
Confirmit, FocusVision and Dapresy 
– is now a single, powerful platform 
seamlessly combining data collec-
tion, data repository and data visual-
ization. At Forsta we begin with the 
premise that behind every data point 
is a person, a real human being. We 
call it Human 
Experience, 
or HX for 
short. Our 
platform 
works for any 
sized business, 
anywhere in 
the world. Our 
quantitative, 
qualitative and 
data reporting 
software tools provide trends and in-
sights that answer human needs and 
drive your business forward. We have 
hubs all over the world. From Sydney 
to Sarajevo, London to New York. If 
you want better data and business-
transforming human insights, Forsta’s 
available and affordable. You can e-
mail Rudy at Rudy.nadilo@forsta.com 
for more information.

Phone Europe +44 (0) 20 3053 9358
North America 1-603-825-5620
www.forsta.com   

GroupSolver
Founded 2014 | 41 employees
Rasto Ivanic, CEO

GroupSolver is an intelligent research 
platform that helps brands and orga-
nizations ease the stress of research 
and data analysis. Through its propri-
etary AI Open-End™ technology and 
robust quantitative methodologies, 
GroupSolver allows researchers to ef-
ficiently quantify the qualitative and 
quickly gather insights tailored for 
their business needs when they need it. 
From concept testing and brand percep-
tion to customer and employee experi-
ence, GroupSolver has the technology 
and analytical expertise to confidently 
accomplish your research goals. And 
beyond that, GroupSolver serves as 
your thought partner to uncover the 
“why” – helping you tell the story 
behind your data while lending the 
confidence you need to make the most 
informed business decisions possible. 
Check out our retail insights article 
here: https://bit.ly/pricenotright.

Phone 1-619-728-6505
https://www.groupsolver.com

https://www.fi
mailto:Rudy.nadilo@forsta.com
http://www.forsta.com
https://bit.ly/pricenotright
https://www.groupsolver.com
http://www.quirks.com
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Informed Decisions 
Group, Inc.
Founded 2004 | 10 employees
Colin Valdiserri, CEO

Informed 
Decisions Group 
Inc. is a full-
service behavioral 
insights firm 
specializing in 
shopper insights, 
visual sciences 
and conversion 
measurement. As 
the first company to successfully model 
purchase behavior to visual attention, 
IDG has innovated mobile eye-tracking 
solutions for shelf insights, package 
optimization and virtual shopping for 
over a decade. Our approach leverages 
an in-house quantitative and qualita-
tive fusion with the most innovative 
technologies in life-sized virtual shop-
ping, visual and emotional measure-
ment including micro-expression 
coding and neuro-measurement. Since 
2004, IDG’s clients have benefited from 
our team’s unique backgrounds in 
consumer psychology and decades of 
experience in the behavioral sciences. 

Phone 1-440-454-0399
www.idg-consulting.com

Insights in Marketing
Founded 1989 | 9 Employees
Ron Raskin, CEO and Owner

The ways people live, work, play and 
shop are changing. It’s a crucial time 
to know why shoppers buy your brand 
and how to stand out online and in 
stores. In today’s volatile marketplace, 
quantitative, qualitative and quick-
turn consumer research are the best 
ways to identify category drivers and 
opportunities to differentiate your 
brand. Research explains the wants, 
needs, attitudes and usage influencing 
shopping behavior – and the values, 
lifestyles and consumption habits 
shaping purchasing decisions. Contact 
us for a complimentary consultation 
and learn how to harness the power of 
consumer insights and connect more 
people to your brand.

Phone 1-847-853-0500 
www.iimchicago.com

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

InsightsNow is a full-service, award-
winning behavioral research firm that 
partners with companies across a wide 
array of industry verticals to acceler-
ate business decisions. We specialize 
in supporting companies’ creation 
of disruptive innovations for achiev-
ing a cleaner, healthier and happier 
world. Using proprietary and unique 
behavioral research approaches, we 
work with clients to discover creative, 
collaborative and innovative insights. 
The team has a passion for discovering 
people’s beliefs, behaviors, triggers, 
cues and motivations to help identify 
unexpected human truths that inform 
and inspire. Through implicit test-
ing applications such as our Implicit/
Explicit Test™, custom research solu-
tions or assisted DIY tools, we help find 
answers faster – improving speed-to 
and success-in market. By partnering 
with InsightsNow, clients can delve 
into the “why” behind human behavior 
and design research to address chal-
lenges and accelerate innovation by 
focusing on consumer behaviors and 
emotional drivers. Visit our website to 
learn more.

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

http://www.idg-consulting.com
http://www.iimchicago.com
http://www.insightsnow.com
http://www.quirks.com
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SPECIAL ADVERTISING SECTION
18 Top Shopper Insights Companies

Intouch Insight
Founded 1992 | 120 employees
Cameron Watt, CEO

Intouch Insight is the most technologi-
cally advanced mystery shopping pro-
vider in North America. Our blended 
approach to customer experience 
measurement delivers not just data, but 
actionable insights in a powerful CX 
intelligence platform. This holistic ap-
proach enables the analysis of mystery 
shopping and audit results alongside 
your customer experience program 
data, giving operations and customer 
experience teams actionable insights to 
earn customers for life. As one of the 
largest mystery shopping providers in 
North America, with roots going back 
over 40 years, Intouch has the knowl-
edge and experience to build custom 
programs that are delivered on time, 
according to high quality standards.

Phone 1-800-263-2980
www.intouchinsight.com    

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

Ironwood 
Insights offers 
expert-level 
consultation 
and execu-
tion across a 
full-spectrum 
of insights ser-
vices, includ-
ing: forward-
thinking designs, industry-leading data 
collection quality and leading-edge ana-
lytical frameworks. Ironwood leverages 
the latest technological, observational, 
qualitative and quantitative research 
solutions to provide a 360-degree view 
of the consumer shopping and purchas-
ing process. Our insights explore the 
impact of contextual and situational 
factors at each step in the shopper 
journey: pre-shopping (personal/house-
hold motivations, influences), in-store 
shopping experience (selection, sales, 
service), point-of-purchase (promotions, 
signage), post-purchase/re-purchase 
(product fulfilment, usage experience, 
satisfaction/loyalty). Contact us to 
learn more about how Ironwood pro-
vides clients with actionable, durable 
business insights that create a lasting 
competitive advantage.

Phone 1-602-661-0807, x2110
E-mail info@ironwoodinsights.com 
www.ironwoodinsights.com

L&E Research
Founded 1984 | 250 employees
Brett Watkins, CEO

L&E Research provides nationwide 
recruiting, advanced technology and 
industry-leading client service to un-
lock powerful business insights. That’s 
why L&E Research is 99% client recom-
mended. We’re not the biggest, which is 
why we work hard to be the best. True 
insight is the result of asking the right 
questions with the right people. Onsite, 
offsite or online...we utilize the best 
talent and technology to make the best 
connections with our clients, and our 
community, to deliver proven superior 
qualitative research. L&E Research 
helps brands with a variety of solutions 
to help them better understand shopper 
needs. Our nationwide sampling, inno-
vative technologies and extreme client 
service have supported the needs of the 
largest brands in the world. From IHUT 
and mystery shopper recruitment and 
logistical support to 4D virtual aisle 
and physical office locations all over 
the U.S.... come see why L&E is 99% cli-
ent recommended! 

Phone 1-877-344-1574
www.leresearch.com
bidrequest@leresearch.com

http://www.intouchinsight.com
mailto:info@ironwoodinsights.com
http://www.ironwoodinsights.com
http://www.leresearch.com
mailto:bidrequest@leresearch.com
http://www.quirks.com
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18 Top Shopper Insights Companies

Mindfi eld 
Founded 1980 | 110 employees
Gary McMillion, CEO

Mindfield 
provides the 
industry’s first 
dedicated IHUT 
and product 
testing auto-
mated platform. 
Some of the best 
product and 
marketing ideas 
are formed when 
the customer gets an unbiased, first-
hand look at the products in their 
home and incorporate them into their 
daily routines. We have seen not only 
new product reaction but the market-
ing plans for those products formulated 
in our product testing interphase. For 
more information, check out our fea-
ture story here: https://bluetoad.com/
publication/?i=746596&p=12&view=iss
ueViewer

Phone: 1-800-969-9235
MindFieldOnline.com

Qic Research
Founded 2015
Katie Sacksteder, CEO

Qic Research 
creates immer-
sive, insight-
rich quali-
tative and 
ethnographic 
research 
explorations 
to reveal not 
just what 
people say or 
do, but also explain who they are, what 
motivates them and what it all actually 
means for your business. We are small, 
smart, nimble and experienced across 
all types of qualitative investigation – 
online, mobile, in-person. Katie’s next-
generation youth expertise and ability 
to translate learning into insights to 
drive brand success makes Qic unique. 
Custom-designed programs focus on 
contextual engagement, giving clients 
inside, in-depth understanding of 
consumer stories, attitudes and motiva-
tions. Projects span brand exploration, 
segmentation profiling, JTBD insights, 
shopper marketing, innovation con-
cepting, optimization and more. 

Phone 1-630-476-2041
www.qicresearch.com

Radius Global Market 
Research
Founded 1960 | 150 employees
Jamie Myers, Executive Director

Digital transformation continues to 
have a profound impact on the shopper 
experience. We help your brand impact 
purchase decisions across the evolving 
cross-channel experiences of shop-
pers. Radius brings a unique insights 
approach that combines sophisticated 
data science with real-time and immer-
sive behavioral techniques to uncover 
the deepest emotions and motivations 
of shoppers. These insights help your 
brand team elevate the in-store and 
online experience, establish a compel-
ling competitive difference and deliver 
the right messages at the right time 
along the purchase journey. Leading 
retail clients depend on Radius to iden-
tify growth opportunities in today’s 
complex and ever-shifting shopper 
landscape

Phone 1-212-633-1100
radiusinsights.com

https://bluetoad.com/
http://www.qicresearch.com
http://www.quirks.com
www.MindFieldOnline.com
www.radiusinsights.com
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Schlesinger Group
Founded 1966 | 1400 employees
Mike Sullivan, President, Schlesinger Group

Simulate a real-world, in-store shop-
ping experience in a controlled 
research environment with Virtual 
Aisle by Schlesinger Group. Virtual 
Aisle displays life-sized, high-resolution 
images of shopping environments, 
allowing researchers to quickly test 
merchandising placement, POS signage 
and branding elements and pricing 
strategies. Using a 3D interactive touch 
screen, customers examine products in 
more detail, just as they would in-per-
son. Gain a deeper understanding using 
mixed methods by collecting quantita-
tive data before, during or after your 
shopper research when you add eye 
tracking, post-shop surveys or shopper 
observations. Leverage this solution for 
your next shopping study at any of our 
U.S. locations. Connect with us: Qual@
SchlesingerGroup.com.

Phone 1-732-906-1122 
SchlesingerGroup.com   

Symmetric, A Decision 
Analyst Company
Founded 2016 | 150+ employees
Jason Thomas, President

 Symmetric 
provides sam-
ple for both 
quantitative 
and qualita-
tive research, 
and both 
online and of-
fline projects. 
In addition 
to provid-
ing sample, 
our services include IHUTs, taste tests, 
mystery shopping, simulated shopping 
labs, car clinics, online/in-person focus 
groups and webcam/in-person inter-
views. We operate American Consumer 
Opinion®, a worldwide online panel 
that reaches more than 7 million con-
sumers in 11 languages. Symmetric also 
owns and operates five B2B worldwide 
online panels: Physicians Advisory 
Council®, Medical Advisory Board®, 
Executive Advisory Board®, Contractor 
Advisory Board® and Technology 
Advisory Board®. We place a high value 
on representative samples, scientific 
sampling methods and advanced 
fraud-detection systems. Symmetric’s 
online panels are carefully balanced, 
continually refreshed and system-
atically cleaned, and non-responders, 
speedsters and cheaters are continually 

purged. Additional services include 
programming, hosting, online commu-
nities, tabulation and coding. 

Phone: 1-817-649-5243
www.symmetricsampling.com

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

Toluna deliv-
ers real-time 
insights at the 
speed of the 
on-demand 
economy. By 
combining 
global scale 
and local 
expertise 
with innova-
tive technology and award-winning 
research design, we help clients explore 
tomorrow, now. Toluna Start is the 
intelligent insights platform that helps 
you instantly answer your business 
questions. With a single login, you can 
conduct quantitative and qualitative 
research – either through automated 
and self-service solutions or custom 
research programs built with the help 
of research and service experts – and 
reach respondents from our panel of 
over 40 million consumers in 70+ mar-
kets. With every research capability at 
your fingertips and vetted respondents 
at the ready, Toluna Start helps you get 
the shopper insights you need, the mo-
ment you need them.

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

http://www.symmetricsampling.com
https://www.tolunacorporate.com
http://www.quirks.com
www.SchlesingerGroup.com
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gather responses in hours and deliver actionable insights 
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HHow will Gen Z emerge when the COVID-19 pandemic fi nally disappears 
completely? This was the main question behind an in-depth qualitative 
exploration of Gen Z value systems and attitudes conducted by our fi rm 
Happy Thinking People in the third quarter of 2021. We engaged on a 
series of digital in-depth interviews, inviting Gen Z participants to think 
forward to a time where the world was virus-free. 

Previous studies had revealed a remarkably resilient Gen Z viewpoint 
– one that had developed a set of strategies to cope with crises, includ-
ing COVID-19. We also knew about their activist, politically and socially 
engaged mind-set, with ambitions to make a diff erence on a raft of bigger 
issues such as climate change and social justice.

Would any of this have changed or evolved? What sort of mental 
shifts or resets could we expect, following two long years of challenging 
times and multiple lockdowns?

We wanted to fi nd out how the teenagers’ felt, refl ecting on the long 
months of pandemic-induced isolation but mainly focusing on looking 
forward to how they anticipated and envisaged the future.

Talking to the same group of kids and teenagers in Europe, Asia and 
the U.S. as with previous waves, we explored the following areas: 

• How had lockdown aff ected them? Were there any changes in rituals 
or beliefs?

• How did they anticipate behaving after lockdown was totally over? 
What were their plans and priorities? What had changed?

• What would be an ideal society for them and how realistic or optimis-
tic were they?

• What were their dreams and hopes for their future social, personal 
and working lives? We also explored their views on the specifi cs of the 
workplace as well as the role and responsibility of brands.

An in-depth exploration of changing 

Gen Z needs and wants found 

implications for brands, companies and 

HR managers.

snapshot

••• gen z research

Locked down 
no more
For Gen Z after the pandemic, what’s next?

|By Edward Appleton and Tobias Frei

http://www.quirks.com
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We used storytelling and projective techniques to help participants 
articulate and imagine a new future.

All were asked to imagine a situation where a ship is leaving the 
harbor of a coronavirus-infected world behind. What would they take 
with them into the future and what would they leave behind? Redocking 
a few days later in their new virus-free hometown, what do they fi nd? 
What’s changed?

We also presented them with a range of verbal concepts describing 
various future scenarios.

These focused, in-depth explorations were enriched by insights 
from project work amongst Gen Zers across the globe involving more 
than 300 participants in numerous categories. The results are fascinat-
ing for brands, companies and HR managers in particular. Two major 
themes emerged. 

Firstly, a strong vein of self-reflection. As with many other cohorts, 
Gen Z folk took time to reevaluate, reassess, reprioritize – from their 
own immediate surroundings to the world around them. Whilst this 
modified their sensitivities, it didn’t change the basics, which we will 
explain more later.

Secondly, a sense of powerlessness and frustration during lockdown 
led to a magnification and amplification of their existing concerns. 
Being held back forcibly from doing things close to their hearts seems 
to have fueled these young adults’ determination to come back stron-
ger. More on this later as well.

Other focus areas covered here are as follows: changing attitudes 
towards digital versus the role of in-person, real-life experiences; 
“togetherness,” or the strengthening role of the peer group versus 
individual wishes; a redefined concept of hedonism; reimagining work 
and the workplace. 

Time…to refl ect and reevaluate 
“Something clicked. I took time to ask myself questions 
about what I really wanted to do and become.”

The pandemic, and the lockdowns in par-
ticular, were tough on teenagers and young 
adults. Their footloose period – planning and 
enjoying parties and gap years; dreaming of 
what they were going to do in their mid-20s; 
making new friends; experimenting with all 
sorts of new experiences…this was all inter-
rupted, with the long-pause button pressed.

We know from previous studies that this 
cohort of younger people has grown up with 
crises, learnt to be resilient. They’re invariably 
adaptable, pragmatic, realistic, hands-on. 

COVID-19 was in one sense “just another 
crisis” – but one that was more sustained and 
more immediately real. For those looking to 
fi nd a job, for example, temporary or perma-
nent, the prospects were diminished radically. 

It led to prolonged phases of self-refl ection 
and a shift from outward to inward orienta-
tion. The action-oriented “let’s do it” attitude 
morphed into “let’s focus on essentials.” 

Many reported on how they now appreciat-
ed things they’d taken for granted. Friendships 
in particular were reevaluated. Many observed 
a shake-up, discovering who their real friends 
were and who disappeared quickly after a su-
perfi cial DM on WhatsApp or TikTok. 

Their empathy levels also seemed higher, 
with a greater appreciation of others’ situa-
tions, views and outlook. Fewer disagreements 
and falling-outs, digital spats.

Many embarked on new activities and hob-
bies, from sport to knitting to a new musical 
instrument. Or giving their own bedroom a 
makeover, making it into a real nest. Going 
for walks. Ways of not just filling time but 
coping strategies, providing a sense of pur-
pose, meaning.

This transferred onto their expectations 
of future work. Doing meaningless, repetitive 
tasks or settling for lowly, unrewarding jobs 
isn’t going to cut it for long with tomorrow’s 

http://www.quirks.com
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trainees and apprentices. More on 
this later.

When we discussed their convic-
tions and commitments, however, 
there was a strong sense of nothing 
much having changed. Global warm-
ing, social justice, diversity, inclusive-
ness…these are issues they still care 
about strongly. The determination is 
still there – likely stronger than ever. 
Voices that have been on mute are 
straining to be heard.

Which takes us on to the next ar-
eas: magnifi cation and amplifi cation. 

Loud and louder 
“Everyone must draw conclusions and les-
sons from this year and if we all want to 
continue to live on this planet in harmony, 
we must take care of it.”

Whilst the pandemic seems to have 
made Gen Z more empathetic and more 
appreciative of how things hang to-
gether, there seemed no real change in 
their basic values and belief systems. 
The ideal Gen Z post-pandemic world 
described was familiar from previ-
ous studies: all individuals living as 
equals; discrimination in all forms, 
shapes and sizes eradicated; sustain-
able living and consumption patterns 
the norm. Their motto remains “all 
united for a better world.”

What’s changed is the urgency. To 
put into practice all the new ideas 
and plans they had time to think of 
during lockdown.

Lockdown was a time of anxiety – 
and impotence. Suddenly life and the 
scope for action was limited to a small 
room, often literally. For people typi-
cally exhibiting a strongly proactive 
mind-set, this was hard.

As the pandemic recedes, all 
these bottled-up urges to act will 
likely emerge with renewed energy. 
What will this mean in more detail? 
Our conversations revealed an even 
more political outlook – demanding 
the rights to be involved in decision-
making was a strong theme. The 
right to vote was mentioned often; 
some planned to join a political 
party, go to demonstrations or go on 
strike – effectively putting activity 
back into activism.

We heard skepticism about capital-
ism as an organizing force – it being 

seen as driven by narrow self-interest 
and lacking in solidarity.

Their demands on brands and 
companies are clear: transparency, 
honesty, accountability, consistency. 
At the same time, they remain realis-
tic, not quite resigned, but believing 
the profi t motive to be the general 
default mode.

Sustainability is just as important 
as ever. But interestingly it’s becoming 
a hygiene factor for Gen Z – they seem 
to take it for granted, that brands are 
on board with and acting sustainably. 

Digital? Let’s go offl ine.
“I started to gradually reduce my social me-
dia consumption. Now I am at three hours a 
day and I will probably continue my detox.”

Gen Z are often described as 
digital natives. True enough. But the 
assumption that they spend all their 
time on smartphones is not accurate, 
as we’ve documented in previous 
studies. The real world is so impor-
tant to them for many areas of their 
lives, especially for more important 
moments and interactions.

In this study, they revealed an even 
more strongly ambivalent love-hate 
attitude towards online. Sure, it has 
been a lifeline in all sorts of ways 
during the pandemic – for entertain-
ment, information, keeping in touch 
with their friends and more. But 
the downsides became clearer. Many 
reported on digital overkill: of aimless 
smartphone scrolling, reaching online 
ground zero. This sits badly with an 
activist, let’s-do-it mind-set. 

Beyond a sense of online ennui, 
there were a number of specific digi-
tal disenchantments, which we can 
touch on briefly.

E-education: This was a lowlight. 
The learning experience of sitting in 
front of a computer invariably proved 
a poor substitute for real school life. 
Those having to prepare for important 
exams on their own, with inadequate 
support, felt abandoned.

FOMO took on new forms for those 
starting higher education. Parties, 
meeting new people? Postponed, 
maybe not repeatable. Digital equiva-
lents appeared pale, non-tangible, not 
so real. Sense-making structures and 
rituals were missed.

Some came to view social media in 
general with greater skepticism, hav-
ing experienced fi rsthand how fragile 
and transient online friendships can 
turn out to be.

In contrast, real-life experiences 
and interactions, the world of touch-
and-feel, of physical contacts, gained 
in appeal, boosted no doubt by their 
scarcity during lockdown. Three areas 
stood out in particular: partying, 
travel and shopping.

Opportunities to party or cel-
ebrate were much reduced during the 
pandemic. We heard of celebrations 
under the radar – also of smaller, cozy 
gatherings of friends. 

So, the urge to catch up post-CO-
VID-19 on having fun in a group was 
strong. Clubbing, concertgoing, parties 
of various sorts will all defi nitely re-
emerge but probably diff erently.

We heard the word outdoors 
mentioned repeatedly. And there 
was no real sense of going wild, of 
total abandon. Their attitudes toward 
having fun seem to have become even 
more circumspect; Gen Z has a dif-
ferent sense of hedonism, as we will 
explore later on.

Travel fi gured prominently in an 
imagined future – there was a huge 
sense of wanderlust, of anticipating 
the time where travel plans hatched 
during lockdown could become a real-
ity. This is a topic in itself but one 
we could only skim on given the time 
limits of our engagements.

When we touched on future shop-
ping, we saw online-offline tensions 
playing out clearly. Online has it all: 
convenience, ubiquity, price com-
parisons and more. But Gen Z loves 
and misses real-life shopping trips. 
Visiting bricks-and-mortar outlets 
with their mates, browsing, picking 
things up, trying things on, checking 
out any new in-store experiences a 
store might have to offer. Secondhand 
stores? Bring them on. 

It seems that whatever the future 
of e-commerce brings, there’s an 
important role for the touchy-feely 
world of retail closeness and physical-
ity for Gen Z. For brands looking to 
attract or recruit the next generation 
of digital-native consumers, that’s an 
important consideration.

http://www.quirks.com
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Generation togetherness
“I would be all in for a basic democracy – 
something like that.”

A strong thread through all our 
conversations was a growth in the 
importance of what we’ll call together-
ness. We know from previous studies 
that Gen Z is strongly driven by the 
group – their peer group of friends. 
The group decides ultimately what’s 
in, what’s less cool – often more so 
than online infl uencers who can be 
suggestive of new trends or ideas. The 
“we” beats the “me.”

COVID-19 seems have strengthened 
this feeling. We heard a lot about 
togetherness in many forms; diversity, 
inclusivity and mutual encouragement 
remain strongly held values.

Borders are something to be 
bridged – Gen Z sees itself as a global 
tribe – in the pursuit of global har-
mony. Solidarity is a must.

They’re as keen as ever on helping 
make the world a better place. Eco is-
sues? Still front and center – as is the 
desire to make societies less divided, 
people kinder.

The overall impression was strong-
ly utopian – a generation seemingly 
aspiring to a drug-free, more sensible 
revival of the fl ower-power movement 
of the 1960s.

Whilst the above may sound 
extremely idealistic, our impression 
from countless projects with Gen Z is 
that their belief set and convictions 
are deep-seated. It’s a mind-set that 
likely won’t simply disappear as they 
enter the adult world and the work-
place.

We seem to be witnessing a sort of 
next-gen sea change in values, not just 
another youth-driven bubble.

Hedonism redefi ned
 "Protests are fun for me, you get together with 
friends and create something meaningful.”

Changing perceptions of what it 
means to have fun was also a strong 
theme.

Despite in many ways being a 
remarkably adult, precocious and 
sometimes serious-seeming young 
generation, hedonism is still a top 
priority for them. They certainly like 

to see the flip side of things – includ-
ing laughing at themselves, not tak-
ing life too seriously.

But their sense of fun, how they 
interpret it, is pretty different to 
that of Millennials, for example. 
Fun doesn’t necessarily mean going 
wild and partying from Friday night 
through Monday morning.

Sure, they want to switch off  and 
dance away the catastrophes in the 
world around us. They also defi nitely 
have FOMO – parties, rites of passage, 
the whole celebratory process of grow-
ing up. There is a strong sense of the 
need to catch up. 

But it’s not about being excessive. 
“Hedonism” is more about enjoying 
time together with friends, doing 
something meaningful or creative. 
Like making music, learning a new 
language – or fi ghting for the right 
cause, creating social media content or 
creating a private theater play. 

Purpose, politics and fun are not in 
any way contradictory for them. Quite 
the opposite – they can be connected.

One of the concept scenarios we 
discussed was the “golden 20s.” This 

http://www.quirks.com
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envisaged exuberance and extrava-
gance – driven by a need to catch 
up on all things missed. It didn’t 
resonate. Participants welcomed the 
return of normal routines, of physi-
cal contacts being permitted again. 
But the idea of wild celebrations 
wasn’t seen as realistic, nor particu-
larly relevant. 

Worth noting briefly as a coda 
here: fun can definitely be premium 
or luxury for this group. While teen-
agers and young adults are almost al-
ways dependent on their parents for 
money, there are definitely pockets 
of Gen Z affluence – in comparison to 
a generation ago. 

There will be moments of celebra-
tion where the parentally fi nanced 
and controlled purse strings are 
loosened and they treat themselves. To 
dinner at an extravagant restaurant 
with friends to celebrate, for example. 

The experience is highly valued – 
and being a responsible Gen Z person 
doesn’t exclude moments of self-
indulgence.

The world of work — fl at, fair and 
equal
“My parents killed themselves at work, 
there’s no way I’m going to do the same, even 
if I earn less money.”

When we came to talk about the 
world of work and their attitudes 
towards it, it quickly became clear 
how much of a sea change has hap-
pened since Millennials entered the 
workplace.

Again, the pandemic seems to have 
acted as an accelerator. Meaningful 
work is a key concept for Gen Z, much 
more than simply earning money. 
Money is viewed pragmatically – hav-
ing enough to get by, manage fi nan-
cially, but not much more than that. 

Their limited financial expecta-
tions from “a job” are pretty differ-
ent, however, from what they expect 
an employer should offer. There’s 
quite a long list.

Everyone should have a job that 
allows for professional and private 
fulfi llment, time for personal develop-
ment. Leisure time? Just as important 
as work. Overtime? Not more than 
is absolutely necessary. And no more 
meaningless jobs. They are all for a 

four-day week and in fact consider this 
a standard long overdue.

Flat structures and salaries more 
equally distributed across hierarchies 
were mentioned often. Bosses are 
viewed as coaches and networkers 
rather than decision-makers. And 
decision-making should be participa-
tory and take place in committees 
rather than in a top-down manner 
driven by individuals. 

Communication should be open, 
fair and honest – telling the truth is 
something Gen Z appreciates, even if 
it hurts. 

It’s all quite diff erent from the as-
pirations and expectations from people 
entering the workplace 15-20 years ago.

And yes, Gen Z people do take their 
careers seriously, and fi nancial secu-
rity is important to them as well. 

Quite a lot for HR leaders and busi-
ness owners to ponder on! Core prin-
ciples for employers should include: 
listening closely and being honest, 
responding as best and as fully as busi-
ness realities allow. After all: a better 
world should have a better workplace. 

Values and belief structures 
unchanged
In summary, it seems that Gen Z will 
emerge from the global 2020/2022 
pandemic with many if not all of their 
underlying values and belief struc-
tures unchanged.

The urge to take action, to make 
things happen, will likely reemerge 
even more strongly. 

We can expect them to be even 
more demanding of “better” from 
those in charge of the world around 
them. That means an ongoing eyeball-
ing of “the powerful” – brands, com-
panies and governments – monitoring 
for consistently responsible behaviors 
across the board. 

Gen Z is quick to Google, get them-
selves up to speed, spot discrepancies 
or inconsistencies. 

When it comes to Gen Z as poten-
tial employees, the workplace can 
anticipate a demanding generation 
with high expectations, as document-
ed above. 

It’s an interesting moment – when 
determined youthful idealism meets 
workplace pragmatism.

To conclude on a lighter, hopefully 

balanced note: Gen Z might appear 
intimidating but they’re not all deadly 
earnest. Yes, they’re demanding but 
fun is still written big on their agen-
da. As is travel. Or having the latest, 
coolest sneakers. They like to laugh; 
after all, the world is such a serious 
place, you need to be able to smile. 

And a lot of the rules of Gen Z en-
gagement for packaging, say, or online 
advertising, still apply; the rules of 
great storytelling haven’t changed, for 
example, even if content and channel 
expectations have modifi ed. 

Doing regular research on Gen Z’s 
mind-set and preferences is highly rec-
ommended. This cohort is very fl uid 
when it comes to brands and they are 
often reluctant to commit, preferring 
to keep their options open. Keeping 
one’s fi nger on the pulse is hugely 
important and valuable. 

All clear? Great. Gen Z doesn’t have 
all the time in the world! 

Edward Appleton is director global 
marketing and sales at research 
firm Happy Thinking People. He can 
be reached at edward.appleton@
happythinkingpeople.com. Tobias Frei, 
executive project management at Happy 
Thinking People, can be reached at 
tobias.frei@happythinkingpeople.ch.

mailto:tobias.frei@happythinkingpeople.ch
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TThe COVID-19 pandemic has been one of the greatest health challenges 
in most people’s lifetimes. It has put Americans under tremendous 
stress: Anxiety about getting the disease has been signifi cant, especially 
with the more deadly early strains, particularly for anyone over age 
50, and more so for those with a comorbidity. There has been economic 
stress too: The economy plunged, the market became more volatile and 
no one knew what the future would hold. Every time it seemed we had 
gotten past the disease, a new variant would arise. 

Perhaps the worst of all has been the impact of the disease on mental 
health. People had to “shelter in place” for, in many cases, over a year. 
While the impact of concern about isolation typically focused on school-
age children and their lack of in-person schooling and socializing, the 
strain on mental health spanned all age groups and perhaps hit older 
Americans just as much as anyone.

As an over-50 single dad, I became completely isolated in my home 
when my kids were not there. Sure, frequent Zoom calls with work 
colleagues and business partners offered some social contact but we 
all discovered that videoconferencing was just not the same as con-
necting face-to-face. Worse still was my 89-year-old father’s situation: 
His assisted-living center did everything they could to “wall off” from 
the disease and as a result, I was unable to see him in-person for many 
months. He was isolated from the only family he had left and unable 
to even have his meals in the dining hall of the facility. He, in effect, 
lived in a single room for eight straight months. The mental health toll 
on the many such adults in similar situations in retirement communi-
ties was palpable.

Research data refutes typical beliefs 

about life after 50, even against the 

backdrop of a pandemic.

snapshot

••• seniors research

Updating the 
narrative
In spite of it all, older Americans fi nd reasons for 
optimism during COVID-19

|By David Dutwin
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All but ignored 
Reports and surveys on 
older Americans even in 
non-pandemic times of-
ten paint a less than rosy 
picture . Financially, the 
story of older Americans 
has been one of decline. 
Surveys have reported 
fi nancial anxiety among 
older Americans for gen-
erations and with histori-
cally declining earning 
potential, marketers in 
the 20th century all but 
ignored this age cohort in 
pursuit of younger ones that simply spent far more than older Ameri-
cans. Additionally, the common political narrative of older Americans 
has been that while they are more involved than younger Americans by 
virtue of their rate of voter registration, voting frequency and volun-
teering frequency, they are also, somewhat paradoxically, more skepti-
cal, critical – pessimistic even – about politics and what the future 
holds. Finally, self-reported health of course declines with age and the 
frequency of maladies increases. These and many other declines in self-
reported health and wellness are well documented. 

However, this story is not just incomplete, it has also failed to keep 
up with the reality of the changing times. And in response to the pan-
demic, the narrative is simply off  base. The story of older Americans is, 
in fact, not one of complete fi nancial pessimism, of low earnings and 

spending, or of political cynicism. Communal 
isolation thanks to COVID-19 has not quite pro-
duced the negative impact on older Americans 
as we might have expected. Rather, research 
fi ndings from Foresight 50+ by AARP and NORC 
and NORC’s AmeriSpeak Panel, both scientifi -
cally valid research panels built from random 
samples and in-person recruiting, combined 
with other data, paint a vastly diff erent pic-
ture of Americans aged 50 and older (Figure 1).

First, Americans 50 and older, without 
much fanfare, recently passed a signifi cant 
economic milestone: Over half of all consumer 

Source: AmeriSpeak profi le surveys, 2021
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spending in the U.S. is now thanks to 
this age cohort. Moreover, persons age 
65+ are now the most affl  uent of any 
age category: From 1989 to 2016, their 
net worth went from approximately 
$150,000 to $250,000. Health does 
indeed decline with age but not in the 
same way and with the same eff ect as 
it did even 25 years ago. Most persons 
over age 80 continue, for example, to 
live in their own homes, which for the 
vast majority have appreciated consid-
erably in the past two decades, adding 
signifi cantly to their net worth. And, 
combined with the fact that sometime 
around a decade or so from now over 
half of all U.S. adults will be over age 
50, the purchasing power of these 
Americans has yet to even realize its 
full potential. 

Second, political interest among 
older Americans has, if anything, 

increased in the past few decades, 
with now over half of them report-
ing they are very, or even extremely, 
interested in politics. They are now 
generally no more likely to claim they 
have no power in politics than other 
age groups; they in fact hold the same 
level of their own political self-effi  -
cacy as do younger generations, even 
those under age 30 who are commonly 
understood to be within the age of 
advocacy, the age of political ac-
tion. Indeed, in 2018, typical of other 
midterm elections, persons ages 65 
and older voted at nearly 70 percent 
the frequency of those age 18-29 (81% 
versus 49%). Though less pronounced, 
the gap in presidential elections is 
still nevertheless considerable. 

Third, and perhaps most notable, 
is how older Americans have fared 
during the pandemic. Of course, 

while many, in all age categories, 
have struggled with mental health 
before and during the past few years, 
older Americans have stayed resil-
ient and held onto optimism, by far 
more than any other age group. They 
leaned on friendships and family; 
they had the tools, the experience 
and history to hold steady and they 
took a decidedly positive view. We 
found that yes, while there is a linear 
negative trend in overall health by 
age group, there is actually quite the 
opposite trend for mental health. 
Levels of isolation, loneliness and 
sadness, as just a few examples in our 
data, are significantly lower among 
those 50 and older and especially 65 
and older, when compared to younger 
generations (Figure 2). “We will get 
through this” seems to be a driving 
message among this age group.

Standing the test of time 
Historically, the story that the data 
has told us of older Americans was 
one of failing health, loneliness and 
isolation and fi nancial hardship and 
instability. However, our research has 
showed us that it is time to write a 
new narrative. Older Americans are 
both dynamic and resilient and, based 
on our data, are standing the test of 
time and circumstance better than 
most of us had ever thought possible. 
As someone just a few years into the 
age 50+ group, I could not agree more 
about the need for a shift in tone in 
the conversation. The trends in the 
data tell a diff erent tale of how older 
Americans are living and, further, 
thriving, in today’s social, political 
and economic landscape. Now it is 
time for us to make sure that reality is 
refl ected in the way it deserves. I, and 
I am sure many other Americans aged 
50+, will be pleased to see the change 
in perception. 

David Dutwin is senior vice president, 
chief scientist at NORC at the University of 
Chicago, AmeriSpeak. He can be reached 
at dutwin-david@norc.org.

Source: AmeriSpeak profi le surveys, 2021
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PPurchase journey research has many names but one goal: drive sales. To 
that end, we study shoppers’ paths to purchase, create shopper journey 
maps and look for opportunities to minimize gaps in brand and category 
sales conversion. Success means that brands grow, retailer partnerships 
thrive and boost category growth and consumers benefi t from a more 
seamless shopping experience – it’s a “win-win-win” for consumers, 
brands and retailers.

But amid the shifting sands of today’s ever-evolving retail landscape, 
success in purchase journey research can be hard to defi ne. And if you 
don’t take an intentional approach to defi ning your objectives it can be 
hard to achieve.

Over the past few years, we’ve had numerous conversations with 
organizations that are concerned about what the acceleration of digital 
and e-commerce means for their business. Certainly, shopper behavior 
has evolved and shopper paths have expanded, becoming more complex 
and more challenging to study. So, not only are new growth strategies 
and tactics required but the tools and techniques we use to study the pur-
chase journey have evolved as well. The largest risk brands face related 
to purchase journey shortcomings is knee-jerk, refl exive reactions to 
short-term trends – like commissioning clickstream analysis because it’s 
popular without understanding its limitations.

Consider the predictions made during the past year about the stickiness 
of e-commerce or, more recently, the return of in-store shopping. If we 
were to react myopically to each projection, we might embark on dozens 
of piecemeal shopper research studies that each lack a holistic view of the 
journey. We would then be trying to cobble together disparate, fragmented 
bits of data in an eff ort to make sense of it all. Missteps or inaction would 
be likely outcomes, diminishing brand equity instead of growing it, ulti-
mately leaving gaps for sagacious competitors to seize market share.

So, to harness the wealth of shopper data appropriately and support 

Carey Gervason offers practical 

principles for success in purchase 

journey research.

snapshot

••• shopper insights

The race to 
keep pace
How your shopper research can evolve with a 
changing retail landscape

| By Carey Gervason
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brand and sales teams in meeting their business objectives, we need an 
actionable framework that aligns the key inputs and outputs of purchase 
journey research into a winning story. Figure 1 is a framework describing 
three key purchase journey outputs.

There are about 50 touchpoints available for use across a shopper’s 
entire journey, from trigger to purchase. In-store buyers of FMCGs typi-
cally have fi ve or fewer touchpoints while tech, durables and online buyers 
tend to have anywhere from fi ve to 15. Touchpoint usage will also vary by 
subcategory. Initially, we might conclude that our objective is simply to 
identify the most prevalent touchpoints used. This approach is helpful but 
it only gets us halfway there. Many touchpoints are not optimized for con-
version (if they were, more shoppers would be purchasing at that point). 

In addition to touchpoint reach, we also need to understand which 
touchpoints are impacting conversion and which are serving another 
purpose – or, perhaps, are providing little value at all. From over 20 years 

of purchase journey experience, we have found 
that 20% of touchpoints deliver 80% of the 
impact on sales. So, we really need to identify 
those 20% of touchpoints that truly matter for 
our brand and category sales. This is the practice 
of touchpoint planning.

Needs, motivations and frictions
To achieve our goal of producing sales, we need 
to benchmark our performance across the most 
impactful touchpoints to prioritize those where 
we are underperforming. And second, we need to 
uncover shoppers’ needs, motivations and fric-
tions at those moments to reveal opportunities to 
optimize communications in terms of both tonal-
ity and content. For high-investment categories 
and longer journeys, identifying purchase aban-
donment rates and profi ling who is deciding not 
to buy, and why, can be another pivotal step.

As for key inputs and methods, it gets a 
bit trickier. There is no one perfect purchase 
journey methodology. In fact, eff ective purchase 
journey research will likely demand two or more 
carefully choreographed approaches. And while 
there are a multitude of shopper-journey solu-
tions available from a multitude of research sup-
pliers, what’s important is choosing an approach 
with the end in mind. Does the methodological 
solution lend itself to achieving the key outputs 
previously mentioned? Does it align with your 
organization’s business strategy?

Here are fi ve overarching principles to 
support sound methodological decision making 
and help mitigate risk in your purchase jour-
ney investment:

1. Money is not the only currency you will 
spend. Perhaps the single most important deci-
sion is whether to partner with a full-service 
custom shopper research partner, a standardized 
tech platform research provider or go it alone 
with a fully DIY platform. Depending on which 
you choose (and this is, unfortunately, some-
times the choice of someone else), your team 
will pay in not only money but also time and 
energy (positive and/or negative energy).

It is critical to conduct a readiness assess-
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ment evaluating and comparing the 
required shopper expertise and avail-
able tools against the team’s resources. 
Anticipate that the three types of cur-
rencies will not remain in equilibrium 
but rather each will fl uctuate depend-
ing on the others. 

For example, a recent engagement 
with a manufacturer of shelf-stable 
cookies and crackers began with the 
goal of synthesizing clickstream data 
with fi ndings from a DIY survey. 
Though they had the analytical tools 
to link the two disparate data inputs, 
no one on the team had the time or 
expertise to identify the common unit 
of analysis (i.e., the bridge variable they 
would use as a connection point). Upon 
deeper investigation, it was discov-
ered that the gaps in conversion were 
primarily at the moment of purchase, 
rather than pre-purchase, where click-
stream is most informative. In addition, 
one of the two categories was actually 
losing shoppers in-store. While we were 
able to help this organization, it neces-
sitated additional research that was not 
in scope – or in their budget.

If there comes a point where you are 
feeling just a bit overwhelmed due to 
time, resource or expertise restraints, 
ask for guidance. Some research provid-
ers will engage with brands at multiple 
levels, from full-service to consulting to 
training sessions.

2. Keep your focus on the goal to 
avoid becoming enchanted by extra-
neous variables. Journey map info-
graphics and content are pored over, 
refi ned and then refi ned again. Before 
accepting a “pretty” or “comprehensive” 
journey map alone, ask yourself and 
your potential research partner how 
all the data contained within a journey 
will be distilled down into the three 
essential outputs in a manner that will 
drive business decisions.

An electronics manufacturer came 
to us with the goal of winning more 
shoppers in the digital space. It had 
already pursued other avenues that 
did not bear fruit – the results of 
which it had trouble understanding 
and was hesitant to try to explain to 
its internal teams. We conducted a 
comprehensive discovery phase, in-
cluding stakeholder interviews, social 
listening and a review of the previous 
research. While the previous journey 

results were thorough and the stages 
of the journey matched the organiza-
tion’s view of the shopping process, 
specifi c unanswered survey questions 
and a handful of odd results led us to 
determine that the stages of the jour-
ney were not shopper-centric – in fact, 
they were overcomplicated. Electron-
ics buyers did not think of the journey 
in a fi ve-step fashion; in their view, 
they took steps to research the product 
and they took other steps to buy it.

3. Think about the journey holisti-
cally; don’t be wooed by passive data.
Strive for a holistic omnichannel ap-
proach as your primary research foun-
dation, adding onto it as needed. A more 
traditional qualitative-plus-quantitative 
research approach is currently the only 
single source of shopper insights bridg-
ing the O2O connection (online-to-of-
fl ine and offl  ine-to-online). Qualitative 
can take various forms, including digital 
shop-alongs, online bulletin boards or 
even triad/focus groups, depending on 
needs. For quantitative, mobile-fi rst sur-
veys are prevalent but some categories 
may benefi t from longitudinal methods 
to get closer to shopping activities.

Behavioral/passive data (e.g., click-
stream, URL tracking, eye tracking) can 
be extremely valuable in illuminating 
the purchase journey and supporting 
activation eff orts as a supplementary 
data input but be aware of its gaps. Pas-
sive data is, inherently, only a slice of 
the entire picture:

• Passive data coverage includes only 
online journey touchpoints. Offl  ine 
infl uences like retail fl yers, prior 
store trips, word-of-mouth and print 
media are excluded, even though 
they may be top touchpoints driving 
conversion.

• Ask about device coverage. Don’t as-
sume that digital behavior includes 
both desktop and mobile behavior, as 
it often does not.

• Ask about retailer coverage. Some 
e-commerce retailer sites block click-
stream tracking, which can be a huge 
surprise if not anticipated upfront.

• Passive data is often sourced sepa-
rately from your primary research 
approach. Best eff orts should be made 
to fi nd a linkage to be able to analyze 
behaviors with attitudes. Some sup-
pliers, including Burke, use single-

source sampling for clickstream data, 
which is a subset of primary quantita-
tive survey respondents with opt-in 
digital behavior tracking enabled. 
This automatically provides a hard 
connection to the survey data. When 
mobile behavior is necessary, Burke 
uses its Geode|AI solution to fuse 
disparate data sources.

• Clickstream lends itself to rich 
insights during the pre-purchase/
research stage. URL tracking and eye 
tracking off er deeper insights during 
the moment-of-purchase stage on 
the retailer’s e-commerce site. These 
methodologies should not be used 
interchangeably.

4. If it seems too good to be true, 
it likely is. Buyer’s remorse is real 
when it comes to purchase-journey 
work. Just as there are disruptors in 
your category or categories, there are 
disruptors in the marketing research 
fi eld – many of which are tech startups 
with limited shopper or marketing 
research expertise.

• A good rule of thumb is that shopper 
journey work should cover the who, 
what, where, why, when and how 
of shopping in a category, wherever 
shoppers research and buy.

• Research methodologies tend to be 
specialized (e.g., quant measures, 
qual understands why, behavioral 
often dives into where and how, 
etc.) and you will probably need to 
blend multiple methods to achieve all 
your goals. So, ensure your research 
supplier has a plan in place to fuse 
disparate data sources, whether it be 
a hard or soft synthesis.

• If a supplier claims a single research 
methodology that solves all your 
issues, investigate further to ensure 
that there will be a clear understand-
ing of the why behind the what.

5. Embrace partnership through-
out and particularly at the bookends 
of the study. As a brand leader, you 
know your business better than anyone 
else. When you choose wisely, you part-
ner with a research supplier who is an 
expert in shopper behavior. Better out-
comes happen when we work together.

The last thing a research supplier 
wants to hear is, “Well, we already 
knew that.” To ensure research results 

http://www.quirks.com


July/August 2022 // Quirk’s Marketing Research Reviewwww.quirks.com 57

are reliable, relevant and (most impor-
tantly) actionable, judicious planning 
is vital. Planning should include an 
inventory of the current landscape, 
anticipation of how current tasks aff ect 
adjacent work activities and recogni-
tion that diff erent stakeholders may 
be able to add incremental value to re-
search goals and design. Even when you 
and your research partner are excited 
to dive into the study, planning is an 
insurance policy for success.

The electronics study mentioned 
earlier is an example of true partner-
ship. Our partner shared as much as 
they could as soon as they could at the 
beginning of the study. By leveraging 
existing qualitative shop-alongs, we 
were able to design a holistic quantita-
tive survey with an added clickstream 
deep-dive into digital behavior.

Anchored in this approach, we 
were able to provide more strategic 
perspective:

• We took a holistic view of the brand’s 
impact throughout journey touch-
points and used Geode|AI along with 
attribution modelling to identify 

which were most impactful.
• Competitive benchmarks clearly 
established where the client was win-
ning and losing in critical phases of 
the journey.

• We provided purchase abandonment 
metrics that shed light on who was 
choosing not to buy and why.

• The triangulation of qualitative 
data, quantitative survey data and 
clickstream data using Geode|AI 
pointed to earned media and the 
company’s website as the top areas 
of opportunity.

On the back end of the study, we set 
aside time for an iterative results pro-
cess – building, refi ning and improv-
ing the output together. Our client is 
now leveraging our recommendations 
in a variety of ways, including: evolv-
ing its social media strategy, because 
earned media was identifi ed as a gap; 
optimizing the experience on its web-
site, making it easier to shop earlier in 
the journey, where many consumers 
were lost; and developing a playbook 
to help retail partners optimize their 
online experience.

Tools and techniques will also evolve
At times, it may feel overwhelming 
trying to keep pace with change. In-
novation in new retail formats, new 
technologies and more convenient 
buying options will certainly lead to 
additional shopper behavior changes 
that we cannot predict. However, we 
can take comfort in the fact that the 
tools and techniques we use to study 
shoppers will also evolve. 

All that said, the goal of any pur-
chase journey research will always 
remain the same: produce sales. So, 
regardless of changing consumer 
dynamics, it’s important to keep that 
ultimate outcome in perspective. 
And, as you align your inputs and add 
dimension to your goals, hopefully 
the frameworks provided here will 
help you more eff ectively allocate your 
resources. Because while change may 
be a constant in retail, so is the need 
for intentional, actionable planning to 
drive brand growth. And that’s where 
you can make a diff erence. 

Carey Gervason is senior consultant, client 
services at Burke, Inc. She can be reached at 
carey.gervason@burke.com.
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WWhile the ways people shop have changed sharply over the past decade, 
many market research practices have failed to keep up. When we took a 
hard look at traditional research methods that once served us and our 
clients well, we could see that they were not working in this environment. 
For decades, research has been built on what we call brand narcissism, 
where surveys focus on the brand fi rst rather than the people who matter 
most: shoppers. It’s time to reinvent the way we ask people about shopping.

That’s why we sat down and wrote the book “Infl uencing Shopper Deci-
sions: Unleash the Power of Your Brand to Win Customers.” It dives into 
our decades of experience in shopper research, starting with the advent 
of the supposed “never-going-to-catch-on” online shopping and moving 
through to the permanent changes the pandemic has brought to the shop-
ping experience. Through our work with brands and projects like Google’s 
Zero Moment of Truth (ZMOT) study we’ve examined how shoppers behave 
– and what they expect – in the digital world.

Throughout the book, we take readers on a journey through our 
process of developing a new kind of research methodology, something we 
call shopper infl uence. After studying the buyer journey for numerous 
brand categories and closely examining the so-called path to purchase, 
we could clearly see that shoppers are savvy, information-hungry and 
more confi dent than ever before. We’ve emerged into the age of shopper 
promiscuity, where shoppers are uninterested in brand loyalty and are 
instead focusing on their own needs, looking past the brand to continu-
ously try new options to fi nd the best fi t. 

How can we overcome marketing 

research “brand narcissism”? In an 

excerpt from their new book, the 

authors offer some strategies for change.
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Our exploration into information source usage and source infl uence is 
critical in understanding how to best resonate with target audiences who 
exhibit behaviors that are anything but homogeneous. In the fi nal chapter 
of our book we present several strategies for change to help us take a path 
toward infl uencing shopper decisions with marketing that’s based on the 
right kind of insights. We’ve included an excerpt from that chapter below. 

Hopefully through all of this, our key message – that shoppers want and need more 
content than ever before – has stuck. Because it’s no longer enough for brands to promote 
a logo or an identity. Now, they must be content creators and news writers engaging with 
infl uencers and empowering shoppers to evangelize on their behalf. They must powerfully 
activate across dozens of touchpoints. They must inform shoppers with every detail they 
need to feel good about their decisions to buy their brand’s products and services. And, 
returning to one of the key fi ndings from our Google ZMOT research: There is no linear 
path to purchase and every category can be a high-consideration category.  

As we have demonstrated, a critical consequence of shoppers being more informed 
than ever before is that they are more promiscuous than ever before. When they start 
their decision journey, they’re much more open to new brands, new experiences, new 
everything. And this has caused them to reevaluate all their decisions, even ones we 
might have called routine.

Key truths we have revealed include: 

• Shoppers are not passively waiting on you to inform them about your brand.
• Shoppers are “hunting” and hungry for information.

• Shoppers perceive much less risk in trying new brands 
and products than they used to.

• Because of the volume of information available to 
them, shoppers are far more thoughtful than they 
used to be. While they may be willing to try new 
brands and products, they do more research than ever 
before. This is especially true of Millennial and Gen Z 
shoppers and remote workers.

• Shoppers expect transparency and thorough informa-
tion to help them come to a decision with confi dence.

• Shoppers expect innovation. A brand will fail if they are 
not rapidly updating and innovating in their space.

The world was changing rapidly before the COVID-19 
pandemic but we’re now seeing not only an acceleration 
of online tools but also shifts in priorities, attitudes and 
beliefs. These are not momentary adjustments. Shoppers 
are setting out on a new behavioral path that’s still 
evolving. If brands truly want to win with the promiscu-
ous shopper, they have to orient their entire organiza-
tion around a new understanding of shopper behavior.

We must acknowledge there is no limit on the op-
tions available to shoppers and the impact this increased 
access to choice, innovation and information has had 
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on brands, retailers and shoppers’ brains. This 
transformation has resulted in a very diff erent 
kind of shopper – an entirely new generation 
of shoppers, actually – while brand marketing 
and market research is based on an outmoded 
purchase model. This brings us to the shock of 
shopper promiscuity that brands are coming to 
terms with. And it’s long past time for those of 
us in the market research industry to acknowl-
edge our role in pushing our work beyond the 
“norm” that results in brand narcissism.

Let’s admit the level of navel-gazing we 
have allowed to become standard in our 
research questions. Like you’re dealing with an 
insecure, self-involved date: How did you hear 
about me? What do you like about me? How 
do I stack up against your other dates? Are 
you going to go on another date with me? 

So many of the questions that we ask 
around the purchase funnel are from the 
brand’s perspective but really don’t refl ect the 
shopper’s experience. Because our research 
fi nds that almost half of all shoppers no longer 
go into a decision-making process with a brand 
in mind. They are coming in with their own 
needs, priorities and how they want to solve 
the problem that this product is solving. These 
two things – brand narcissism and shopper 
promiscuity – are inextricable forces that have 

created a perfect storm. 
And here’s our Jerry Maguire moment, 

our cry for a change in research: We are ask-
ing the wrong questions of a population that 
has fundamentally changed. The ship we’ve 
built out of traditional research cannot with-
stand the power of the coming storm brought 
on by shopper promiscuity. We are sounding 
the alarm on shopper promiscuity and reveal-
ing that traditional research is not helping us. 
The emperor has no clothes.

We close out the chapter, and the 
book, with next steps and strategies 
that apply not only to researchers 
and marketers but also to executives 
and company leaders. From feeding 
the information-hungry shopper and 
remaining adaptive to breaking free of 
traditional assumptions around brand 
loyalty, we provide a step-by-step 
method for change that will ultimately 
help your brand gain a better under-
standing of its shoppers.

When it comes to specifi c research 
techniques, we make recommendations 
based on a holistic, consumer-centered 
approach that employs new method-
ologies like agile neuroscience; applies 

multimodal approaches; prioritizes data 
integration; puts the consumer fi rst 
again and again; and other specifi c ways 
to enliven and reinvigorate your re-
search methods. For marketers, we talk 
about how to more deeply understand 
your category, specifi c marketing chan-
nels, your shopper, your potential new 
shoppers, your competitors and more. 

We are acutely aware that none of 
this change can viably happen without 
leadership buy-in, so we issue a call for 
full support of research and market-
ing teams in every possible way – from 
funding to actually using the insights 
they produce in key decisions. 

In short, we maintain that infl u-
encing shopper decisions in this new 
age requires new ways of thinking and 
approaches that put the shopper at the 
center of everything. 

Devora Rogers is chief strategy officer at 
research consultancy Alter Agents. Rebecca 
Brooks is founder and CEO of Alter Agents. 
The excerpt from “Influencing Shopper 
Decisions: Unleash the Power of Your Brand 
to Win Customers” by Rebecca Brooks and 
Devora Rogers is ©2022 and reproduced 
with permission from Kogan Page Ltd.
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OUR MISSION
To unify, inspire and activate  the marketing research  
community  to focus its collective resources to   
educate children and youth worldwide.

WALK.BIKE.RUN.GIVE.  

MRGivesBack.org

Walking
1. Paula Michaels, Fuel + The Focus Room, 315.5 miles
2. Felix Tunon, Schlesinger Group, 284 miles
3. Haroon Mir, Ipsos, 274 miles

Running
1. Anshuman Saha, PureSpectrum, 325.3 miles
2. Mark Parry, Zappi, 302.6 miles
3. Stacey Lucerini, Schlesinger Group, 282.4 miles

The Marketing Research Education Foundation (MREF)’s  
Race Around the World for Education is the Marketing Research  

Industry’s Largest-Ever Fundraiser. 

Thanks to our generous sponsors and 1,300+ participants,  
we raised more than $132,000 and logged 97,000+ miles.

Biking
1. Haroon Mir, Ipsos, 965.4 miles
2. Tushar Dhamapurkar, Global Survey, 953.2 miles
3. Cheryl Muldoon, Schlesinger Group, 862.4 miles

Other (Swim, Skate, Etc.)
1. Steven Zawada, PureSpectrum, 163.8 miles
2. Mark Bishop, Multilingual Connections, 156.5 miles
3. Paula Michaels, Fuel + The Focus Room, 127.5 miles

Top Finishers

We came together as an industry and 
“walked around the world” to benefit  

Baal Dan’s efforts to aid children  
displaced by the war in Ukraine.

www.mrgivesback.org


Thanks to the generosity of sponsors and participants, MREF will gift 
$132,298 to Baal Dan Charities (www.baaldan.com) to support the needs 
of children impacted by the war in Ukraine, particularly orphans. 
Founded in 2005, Baal Dan Charities USA is a US 501c3 public charity 
that helps vulnerable children in developing countries by providing small 
grants to grassroots organizations such as orphanages, schools and 
care facilities. The charity funds and supports basic needs, such as the 

provision of food, education and supplies and small-scale construction (e.g., toilets and handpumps).

In 2022, Baal Dan will be developing programs to support the education needs 
and welfare of orphans and children impacted by the war in Ukraine. With a small and 
effi cient team of volunteers, Baal Dan is able to ensure that they can mobilize quickly, to help those 
who need it most effi ciently and directly with virtually no administrative costs. Since 2006, the charity 
has helped over 10,000 children in 12 developing countries, directly providing grants to grassroots 
organizations such as orphanages, schools and centers that help vulnerable children including 
orphans, children with special needs, street children, victims of abuse or violence, refugees and 
children living in extreme poverty.

To learn more about Baal Dan’s life-saving and empowering 
work to help children in need visit www.baaldan.com.

Here’s what some 
of our sponsors 

had to say:

“Strategically carving out time 
and budget to participate in community 

impact events is integral to our company 
culture and employee experience. Our teams 
recognize that even the smallest gesture can 

have a tangible impact on making a difference 
in people’s lives in our global nation. Giving 

back through the MREF does good and feels 
good, which helps create a perpetual loop of 

greater industry purpose and individual 
happiness. Getting some extra steps in

does not hurt either!” 

– Steve Schlesinger, CEO, 

Schlesinger Group

“One of the fi ve core values 
at Shapiro+Raj is commitment. 

Commitment to each other, to our clients 
and to our community. Our commitment to 

community means giving back, providing support 
and trying to make an impact to help those in need. 
While life for the Ukrainian people will never be the 
same, any act of kindness, any help we can provide 
– no matter how big or small – has the potential to 

make their lives a little less hard, a little less 
stressful and fi lled with a lot more hope, particularly 

for the refugee children of Ukraine.”

– Zain Raj, Chairman and CEO, 
Shapiro+Raj

“This event allows us to 
internally lock arms and show up 

united for a great cause as one big 
company. It also allows us to do something 

really special with the other companies in our 
sector and show up powerfully as an industry. 
When we get a chance to do something like 
the Race Around the World for Education, it 
magnifi es the industry and gives all of us a 

collective sense that the world can be a 
better place when we all work together.” 

– Tim Urmston, Founder and CEO, 
SEEK Company

“At Ipsos, we believe in applying 
our time, talents and resources to benefi t 

our global communities in which we live and 
work. Our heart aches for our 70 colleagues 

and many of Ipsos’ clients who call Kiev home. 
When given this opportunity, Ipsos employees from 
Geneva to San Diego, Toronto to Seoul, were proud 

to walk, run and bike with other professionals in 
support of Ukraine. I am especially proud that 
Ipsos and the MREF can join with researchers 

everywhere in doing what is necessary and 
possible with the virtual race for Ukraine’s 

most vulnerable children.”

 – Susan Waltman, Global President, 
Ipsos

“Vulnerable children might 
get overlooked even in less turbulent 
times and it’s essential we don’t leave 

anyone behind in this unfortunate 
situation. By bringing awareness to the 

MREF’s Race Around the World for 
Education, we can make a life-changing 
difference to so many. I am immensely 
proud of the people at Forsta and the 
wider research industry for going to 

extra mile to help and support children 
displaced by the war.” 

– Kyle Ferguson, CEO, Forsta

http://www.baaldan.com
http://www.baaldan.com
www.mrgivesback.org
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IIf you are a qualitative researcher who wants to get into user experience 
(UX) research, you’re in luck! You can apply the same well-honed skills 
you use to understand a participant’s unique point of view to working 
with your user experience project stakeholders.

I’ve worked in user experience with product development teams for 
over 30 years, fi rst as an employee and, for the past 20 years, as a con-
sultant. I’d like to share some tips I’ve learned along the way that have 
helped me succeed. 

UX stakeholders are technical and focused on creating a product. In a 
typical UX project, the stakeholders you deal with include engineers, prod-
uct managers, UX designers and quality assurance, as well as senior man-
agers and C-level executives. This diversity presents signifi cant challenges. 
Each one of your stakeholders has diff erent skills, contexts and pressures. 
And these stakeholders may not even understand one another and their 
competing agendas and pressures. And oh, by the way, many of them will 
have a pretty hazy idea of what you do. 

Here are just a few of the diff erent agendas I’ve encountered: 

• Engineers who push back when your research reveals they’ve been work-
ing under false assumptions about the end user – and this new informa-
tion requires a change in design, involving a lot of unplanned work and 
changes to the release schedule. 

• The chief technology offi  cer whose baby you are usability-testing might 
have the urge to jump up and show the participant “the right way” to 
perform the task. (Make sure the door to the study room locks from the 
inside.) 

• Product managers who care about usability and customer fi t. The UX re-
search results will send them back to the drawing board, causing a ripple 
eff ect throughout the organization.

A veteran UX researcher shares her tips 

for contending with the differing needs 

of internal team members.

snapshot

••• ux research

Designing 
a good 
experience
How to work with stakeholders in a UX research 
project

| By Kay Corry Aubrey

http://www.quirks.com


July/August 2022 // Quirk’s Marketing Research Reviewwww.quirks.com 65

It can be traumatic for stakeholders to watch end users struggle with a 
product, especially if they have a lot riding on it and have put a lot of time 
and energy into developing it. On the practical side, revamping a product 
plan (especially late in the game) often has a domino eff ect that impacts 
people’s reputations, maybe their jobs and the company’s bottom line. In 
these situations, I’ve trained myself to not take stakeholders’ emotional re-
actions personally but rather see them as a window into their understand-
ing and what matters most to them about this project overall. This is an 
emotional as well as an intellectual process so sometimes the best thing to 
do is to give stakeholders time and space to absorb and apply the insights 
and issues the research is revealing. 

Deliverables change
Another unique aspect of UX research is how your deliverables (and often 
the people you work with) change depending on where you are in the prod-
uct development cycle. These cycles can last several months or more. There 
are two cycles/phases you need to know about: formative and summative. 

Formative. The early and, I think, most fun portion of a UX research 
project is called formative research. The formative phase mostly uses quali-
tative methods such as observational studies, co-creation, in-home studies 
and focus groups. Your mission is to help your team develop an accurate 
understanding of the key end users and their needs, their goals and tasks 
and the context in which they are using the product. Your research helps 
the team develop the right product for the intended audience.

Formative UX research often uses rough prototypes as the stimulus for 
gathering feedback and the rougher the better because you want to get 
the end user’s gut reaction to concepts and designs. You work closely with 
product management and UX design in this phase, as well as engineering, 
to gain an understanding of the underlying technology so the concept is 
implementable. 

Summative. Once the product concept and 
design become established, the UX researcher’s 
work transitions to the summative phase. The 
goal of this phase is to produce a polished prod-
uct design, most often by running iterative us-
ability studies with participants who match the 
target end users. Development teams move fast 
so to keep up with them, you are often using an 
agile approach to your work, running sessions 
with just three to four participants at a time. 
Aside from usability testing, the methods used 
in the summative phase include eye-tracking, 
A/B testing, beta testing and other detailed and 
numerically-oriented approaches. During the 
summative phase, the UX researcher works with 
progressively more detailed prototypes to the 
point where the prototype’s user interface looks 
like the fi nal product. This means they are work-
ing more closely with engineering, UX design, 
product management and quality assurance, 
as well as stakeholders involved in the rollout, 
such as customer success and account managers.

Not feel totally integrated 
Over time, companies fi nally see the critical im-
pact of UX research on product success. Still, due 
to organizational politics, a UX researcher might 
not feel totally integrated into the team; they 
might not be invited to meetings that matter, 
given a spot on the schedule or given the right 
resources to do the research.

Why the cold shoulder? As I mentioned, 
sometimes the insights you deliver shake up the 
status quo, challenge powerful people’s basic 
assumptions or reignite old disagreements. Or 
maybe the team skipped the formative phase, 
so you are uncovering reasons for going back to 
the drawing board to start over. Although you 
are only the messenger, any unexpected insights 
about the users that you uncover often create 
unexpected work, delivery delays and even a 
ground-up change in plans. When this happens, 
the impact radiates from the development team 
to the executive and company-wide level, which 
can lead to bad things. 

Other reasons for ambivalence about UX 
research are turf battles and fuzzy roles (Who 
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owns the end user? How is UX research 
diff erent from product management or 
customer experience? The customer be-
longs to us, not UX!). Finally, resistance 
to the UX research function is some-
times due to a lack of understanding of 
the UX researcher’s role and the value 
this person brings to the project. 

One helpful exercise is to deter-
mine where the organization fi ts 
on a UX maturity model. One of the 
best-known maturity models is an 
eight-point scale by Jakob Nielsen 
that goes from “hostility towards us-
ability” to “user-driven corporation.” 
Organizations at the bottom rung of 
the maturity model typically have no 
formal UX program in place. Others 
on the team may have taken on the 
coveted (and creative) role of product 
design and they don’t want to give it 
up. They may run sporadic user studies 
and feel this is enough and sometimes 
it is, in situations where the company 
is very successful because it produces 
great technology and has a strong sales 
force. They just don’t see the need for 
UX and outside feedback and ideas. 

When I started out in UX (when it 
was called “usability” and “UI de-
sign”) in the early 1990s, most of the 
organizations I worked in fell into 
the “hostility” camp. When working 
with companies still at this phase, you 
feel like you have no power. You fi nd 
that: others are making decisions that 

overshadow and dismiss inputs you 
provide from your realm of expertise 
as a UX researcher; you are working 
with limited resources; you can’t get 
anything done. Some UX researchers 
thrive in these environments because 
they have specialized skills (like visual 
design or an engineering mind-set) 
and are able to fi nd a solid niche with-
in the work group because they relate 
well to the people around them. 

Working inside organizations that 
fall on the other end of the spectrum 
– a user-driven corporation – is like 
heaven. The UX role is well-established 
and you are integral to product design 
decision-making. While people may not 
agree with everything you say, they pay 
close attention, seek to understand it, 
give their opinion and respect yours. 
You have the people, budget and time 
to do great work. The organization sup-
ports UX and makes room for it because 
they see its value, especially in this age 
of digital transformation. 

Somewhere in the middle 
Most of the companies I work with 
fall somewhere in the middle of the 
scale but the situation is still manage-
able. For me, most of the work I do as 
a consultant takes place in corporate 
environments, which present their 
own dysfunctions because they are 
hierarchical, unstable and often very 
rigid. The headwinds I encounter 

tend to come from office politics vs. 
stakeholders not understanding or 
resisting my input.

Yes, there are challenges, but here 
are the fi ve essential strategies to work 
successfully with stakeholders in a UX 
research project.

1. Seek allies
Create close relationships with team-
mates who value what you do and who 
apply research learnings directly to 
their work. Focus on forming trust-
ing relationships with peers and with 
stakeholders at high levels, even if they 
are not actively participating in the 
work. High-level support needs to be 
visible because it reinforces the integral 
nature of your contribution, which 
makes it easier for you to be eff ective. 
Ask your client to identify the key 
stakeholders and interview these stake-
holders early in your project, before 
developing research materials. 

2. Show stakeholders their impact
Show stakeholders how they are infl u-
encing the research design and process. 
Make the connection very concrete 
where they see how you are asking 
questions and presenting usability tasks 
that directly relate to their concerns. 
For example, create an “observer” ver-
sion of your usability task list where 
you call out the intent behind each task 
and the stakeholder(s) who care about 

Affinity diagramming
Affi nity diagramming is a wonderful and simple tool for involving stakeholders and helping them reach consensus 

on insights and issues. UX researchers leverage affi nity diagramming especially for usability studies. At the begin-
ning of each testing session they hand observers a stack of blank sticky notes that are all of the same color so they 
can match observations to a participant. They instruct folks to quickly write one observation per sticky note using as 
few words as possible. The UX researcher collects all the sticky notes at the end of the session and reviews them to 
extract fi ndings. They display the sticky notes harvested from the sessions on a wall that allows teammates to review 
key learnings, as seen by their colleagues. 

At the end of the project, the UX researcher reserves a large conference room, lays out all the sticky notes on the 
walls, and invites the team to a meeting where they “walk the walls,” reading the notes and grouping them by notes 
they feel belong together (e.g., by issue or theme). Anyone in the group can rearrange the notes to their liking. The 
team creates labels to identify each grouping (which can also be overwritten by another person). 

At a certain point all the sticky notes will fi nd a home in one of the labelled groups. During this meeting or in a 
follow-up meeting, the UX researcher leads the team through the groupings where they explore the issues, prioritize 
them and develop solutions. Affi nity diagramming can be done in-person as well as virtually through a tool such as 
MURAL or Miro.
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that aspect of the design. Meet with 
your stakeholders at the beginning of 
the project to learn their areas of inter-
est and usability concerns as it relates 
to the product. As you and your team do 
the work, check in with your stakehold-
ers to learn if their needs are being met 
by the research. 

3. Involve them in the actual research
People learn about end users through 
direct observation, so always invite 
stakeholders to observe your sessions. If 
you know and trust the stakeholder(s), 
it’s fi ne to ask two or three of them to 
accompany you on an in-home visit or 
other research activity; however, make 
sure to explain your role clearly and 
tactfully as the moderator and theirs as 
the notetaker, cameraperson, etc. To ac-
commodate a larger group, set up a back 
room with piped-in video from the ses-
sion. Ask a colleague who understands 
UX research to manage the group and 
help folks process what they are seeing. 

4. Let them analyze the results
Debrief continuously with stakehold-
ers as you move through your study. 

This gives you a chance to really 
understand their perspective and the 
impact the fi ndings have on their area 
of responsibility. In a usability study 
debrief, compare notes on how well 
participants completed tasks, what 
went well, where they struggled. At 
the end of a study, sponsor a “round-
up” workshop where the team reviews 
all the fi ndings, decides on issues, 
solutions and priorities. The affi  nity 
diagramming technique (sidebar) is a 
very eff ective team decision-making 
tool for these types of workshops. 

5. Meet everyone’s needs with your 
reporting 
Your report needs to be succinct and 
actionable. It can be multimedia but 
its primary purpose is as a record of 
team decision-making with a punch-
list of action steps. The report should 
also contain no surprises because 
throughout the whole research pro-
cess you have worked closely with 
stakeholders to identify the issues, 
prioritized them and developed 
solutions. Layer the information, 
separating summarized from detailed 

fi ndings because some stakeholders 
(e.g., C-level executives and product 
managers) care most about the sum-
mary while others (engineers and UI 
designers) need to see the details. 

Do whatever you can 
Throughout it all, though, remember to 
keep it human! Your success hinges on 
how people feel about working with you 
and their recognition of the value you 
have brought them. A big part of your 
job as a UX researcher is to do whatever 
you can to gain your team’s attention, 
positive regard and willingness to work 
with you. The relationships you form 
with your stakeholders are as impor-
tant as the quality of the insights you 
deliver. 

Kay Corry Aubrey is a UX researcher and 
trainer with Usability Resources Inc. She 
can be reached at kay@usabilityresources.
net. This is an edited version of an article 
that originally appeared in the spring 2022 
issue of QRCA VIEWS under the title “How 
to work with stakeholders in a UX research 
project.” Reprinted with permission. 
Copyright 2022 by QRCA.

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


We
Know
Who.

Gen Zs may seem like a hard 
group to figure out, but we 
know them pretty well. Like 
here in the US, 47% of them 
look for new products on so-
cial. In fact, we know all of 
your audiences pretty well. 
Because our flagship survey 
represents 2.7 billion people 
across 48 countries.

With GWI, we know who cares 
about what. 

Everywhere. All the time.
See what your audience 
cares about at gwi.com

www.gwi.com


Quirk’s Marketing Research Review // July/August 2022 www.quirks.com70

TTo begin designing or even thinking about starting any research 
journey, you need to make baseline assumptions. But with the current 
emphasis on agile timelines – which means getting into and out of the 
field as quickly as possible – little to no time is spent on evaluating if 
the assumptions used in prior rounds are the right fit for the research 
at hand. In many cases, no evaluation is done and past assumptions are 
just taken as givens. 

The trouble is, if you start your research relying on the faulty base-
line assumptions, you can end up going down the wrong research path 
and, even worse, unknowingly end up drawing inaccurate conclusions 
– no matter how much data you are able to collect during fielding. 

For example, until about 500 years ago, astronomers believed that 
the planets and the sun revolved around Earth. All their observations, 
data-gathering and analysis of planetary rotation paths and movements 
of stars were based on a very incorrect baseline assumption. Under 
their Earth-centric view, the planetary movements seemed to follow er-
ratic rotation patterns. But even so, since they felt that their baseline 
assumption was the right starting point for gathering their data, they 
continued to amass information and draw incorrect conclusions.

Then Nicolaus Copernicus recontextualized how astronomers should 
be analyzing planetary rotation. He did this by changing the baseline 
assumption and revolutionized the science of astronomy by postulating 
that all the planets – including the Earth – revolved around the sun. 
This belief provided observational data that mapped out a radically dif-
ferent view of planetary rotation and also made much more sense.

The world of market research can also learn from the Copernicus 
example. Right now the focus, in market research, is almost exclusively 
on “agile” through incorporating technological innovations that can 
accelerate the executional/fielding and analytical stages. In many 

In our haste to make our research agile, 

we’re overlooking important pre-project 

work, Susan Fader argues.

snapshot

••• the business of research

Don’t get ahead 
of yourself
Use contextual intelligence to set the stage for 
research success

| By Susan Fader
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cases, researchers don’t even realize that they are speeding through the 
important contextual stage of research by quickly reverting to and ac-
cepting “givens” – namely, using previous research findings, existing/
historical demographic segments and accompanying stereotypes as the 
foundation for baseline assumptions.

To reinforce the importance and need to focus more attention on 

the contextual stage, I like to think of market 
research as having a similar structure to run-
ning a marathon (Figure 1). Hardly anyone 
who is running a marathon would just show 
up to the starting line without spending prior 
time reviewing and reevaluating their past 
assumptions/possible running strategies. Just 
because a marathon strategy may have worked 
before doesn’t mean the same strategy will 
work for the next one, because many key ele-
ments that can impact how they should run 
could be different, e.g., the course route and 
elevation, the weather, the runner’s current 
fitness and who the competition is.

When you incorporate the contextual stage 
into your research project, you are using what 

I call contextual 
intelligence, which 
helps make sure the 
research is designed 
and executed using 
accurate assump-
tions, giving you the 
right starting point 
and context to frame 
the research chal-
lenge and begin your 
exploration. 

Just like running 
a race, the contextu-
al intelligence stage 
of research also has 
three main compo-
nents:

What: the objec-
tives to be laid out

Who: the demo-
graphics of who to 
talk to

Where: the areas 
the research should cover and how the conver-
sation should begin/flow

What
Without taking contextual intelligence and 
the totality of the overall context into ac-

Art: Barbara Mizik | Concept: Susan Fader

http://www.quirks.com


www.ovationmr.com


OVATIONMR.COM

Let us help you discover how.

Insights for Market Research
Global Audience Sampling

Customer Experience

www.ovationmr.com


Quirk’s Marketing Research Review // July/August 2022 www.quirks.com74

count, you risk behaving like the 
blind men in the famous parable 
about their first encounter with an 
elephant. They are each only allowed 
to touch a specific small part of the 
elephant and thus come to very dif-
ferent and wildly inaccurate descrip-
tions of what the animal actually 
looks like. Contextual intelligence is 
the flashlight that illuminates the 
whole elephant.

Context is also the prism we use to 
make judgement calls and decisions 
and it is important to recognize that 
context is not static. But rarely do we 
see contextual change in real time. 
Change may appear to be happening 
slowly and therefore not always be 
obvious, which is even more reason 
why we should be on the lookout. 

A good example of the value of 
contextualizing the research objec-
tive comes from the world of hotel 
guest satisfaction studies. A hotel 
was puzzled by numerous complaints 
of slow elevators, even though the 
speeds of its elevators were compa-
rable to industry standard. Adding an 
elevator bank would be expensive and 
time-consuming and require taking 
multiple rooms out of commission. 
Before going down that route, hotel 
management correctly decided to 
explore why guests were assuming the 
elevators were slow. (Note that this 
was before cellphones were common.) 
For guests the issue was not slow 
elevators but rather “being bored 
because I had nothing to do while 
I’m waiting.” So the correct starting 
point was “how to address the issue 
of guests being bored while waiting” 
versus “how to fix the problem of 
slow elevators.”

Ever wonder why hotel elevator 
banks are generally surrounded by a 
wall of mirrors? Well, nearly every-
one likes looking at themselves and, 
when doing so, they are rarely bored! 
Take the time at the conceptual stage 
and make sure that you have the 
correct research “problem” in focus 
before you go into the field. 

Who
As researchers, we like to think we 
are curious and open-minded. How-
ever, if we don’t understand the com-
plex context of emotions, perceptions 

and experiences that shape people’s 
thoughts, actions and decisions then 
it’s quite possible we may be making 
inaccurate baseline assumptions.

Companies’ categorizations gener-
ally default along historical standard 
guidelines – in place since the 1960s – 
focusing on traditional demographics 
(age, gender, income, education, rela-
tionship status, kids, sexual orienta-
tion, etc.) with overlays of product/
service product and usage. Sometimes 
attitudinal questions are added but 
they tend to be more fluff than code-
breaking, e.g., “I am comfortable talk-
ing with people I don’t know.”

We need to recognize that catego-
rizations/segmentations/demographic 
groupings are generally designed to 
fit potential consumers into struc-
tures that meet business-unit needs; 
they’re not necessarily how the con-
sumers see themselves.

When it comes to who we recruit 
for research we need to incorporate 
what I call the cognitive demographics 
component of contextual intelligence, 
which is about recognizing how people 
self-defi ne versus putting them into 
demographic categories predefi ned by 
marketers or researchers. 

The importance of contextualizing 
identity prior to designing a research 
study – more specifically, how you 
define identity – is imperative to el-
evate engagement and participation, 
especially in qualitative research. It 
is one of the many codes that make 
up that “neuro-combination lock” on 
our individual mind-safes. Without 
taking into account how respondents 
self-define, the research could be 
wrongly interpreted. 

Let’s look at a study I did with 
moms about products they might pur-
chase for their family. The traditional 
demographic approach would identify 
the mothers as being the same, while 
cognitive demographics would show 
they are different. 

For example, two recruited moms 
are the same age, have the same 
number of children of the same 
genders and ages, have same house-
hold income, the same profession, 
go to the same church and in fact 
are neighbors. Does that mean they 
should be grouped as demographically 
similar? Actually no. The two moms 

perceive their roles as moms very 
differently. During recruiting, when 
I asked them what their “mom motto” 
was, I got very different answers. One 
mom’s motto was a laid-back “I go 
with the flow,” while the other’s was 
a more helicopter-mom-like “I will do 
anything for my kids.”

Without taking into account how 
they self-define and perceive their 
worlds, these moms’ individual 
feedback during the research could 
be wrongly interpreted. From a 
cognitive demographic perspective, 
they see themselves as having very 
different views on motherhood and 
therefore will make purchase deci-
sions differently.

In addition, how companies 
have historically asked demographic 
screening and categorization ques-
tions may no longer be appropriate 
when it comes to aspects like race and 
gender that were previously rigidly 
defined. A 2022 study, How to Ask 
Race and Ethnicity in a More Inclu-
sive and Sensitive Way, underwritten 
by 11 different, diverse research com-
panies and overseen by the Insights 
Association, explored the appropri-
ate ways to ask what is generally the 
demographic laundry list. 

One of the important takeaways 
was to consider if you even need to 
pose all of the typical demographic 
questions. If they’re not relevant to 
the study, just drop them.

Race is a contentious topic in the 
U.S. and, as the study showed, asking 
people to put themselves into prese-
lected categories can be off-putting, 
especially when over 10% of all 
Americans now consider themselves 
multiracial (2020 U.S. Census Bureau) 
and thus have difficulty choosing 
only one racial designation. 

The Insights Association study also 
showed that trying to be all-inclusive 
by providing an abundance of racial 
and gender options can also have 
negative ramifications. Check it out 
for further demographic screening 
guideline insights.

Where
Too often the amount of material 
the research study needs to cover 
overflows the discussion or question-
naire time frame and there is strong 

http://www.quirks.com


July/August 2022 // Quirk’s Marketing Research Reviewwww.quirks.com 75

temptation to say, “We already know 
the answers from past research so 
we don’t need to include any probing 
around this in this research study.” 
But just because you – the researcher/
company – know something from 
past research doesn’t mean it is top of 
mind to consumers or still relevant 
or as important as you may think. 
Even your most frequent users may 
not have your product or service top 
of mind.

I have found that adding a pre-
work/homework assignment that 
I call a self-diagnostic ethnogra-
phy can be extremely beneficial in 
generating in-depth and thought-
ful conversations during the actual 
research discussion. A self-diagnostic 
ethnography is the anthesis of a data 
collection exercise, which tends to 
be positioned as, “We don’t have time 
to ask in the discussion so let’s just 
have them answer the questions as a 
homework assignment.” Its purpose 
is to create a situation where the 
research participant can self-observe 
their behavior in their natural en-
vironment before they come to the 
research discussion. It allows them 
to consciously observe and analyze 
actions that are normally automatic 
and bring that newfound awareness 
to the research discussion. 

If it is a qualitative research 
study, I like to think of the over-
all structure of the discussion as a 
long hallway with many doors. Each 
door is numbered and behind each 
door is a specific area of questions. 
A typical qualitative study involves 
the moderator metaphorically taking 
the person’s hand and exploring each 
door in a prescribed order. First the 
questions behind door number one, 
then the questions behind door num-
ber two, etc.

However, if you allow the person 
to initially lead the discussion they 
might go to door nine first, then door 
four, then to door three or even bring 
you to a door you didn’t know existed 
but is integral to their worldview. 
The journey they take, what they 
emphasize, what they leave out, etc., 
can not only be very informative but 
generate game-changing insights. 
More importantly this open-ended 
storytelling structure, where the par-

ticipant – instead of the moderator/
interviewer – determines how they 
share their story about the research 
topic you are exploring, will generate 
more relevant and deeper insights 
than a traditional question/answer-
structured guide. A bonus is that you 
can often cover more material be-
cause a lot of information is provided 
in unaided storytelling form, rather 
than requiring the moderator to ask a 
laundry list of questions.

An example of this was for a study 
I did on fabric softener new prod-
uct ideas, where participants, all 
heavy users of the brand in question, 
completed a self-diagnostic ethnog-
raphy exercise while doing laundry 
the week before the research study 
discussion. They were asked to record 
the three things they liked best and 
three things they liked least about 
doing laundry. Then, to start the re-
search discussion, I asked them each 
to share their story of laundry likes 
and dislikes. Note that I specifically 
did not ask them to focus on the topic 
of the research – the fabric softener 
– because fabric softener resides in 
the world of laundry and I wanted 
to see how fabric softener would or 
would not come up organically in 
their laundry stories.

Surprisingly to the client, who 
thought they already knew what 
the consumers would say and so 
therefore didn’t need to hear them 
talk about how they do laundry, a 
number of loyal and heavy users of 
the company’s fabric softener didn’t 
mention fabric softener at all in 
their stories. It turned out that, for 
these consumers, adding fabric soft-
ener was such an automatic behavior 
that it was not really top of mind 
when they thought about doing laun-
dry. This was an extremely impor-
tant learning that impacted how the 
consumers perceived the new fabric 
softener product ideas and how new 
fabric softener products should be 
positioned to them and one we would 
not have gotten if we hadn’t taken 
the step of starting the discussion on 
laundry versus fabric softeners.

So, if you are doing a research 
study and your assumption is that 
your subject/product is top of mind 
with respondents because they are 

heavy users, your concept/new prod-
uct discussion will be starting from 
the wrong place. In addition, you 
will aggravate the research context 
problem if you start the ice-breaker/
warm-up with specific topic questions 
such as, ”Tell me why you use fabric 
softener.” But if you design your re-
search project so that each consumer’s 
personal worldview of laundry – 
whether it does or does not contain 
fabric softener – is their personal 
starting line, then your research de-
sign will probably lead you to differ-
ent conclusions of the viability and 
true interest in the new product ideas 
than if you started with a discussion 
focused on fabric softener.

Add another stage
Much of the current focus in market-
ing research is on the executional 
and analytical stages of a project. 
Even many of the recent technologi-
cal innovations that have made our 
work more efficient – from dash-
boards to AI-driven data analysis 
tools – have focused on the post-
field stages. I think we need to add 
another stage, a conceptual one that 
incorporates a contextual intelli-
gence approach as a starting point to 
make sure we are really evaluating 
our baseline assumptions – before 
we go rushing ahead. The quest for 
agility is certainly worthwhile but by 
taking time early in the process, we 
can make sure we’ll be happy once we 
reach the finish line. 

Susan Fader is a qualitative researcher 
at FaderFocus. She can be reached at 
susanfader@faderfocus.com.
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FFuturists love to talk about the past. And they love to talk about plau-
sible futures. This article will do both of those things. It will focus 
more than you might anticipate on horses. But in the end, you should 
be convinced of two things. One, that in your research, you should 
think about the future and two, when you think about the future, you 
need to consider one really key thing that is often left out of conversa-
tions about foresight: You need to think about people, their opinions 
and their values.

Let’s start with some history. There was a piece fl oating around Linke-
dIn recently about the weird gauge of train tracks in the U.S. It’s an 
unusual width: 4 feet, 8.5 inches. It’s great for tying your typical 5-foot-4 
damsel to if your goal is to put her in distress but otherwise, it’s odd. Be-
cause we have a lot to cover, we’ll skip to the beginning of the story: The 
track size goes all the way back to the width of Roman chariots, which in 
turn is based on the width of two ancient horse butts.

So, trains today, and so many things they carry, including industrial 
parts and components, are also size-constrained by millennia-old horse 
butts. Crazy, huh?

Confession time: That thing about horse butts is a myth – although 
one that is maybe 80 years old. But it sounds totally plausible. As 
mentioned, futurists love to talk about plausible futures but this is an 
interesting example of a plausible history. The endurance of this pre-
social-media-meme myth is interesting because it tells us something 
about the way you should think about the future: Things don’t change 
much. Macro forces drive change. And they do so over long swaths of 
time that are often slow to unfold. 

The point of all this history is that we need to remember as re-
searchers that the future is built on the present, the present is built on 

Matt Carmichael on why you need 

foresight in your research – and 

research in your foresight.
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the past and the past is built on people. And, well, horses. 

Hint at change
When Ipsos thinks about the future, we look at three main things. 
First, we consider those tectonic macro forces that unfold over time 
– things like climate change and demographic shifts. It doesn’t take 
a futurist to know those forces exist but it’s important to understand 
how they shape – and are shaped by – other forces. So we also consider 
signals we see today that hint at change. These could be a patent filing 
or some new innovation. A news clipping might be a signal. 

Futurists don’t often know exactly what a signal portends but our 
Spidey sense tells us it hints at something.

Finally, at the heart of it all, is the humans. How are people, 
markets and society shifting and how are those shifts impacting and 
impacted by the signals and macro forces? The output of this consid-
eration can either be trends or foresight work. But if your trend work 
isn’t considering the humans, it’s missing a major component.

Keeping humans at the center has several key benefits. One, it 
means you’re focused on insight and impacts, not just on new technol-
ogy, etc. But more importantly, shifts in human opinions and values 
are something you can measure over time.

Before getting into the value of that process, let’s dispel another 
myth. That means it’s time to talk about horses again. Henry Ford is 
oft-quoted as saying that if he’d asked people what they wanted (i.e., 
done some research), they would have said they wanted faster horses. 
Turns out that’s a myth too. According to the Harvard Business Review, 
Ford never actually said that but it’s still a great quote. Someone said 
it. And it’s often used to show that opinion doesn’t necessarily matter 

in the innovation space because sometimes 
people can’t imagine what’s coming. They 
can’t anticipate or react to something that 
doesn’t exist.

While that part’s true, people can imagine 
that they want speed and convenience. Behav-
ioral science tells us that for a change to be 
accepted it will have to solve a human need. 
Either a faster horse or an automobile would 
solve those needs. Since people make up 
quotes for Henry Ford, here’s perhaps a use-
ful edit: “I helped popularize the automobile 
because I understood not what people want 
but what people value.” (Clearly he didn’t say 
that either.)

When we think about the future, it’s easy 
to focus on what will be diff erent. But we have 
to avoid getting too fi xated on change. Because 
the big things don’t really change all that 
much. Sure, opinions and attitudes change, but 
our values tend to be pretty consistent. 

Humans are creatures of habit and rou-
tine. It’s not that we don’t like new and shiny 
things. We do. We really do. It’s that those 
new and shiny things, again, have to fill a 
need. But inventions need to also hit at the 
right time, which involves a host of factors, 
including convenience, that humans value, 
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as well as utility (another thing we 
value) and affordability (yet another 
thing humans care a lot about). Fi-
nally, they need also to work.

So if things don’t change too 
much, we don’t even need foresight 
do we? Au contraire, mon frère. We 
need foresight to plan for the certain 
uncertainty. Cuz stuff happens. 

Imagine the territory
How so? Well, when you’re thinking 
about the future of a topic, try to 
think of all of the things that could 
factor into it. Imagine the territory 
that surrounds the topic. The map, if 
you will. For instance, the future of 
sports isn’t just about sports leagues 
and broadcast rights and the changes 
to the college landscape as athletes 
can leverage their names, images and 
likenesses for financial gain. The 
future of sports is also about climate 
change. 

What if a generation of kids 
spends more time indoors instead of 
playing football or futball because it’s 
120 outside all summer? Will they be 
sports fans in the same way? What if 
people get used to the new volumetric 
video broadcasts of sports like the 
NBA is already trying out – showing 
essentially avatars of the real players 
really playing the game? Will that 
lead us or accelerate us to “sports” 
with virtual athletes that we watch in 
the metaverse?

Or take automated vehicles. They 
are not just a faster horse but a 
smarter horse. The future of automat-
ed vehicles, for example, is partially 
about the work engineers and pro-
grammers are doing to make the idea 
technically feasible and the tech is 
getting there. But it’s also ultimately 
driven by the belief that people want 
them, will feel safe being driven by 
them and won’t feel as if their free-
dom or privacy is threatened by Big 
Tech. That’s a tension. 

Will people buy automated cars? 
Will they give up a perception of 
freedom, which marketers have for 
generations had us believe is directly 
caused by the ability to control your 
movements by taking hold of the 
steering wheel? Will lawmakers agree 
to fund the infrastructure needed, 
and at what cost financially, and with 

what as a trade-off in a fixed budget? 
Today Ipsos data says 42% of Ameri-
cans have a positive view of self-
driving cars but 47% have a negative 
view. What if that shifts? What if the 
car manufacturers and the indepen-
dent organizations that monitor and 
test vehicle safety convince us that 
autonomous driving is extraordi-
narily safer (it is) than if we all drive 
ourselves? 

There is a plausible scenario 
where autonomous driving becomes 
the standard, at least in major cities 
and areas with the infrastructure to 
support it. There’s another plausible 
scenario where the tech evolves but 
people don’t buy it or won’t fund the 
infrastructure needed to make the 
cars function. Chicago is a deeply 
blue city in an otherwise red state. 
Will the legislators in Springfield 
and downstate Illinois vote to fund 
something they see as benefiting 
mostly just those Tesla-driving elites 
in Chicago? You’ve met America, what 
do you think?

Innovations that are so needed to 
solve problems like climate change or 
the labor shortage in long-haul truck-
ing can be held up because…we’re not 
looking at the future.

Of course things could shape the 
future that have nothing to do with 
opinion. Volcanoes can erupt. Meteors 
can crash into the Earth. Yet, even 
then, the survivors have to decide 
what comes next. 

As researchers we can watch 
the opinion data shift. We can view 
those shifts as waypoints, showing 
us which of many potential futures 
we are steering toward. We can do 
the qual and the quant work and 
layer in the social listening and the 
behavioral science. We can measure 
the tension shift as well as we try to 
right the course or accelerate on the 
path toward our desired outcome. As 
opinions shift or are swayed one way 
or another, those movements act as 
vectors that will steer us toward one 
plausible future or another. 

The secret sauce 
When you think about it this way, 
humans, and their opinions, values 
and behaviors, are the secret sauce of 
foresight. 

How do you keep humans at the 
center? Not surprisingly the answer 
is “research”! But how do you actu-
ally do it? A major part of it comes 
in the design phase. It’s important to 
capture underlying values as well as 
opinions and behaviors. You can do 
this through qual and quant, through 
surveys and ethnography, through ac-
tive and passive social listening and 
online communities. The goal is to 
understand the human needs and the 
ways you can fulfil them.

The tensions people feel on topics 
like these won’t entirely drive the 
future but they will drive how we 
respond to it. They are based on opin-
ion. And opinion is sometime intrac-
table, especially in the short term, 
but is ultimately malleable. Same 
with behaviors. If they become hab-
its, they can be very hard to change. 

Opinions and behavior change can 
be accelerated or arrested by disrup-
tions like, say, a global pandemic 
speeding up the demand curve for 
delivery or the threat of war help-
ing NATO find renewed purpose and 
strength.

Tensions can strengthen or relax 
or release, depending on how opinion 
shifts. 

Values, on the other hand, are 
more bedrock. They don’t tend to 
change over time too much on their 
own.

Author Phil Tetlock has written 
that, “Every policy is a prediction.” 
We make policies with the assump-
tion that they will shape the future 
in a desired way. The same could be 
said of all the choices we make in our 
daily lives. We eat certain foods be-
cause of (or despite) a belief that they 
will help us live longer, healthier 
lives. We invest and save based on all 
sorts of factors we assume about our 
future within the future. We choose 
our friends, our spouses, where we 
live and our careers based on what 
feels correct now and what it means 
for our personal tomorrow. 

Therefore, we are all futurists to 
the degree that our opinions im-
pact our personal and the collective 
future. 

As we think about the future 
we need to know that it won’t just 
happen; we have to make it happen. 
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Many don’t get that. But many do and 
people are right this moment working 
to shape the future and get others to 
act in ways that they think will ben-
efit their desired future. That’s true 
to vastly different extents with every-
thing from marketing to journalism, 
disinformation to campaign speeches. 

To the extent that communication 
is about manipulating events, it starts 
by shaping opinion. People still have 
to believe in something in order to 
act a certain way. 

One typical output of foresight 
work is scenarios of plausible futures. 
Once you’ve developed several of 
these, think about how your prod-
uct will look in those futures. Think 
about the future jobs to be done. Then 
think about a research roadmap to get 
you there – again, keeping humans 
at the heart. Part of this is about 
concepts and innovation and mak-
ing sure those innovations solve for 
a human need. But part of it is going 
to be beyond that in terms of the 
user experience, the marketing and 
creative and ultimately the customer 
experience with these future products 
in these future scenarios. And finally, 
think about how to measure potential 
shifts over time as an ongoing system 
of checks and balances as the world 
shifts around you as well.

Understanding the relationship 
If you haven’t guessed by now, this 
use of tension is also a play on words. 
Opinions upon which we act are often 
in tension. The actions we take based 
on those opinions are done so with 
intention. Imagining potential futures 
requires understanding the relation-
ship between the tensions in our be-
liefs and the intentions of our actions. 

And further, if we are to aim for 
a future we desire personally or for 
our company or our community, we 
must do so with intention. We must 
shift the opinions of those who are in 
tension with our opinion. Because the 
people who have other or even oppo-
site opinions are working with intent 
toward their desired future. 

The future is in tension. 
The future is intention. 
All of this discussion to this point 

has been about why you need to keep 
humans at the heart of your fore-

sight. Whether you’re working with 
a foresight consultant or spinning up 
your own internal team, if humans 
(and therefore ongoing, intentional 
research) aren’t part of the plan, 
you’re not going to know where you 
are or where you’re headed.

But why do you need to keep fore-
sight in the center of your research, 
too? Chuck Klosterman wrote a book 
you should read. It’s called, “But 
What if We’re Wrong?” The premise 
is to look at the present as if it were 
the past. Imagine, for example, it’s 
100 years or 500 years in the future. 
Think about it in marketing research 
terms: What’s something that in five 
or 10 years you’re going to wish you 
had trending data on? 

That’s a powerful idea and one 
that was the original premise of What 
the Future, the monthly foresight 
magazine from Ipsos. Since the first 
issue in 2017, the magazine has fea-
tured Q&As with the smartest people 
on any given topic: food, housing, 
transportation, gender, beauty, vice 
and more. They would be asked that 
question about aspirational trending 
data and then Ipsos would actually 
field those questions and set a base-
line. 

So years before the pandemic 
caused us all to want everything 
brought to us, Chris Kempczinski, the 
now-president and CEO of McDon-
ald’s, was talking about ghost kitch-
ens and delivery. The concept of ghost 
kitchens was so far off that Ipsos had 
to add a lot of text to the question 
stem explaining it. This was long 
before YouTuber MrBeast spun up a 
burger chain in 300 markets simulta-
neously with no physical locations.

And before we were required to 
shelter in place, Ipsos was talking 
with IKEA’s Mary Lunghi about smart 
homes and what she called the “fluid-
ity of living,” in which rooms in our 
homes would be yoga studios, schools, 
offices, dining rooms all at the same 
time or just by moving a bit of furni-
ture around. 

This all is why you need foresight 
in your research. It gets to that topic 
of human needs and how to meet them 
in the future. A standard interview 
with McDonald’s or IKEA would have 
been asking about the now or maybe 

the next quarter or two. But by think-
ing about the future in the interview, 
the stories explored more interest-
ing topics for readers and clients. We 
did so in the context of the needs for 
convenience and fl exibility – and how 
that might look down the road.

Solve those problems
We need to think about the future. 
The world is full of big challenges – a 
climate emergency, threats of world 
war, pandemics, inequality, inequity, 
injustice. People, consumers, custom-
ers – whatever you want to call the 
humans – are looking at us as leaders 
and brands to help solve those prob-
lems, especially as the governments 
around us seem to be failing at the 
task. 

Humans get that. And they want 
help. We need to think about the 
future. Many already do, to some 
degree. Innovation cycles for some 
products are measured in years and 
decades. But most of us don’t think 
about the future. At least not in any 
systematic way, not in a way that 
reaches the level of foresight. And we 
need to. To solve the big problems and 
also to solve more immediate chal-
lenges. 

However you do it – in-house, 
with a consultant, with a Magic 8 Ball 
(no, please don’t do that) – keep mar-
keting research at the heart of your 
foresight. And keep foresight in mind 
when you’re planning your research. 
Because at the end of the day, or at 
least at the end this article, it all 
comes down to this one simple point, 
which also would make a great Henry 
Ford quote, had he said anything like 
it: When you imagine tomorrow, you 
ask better questions today. 
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IIn Part 1 of this article last issue, we looked at the reasons for conduct-
ing tracking research and the types commonly used. This time around, 
in Parts 2 and 3 we will cover key metrics, how to control variables, how 
to analyze data and, of greatest importance, how to eff ectively report the 
fi ndings of any analysis.

In the past, telephone survey research was the prevalent method 
of conducting any tracking study. As cell phones became ubiquitous, 
respondents were no longer willing to engage in 50-minute surveys. Call 
screening, homes with no landlines and the arrival of caller ID further 
restricted response levels from individuals that were primarily targeted 
during and after dinner time. 

Conducting surveys online became more effi  cient and led to better 
representation of targeted markets. What didn’t change, for a long time, 
was the assumption that you could simply apply the same techniques 
that were used on telephone surveys to online surveys. Surveys remained 
too long, rating scales were not updated to refl ect the online experience, 
items within rating questions stayed way too wordy and the way we col-
lected and analyzed open-end textual data did not change.

As a result, practices that had been used during the days of tele-
phone interviewing became even more prevalent with online surveys. 
Respondents were not qualifi ed to take part in the specifi c survey, they 
sped through the survey, they straightlined their answers and did some 
research of their own before answering open-ended questions in order to 
fi t the screening criteria. 

There are only a fi nite number of potential respondents that are 
empaneled by sample providers, all providing incentives to complete sur-
veys. The problem was exacerbated when the market research industry 
realized that many of the same respondents were being used repeatedly 
by all the diff erent sample providers. Sample companies and research 

Parts 2 and 3 look at key metrics and 

controlling the variables.

snapshot

••• tracking studies

Let’s get 
tracking
A how-to guide for market, brand and advertising 
tracking studies

| By Elliot Savitzky
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agencies have been working hard to reduce fraud by placing tests within 
the analyses of survey-generated data to identify and eliminate cheaters 
and to reduce the number of multiple respondents that originate from 
the same IP addresses. While cooperation rates continue declining, the 
quality of the data obtained has increased. Unfortunately, with fewer 
quality samples available, particularly for B2B research, costs per respon-
dent have increased.

So the current line of thinking mandates a number of dramatic 
changes to the surveys themselves, including:

• limiting survey duration to no more than 20 minutes if possible;
• trimming attribute lists to no more than 12;
• reducing the number of brands rated at any one time;
• making survey mobile-
ready (limit the num-
ber of attributes per 
screen; shorten rating 
scales; fi t the screen to 
the device);

• eliminate redundancy 
(no reason to ask 
stated importance if it 
can be derived);

• reduce the number of 
dependent variables 
(overall satisfaction, 
likelihood to recom-
mend, consideration, 
share of wallet, con-

stant sum, etc. – pick one!);
• eliminate irrelevant questions;
• eliminate questions you already know the 
answers to;

• avoid “questionnaire by committee” syn-
drome.

Base design on the objectives
What are the key metrics for an eff ective track-
ing study? You can’t design any questionnaire 
unless you base its design on the objectives of 
the research. For an advertising tracking study, 
you need to go back to the strategy that was 
created for the development of new advertis-
ing (the copy strategy) as well as the market-
ing and media plans. What is the copy trying 
to accomplish? Is it directed at new users or 
prospects or is it designed to reassure your 
loyal user base? Think hard about what you 
are trying to accomplish and design the survey 
accordingly. Figure 1 shows a way to conceptu-
alize the types of questions you would want to 
include in the survey as you view the market-
ing funnel overall. 

That said, there is a standard set of ques-
tions that should be included in any tracking 
study and asked of everyone who passes the 
screening criteria. These questions should 
relate to the following:

Brand Funnel

Awareness

Consideration

Perceptions

Intention

Advocacy

Key Metrics

Brand Awareness
Advertising

Purchase Behavior
Brand Consideration

Brand Awareness
Advertising

Likelihood to Purchase

Overall Satisfaction
Likelihood to Recommend

Figure 1
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• brand or advertising awareness
• familiarity (knowing the brand 
name alone is not enough to know 
the brand)

• brand experience – current portfo-
lio of products used or purchased in 
the past (e.g., currently, most often, 
past year, past three months)

• consideration – what brands are in 
contention for selection?

• brand ratings – limit the scale, 
limit the number of brands rated 
and limit the number of factors they 
are rated on (respondents should 
be aware of and familiar with the 
brands that are being rated)

• loyalty metric – e.g., satisfaction, like-
lihood to recommend, share of wallet

All other question areas, except 
for the demographic profi ling section, 
can be covered in a rotated fashion so 
that not everyone is asked every ques-
tion. This will help to limit the length 
of each questionnaire. The answers 
to these question areas are typically 
lower priority and a smaller sample 
for analysis is often adequate. As an 
example (Figure 2), one-third of the 
sample could be asked two of these 
modules each, so that all modules 
are asked among the same number of 
respondents: emotional assessment; 
category attitudes; lifestyles; psycho-
graphics; hobbies; media habits. So, 

one-third emotions and psychograph-
ics, one-third hobbies and lifestyles 
and one-third category attitudes and 
media habits, etc.

Constructing a tracking study
When constructing a tracking study, 
the fi rst step is deciding where you are 
going to source your sample of those 
potentially in your target market. Al-
though some panel companies screen 
their panelists for preexisting or 
former brand usage or certain char-
acteristics or behaviors, this almost 
never aligns with what you’re trying 
to accomplish. And even if there are 
pre-screened panelists, there is no 
guarantee the data is current.

It’s important to work with a 
trusted panel partner who can not 
only complete the initial project but 
also be available for future ones. This 
avoids the introduction of an unwant-
ed variable.

Samples of tracking studies are 
usually stratifi ed using a few key char-
acteristics that are relevant for the 
market(s) being investigated: 

• Region – Is it national or regional 
or specifi c test and control markets?

• Age – Do we need to survey every-
one 18+ in age or are there defi ned 
targets like Gen Z and/or Millen-
nials which will require stricter 

defi nitions?
• Gender – Male and/or female? 50/50 
split or skewed in any fashion? 
Remember that today’s gender roles 
are not as rigidly defi ned as male or 
female now that non-binary is an 
option.

• Income – For many categories, 
household income is a key criterion 
for a potential market target which 
may require a more affl  uent sample.

Once completed, these strata are 
often weighted to how they are repre-
sented in the larger universe and often 
balanced to previous waves of track-
ing to be “more representative” and to 
minimize bias between waves.

As an example, when you design a 
tracking program, you might specify 
that out of a sample of 1,000 completed 
interviews, you will require the sam-
ple to contain males and females, aged 
18-54 and to have household incomes 
above $50,000. 

In order to manage the number of 
completed interviews and to maintain 
a representative sample, you are likely 
to require that the interviews have 
quotas enforced such that:

• Half are among males and half 
among females.

• The age groups are divided such 
that there are equal numbers of 

Emotions

Psychographics

Hobbies

Lifestyles

Category
Attributes

Media
Habits

Asking in a rotated fashion

Figure 2
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completed interviews in each of the 
following subgroups: 18-24; 25-34; 
35-44; 45-54.

• Similarly, household income might 
be divided into the following groups: 
$50,000-$59,000; $60,000-$69,000; 
$70,000-$79,000; $80,000-$89,000; 
$90,000-$99,000; $100,000+

• Geography is usually divided by 
time zone or the four Census regions 
and the nine divisions within them.

The point in going through this level 
of rigor is to make sure you can compare 
your sampled population to the known 
Census data and to weight your sample 
back to those known data points to 
ensure representation of the U.S. popula-
tion that are between the ages of 18 and 
54. As each of these points of stratifi ca-
tion are taken into account, the weight-
ing scheme becomes more complex as 
they are all interrelated.

So if you were to conduct a track-
ing study among people aged 18-54, you 
can be certain that whatever data you 
collect can be projected onto the larger 
population, e.g., among adults up to 54 
years of age, 23% of the population in 
the U.S. are aware of the Acme brand 
of car polish.

Timing is key 
One of the most important variables 
you need to control is timing of the 
research. Of course, if you are conduct-
ing a continuous study, then consis-
tency is the only concern.

If research is being used to trend 
from previous waves, it is critical to 
replicate the timing of the previous 
reading if possible. If the post-wave 
was conducted as soon as the media 
spending stopped then you need to 
continue with that trend. Again, this 
is not really an issue for continuous 
tracking but important for point-in-
time tracking programs.

If this is not a continuous track-
ing program, you need to decide how 
long you intend the post wave to con-
tinue. Usually, you want to allow for 
a lead-lag effect to take place, which 
means you don’t want to complete the 
cycle of interviewing too soon. How-
ever, how long you want it to con-
tinue can be difficult to assess, which 
highlights an additional benefit of 
continuous tracking.

Skew the outcome
Changes to any tracking study can 
skew the outcome, making it inef-
fective to compare results to those of 
previous waves. Whenever we see ma-
jor changes in the trend of data from 
a tracking study that has been either 
been changed in its design or taken 
over from another company, the im-
mediate questions are: What changed? 
Did the market register a change or 
did the results change because the 
study changed?

Potentially variable factors can 
include any or all of the following: 
the company managing the research; 
the method of execution; the sample 
source; changing the sample; chang-
ing the sampling geography; changes 
to the study’s timing; changes in sur-
vey flow or the addition/deletion of 
key question areas; changes to sample 
composition; programming errors; 
data tabulation errors; changing the 
brands being assessed; changing key 
characteristics of an attribute list; 
changing key evaluative criteria and/
or rating scales.

Assuming you want to maintain 
historical trends where possible, the 
following is the approach we would 
take to minimize the variables that 
could potentially impact those trends:

• Utilize the same sample source/
panel provider.

• Maintain as much consistency 
between the previous survey as pos-
sible, particularly the key metrics 
and the order in which they were 
obtained.

• Maintain sampling geography.
• Keep the sample composition con-
sistent.

• Maintain survey frequency wher-
ever possible.

All or even most of the above list 
may not be totally possible to achieve. 
However, you can maintain consisten-
cy by conducting a bridge wave, which 
is a method of comparing the impact 
of variables by conducting a tracking 
study while simultaneously using two 
diff erent survey vehicles and then 
comparing the results. Comparing 
historical trends between the two ver-
sions can help determine how any of 
the variables that changed may have 

impacted any trends. By understand-
ing the correlation between the two 
versions and the historical trends, you 
can develop models for calibrating the 
data going forward. 

Dependent on the objectives
The processes of analyzing marketing-
related data and reporting any in-
sights are intertwined with the design 
of the research and the creation of the 
survey, all of which are highly depen-
dent on the objectives of the research. 
What are you trying to accomplish by 
conducting a tracking program? To 
measure the eff ectiveness of the ad 
campaign after launch or is it more 
to assess brand health and to identify 
threats and opportunities? Maybe it 
is to read the impact of a heavy-up 
spending plan?

None of the work that needs to 
be done can be divorced from tying 
everything back to the objectives. How 
you organize the data into logical time 
frames for evaluation and how you 
weight the sample and balance it to 
previous waves of data is all contin-
gent on the objectives of the program.

How do you start the process? Go 
back to the objectives of the research. 
Let’s assume you are conducting a 
continuous tracking program to assess 
in-market ad eff ectiveness. What does 
“ad eff ectiveness” actually mean? 
Assuming there was appropriate pre-
testing conducted on the advertising 
executions that successfully achieved 
its objectives based on the copy strat-
egy, you would be hoping to support 
learning that would suggest that your 
in-market advertising was both memo-
rable and persuasive.

And what about the media plan? 
Is the ad budget suffi  cient to break 
through the clutter of competitive 
activity to make sure your message 
is even heard? How do you know it is 
enough? Have you compared the media 
plan to competitors’ spending? One of 
the problems we typically run into is 
that competitive spending data isn’t 
available. Further, there is no guaran-
tee that the media spending plan that 
your ad agency creates will actually 
be executed as intended. It can take 
months to obtain in-market spending 
levels, so you are essentially assuming 
that the media plan was met and hold-
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ing your breath that you have spent 
enough to break through the clutter of 
competitive spending.

How much do you need to spend to 
be heard and how much spending is 
enough before you start to see signs 
of ad wearout? Wearout is a rela-
tive term. One version defines it as 
the point where the mix of creative, 
media placement and spending stops 
achieving a campaign’s communica-
tions objectives and generating a re-
sponse or consumer interest. The first 
exposure to a commercial/ad is the 
most effective. Repeated exposures 
ultimately lead to diminishing re-
turns. Advertisers need to understand 
how exposure frequency infl uences 
consumer behavior.

In previous work we conducted 
in the early 2000s we often referred 
to internal research that found you 
needed to spend somewhere in the 
area of 700-1,000 targeted rating 
points in order for a single ad to 
run its course before it needed to be 
replaced with a pool-out. 

Think about the time frame for 
analysis in combination with the time 

frame of your tracking. Unless you are 
conducting a continuous tracking pro-
gram, you may not be in a position to 
organize your results by a time frame 
that is consistent with your media 
plan to be able to see the impact of any 
potential wearout until it is too late.

This is also why you need to over-
lay the spending levels along with 
your trended data so you can observe 
the relationship between the pattern 
of spending and its impact on key 
metrics like awareness, persuasion 
and imagery. Brand perceptions or 
imagery, however, do take longer to 
deteriorate as they tend to follow a 
lead-lag pattern of decay. 

All of this trended data can help 
you to build forecasting models so 
that you can predict, within a certain 
level of certainty, how spending levels 
are likely to impact key metrics like 
awareness. And, if you can obtain in-
market performance from the client, 
you can validate your tracking metrics 
as indicators of market performance. 
Imagine the scenario where you can 
link pretesting metrics, survey track-
ing data, digital tracking data, spend-

ing levels and in-market trial, repeat 
and share to create a holistic view of 
pre-market, in-market and post-adver-
tising spending market performance. 

The above scenario is uncommon, 
so a typical analysis is a key driver 
analysis where dependent variables 
like brand ratings are correlated with 
any number of dependent variables 
like satisfaction, most-often usage, 
repeat, recommend, etc. Identifying 
which of the many brand attributes 
are driving positive attitudes and 
hopefully behaviors can help refi ne 
the copy strategy going forward.

Other analyses that prove helpful 
are perceptual maps that visually dis-
play the relationship between brands 
and the images that defi ne them. 
Overlaying the key driver analysis 
can identify important areas that are 
either not being delivered on or are 
weaknesses for your brand.

Overall, the key to an impactful 
report is to think about it as telling a 
story rather than reporting the facts. 
There are few things in research that 
are more ineff ective than a 100-page 
tracking report that lists all the data 
in excruciating detail.

Rather, go back to the objectives 
and determine what is important to 
report and what is secondary. Cre-
ate the “red thread” that weaves its 
way through the report, telling the 
story of what the team needs to know 
about its brand and the market in 
which it competes. 

Learn further
There are so many areas to consider 
when planning, executing, analyzing 
and reporting a tracking study. While 
we have covered several of them here, 
we invite you to challenge us with 
your needs for implementing a pro-
gram and learn further with us how to 
make the process more eff ective. 

Elliot Savitzky is senior vice president at 
TRC Market Research. He can be reached at 
esavitzky@trcmarketresearch.com.
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Branded Research
Founded 2012 | 43 employees
Matt Gaffney, CEO

Branded 
Research is a 
leading audi-
ence technol-
ogy company 
reimagining 
the market 
research in-
dustry to 
uncover deep consumer and B2B 
insights – all intelligently powered 
by AI. Our on-demand data collec-
tion platform helps our clients gather 
trusted, forward-looking insights to 
grow their businesses. How’s it done? 
Branded Research unlocks unique data 
acquisition through Branded Surveys, 
our proprietary research community of 
2 million users. The collective opinions 
and insights from our users are quali-
fied through willing, natural interac-
tion and powerful social engagement. 
These insights provide companies with 

Finding reliable respondents for your research studies and surveys 
is crucial. Respondents infl uence your results heavily through 
their thoughts and opinions regarding your products, services and 
future innovations. 

Sample providers can help narrow your target representative 
group through ID validation and continuous checks to remove any 
fraudulent individuals. These companies offer panels of reliable 
respondents, data analysis and a variety of audiences for any size 
project. When it comes to sampling research, these companies will 
provide you the tools necessary to succeed.  
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the high-quality data they need to con-
fidently make strategic decisions about 
their products and services. 

Phone 1-888-848-2525
https://gobranded.com/

Eleven Market 
Research, LLC
Founded 2021 | 6 employees
Brandon Johnson, CEO

ElevenMR is a 
hybrid data collec-
tion and research 
company special-
izing in quantita-
tive research. Our 
team of research 
professionals has 
over 25 years of 
experience conducting online surveys 
with access to over 70 online pan-
els. When your audiences are more 
difficult, our Custom-Dialed Phone 
Methodology (interviewer adminis-

tered with shared screen capability) 
is perfect. We offer full-service project 
management including programming, 
greater feasibility, competitive pricing 
and innovative sample plans, world-
wide! Some of our specialty audiences 
include: consumer, B2B, execs and 
C-level, $2B+, DMs, risk and fraud, IT, 
financial (AUM of 50M+), pros, luxury, 
unacculturated Hispanics, ethnic, 
youth, patients (cancer, hemophilia, 
cystic fibrosis), health care, hospital 
admins, payors, insurance, etc. E-mail 
us at BIDS@elevenmr.com!

Phone 1-972-349-1138
www.elevenmr.com

Fieldwork
Founded 1980 | 250+ employees
Steve Raebel, President

Our specialties include B2B, consumer 
and global research. For over 40 years, 
Fieldwork has recruited the highest-
quality business, medical and consumer 
respondents both through and far be-
yond databases, using proven methods 
to reach your audience. We believe in 
a customized approach to recruitment. 
Fieldwork provides unsurpassed project 
management, hosting and complete 
guidance through in-person, remote/
online and hybrid research sessions. 
Our technically versed support staff 
will confidently guide you through the 
logistics from large online to multi-
country project execution. Fieldwork 
is your qualitative research partner. 
Focus on the research. We’ll do the rest.

Phone 1-800-863-4353
https://www.fi eldwork.com/market-research-
services/

https://gobranded.com/
mailto:BIDS@elevenmr.com
http://www.elevenmr.com
https://www.fi
https://www.fieldwork.com/market-research-services/
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Full Circle Research
Founded 2013 | 20 employees
Adam Weinstein & Nate Lynch, Co-CEOs

Named the 2021 Panel Company of the 
Year by The Marketing Research and 
Insight Excellence Awards (powered 
by Quirk’s) and a staple on Inc. 5000’s 
Fastest-Growing Companies (2017, 2019, 
2020, 2021), Full Circle leads the indus-
try in data quality. The only U.S.-based, 
online consumer sample provider 
certified to ISO 26362, now certified 
to ISO 20252, and the promoter of 
#QUALITYFORALL, Full Circle’s award-
winning survey experience HoNoR 
(Holistic Next-Level Research)® mar-
ries advanced tech, flexible community 
strategies and industry-leading quality 
controls to deliver immediate access 
to proven-purest data. Full Circle’s 
foresight, agility and innovations are a 
direct result of a uniquely consultative 
approach, delivered by diverse indus-
try veterans.

Phone 1-301-762-1972
iLoveFullCircle.com

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

Global Survey is 
your top choice 
of solutions part-
ner for end-to-
end project man-
agement needs. 
We augment 
your research 
operations by 
making available 
top-of-the-line infrastructure setup, 
proven processes and highly trained 
personnel for every stage of the op-
erational lifecycle of a research study. 
Under this engagement model, you 
keep control over the client interaction 
and overall management, while we 
help move the project successfully from 
survey scripting and data analytics, to 
reporting and visualization. Engaging 
with us at Global Survey for our end-to-
end project management capabilities, 
providing multiple business benefits. 
You can apply economies of scale and 
execute bigger volume projects without 
the need to hire and maintain costly 
human capital in-house.

Phone +91-740322 0322
www.globalsurvey.gs

GMO Research, Inc.
Founded 2002 | 178 employees
Shinichi Hosokawa, CEO
Christa Arite, US Director
Mariana Dobre, EU Director

GMO Research 
offers an on-
line audience 
engagement 
platform that 
allows access to 
a multi-country 
online panel 
network, the 
Cloud Panel. 
The Cloud Panel currently consists of 
over 46 million online consumer panel-
lists across 16 APAC countries and more 
than 45 partner countries. At GMO 
Research, we pride ourselves on provid-
ing you the best-quality service ranging 
from full-service, project management, 
translations and data processing to DIY 
services. Pre-profiled attributes are 
also available on request. Our offices 
are located in the APAC, U.S. and E.U. 
region and we cater our services glob-
ally. Reach out to us to know more.

Phone  US 1-312-203-6269 
EU +40-755-121051 
gmo-research.com

http://www.globalsurvey.gs
http://www.quirks.com
https://gmo-research.com
www.iLoveFullCircle.com
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Harmon Research 
Founded: 2009 | Employees: 127
Joey Harmon, President and Founder

For over 12 years, 
top insight 
companies 
have turned 
to Harmon 
Research for 
high-quality data 
collection. We of-
fer research ser-
vices for global 
consultancies 
across a broad range of industries. We 
take great pride in our ability to collect 
accurate, high-quality data that helps 
our clients make the best decisions 
for their business. Harmon Research’s 
strength lies in our skill and service – 
our team of experienced researchers 
produce swift and cost-effective results 
using our partner and our own proprie-
tary panels, and our dedicated account 
management team is always available 
to answer questions and sharpen the 
scope of our research. We use cutting-
edge technology to manage our studies, 
including our DataDefense program, 
which conducts a line-by-line review 
of our data to ensure the insights we 
deliver are accurate and actionable.

Phone 1-714-881-2590 
www.harmonresearch.com

InnovateMR
Founded 2014 | 170+ employees
Lisa Wilding-Brown, CEO

InnovateMR 
is a fiercely 
independent 
sampling 
and ResTech 
company that 
delivers faster 
answers from 
business and 
consumer 
audiences 
utilizing technologies to support agile 
research. InnovateMR connects organi-
zations with targeted audiences around 
the world and develops forward-think-
ing products to support informed, data-
driven strategies and identify growth 
opportunities. The InnovateMR team 
pioneered the online sampling space 
with hundreds of proprietary niche 
panels. With a highly consultative 
approach, the team specializes in high-
touch services and delivering hard-to-
reach audiences including B2B, health 
care, IHUTs and specialty consumer. 
With unparalleled and award-winning 
data quality, InnovateMR remains a 
sampling leader in the market research 
industry.

Phone 1-888-229-6664
https://www.innovatemr.com

Kantar Profi les   
Founded 1996, 600+ employees globally 
Caroline Frankum, Global CEO

Kantar Profiles 
is a market-lead-
ing data com-
pany and home 
to the world’s 
largest audience 
network. Our 
unique API-
driven ecosys-
tem of 150m+ 
compliant pan-
elists span 130 markets and includes 
consumers, health care professionals, 
niche audiences and non-survey-based 
data connections – accessible for pre-
cise targeting and enhanced insights. 
By pairing our vast network and data 
sources with tech-enabled research so-
lutions, we deliver unrivalled access to 
quality panel and first-party data with 
speed and scale. Our clients name us 
the most trusted online panel provider 
in the industry, and we don’t take that 
for granted. Consistently providing 
quality-assured, essential data to our 
clients is our purpose.

866-471-1399
www.kantar.com/profi les

http://www.harmonresearch.com
https://www.innovatemr.com
http://www.quirks.com
https://www.kantar.com/profiles
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L&E Research
Founded 1984 | 250 employees
Brett Watkins, CEO

L&E Research’s panel is what leading 
brands use when quality, validated 
research participants are needed. 
With over 1.25 million consumers and 
patients nationwide and with over 135 
data points tracked, L&E’s panel was 
built for qualitative research, with 
the vast majority of participants being 
ID-validated, enabling us to do high-
quality quantitative research as well. 
We also utilize a host of technology 
solutions to identify and track cheat-
ers, repeaters and other fraudulent 
individuals. It’s why the leading brands 
use us to help them unlock powerful 
insights: quality panel, innovative 
technology and extreme client service. 
Come see why L&E is 99% client recom-
mended!

Phone 1-877-344-1574
www.leresearch.com
bidrequest@leresearch.com

myCLEARopinion Panel
Founded 2008 
Mitch Henderson, co-CEO

Stop using mul-
tiple databases, 
customer sup-
plied spread-
sheets or rented 
lists in hopes 
of finding the 
right people 
for your B2B 
research needs. 
Expand your vi-
sion to include 
more than internal and direct customer 
feedback. Call myCLEARopinion Panel 
today. Specializing in B2B skilled indus-
try sample, myCLEARopinion provides 
access to a unique and powerful audi-
ence of U.S. decision makers represent-
ing HVAC, engineering, architecture, 
construction, maintenance, flooring, 
roofing, plumbing, mechanical systems, 
packaging, manufacturing, safety, 
security and food and beverage indus-
tries. We offer online sample, research 
services, hosting and programming. 
Curated for market researchers, by mar-
ket researchers, you will love working 
with myCLEARopinion Panel. 

Phone 248-633-4930
https://www.myclearopinionpanel.com/ 

OvationMR
Founded 2017 | 20+ Employees
Jim Whaley, CEO

It’s a great day for discovering why… 
you get fast, reliable answers for 
insightful decisions with OvationMR. 
Significantly improve your online re-
search success with dependable survey 
data from B2B and consumer audiences. 
Our mission: Expand opportunities for 
researchers to do the work you believe 
in and can stand behind, for your com-
pany, your community and your cause. 
OvationMR services cover sampling, 
programming and hosting, transla-
tions and design and analysis for brand 
tracking studies, market segmenta-
tions, conjoint analysis, awareness and 
usage studies, customer experience, 
concept testing and political polling. 
Our clients include research practitio-
ners, consultants, governments, NGOs 
and global brands. We offer survey 
audience sampling and supporting 
research services globally. Contact us 
today at: info@ovationmr.com.

Phone 1-212-653-8750
www.ovationmr.com

http://www.leresearch.com
mailto:bidrequest@leresearch.com
https://www.myclearopinionpanel.com/
mailto:info@ovationmr.com
http://www.ovationmr.com
http://www.quirks.com
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SPECIAL ADVERTISING SECTION
18 Top Sampling Research Companies

Paradigm Sample
Founded 2009 - 110 Employees
Adam Jolley, EVP + General Manager Americas

Founded in 
2009, Paradigm 
has established 
itself as a leader 
in service and 
quality across 
the market re-
search industry. 
Paradigm prides 
itself on building 
proprietary tech-
nology solutions that support full-scale 
global projects, advanced analytics and 
the highest-quality sample – all the 
while saving you time and money. The 
Paradigm global team brings together 
decades of experience to ensure your 
project’s success and instill confidence 
with all that we do. More than just 
sample, we can also support all your 
global project needs.

Phone 877-277-8009
http://www.paradigmsample.com

Quest Mindshare
Founded 2003 | 140 employees
Greg Matheson, Managing Partner
Joe Farrell, Managing Partner

Launched in 2003 to meet the needs 
of technology companies, Quest began 
survey operations to 45,000 persons 
employed in technical fields. With fast-
growing panels and a focus on utilizing 
the greatest survey security technol-
ogy, Quest Mindshare is now known to 
provide the most extensive and flexible 
groups of online panel assets for every 
B2B and consumer need. Quest’s largest 
panels reside in North America and 
Europe, but our project management 
team can superbly tackle your projects 
anywhere in the world. Let Quest know 
what your hard to find audience is 
(from ITDMs, financial DMs, web devel-
opers, moms with babies, music ratings 
and everything in between) and the 
team of market research experts and 
professionals will either offer support 
through the diverse panel assets or rec-
ommend ways to achieve your target.

Phone 1-416-860-0404
sales@questmindshare.com

Rep Data
Founded 2020 | 38 Employees
Patrick Stokes, CEO

Rep Data 
provides full-
service data 
collection solu-
tions for mar-
ket research-
ers, helping 
expedite data 
collection 
for primary 
quantitative 
research studies, with a hyper-focus on 
data quality and consistent execution. 
Our mission is to be a reliable, repu-
table data collection partner for market 
research agencies, management con-
sultancies, Fortune 500 corporations, 
advertising agencies, brand strategy 
consultancies, universities, communi-
cations agencies, public relations firms 
and more. Our unbiased sample sourc-
ing and our acclaimed custom recruit-
ment methodology helps reach quotas 
even for niche, nuanced audiences and 
delivers representative, diverse sample 
crowdsourced from multiple, reputable 
suppliers. We prioritize data quality 
across the project lifecycle with a lay-
ered approach to fraud mitigation and 
project management.

Phone 1-817-542-2520
http://www.repdata.com

http://www.paradigmsample.com
mailto:sales@questmindshare.com
http://www.repdata.com
http://www.quirks.com
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SPECIAL ADVERTISING SECTION
18 Top Sampling Research Companies

Schlesinger Group
Founded 1966 | 1400 employees
Ted Pulsifer, EVP, Enterprise Solutions

Schlesinger 
Group is a 
leading global 
provider of 
sample and end-
to-end digital 
quantitative 
solutions. We 
own and operate 
consumer, busi-
ness-to-business, 
health care and 
patient panels comprising millions of 
stringently vetted and deeply profiled 
participants, giving you greater access 
to understanding your audience and 
what motivates them. Gain high-quality 
insights from nationwide or hard-to-
reach audiences, fast, using our vast 
panels, experienced teams and technol-
ogy-driven survey solutions. Connect 
with us: Quant@SchlesingerGroup.com. 

Phone 1-732-906-1122 
SchlesingerGroup.com   

Symmetric, A Decision 
Analyst Company
Founded 2016 | 150+ employees
Jason Thomas, President

Symmetric 
owns and 
operates 
American 
Consumer 
Opinion®, a 
worldwide 
online panel 
that reaches 
over 7 million 
consumers 
in 200-plus countries, spanning North 
America, Latin America, Europe and 
Asia. Consumers can sign up to be-
come members in one of 11 languages 
and complete demographic profiles 
are maintained for each household. 
Symmetric also operates five B2B world-
wide online panels: Physicians Advisory 
Council®, Medical Advisory Board®, 
Executive Advisory Board®, Contractor 
Advisory Board® and Technology 
Advisory Board®. Our online panels 
are carefully balanced, continually 
refreshed and systematically cleaned 
– non-responders, speedsters and cheat-

ers are continually purged. Additional 
services include programming, hosting, 
online communities, tabulation, coding 
and IHUT mailing. Symmetric provides 
sample for quantitative and qualitative 
research and online and offline proj-
ects. In addition to providing sample, 
our services include IHUTs, taste tests, 
mystery shopping, simulated shopping 
labs, car clinics, online/in-person focus 
groups and webcam/in-person inter-
views.

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

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

Toluna delivers 
real-time con-
sumer insights 
at the speed of 
the on-demand 
economy. By 
combining 
global scale and 
local expertise 
with innova-
tive technology 
and award-winning research design, 
we help clients explore tomorrow, 
now. With Toluna Start, you can launch 
surveys to our proprietary panel of 
over 40 million consumers in 70+ 
countries and choose from over 200 
profiling points. Or you can leverage 
our automated sampling platform, 
SampleXpress, to get a direct line to 
our Influencer community of highly 
engaged respondents. Select countries, 
demographics and other targeting 
criteria to conduct a feasibility check 
and get real-time pricing. From there, 
you simply connect your survey to 
SampleXpress, launch the project and 
retain full control while it’s in the 
field.

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

mailto:Quant@SchlesingerGroup.com
https://www.symmetricsampling.com/panels/
https://www.tolunacorporate.com
http://www.quirks.com
www.SchlesingerGroup.com


Market
Research

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

WebMD Medscape
Market Research Services 

We offer unparalleled reach 
to the largest, most engaged 

and highest value network 
of physicians and prescribing 

health care professionals for your 
quantitative or qualitative research.

WHY US?
• We offer you what no other healthcare market research company 

can: engaged healthcare professionals who are regularly accessing 
Medscape for clinical content. Our market research team leverages 
these Medscape members to provide you with research solutions that 
deliver high quality results.

• 
setting, therapeutic areas to deliver advanced targeting capabilities to 
get you the precise respondents that you need.

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

http://www.medscapemarketresearch.com
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AURA will host its awards ceremony on 
July 14 in London. Visit www.aura.org.uk/
pages/the-auras.

The 2022 Quirk’s Event – New York will 
be held on July 20-21 at the Javits 
Center in New York. Visit https://www.
thequirksevent.com/new-york-2022/. 

Quirk’s Media will host Wisdom Wednesday 
on August 3. Visit www.quirks.com/
events/wisdom-wednesday-webinars-
august-3-20222022.

The Insights Association will hold its IDEA 
Forum on August 9-10 as a virtual event. 
Visit https://www.insightsassociation.org/
Events/Event-Info/sessionaltcd/IDEAForum 

Merlien Institute will hold MRMW Europe 
2022 on September 14-15 in Berlin. Visit 
eu.mrmw.net.

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

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

The 2022 Quirk’s Event – Virtual will 
be held on October 12-13 online. Visit 
https://www.thequirksevent.com/virtual-
global-2022/. 

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

Quirk’s Media will host Wisdom Wednesday 
on October 26. Visit www.quirks.com/
events/wisdom-wednesday-webinars-
october-26-20222022.

The Insights Association will hold 
the Corporate Researchers Conference 
(CRC) on October 26-28 at a location 
to be announced. Visit http://www.
marketingresearch.org/conference/ia-
corporate-researchers-conference-ia-crc. 

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

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

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

Insights Association will hold CONVERGE 
on December 6-7 at a location to 
be announced. Visit https://www.
insightsassociation.org/Events/Event-Info/
sessionaltcd/2022Converge.

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

The 2023 Quirk’s Event – Chicago will 
be held on April 3-4, 2023, at the 
Sheraton Grand in Chicago. Visit 
www.thequirksevent.com.

The 2023 Quirk’s Event – London
will be held on May 2-3, 2023, at the 
InterContinental London O2 in London. 
Visit www.thequirksevent.com.

Event details as of May 24, 2022. 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.

http://www.aura.org.uk/
https://www
http://www.quirks.com/
https://www.insightsassociation.org/
http://www.quirks.com/
https://www.thequirksevent.com/virtual-global-2022/
https://www.thequirksevent.com/virtual-global-2022/
https://www.thequirksevent.com/virtual-global-2022/
http://www.quirks.com/
http://www
http://www.quirksawards.com
http://www.quirks.com/
https://www
http://www.quirks.com/
http://www.thequirksevent.com
http://www.thequirksevent.com
mailto:info@quirks.com
http://www.quirks.com/events
http://www.quirks.com
www.eu.mrmw.net
www.esomar.org/initiatives/congress-2022
www.informaconnect.com/feiusa
www.informaconnect.com/tmre


TheQuirksEvent.com
FOR MARKETING RESEARCH AND INSIGHTS PROFESSIONALS

VIRTUAL
GLOBAL

$$95*
TICKET PRICES START AT

*Corporate researchers only. Other packages ava
ilab

le.

OCTOBER 11-13, 2022

LEGACY SPONSOR

A VIRTUAL EVENT DRIVING REAL-WORLD INSIGHTS

www.TheQuirksEvent.com


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

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

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

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

Qual-Online: The Essential Guide
What Every Researcher Needs to Know  
about Conducting and Moderating 
Interviews via the Web

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

with your client that much easier and your reports more 
robust. The must-have guidebook.

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

Starting with the Shopper
Research Insights for Winning at Retail

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

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

A Nation of Numbers
The Development of Marketing Research  
in America

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

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

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

ESSENTIAL READING FOR RESEARCH PROFESSIONALS
Stir It Up! 
Recipes for Robust Insights &  
Red Hot Ideas

From time to time, every moderator, meeting 
chairman, or in-depth interviewer needs fresh 
ideas to jazz up a tired group or reenergize a 
flagging meeting. Here are 50 fresh ideas for 
exercises in an easy-to-use cookbook format. 
Organized by category, from Ice Breakers to  
Idea Developers each “recipe” (exercise) is 
presented with a brief description, an estimation of time 
required, a list of materials needed, instructions for how to do 
it, and useful tips.

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

The Complete Guide to Writing 
Questionnaires
How to Get Better Information for  
Better Decisions

A comprehensive framework for creating 
questionnaires from planning research to 
support decision-making, conducting qualitative 
research, and planning the questionnaire before 
you begin writing questions, with guidelines 
to make questions clear, answerable, easy, and 
unbiased for the three most common tasks researchers ask 
respondents, and how to properly pretest a questionnaire.

220 pages, 7x10, 978-0615917672  $54.00 paper

A Job-Seeker’s Guide to Careers  
in Market Research
How to Decide if a Career in Market Research  
is Right for You

An authoritative guide to the market research 
industry at the beginning of the 21st century, 
its size and scope, what value it provides, who 
works in the field, who uses it and for what 
decisions, the market research process, common 
methodologies, growth prospects for the industry, and more. 
The book explores market research as a career choice—skills, 
education, and training; how to get that first job, moving 
upward, potential earning power, success profiles, and 
stepping stones to related careers.

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

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

paramountbooks.com

Most PMP books are also available for Kindle, Nook and iPad readers.
For more information on any title listed here or to see a complete list, 

visit our website or call 607-275-8100.

www.paramountbooks.com
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••• 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 
published bi-monthly - Jan/Feb, Mar/Apr, May/Jun, Jul/
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 
additional mailing offi ces..

Subscription Information: U.S. annual rate (12 
issues) $70; Canada and Mexico rate $120 (U.S. 
funds); international rate $120 (U.S. funds). U.S. 
single-copy price $10. Change of address notices 
should be sent promptly; provide old mailing 
label as well as new address; include ZIP code or 
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.
© 2022 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 research and insights?   
I’ve jumped back and forth between product development and consumer research 

in diff erent industries, including fragrance, candles, adhesives, insulation, baby prod-
ucts and now peanut butter and jelly with The J.M. Smucker Co. With my previous 
company, I began using consumer research techniques, like CLT’s and bulletin boards, 
to answer questions in R&D. We answered very tactical questions like, “Does it matter 
to contractors if it’s easier to tear this tape?” and “How often are they teeth-tearing 
versus hand-tearing?” and evaluated some new product prototypes with general 
contractors who are discriminating about the tapes they buy. I also took my R&D team 
into homes to talk to and observe consumers fi rsthand. At the time, it felt unique to 
be using consumer research methods so deeply in R&D, and it was a bit eye-opening 
for my R&D partners to participate in primary research like this. 

I’ve now learned that this is truly a discipline! Targeted consumer research 
teams are often embedded in R&D at consumer product companies, including 
Smucker. My team specializes in research to inform product development and man-
ufacturing, linking consumer experience to ways we measure diff erent attributes, 
both physical and sensory properties. Most people know consumer research through 
more of a marketing and advertising lens, but it’s also very useful deep in product 
development to continue keeping the consumer at the forefront of every decision.

Do you have any tips for researchers looking to remove information or data silos 
within their company?    

Smucker has communities of practice (CoP) to help drive knowledge sharing 
across our diff erent business units. We typically meet formally once a quarter, but 
we have an active virtual network for sharing practices, vendors and other informa-
tion. Typically, I wouldn’t interact with my counterpart in pet food, but with this 
CoP, I’ve learned about diff erent approaches to research and have even applied a cat 
food methodology to peanut butter.

What is your favorite part about conducting in-home research?  
I love the true connection – even if only for one hour – that comes with in-home 

interviewing! I think there’s no better way to understand your products and brands 
than sitting at a kitchen table and letting your consumer guide the journey. 

10 minutes with...
Heidi Carrión       
Senior Scientist – Products Research, Consumer Foods R&D
The J.M. Smucker Co.

“I think there’s 

no better way to 

understand your 

products and brands 

than sitting at a kitchen 

table and letting your 

consumer guide the 

journey.”

Heidi Car
rió

n

http://www.quirks.com


* National Center for Educational Statistics (NCES), March 2021 

OUR MISSION
To unify, inspire and activate  the marketing research community  to focus  

its collective resources to  educate children and youth worldwide.

MREF is proud to partner with Kids  
In Need Foundation and Kits for A 
Cause to fund and distribute backpacks 
to under-resourced students in the  
U.S. and Canada.

10 million  
American children  
live in poverty*

According to KINF 
2020 Teacher Impact 
Report 90% of our 
teachers say at least  
3/4 students:

Did you know: 

BACKPACK

Join MREF’s Third Annual 

MRGivesBack.org

Help us send 2000+ new backpacks  
full of essential school supplies to  
under-resourced students throughout 
North America.

$25 = SMILE

GIVE TODAY 

Backpack 
Challenge

Arrive to class without  
all the requested and  
necessary school supplies

Do not have adequate 
school supplies at home  
to complete school work

Run out of supplies and their 
families aren’t able to provide 
replacement supplies

Your $25 gift ($30CAD) helps a student  
start the year with a smile. Help us reach  
our goal to fund and distribute 2000+  
backpacks again this year. 

www.MRGivesBack.org


Stop by our booth and 
drop your business card 
for a chance to win a set 
of Apple Airpods.

We give people the inspiration and the insights to 
take their business to the next level.

Dare to deliver

A single Toluna license unlocks on-demand access to the experts 
and technology you need to get the job done right.

tolunastart.com

www.tolunastart.com
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