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As we continue to gather in-person at industry events, 
I think about the idea generation that happens just in 
our casual moments together. A lot of value comes 
from in-person research, including the collaboration 

behind the mirror. Watching consumers almost 
always leads to great ideas.

Merrill Dubrow, CEO of M/A/R/C Research

In-person research, by far, is an effective, relevant, 
diverse and inclusive way of getting that deeper level 

of understanding of how we, as humans, are evolving. 
Roben Allong, President of QRCA

#facetofacemrx

The variety and nature of in person research covers all 
industry sectors with healthcare, medical UX and 

automotive along with consumer product testing being 
particularly strong. The viewing back room is pleasingly 

vibrant with corporate clients hugely enthused with 
immersion in person research allows.

Bob Qureshi, Managing Partner of iView London

I’m thrilled when I receive positive feedback from our 
clients regarding successful in-person research. If there 

was ever a time to directly explore how your brand is 
received by your audience, it is now.

Sarah Kotva, Executive Vice President of Fieldwork

Online research methods will never replace the experience of 
immersing yourself in a culture or city. The benefits of in-person 
research start well before any interviews begin; realized by the 

delivery of rich insights by humans through the nuances of 
language and movement that are infinitely more challenging to 

capture digitally. As brands continue to navigate global 
unknowns, in-person methods remain fundamental to our 

success as storytellers and data translators and will continue to 
deliver key insights for better business outcomes. 

Kristin Luck, President of ESOMAR

As research teams emerge … they need to know how and why 
consumer opinions, habits and preferences have changed. In- 

person research has always played a critical role in 
developing deep understanding of people and change.
Melanie Courtright, CEO of Insights Association

Clients and respondents are relishing being back in person. 
We have been thrilled to help researchers get close to the 

customer in a rich environment that facilitates high 
engagement, instinctive responses, product interaction, 

visual cues, and ease of conversation flow.
Steve Schlesinger, CEO of Schlesinger Group

https://www.fieldwork.com/
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Making connections and finding 
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How generations are perceived 
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Happy New Year!

From all of us here at Quirk’s, we 
hope you had a wonderful year and 

wish you and yours a happy new year. 
A lot changed throughout the indus-
try in 2022 and we have been with you 
through it all! This year, we hosted 
three in-person events and a virtual 
one; held numerous webinars; and 
celebrated the 2022 Marketing Research 
and Insight Excellence award winners.

Can Quirk’s help you achieve your 
New Year’s resolution? 
Attend your first industry event!  
https://bit.ly/3YaNfoP 

Win an award. Nominations open May 2!  
https://bit.ly/3VqcHol 

Subscribe to Quirk’s e-newsletter to stay up-to-date on industry trends.  
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Write for Quirk’s!  
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five to 10 daily.
news and notes on marketing and research

••• consumer psychology

What’s the recipe for witchcraft belief?

Analysis of a new dataset in combination with country-level data shows that 
witchcraft beliefs differ between countries according to various cultural, in-

stitutional, psychological and socioeconomic factors. For instance, witchcraft be-
liefs are linked to weak institutions, low levels of social trust and low innovation, 
as well as conformist culture and higher levels of in-group bias – the tendency for 
people to favor others who are similar to them.

As compiled by Boris Gershman of American University in Washington, D.C., 
and presented in the open-access journal PLOS ONE in November 2022, this analy-
sis suggests that, while beliefs cut across socio-demographic groups, people with 
higher levels of education and eco-
nomic security are less likely 
to believe in witchcraft.

The new data-
set captures beliefs 
among more than 
140,000 people 
from 95 countries 
and territories, 
drawing from 
face-to-face and 
telephone sur-
veys conducted 
by the Pew 
Research Center 
and professional 
survey organiza-
tions between 2008 
and 2017 which 
included questions about 
religious beliefs and belief in 
witchcraft.

Understanding people’s witchcraft 
beliefs can be important for policymaking and other community engagement ef-
forts. According to the dataset, over 40% of survey participants said they believe 
that “certain people can cast curses or spells that cause bad things to happen to 
someone.” Witchcraft beliefs appear to exist around the world but vary substan-
tially between countries and within world regions. For instance, 9% of partici-
pants in Sweden reported belief in witchcraft, compared to 90% in Tunisia.

••• financial services 
research

Inflation impacting 
both sides of 
money transfers

Whether sender or receiver, users of 
money transfer services say their 

respective economic situations will fuel 
more use of the systems, according to 
a Western Union study. Seventy-seven 
percent of senders said cost-of-living in-
creases in the country they send to have 
driven up the amounts they transfer. At 
the same time, 72% said that rising costs 
in the country they live in are straining 
their ability to transfer back home.

More than 2,000 consumers across the 
Philippines who send and receive money 
internationally were surveyed (World 
Bank data shows that the Philippines is 
the fourth-largest receiver market in the 
world, bringing in $37 billion in 2021). 
Forty-four percent of senders state that 
family support is the primary driver 
of how much and how frequently they 
transfer money. In line with this, 83% of 
the country’s receivers agree they need 
to receive more money to support loved 
ones and family.

Trust ranks as a top barrier for using 
digital money transfer services among 
senders (31%) and receivers (23%). Ap-
proximately 30% of senders and 14% of 
receivers do not transfer money online 
for reasons such as lack of connectivity, 
limited knowledge of digital services, no 
online banking history or because they 
are generally unbanked.

In Case You Missed It

http://www.quirks.com


Improve productivity and lower costs, now! Set up a demo 
with your data today at GoAscribe.com or call 877.241.9112 x 55.

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

Sandi, Partner, Coding Experts

AI Coder automatically creates a theme-based
codebook and codes responses in under an hour. 

Fastest way to code a study

95% coding accuracy in 30% of the time, with 70% labor savings
in a product concept study versus manual coding with Coder. 

In one click, identify 
the top themes. 

Improved themes are 
superior to one-word 
topics, delivering better 
and faster results.

Maintain control of 
the automation, edit 
the codebook and 
create nets.

NEW RELEASE!

AI CODER

www.goascribe.com
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Each year in our survey for our Q 
Report study on client-side research-

ers we ask one or two forward-looking 
questions to get a sense of what corpo-
rate researchers have on their minds 
and on their plates. I reported on some 
of the themes in my recap article in the 
September/October 2022 issue (“Of qual 
and quality,” https://www.quirks.com/
storage/QReport_2022.pdf) but space 
didn’t allow for a deeper dive into the 
topics cited by readers so I thought I’d 
revisit their responses at the start of a 
new year to give you a feel for where you 
and your organization are compared to 
others.

Some of the responses were aspi-
rational, like workplace versions of 
new-year vows to eat healthier, exercise 
more, get organized or stop keeping the 
local craft brewery industry afloat all 
by yourself (or maybe that’s just me?). 
But most were frank, clear-eyed takes on 
their current situations and what they 
foresaw as some of the biggest changes 
for their insights functions coming 
down the pike.

A move toward reorganization/
rethinking, whether fueled by circum-
stance or a drive for efficiency:

Realignment of marketing research teams to 

fit better with evolving needs of our internal 

stakeholders and organizational structure.

We just continue to be more thoughtful with 

our research dollars. Doing more with less, doing 

more DIY to save money, etc.

Ensuring that customer data from surveys can 

be seamlessly blended with operational and 

observational data for deeper analysis.

Increased use of technology, most 
often AI and other digital tools, typically 
with an eye toward greater impact:

Trying to automate more processes, e.g., collat-

ing data from all the different surveys so that 

the KPIs can be sent to execs.

Increased reliance on digital analytics, decreased 

reliance on long-form market research studies.

Continue transition from traditional methods of 

on-site focus groups and IDIs to more real-time, 

online, digitally driven options (online bulletin 

boards, etc.).

A renewed or heightened focus on the 
customer:

Per senior management, greater efforts to obtain 

voice of the customer, leading to actions to an 

increase in customer satisfaction, retention and 

loyalty.

Focusing on the customer journey and ensuring 

our metrics match our goals.

More investment in CX tied to economic impact.

Whether due to cost, poor panel data 
quality or a desire for greater control 
over their pool of respondents, many 
readers said their firms were turning to 
in-house panels:

We are developing panels and will be purchas-

ing panel management software to help. Also 

conducting more qualitative this year.

Conducting a much higher share of research 

in-house with DIY tools by contacting our 

customers directly.

Finding a way to get a better sample of our 

target audience. It is becoming more difficult to 

get B2B decision-makers to stop and complete 

research surveys.

A handful of comments were more 
like declarations than predictions:

The challenge is not making enough change. 

Company research is very outdated.

Taking a stronger point of view in recommend-

ing actions when presenting research results to 

business partners.

Hope to have the dog wag the tail vs. the tail 

wag the dog. In other words, lead with research 

vs. backing into it.

Being more open to conducting market research 

differently, in more creative ways. We've been 

trying out different methods and vendors to 

garner more engagement from our internal 

stakeholders.

Continuing to drive [the role of insights] in 

senior leadership decision-making. Already good 

but this will be a continued goal.  

Readers’ not-really-
resolutions for the 
coming year

By Joseph Rydholm, Quirk’s Editor

Joe Rydholm can be reached  
at joe@quirks.com

Trade Talk
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Are vague research objectives 
causing excessive questionnaire 
iterations?

Have you ever worked on a survey 
project that had seven or more 

questionnaire design iterations before 
getting final approval? How about 10 or 
more? 

Experienced researchers have all been 
there. Those difficult projects where we 
iterate and iterate and yet the change 
requests continue. I once had a client at 
draft number three insist that a block of 
questions was not needed and at draft 
number seven ask for the same questions 
back! 

Onerous questionnaire design 
processes are often due to either vague 
objectives or weak client management 
practices. For time limitation purposes, 
I’ll focus on objectives.

Vague project objectives are open to 
interpretation and this causes problems. 
The client receives the questionnaire, 
compares it to their understanding of 
the objective and requests changes that 
the researcher finds surprising. The 
back-and-forth ensues.

To determine if an objective is too 
vague, we impartially assess it as word-
ed. If needed, we facilitate the process of 
revising to gain alignment. 

The approach I use (and teach) to as-
sess research objectives has four “ideal” 
criteria; a sufficiently precise objective 
will meet at least two, and preferably 
three. A great research objective tells us:

1.  How the research results will 
be useful. What is the business 

decision or strategy that will be 
informed?  	

2.  Who the population of interest 
is, in a way that is operationally 
usable. It’s easy to refer to a popu-
lation conceptually but we need 
precision. 

3.  What problem needs to be solved. 
This might be the customer’s 
“source of pain” or “unmet need.”

4.  What hypothesis are to be tested. 
If the research is about testing one 
or more specific hypotheses, that 
usually makes things easier!

For criteria 1-3, let’s consider a hypo-
thetical example: 

Before: Our research objective is to 
generate new product ideas related to 
skin care for dogs.

After: To inform product roadmap 
planning for future dog care products, 
the research will generate new prod-
uct ideas with dog owners whose pets 
currently experience skin irritation 
issues.

The “after” states how the research 
will be used (to inform product roadmap 
planning), something about the target 
population (dog owners, not veterinar-
ians nor groomers) and the problem to 
be solved (skin irritation). Drafting a 
questionnaire for the “after” objective 
will be far less likely to result in exces-
sive iterations since all parties will have 
a clear shared vision of the scope.

For criteria No. 4, our (hypothetical) 
hypotheses might be something like this: 

•	 Our objective is to test the hypothe-
sis that owners of purebred dogs are 
more likely than other dog owners 
to prefer a medicated shampoo over 
a medicated wipe.

With these four criteria, I hope more 
researchers will spend less time on oner-
ous questionnaire iterations and more 
time on the fun stuff: finding results 
that will ignite client insight and action!

ASK THE EXPERT
••• advice for researchers

Expert answers to important research questions.

Kathryn Korostoff
President and Lead Instructor
Research Rockstar Training & Staffing
www.researchrockstar.com
kkorostoff@researchrockstar.com

Have a question you’d like to have answered? Submit it to info@quirks.com.
Want your firm to be featured as an expert? Contact sales@quirks.com for more information.

SPONSORED CONTENT

http://www.quirks.com
http://www.researchrockstar.com
mailto:kkorostoff@researchrockstar.com
mailto:info@quirks.com
mailto:sales@quirks.com
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Welcome to Quirk’s Outlook 2023! We asked research companies to offer their viewpoints on a range of topics – from panel 
research optimization to the effectiveness of advertising – to delve into some factors that will make an impact in the 

year ahead. 
 Talk Shoppe explores how consumers perceive advertising and its implicit associations. InnovateMR looks into panel re-

search data quality and the process of finding a reliable panel partner. Decision Analyst focuses on creating effective advertis-
ing, its power and barriers. Zinklar explains the evolution of consumer insight platforms.

 We hope this section will offer you a glimpse into 2023 and a sample of tips and tricks to help make this year a success. 

2023

http://www.quirks.com
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It is an established fact that people 
don’t like ads. Or at least that’s what 

they’ll say when you ask them directly. 
Ninety-six percent of people in the U.S. 
say they don’t believe ads are truthful, 
according to Inc. Magazine. A recent 
SurveyMonkey study notes that 74% say 
they are tired of social media ads. Ac-
cording to a 2019 Kantar study, only 12% 
of connected consumers in the U.S. say 
they find advertising enjoyable. With 
such outward animosity towards adver-
tising, how do you get consumers to ex-
press any positive opinions about ads? 
And while people may say they feel a 

certain way, how can you find out what 
they actually think? The Talk Shoppe 
team was tasked with this challenge by 
a client – a social platform and adver-
tising publisher – who wanted to know 
whether ad placements across different 
media platforms could have a different 
impact on how people perceived the ad-
vertisement and brand. We knew that 
asking consumers directly wouldn’t 
work, so we conducted an experiment. 
The results were fascinating! 

Hypothesis
Platform and advertising perceptions 
do not necessarily align. Consumers 
may have positive feelings towards a 
platform but this does not mean that 
they will have positive perceptions of 
the advertising placed on that plat-
form. Platforms may elicit similar 
positive brand perceptions (i.e., they 
may be used, trusted or enjoyed to a 
similar degree) but the actual percep-
tions of advertising on those platforms 
can be significantly different. Most 
importantly, consumers may not even 
be conscious that they feel differently 
about the ads they see across platforms.

Challenges
We knew that separating ad and brand 
perception from platform perception 
would be challenging. First, people 
have a stronger attachment towards 
the platforms they use than they do 
towards the ads they see and this 
stronger attachment could color their 
reactions to any ad they saw on a 
platform. Second, people rarely, if ever, 
consciously place different ad experi-
ences on a balance to compare-and-
contrast them; they don't think, "Do I 
feel better about this brand/ad because 
I saw it on this website compared to 
this other website?" So, we knew that 
getting people to reflect on their ad 
experiences in a survey would be nearly 
impossible without leading them and 
biasing the research.

COMMENTARIES BY INDUSTRY LEADERS ON THE YEAR AHEAD

TABLE OF CONTENTS

OUTLOOK
2023

The power of design and implicit associations

How to get consumers to say what they actually feel about your advertising

BY CHAR-LYNN GRIFFITHS
VP Design and Marketing, Talk Shoppe

BY HEATHER MCKINNEY
Senior Research Director, Talk Shoppe

SURVEY RESEARCH

http://www.quirks.com
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Another problem we had to over-
come was preexisting brand percep-
tions. How can we separate the percep-
tions of the platform itself from the 
perceptions people may have of well-
known brands and their advertising on 
the platforms we were testing?

Methodology
What if we could control for preexist-
ing brand perceptions by creating a 
mock brand? We would then be able to 
place mock ads for this brand on differ-
ent platforms and see how consumer 
perceptions changed based solely on the 
platform.

We decided to create a new cof-
fee brand called "Buzzed" and place 

mock ads on realistic UIs of different 
platforms. To accurately measure senti-
ments, we ran a version of the implicit 
association test (IAT) with our mock 
ads.

An implicit association test is a 
research tool that was first developed 
at Harvard University that measures 
the strength of associations between 
concepts (e.g., identity groups, brands, 
types of advertising, etc.) and a set of 
evaluative attributes (e.g., good, bad, 
honest, trustworthy, etc.). Research 
participants are shown two different 
concepts side-by-side and are asked 
to select the one that best matches an 
evaluative attribute as fast as possible. 
By imposing a time constraint and en-

couraging speed, research participants 
are dissuaded from overthinking their 
response; they act on instinct and first 
impressions.

The ultimate “aha moment” of the 
IAT is this: it surfaces emotions and 
associations people may not even real-
ize they have about the concepts being 
shown. Its power as a research tool is in 
measuring unconscious attitudes that 
people cannot articulate. This is how 
we get at what people actually think as 
opposed to what they say they think.

In our study1, we used the IAT to 
measure people’s associations of the 
mock "Buzzed" advertising on different 
platforms (the concepts) with ad per-
ceptions (the evaluative criteria). We 

SPONSORED CONTENT

1 Quantitative study; 15-minute online survey fielded in the U.S. from July 25 to August 3, 2022, among n=2,000 18–64-year-old Gen Pop 
online video viewers
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showed participants the mock advertis-
ing as it would appear in-situ on two 
different platforms, rotating between 
our client’s platform and competitive 
platforms. We put the mock advertising 
on the two platforms side-by-side on the 
survey screen, and in the center of the 
two images we flashed a series of one-
word perceptions, one at a time (e.g., 
quality, trustworthy, risky, misleading, 
honest, happy, etc.). Once the word 
flashed on the screen, participants 
were asked to select the advertising 
that they most associated with that 
word as fast as possible.

Participants were only exposed to 
ads on platforms they reported visiting 
frequently earlier in the survey. We 
also asked about their attitudes toward 
the platforms to compare how their 
implicit ad opinions align with their 

stated perceptions of the 
platforms.

Results
Our hypothesis was 
proven true. When asked 
directly (before the IAT), 
consumers had similar 
perceptions of the plat-
forms; but their associa-
tions with the advertising 
on each platform through 
the IAT revealed signifi-
cantly different percep-
tions. Here is one example 
for illustrative purposes:

Platform trust perception asked prior 
to IAT
+3 percentage point gap between Brand A (our 
client) and the competitive average
•	Brand A (our client): 50% (n=1,946)
•	Competitive average: 47% (n=7,791)

Association with “trustworthy” in the 
IAT exercise
+16 percentage point gap between Brand A 
(our client) and the competitive average
•	Brand A (our client): 58% (n=1,946)
•	Competitive average: 42% (n=7,791)

Conclusion
These results allowed our client to 
make more confident claims to poten-
tial brand partners about the impact of 
the advertising on its platform. They 
were able to show that while consum-
ers may have similar stated perceptions 

of advertising across platforms, their 
implicit and actual perceptions of the 
advertising differ significantly. Ulti-
mately, they were able to prove that the 
advertising on their platform is more 
trustworthy, credible and enjoyable.

Key takeaways summary
Consumers are not necessarily con-
scious of how they really feel about spe-
cific ads; some of their feelings towards 
ads are hidden or implicit. Because 
consumers are not conscious of their 
real feelings towards ads, the range of 
ad perceptions across platforms are lon-
ger and more nuanced than they care to 
admit or even recognize.

Consumers’ hidden perceptions may 
not align with stated (or conscious) per-
ceptions. Therefore, positive feelings 
towards a platform will not necessarily 
translate to positive perceptions of the 
advertising placed on that platform.

www.letstalkshoppe.com 
hello@letstalkshoppe.com 
949-339-1072

http://www.quirks.com
mailto:hello@letstalkshoppe.com
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Online surveys are popular amongst 
businesses because they allow 

professionals to gain insight into the 
thoughts, opinions and circumstances 
of their customer base or target audi-
ence to effectively bring innovative 
products or services to the table. 

But not all data is created equal. 
Quality data is imperative in our ever-
evolving world – the force that drives 
business decisions and change within 
organizations. With data quality at the 
forefront, I want to talk to you about 

the top ways that researchers can get 
quality data out of panel research. 

The process starts with your ques-
tionnaire; it is critically important to 
optimize your survey design to get the 
best data from your participants. 

So, what types of questions should 
you ask yourself when designing?

Outline your target audience 
The right targeting is one of the most 
important things when it comes to 
fielding a survey because the right 
people will provide you with the most 
accurate insights. For example, if I'm 
conducting a health care decision 
maker survey, I probably shouldn't be 
targeting consumers that don’t work in 
that field or someone who is unem-
ployed. By targeting the correct audi-
ence, I am ensuring that I will get the 
data I need to make informed decisions 
about the future of my business. 

It is important to take the time to 
understand your target audience, so 
you know the most efficient screen-
ing criteria to use – you don’t want to 
waste a participant’s time with a sur-
vey they don’t have a chance of qualify-
ing for. A poor experience can burn a 
valuable participant in our finite pool 
of survey takers. It is essential to nur-
ture the lifeblood of our industry. 

Utilize red-herring questions
Within the survey itself, sprinkle in 
red-herring questions – they are a great 

way to reduce fraud and increase your 
data quality. Unless you are surveying 
a very niche audience, a key practice 
is to keep your red-herring question(s) 
simple.

It is important to note that red her-
rings should be treated as an attention 
check and not a comprehension check. 
They can be exceptionally useful in 
bringing a participant's attention back 
to a survey when they may have started 
to drift off or lose interest. However, as 
effective as red-herring questions are, 
you want to ensure they aren’t making 
the interview burdensome, which will 
inadvertently decrease quality.

Add open-ended questions
Another element in effective survey 
design are open-ended questions. Open-
ended questions let you obtain even 
more details from your target audi-
ence. They empower them by helping 
them influence the organizations they 
engage with most and making sure 
their unique voices are heard. Open-
ended questions are also a sure-fire 
way to deter potential fraudsters from 
infiltrating your survey because they 
complicate the survey process for bots. 
In our recent interviews with survey 
fraudsters featured at the 2022 ESOMAR 
Congress, they confirmed that the bots 
they were running had to be stopped 
so that open-ended questions could be 
filled in manually, a process that could 
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Optimizing panel research to get quality and reliable data
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be too much effort for high-scale opera-
tions. 

When asking open-ended questions, 
be sure to keep in mind:
1. What you are asking
2. How you are asking it and 
3. �Where in the survey you are asking 

it.

Keep length-of-interview short
Another way researchers can get qual-
ity data out of one panel research is 
to be wary of the length of interview 
(LOI).

Have you ever dozed off reading dry 
material or found your mind wander-
ing during a meeting? The same thing 
can happen when a participant is 
bored by your survey. Studies show that 
people today have the attention span 
of a goldfish, which means you only 
have eight seconds to get and keep their 
attention on your survey. In our world, 
keeping participants engaged is truly a 
challenge and survey participants get 
bored very quickly by endless grids or 
long attribute lists. This can cause even 
a great participant to skim questions 
and they may no longer put a great deal 
of thought into their responses. And 
who can blame them? This is important 
because it will show up in your data 
and flag quality concerns. 

When trying to cut down on LOI, 
make sure the questions and long lists 
in your survey are all necessary. Utilize 
open-ended questions but do so spar-
ingly, as having too many can cause a 
respondent to get frustrated and drop 
out. 

Ensure your survey is mobile-
friendly
Believe it or not, making your survey 
mobile-friendly can enhance your data 
quality. In a world where our phones 
are used for nearly everything, you 
need to ensure your survey is compat-

ible with mobile devices to enhance 
the user experience and accessibility. If 
you limit your survey to desktop only, 
you could potentially be missing out 
on audience members who may qualify 
but may not have access to a computer, 
especially when targeting unaccultur-
ated audiences. The more accessible 
your survey is, the more participants 
can take it and the better your feasibil-
ity. What do you do when a site takes 
too long to load or doesn’t translate 
well from a computer to your phone? 
You exit out of it, and the last thing we 
want respondents to do is drop out of a 
survey.

Having extensive grids, heavy text 
or too many open-end questions can af-
fect your quality. Now, not every survey 
is meant to be taken on a phone, but for 
those surveys that can be done mobile, 
design is key! If a participant must do a 
lot of scrolling on your survey, it could 
lead to disengagement. It is a frustrat-
ing experience to constantly scroll 
through a survey that is far too long, 
especially on a mobile device.

Leverage new technologies
Technology is a savior when it comes 
to providing quality data in panel 
research. Advances in technology allow 
us to protect and safeguard insights 
that are gathered online as well as the 
ability to obtain quality results quickly 
to meet data acquisition and analysis 
timelines. By 2025, cyberfraud dam-
ages are projected to hit $10.5 million 
– that’s the equivalent of the world’s 
third largest economy (Cybersecurity 
Ventures)! Fraudsters are only getting 
more sophisticated as research expands, 
so simple tests for speeders or straight-
lining are not enough. Consider tech-
nologies like router/IP checks, digital 
fingerprinting and text analysis as you 
refine your strategy. You don’t want 
your insights to take a hit because you 

aren’t equipped with the most effective 
tools to combat fraudsters.

It is important to combine your 
approach in obtaining panel research 
in today’s digital age.  Overreliance on 
either traditional methods or online 
sample could cause a gap in the data 
that you could acquire if you were to 
blend both methods in your research. 

Work with a transparent partner
To maintain high-quality customer rela-
tionships, businesses need to be trans-
parent in how and why they use their 
audience’s data and what it means for 
their clients. It is crucial to work with 
a transparent partner in your market 
research. This will enable you to collect 
the highest-quality data, which is key 
in an industry that demands the very 
best reliability. When you are having 
issues with data quality, a transparent 
partner will explain what happened 
and what methods to implement to 
prevent future data-quality issues.

No matter your role in an organiza-
tion, quality research insights are vital 
to the day-to-day operations and future 
decisions of any company. Understand-
ing your target audience, implementing 
efficient survey design, ensuring you’re 
up to date with the current evolutions 
in technology and transparency in your 
methods can ensure you’re optimizing 
your panel to gain the most quality 
insights from your research.  

www.innovatemr.com 
info@innovatemr.com 
1-888-229-6664
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The advertising industry has the 
poorest quality-assurance systems 

and, turns out, the most ineffective and 
inconsistent products (ads and com-
mercials) of any industry in the world. 
This might seem like an overly harsh 
assessment but it is based on testing 
thousands of ads over several decades. 
In our experience, only about half of all 
commercials have any positive effects 
on consumers’ purchasing behaviors or 
brand choices. Moreover, some ads have 
negative effects on sales. How could 
these assertions possibly be true?

Unlike most business activities, 
which are governed by numerous 
reliable feedback loops, the advertis-
ing industry receives little objective 

feedback on its advertising. Few ads 
and commercials are ever tested among 
consumers (less than 5 percent, accord-
ing to some estimates). So, no one – not 
agency or client – knows if the adver-
tising is any good. Sales response to 
advertising once it runs is a very poor 
indicator of ad effectiveness. If no one 
knows when and why a commercial is 
bad, how can the next commercial be 
any better? 

Barriers to great advertising
Advertising pre-testing (the terms 
pre-testing, testing and test are used 
interchangeably in this article) could 
provide a reliable feedback loop and 
lead to much better advertising but 
many obstacles stand in the way. 

The first barrier to better advertis-
ing is self-delusion. Most of us believe, 
in our heart of hearts, that we know 
what good advertising is, so there’s 
no need for any kind of independent, 
objective testing. Agencies and clients 
alike often think that they know how 
to judge good advertising. No need 
for advertising testing. Case closed. 
Another risk is posed by “love.” Parents 
feel love for their new baby. Likewise, 
agencies and clients often fall in love 
with their creative “babies.” Once agen-
cies and clients start to fall in love with 
a proposed advertising campaign, they 
quickly lose interest in any objective 
testing of the new creative.

Another barrier to better adver-
tising is the belief that actual sales 
performance will reveal whether 
the advertising is working as hoped. 
Unless the sales response to the ad-

vertising is immediate and overwhelm-
ing, it is almost impossible to use sales 
data to judge the effectiveness of most 
advertising (some direct marketing ads 
are the exception to this rule). For the 
typical mass-distributed and mass-ad-
vertised consumer product, many vari-
ables are at play (let’s call this “noise”) 
so it’s impossible to isolate the effects 
of media advertising alone. The “noise” 
in sales data comes from competitive 
activities, seasonal changes, business-
cycle effects, pricing variations, lag 
effects (some advertising works quickly, 
while other ad campaigns may take 
years), media effects (sales response 
times vary greatly, depending on the 
media mix), weather patterns, etc. 

The big creative ego is also a barrier 
to good advertising. It’s a combination 
of the “not-invented-here” syndrome 
and the belief that only the “creatives” 
in the ad agency can create advertising. 
The conviction that creativity is the ex-
clusive domain of the creative depart-
ment in agencies and that no one else 
has any right to creativity or creative 
input often leads to bad advertising. 
The big egos tend to abhor advertising 
testing and all the benefits thereof. 
In our experience, great advertising 
tends to evolve, with lots of hard work, 
fine-tuning and tinkering, based on 
objective feedback from target consum-
ers. Big creative egos tend to resist 
such evolutionary improvements. We 
have seen great campaigns abandoned 
because agencies would not accept mi-
nor tweaks to the advertising. Big egos 
allow emotions to drive advertising 
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decision-making instead of reason and 
consumer feedback. 

Poor marketing strategy, or the lack 
of strategy, is a big barrier to better ad-
vertising. Often, clients have not done 
their research homework and have not 
thought deeply about their brands and 
the long-term future of those brands. 
Rarely do clients craft and test commu-
nication strategies for their brands or 
provide this essential guidance to their 
advertising agencies. The client tells 
the agency to go forth and create great 
advertising without providing useful 
strategy guidelines. The agency is left 
to guess and speculate about strategy. 
Great advertising is rarely created in a 
strategy vacuum. 

The last barrier to better advertis-
ing is poor copy testing by research 
companies. Many advertising testing 
systems are limited to a few markets 
and therefore cannot provide repre-
sentative samples. Some systems are so 
expensive that the cost of testing ex-
ceeds the value of the results. Research 
companies are often guilty of relying 
on one or two simplistic measures of 
advertising effectiveness, while com-
pletely ignoring many other important 
variables. To judge the effectiveness of 
an ad, several key variables must be 
measured and linked.

Creating better advertising
Given these barriers and complica-
tions, how can clients, ad agencies 
and research firms work together to 
create more effective advertising? Some 
thoughts:
1. �The client must develop a sound 

strategy for its brand, based on 
facts and evidence. The client must 
carefully define the role of advertis-
ing in the marketing plan and set 
precise communication objectives 
for the advertising. What exactly 
does the client want the advertising 
to accomplish? Once strategy and po-
sitioning alternatives are identified 
and tested, the strategy should be 
locked down – and rarely changed 
thereafter. 

2. �As creative executions are developed 
against the strategy, each execu-
tion should be pre-tested among 

members of the target audience. The 
greater the number of executions 
tested, the more likely it is that 
great advertising will emerge. Pre-
testing the creative provides a reli-
able feedback loop that helps agency 
and client alike make better cre-
ative decisions and become smarter 
over time about how to consistently 
improve the advertising. 

3. �Use the same testing system consis-
tently. There is no perfect advertis-
ing testing system. Some are better 
than others but any system will 
help improve your advertising. The 
secret is to use the same system over 
and over so that everyone learns 
how to use and interpret the testing 
results.

4. �If budget permits, test the advertis-
ing at an early stage in the creative 
process (i.e., the storyboard or ani-
matic stage) and test at the finished 
commercial stage too. Early-stage 
testing allows rough commercials 
to be fine-tuned before you spend 
the big dollars on final produc-
tion. Early-stage testing tends to be 
predictive of finished commercial 
scores but often the creative evolves 
as it moves toward a finished state, 
so testing the final advertising is 
always wise. Testing finished com-
mercials gives you extra assurance 
that your advertising is working as 
planned.

5. �Build your own “action standards” 
over time. As you test every execu-
tion, you will begin to learn what 
works and what doesn’t work. Think 
of the research company’s norms 
as very crude, rough indicators to 
help you get started with a testing 
program. But, as quickly as possible, 
develop your own action standards 
for your category and your brand as 
advertising effectiveness measures 
vary by product category and brand. 
The goal is to build your own data-
base of scores for your ads. Then, 
use your own brand’s scores as the 
most accurate and reliable set of 
benchmarks to gradually improve 
your advertising. 

6. �Use a mathematical model to derive 
an overall score for each execu-

tion. The key variables must be put 
together intelligently to come up 
with a composite or overall measure 
of advertising effectiveness. Don’t 
fall into the trap of using one or two 
questions to evaluate your advertis-
ing.

7. �Use the testing results as a guide or 
as an indicator and do not become 
overly trusting of the mathematical 
model’s results. No model or system 
can anticipate every marketing situ-
ation or give a 100% perfect solution 
every time. Informed human judg-
ment remains important.

8. �Continuous improvement of the 
advertising is important. Test every 
execution and fine-tune based on 
consumer feedback. This ensures 
that your ads are “on strategy” and 
working as best as possible.

The ultimate goals of advertising 
testing are to identify the elements and 
ideas essential to communication ef-
fectiveness and to make sure that those 
elements are consistently communi-
cated by all advertising.

The power of advertising
We believe in the power of advertising 
based on thousands of studies in our 
archives. Advertising has the power to 
persuade, the power to set the agenda 
in the consumer’s mind, the power to 
convey information and the power to 
shape a brand’s identity. Advertising 
has short-term power (conveying new 
information, building awareness and 
enhancing credibility) and long-term 
power (conveying brand image, at-
taching emotional values to the brand 
and maintaining awareness). The true 
power of advertising is seldom achieved 
in practice but we can’t give up. The 
potential and the promise are too great. 
The companies that master the creative 
guidance and the testing systems to 
consistently develop and deploy great 
advertising will own the future and the 
fortunes that go with it. 
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jthomas@decisionanalyst.com 
817-640-6166

http://www.quirks.com
http://www.decisionanalyst.com
mailto:jthomas@decisionanalyst.com


Quirk’s Marketing Research Review // January/February 2023 www.quirks.com18

SPONSORED CONTENT

The level of change in consumer 
behavior we have witnessed over 

the last few years is unprecedented. 
Managing a brand without an accurate 
and timely vision of how consumers 
react to sudden events has become 
a high-risk activity. In the current 
context, more companies are adopting 
consumer insight platforms to quickly 
access consumer insights and informa-
tion. At scale.

The latest ESOMAR report published 
in October 2022 confirms the trend. 

It shows that insights platforms, also 
called DIY or self-service platforms, are 
growing fast (+28.1% in 2021) and gain-
ing market share in the industry. Un-
certain times always bring change. 2023 
is perhaps the perfect time to make the 
trend a habit.

An urge to evolve: three key 
elements
At Zinklar, we have observed three key 
elements explaining the evolution of 
consumer insight platforms.
1. �Consumer behaviors and attitudes 

are changing faster. Compa-
nies need timely/fresh/frequent 
information and insights for their 
marketing activities. Being consum-
er-centric is the only way for brands 
to remain competitive and succeed 
in the marketplace.

2. �Brands require more answers. 
Now more than ever, organizations 
require fast and efficient insights. 
Continuously measuring the ROI of 
all marketing activities is a must, 
hence the need to refine constantly 
through an iterative process when 
developing campaigns, concepts 
and any other kind of marketing 
activity.

3. �Insights and marketing teams 
need to cover more research 
needs. Agile market research plat-
forms must provide high-quality 
results across all areas of the re-

search cycle. All elements should 
be accessible in one easy-to-use 
platform, from usage and attitude 
studies to pre- and post-advertising 
or packaging tests, brand tracking 
studies and more. When this con-
nects, it simultaneously increases 
the frequency and creates a virtu-
ous cycle.

The transition from traditional ap-
proaches to platforms is already taking 
place in big corporations. Luciana Pro-
copio, consumer insights manager at 
Panasonic Europe, recently confirmed 
during a panel discussion we held with 
Zinklar’s clients that, “expectations 
for insights are higher in challenging 
times. It is even more important to 
make informed decisions. That’s why 
insights teams are expected to be more 
agile.”

But SMBs are not to be outdone. 
Customer insight platforms allow them 
to access and leverage high-quality 
consumer insights, something they 
could not do before due to the cost and 
complexity of traditional suppliers.

Despite the cultural barriers to 
changing the way things have always 
been done and the impression of not 
having enough expertise or time to 
manage their market research proj-
ects, companies across all markets and 
industries are overcoming challenges 
to improve their decision-making and 
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cover more and more of their consum-
ers’ needs.

The future belongs to those who 
adapt successfully to change
Evolving in the world of consumer 
insight platforms is not new for us at 
Zinklar. Every day, we guide companies 
to manage their projects in-house and 
help them see opportunities in chang-
ing times.

More than just conducting market 
research, it is critical to be aware of 
available solutions and know which 
one fits your research needs. Beyond 
DIY, we are convinced that a custom-
ized approach, based on simplicity and 
guidance, is key to making consumer 
insight platforms vital in the com-
ing years. At Zinklar, we have created 
guided solutions to democratize market 
research and make it easier to launch 

high-quality surveys to any brand. With 
no limits.

Companies are facing trends that 
will grow even faster in the future:
•	The imperative need to be consumer-
centric to succeed in the fast-chang-
ing and hyper-competitive market.

•	More need for frequent consumer 
insights with limited budgets and 
the growing need to ensure ROI. 
Zinklar client Vanessa Bougla, head 
of insights at Avanti West Coast UK, 
stated that, “There’s an appetite for 
more: more data, more quickly, more 
actionable answers.” 

•	The development of technology 
and artificial intelligence/machine 
learning to integrate and cover more 
insights needs, deliver better quality 
of data and automated insights and 
improve the ease of use for non-
experts (NPD, marketing). Platforms 

like Zinklar integrate AI to ensure 
fraud detection, a trusted audience 
and reach a broader, more represen-
tative public.

It is easy to develop a platform 
that works. The challenge is to adapt 
this platform to the best practices of 
thousands of insight professionals and 
non-insight experts. Platform provid-
ers now need to offer a powerful tool 
but also listen and adjust it to their 
users' needs. Since insights should be 
managed efficiently, platform usability 
should be at the core of their features 
and developments. Researchers can 
become more efficient by automating 
the entire process, from sourcing the 
sample to data collection to reporting, 
ensuring data quality and the possibil-
ity to iterate on new studies faster.

Designing and analyzing a project 
can be challenging. Consultants are 
here to smooth the process and deliver 
more qualitative and actionable data. 
The team at Zinklar has years of experi-
ence in programming, launching and 
analyzing studies and always provides 
practical recommendations on the next 
steps, from launching a new study to 
preparing presentations for key stake-
holders.

For insights platform providers 
and for market research as whole, the 
future is about adapting to change. We 
must show brands where the market 
research industry is moving by demon-
strating how things should be done.

Worldwide events have shaped the 
trends and habits seen in the market 
research industry. We need to take the 
reins and guide the way to the future of 
consumer insights, including consumer 
insights platforms. 

Contact us to learn more about the 
DIY revolution.

Zinklar.com

http://www.quirks.com
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Environmentally friendly products 
are on the rise and they’re here 

to stay. According to consulting firm 
Simon-Kucher and Partners, consumers 
want to purchase products and services 
that align with their values and behav-
iors. To appeal to the wishes of their 
consumers, companies must adapt more 
sustainable processes to minimize the 
impact they and their products have on 
the environment.

Seventy-one percent of global con-
sumers surveyed say they are already 
making significant lifestyle changes. 
They are aware of the products they 
purchase and the impact they have on 
the environment. Sustainability is in-
creasing in importance as 66% rank it as 
one of the top five factors they consider 
when making a purchasing decision, 
compared to 50% from 2021. Seventy-
five percent believe sustainability is as 
important or even more important than 

it was in 2021. 
Eighty-nine percent believe they 

have become greener with their pur-
chasing habits by making major and 
minor adjustments. While most con-
sumers want to live more sustainable 
lives, some are having difficulty finding 
products and services that don't come 
with a higher price point. 

As inflation continues, many are 
finding it difficult to afford eco-
friendly options and many are deciding 
which, if any, products or services to 
buy. Sixty-eight percent of consum-
ers refuse to pay a premium for more 
sustainable options. (Only 32% would 
accept higher prices for sustainable 
products and services.) When asked 
how much of a premium they expect, 
answers ranged from 22% to 40%, de-
pending on the industry and regardless 
of personal sustainability importance 
levels. 

Most consumers are loyal to com-
panies and brands that align with and 
share their values and beliefs. Many say 
the companies they trust should have 
similar sustainability motivators in-
cluding the goal of benefiting younger 
generations (44%). Sixty-four percent 
say companies should have a sense of 
responsibility and 48% say they should 
have a fear of environmental damage.

While some companies want to be 
known for their sustainability pro-
cesses or alternatives, some consumers 
question how eco-friendly those firms’ 
manufacturing and general processes 
really are. Fourteen percent think 
that eco-friendly alternatives are not 
truly sustainable because of companies’ 
potential greenwashing of their mes-
sages and packaging to make consumers 
believe they are more environmentally 
conscious than they really are. This has 
led 21% to distrust the claims companies 
have made about their sustainability 
efforts. 

The study was conducted with 11,500 
consumers worldwide to determine the willing-
ness to purchase sustainable products and to 
gauge the attitudes surrounding sustainability.

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

 //  Survey Monitor

••• environmental research 

Is sustainability eco-friendly?
Global consumers want greener alternatives  
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••• small business 
research

Thriving or just 
surviving?

Small business owners 
reflect on life after the 
pandemic 

Having survived the impacts of CO-
VID-19, 58% of small business own-

ers surveyed believe inflation is their 
top challenge, according to a study 
conducted by Capital One, but they are 
confident their businesses will stay 
afloat, with 90% believing that they 
will be operating six months from now.

Throughout the past year, a variety 
of other factors have weighed on small 
business owners. Twenty-two percent 
fret about competition from larger busi-
nesses, 35% are concerned about low 
sales and 40% are worried about cash 
flow. Fifty-one percent of owners have 
experienced higher costs for materials 
and supplies and 36% have encountered 
shipping delays. Small business owners 
have also seen higher delivery and ship-
ping costs (37%) and supply disruptions 
and product shortages (37%), all of 
which have affected their businesses. 

Some rising concerns for small busi-
ness owners revolve around the state 
of the economy. Seventy-seven percent 
are worried of the potential contrac-
tion of the U.S. economy and 78% stress 
over supply chain issues, leading 76% of 
small business owners to fear the nega-
tive impacts their businesses could face 

within the next six months. 
Fifty-three percent of small business 

owners are still feeling the impacts of 
COVID-19, from its effects on regular 
operations to sales and staffing. Many 
businesses adjusted how they hire and 
what they offer to their employees dur-
ing the pandemic. Forty-nine percent 
say no changes were made to their 
hiring practices since 2021 while 25% 
say they now offer more flexible hours 
and 13% offer remote-working options. 
While 18% are offering competitive 
wages, 44% say they find it difficult to 
meet the wage demands of potential 
employees and 39% say they struggle to 
find qualified candidates for their open 
positions.

While some business owners 
struggled to stay afloat throughout the 
pandemic, others saw it as a fitting 
time to begin their business endeavors 
(though 79% say the pandemic made 
it both very and somewhat challeng-
ing to start a business). New business 
owners say low sales (36%), inflation 
(42%) and cash flow (40%) were hurdles 
they had to overcome and 70% say they 
either slightly or completely changed 
how they operated after starting their 
businesses by adjusting their business 
models or offerings.

New business owners say they began 
their businesses during the pandemic 
because they had more time on their 
hands (36%), had access to funding 
that they didn't have before (17%) or 
had already planned to start a business 
(21%). Others say they quit to start a 
business (21%), were laid off and started 
a business (26%) or had a hobby or side 
job they turned into a business (24%). 
Forty-one percent of new owners found 
that networking, online trainings 
(36%), online articles (24%) and local or 
virtual business associations (22%) were 
helpful resources when starting during 
the pandemic. 

Thirty-five percent of owners say 
local business conditions are good, 43% 
say they are fair and 11% say they are 
poor. Most owners however say it is 
rewarding to work for themselves and 
they enjoy having flexible schedules 
and more time to spend with their 
families. 

Capital One and Morning Consult 
partnered to conduct this survey with 1,295 
small business owners in the U.S. from August 
25-September 9, 2022.

••• beverage research

Thirsty for more
Of all the forms of water 
available, consumers prefer 
it bottled

Whether you drink it flavored, 
sparking or straight from the 

tap, varying attitudes over water intake 
are unavoidable. A study conducted 
by the International Bottled Water 
Association (IBWA) found that Ameri-
cans have strong viewpoints towards 
bottled water. Eighty-eight percent of 
U.S. adults have positive opinions to-
wards it and many consider water their 
most preferred non-alcoholic beverage 
choice. 

Ninety-one percent believe that 
bottled water should be available where 
other beverages are sold. If bottled 
water isn't sold, 70% of people who 
prefer it would purchase a different 
packaged beverage. Twenty-two percent 
say they would choose soda, 10% would 
pick sweetened, sparking or flavored 
water, 8% would get a sports drink (like 
Gatorade or Powerade) and 5% would 
choose a juice or fruit drink. If water 
is unavailable, 10% would drink from a 
watercooler, 10% would drink filtered 
tap water, 4% would drink from a pub-
lic water fountain and 6% would drink 
unfiltered tap water. 

Most Americans drink a mixture of 
bottled and tap water (72%) while 8% 
only drink tap or filtered water and 19% 
exclusively drink bottled water. Only 1% 
of respondents indicated that they do 
not drink water. 

Many factors come into play when 
deciding on which drink to buy. Re-
spondents like the ready-to-go feature 
(79%), the ability to reseal a beverage 
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(77%) and 81% like the convenience of a 
bottled beverage. The top three factors 
however are quality (96%), taste (96%) 
and safety (90%). 

Eighty-three percent of Americans 
say water is their preferred beverage 
with bottled water, including sparkling, 
still and flavored and/or unflavored 
being the top non-alcoholic choice. 
Forty-two percent have a somewhat 
positive opinion and 45% percent have 
a very positive opinion of bottled water 
while only 12% have a negative outlook 
including 2% who have very negative 
opinions. 

Drinking bottled water has an 
inevitable impact on the environment 
whether through the manufactur-
ing and packaging of the water bottle 
itself or its disposal. Ninety percent of 
consumers agreed that it is important 
to recycle all recyclable packaging, 
89% agree that making products with 
already recycled materials is better for 
the environment and 72% agree that 
they would purchase products that have 
already been recycled. 

Seventy-eight agree that because 
plastic can be recycled and reused, it 
is a valuable source. Sixty-one percent 
believe that products made from plastic 
are more eco-friendly compared to 
materials made from glass, aluminum 
or cartons. Water bottles are fully 
recyclable, making up 49% of the plastic 
collected in U.S. curbside systems. 

Most agree that products should be 
recycled when possible but who should 
oversee the process? Sixty-four percent 
say consumers should take responsibil-
ity for recycling their plastic bottles, 
58% believe the companies selling them 
should figure out the recycling process 
and 47% say the government should 
take charge. 

Bottled water is most often con-
sumed while shopping and on-the-go 
(74%), at sporting or entertainment 
events (73%) and while at the gym or 
when exercising (67%). Eighty-four 
percent say they drink bottled water 
at work, 81% drink it at home and 77% 
drink it at social events.

This survey was conducted by The Harris Poll 
on behalf of the IBWA. It was conducted with 
2,057 U.S. adults from September 19-21, 2022.

••• dei research

Company DEI 
initiatives impact 
consumer habits 
Black consumers notice 
sociopolitical stances 

Companies are incorporating more 
diversity, equity and inclusion (DEI) 

efforts within their business models to 
fully establish their viewpoints on vari-
ous issues and as they are doing so and 
taking stances on sociopolitical issues, 
many Black consumers have taken note 
and adjusted where they place their 
support. 

Horowitz Research conducted its FO-
CUS Black: State of Consumer Engage-
ment 2022 study and found that Black 
consumers are more likely to act after a 
company makes a sociopolitical stand. 
Fifty-eight percent of Black custom-
ers have altered their consumer habits 
after a company aligned with a specific 
sociopolitical issue. The actions taken 
were both negative and positive. If 
consumers did not align with the com-
pany's message, they reduced the num-
ber of purchases they made or stopped 
being a customer. If they approved of 
the stand the company made, they took 
positive action by spending more or 
becoming a consistent consumer. 

Black consumers are more likely to 
speak out and sign petitions against 

companies that take sociopolitical 
stances they disagree with and reward 
companies they align with by doing 
more business with them. 

When offered company policy 
examples, equal treatment of women 
(66%) and policies that ensure LatinX/
Hispanic, Asian and Black employee 
consideration for positions at compa-
nies (62%) impacted Black consumers’ 
decisions positively. 

Consumers have no trouble discern-
ing between authentic and inauthentic 
initiatives. Forty-four percent of Black 
consumers say that more companies 
are depicting insincere DEI initiatives 
compared to a year ago. However, 45% 
say they’re seeing more companies who 
want to make a real impact and do bet-
ter with the initiatives they have put 
in place.

Forty-four percent say they are also 
noticing companies investing in their 
neighborhoods, whether by creating 
more jobs or helping improve area 
schools. As well, the entertainment 
industry is changing. Fifty-five percent 
say Black characters are being shown 
in a better light and 57% say more Black 
actors are being cast as leads in shows. 
They say comedies, dramas and original 
content positively show Black charac-
ters while lifestyle and dating reality 
shows, sci-fi and the news portray 
Black people and characters negatively.

The FOCUS Black: State of Consumer 
Engagement 2022 survey was conducted by 
Horowitz Research. It was conducted with 
1,800 adults in July 2022. 

IN FOCUS  //  Survey Monitor
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••• food research

Meal kits pick up 
the slack
Restaurant restrictions led 
to DIY meals

Post-pandemic restaurant capacity 
restrictions and shutdowns resulted 

in a drastic reduction of meal outings 
but that didn’t stop people from find-
ing and purchasing alternatives. Many 
decided to limit their excursions and 
dine more at home. However, whether 
due to convenience, general interest 
or health reasons, many consumers 
turned to meal kit delivery services 
like HelloFresh, Blue Apron and Home 
Chef. According to consumer services 
platform Drop, as reported in a survey 
conducted by insights platform Upsiide, 
after the pandemic hit in March 2020, 
meal kit orders increased by 92% .

Forty-six percent of Canadians and 
36% of Americans placed their initial 
order because they had a coupon or dis-
count for the service. Twenty percent 
of consumers believe that purchas-
ing meal kits saves more money than 
ordering from a restaurant. But saving 

money is not the only factor when 
ordering from a meal kit service: Many 
are interested in cooking as a hobby 
and use meal kits to spark inspiration.

Upsiide calculated consumers’ 
scores for importance and satisfaction 
to establish the most important meal 
kit features. Reducing the amount of 
money spent on food hit a 101, minimiz-
ing the amount of cooking prep time to-
taled a 92, the ability to minimize food 
waste scored a 90 and the healthiness 
of the meals resulted in an 89. Ninety 
percent believe it is very or somewhat 
important to gain exposure to new reci-
pes and ingredients. Eighty-six percent 
are satisfied with the option to try new 
food items. 

Meal kits hit success after the 
pandemic but they are declining in 
popularity as the world attempts to 
return to normal. Twenty-four percent 
of respondents ordered weekly when 
they first began using the services. 
Thirty percent ordered a few times 
a month, 20% ordered monthly, 10% 
ordered every two to three months 
and 9% only ordered once. When asked 
about their current meal kit service 
use, 21% indicated that they order once 
a week and 24% say they order a few 
times a month. Sixteen percent are 
monthly users, 11% order every two to 

three months and 12% never use meal 
kit services. The declining use of meal 
kit services may be a result of the re-
opening of the world or the decrease in 
coupons offered after the initial order 
or a mixture of both. 

Meal kits served as a replacement 
for dining out for many, which may 
have justified their prices for some. 
However 65% percent believe that meal 
kit services are too expensive. Thirty-
eight percent would rather purchase 
their own ingredients, 19% prefer their 
own recipes and 25% believe the process 
is too much work. Twenty-five percent 
of respondents say that the services do 
not offer options that fit with their di-
etary needs. Upsiide found that people 
with dietary restrictions, including 
those who are following vegan or keto 
diets or are gluten-intolerant, etc., 
are in a niche category but would be 
consistent consumers, devoted to meal 
kit services that offer options that fit 
their lifestyles. Another untapped area 
meal kit services could dive into is the 
“heat and eat” sector of meal delivery 
as both Americans and Canadians indi-
cated that they would be interested in 
a service that offered already-prepared 
meal options.

This study surveyed 500 U.S. and 500 
Canadian adults.
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Business-to-business research has its own unique set of 
requirements, especially in a market roiled by fears of recession 
and inflation, where established ways of doing things may no 
longer be valid.

From proprietary technology offerings to brand and strategy 
research in a broad range of industries like health care, IT and 
manufacturing, these companies are ready to help you improve 
your B2B research. 

••• special advertising section

19 TOP  
B2B RESEARCH 
COMPANIES

Adience
Founded 2020 
Chris Wells, Managing Director

“Adience” is the 
urge to investi-
gate a topic or 
solution. When 
we established 
Adience, our 
“urge” was to 
investigate what 
marketing and insights professionals 
really want from their research part-
ners. So, unlike many agencies, we did 
some research of our own. We listened 
to what clients were telling us and built 
a company offering the solutions they 
asked us for. That means we do things 
a little differently than most agencies: 
first, we are B2B specialists, applying 
best practices from hundreds of B2B 
projects; second, we are consultative 
and never dump data, using storytell-
ing and visualization to make clear rec-
ommendations; third, we are flexible 
and transparent, and encourage client 
collaboration; and fourth, we are bou-
tique and agile, so we go the extra mile 
to deliver high-quality work quickly.

Phone 1-646-799-5020 
www.hello-adience.com

19 Top B2B Research Companies
SPECIAL ADVERTISING SECTION
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Azurite Consulting
Founded 2017 | 14 employees
Eli Diament, Founder and Managing Director

Why are you still working with panels 
and expert networks for your B2B 
research? Azurite recruits every respon-
dent from scratch – no panels or 
networks, ever – to deliver unparal-
leled insight to leadership teams. Our 
insights have enabled clients to close 
over $10 billion in deals, improve yearly 
sales, design G2M strategies and more. 
Our proprietary machine learning 
technology finds high volumes of 
precise decision makers, in any 
industry, without panels or networks. 
We conduct surveys, interviews and 
insight studies for our PE, portfolio, 
enterprise and hedge fund clients. 
Contact us to learn why we’re the most 
trusted and fastest-growing primary 
research firm in the industry. 

Phone 1-732-606-5799 
azuriteconsulting.com

 
C+R Research
Founded 1959 | 153 employees
Robbin Jaklin, President

With smaller and 
harder-to-reach 
target audiences 
and complex prod-
ucts and processes, 
B2B research re-
quires B2B experts. 
At C+R Research, we have a specialized 
team of quantitative and qualitative 
B2B researchers who have the nuanced 
expertise to get the insights you need 
from your target audience. With de-
cades of experience in a broad range of 
industries such as health care and in-
surance, financial services and energy 
and utilities, our B2B experts know how 
to reach and engage with niche targets 
like small business owners, executives, 
food service operators, physicians and 
nurses, contractors, etc.  Whatever 
your research needs, our B2B research 
experts will design the right program to 
drive your business forward. 

Phone 1-312-828-9200 
crresearch.com 

Cascade Insights
Founded 2006 | 28 employees
Sean Campbell, Co-Founder and CEO

Whether your or-
ganization needs to 
take advantage of 
a market opportu-
nity or is facing a 
competitive threat, 
you need clarity. 
Unfortunately, 
many B2B tech 
companies have worked with research 
partners in the past who are general-
ists. These same firms claim that their 
methodology can be applied to any 
industry, any type of company or any 

Applied Marketing 
Science
Founded 1989 | 40-45 employees
John Mitchell, President and Managing Principal

Applied Marketing 
Science Inc. (AMS) 
is a leading-edge 
market research 
firm with an in-
ternational reach. 
With roots in the 
MIT Sloan School 
of Management, 
we have over 30 years of experience 
in providing custom market research, 
training and consulting to help B2B 
companies across dozens of industries 
uncover consumer insights to success-
fully innovate new products and ser-
vices. Our seasoned team of consultants 
are ready to meet you wherever you 
are on your journey to insights-forward 
innovation. Take the guesswork out of 
innovation by reading our Insights for 
B2B Markets resource guide or e-mail-
ing us at inquiry@ams-inc.com to learn 
more. To view our B2B Resource Guide, 
please click here https://ams-insights.
com/guides/insights-for-b2b-markets-
guide

Phone 781-250-3600  
ams-insights.com

19 Top B2B Research Companies
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problem. You know this isn’t true. You 
know that you need a partner who un-
derstands your space, your technology 
and your customers. We’ve designed 
Cascade Insights to meet the needs you 
have – but only if you are a B2B tech-
nology company.

Phone 1-503-212-0687 
www.cascadeinsights.com

Communications for 
Research
Founded 1997 | 95 employees
Colson Steber, CEO

Not sure whether 
you can get this 
audience? Worried 
you will end up 
surprised and 
scrambling at 
the end to fully 
complete? Contact 
us for a CFR 
research logistics 
plan. A realistic execution strategy for 
recruitment to achieve your research 
outcomes. Key metrics to track progress 
that bring total clarity to decisions 
that need to be made. Adaptive and 
knowledgeable researchers that will 
dig in and move the project forward. 
Make an impact with a recruitment 
and data collection partner that actu-
ally owns it.

Phone 1-573-259-0320 
www.cfrinc.net

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

Decision Analyst 
offers an array of 
services to help 
clients develop 
and sustain win-
ning brands. We 
design and execute 
marketing research 
and consulting as-
signments for both B2B and B2C clients. 
We have conducted research in Canada, 
Europe, Latin America, Australia, the 
Middle East and Asia. Our specialty is 
melding in-depth qualitative inves-
tigations, strategic survey research, 
advanced analytics, win-loss research, 
mathematical modeling and simulation 
to solve complex marketing problems. 
Our services include strategy research, 
brand research, win-loss research, 
concept testing, package testing, 
satisfaction research and advertising 
research. Decision Analyst is a leader 
in advanced analytics, market segmen-
tation, mathematical modeling and 
simulation and offers full-service cus-
tom research. Our researchers recom-
mend the quantitative or qualitative 
technique best suited to your research 
needs. Decision Analyst’s strengths in 
statistics, modeling and optimization 
provide the foundation to address com-
plex business and strategy issues.

Phone 1-817-640-6166 
www.decisionanalyst.com

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

Forsta powers the HX 
(human experience) 
platform – a compre-
hensive experience 
and research tech-
nology platform that 
breaks down the silos 
between CX (cus-
tomer experience), 
employee experience (EX) and market 
research – so that companies can get a 
deeper, more complete understanding 
of the experiences of their audiences. 
Our quantitative, qualitative and data-
reporting software tools provide trends 
and insights that answer human needs 
and help drive your business forward. 
Forsta’s technology, combined with 
its team of expert consultants, helps 
thousands of organizations across a va-
riety of industries, including financial 
services, hospitality, market research, 
professional services, retail and tech-
nology. Forsta is recognized as a Leader 
in the 2021 Gartner® Magic Quadrant™ 
for Voice of the Customer. Forsta is a PG 
Forsta company. 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
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Global Survey
Founded 2008 | 50 employees
Mayank Bhanushali, Founder and Managing 
Director

Global Survey is 
your top choice of 
solutions partner for 
end-to-end project 
management needs. 
We augment your 
research operations 
by making avail-
able 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 
provides multiple business benefits. 
You can apply economies of scale and 
execute a bigger volume of projects 
without the need to hire and maintain 
costly human capital in-house.

Phone 91-740322-0322 
www.globalsurvey.gs

GroupSolver
Founded 2014 | 50 employees
Rasto Ivanic, CEO

GroupSolver is an intelligent research 
platform that empowers companies to 
remain curious and continuously ask 

and answer the question, “why?” to 
inform important business questions. 
Backed by our AI Open-End™ technolo-
gy, we humanize the survey experience 
and empower researchers to crowd-
source and analyze qualitative data 
at scale. From our robust quantitative 
methodologies to our flexible service 
offerings, GroupSolver eases the stress 
of research by making it accessible to 
fit your business needs. GroupSolver 
serves as your thought partner to help 
make informed business decisions by 
quickly and effectively uncovering the 
story your data is telling.

Phone 1-619-872-5266 
www.groupsolver.com

InnovateMR
Founded 2014 | 180+ employees
Lisa Wilding-Brown, CEO

InnovateMR is a 
fiercely indepen-
dent sampling and 
ResTech company 
that delivers faster 
answers utilizing 
technologies to sup-
port agile research. 
As a leader in B2B 
recruitment, InnovateMR connects 
organizations with targeted audi-
ences around the world to support 
informed, data-driven strategies and 
identify growth opportunities. Today, 
InnovateMR’s global Business Insights 
Hub™ generates the highest-quality 
data from engaged and vetted B2B 
audiences. It represents a unique 
strategy for sourcing and management 
– methodologies used to recruit include 
employment status, industry segments, 
types of software, title, company reve-
nue, employees count, decision-making 
and more. With award-winning data 
quality, InnovateMR remains a B2B 
sampling leader in the market research 
industry.

Phone 1-888-229-6664 
www.innovatemr.com 

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

Ironwood Insights 
offers expert-level 
consultation and ex-
ecution across a full-
spectrum of insights 
services including 
forward-thinking 
designs, industry-
leading data collection 
services and leading-edge analytical 
frameworks. From the inaccessible 
C-suite to the multi-hat small business 
owner, to the never-in-one-place trades-
person, Ironwood offers unsurpassed 
experience across the full spectrum 
of B2B audiences. We understand 
when and how to deploy multimethod 
data collection approaches – whether 
phone, online, in-person or mixed 
methodology – to capture the most 
comprehensive view of B2B target audi-
ences and understand the most com-
plex decision-making and buying deci-
sions. The synergy of our qualitative 
and quantitative capabilities allows us 
to bring the right data collection meth-
ods and research designs to ensure the 
success of the research outcomes and 
optimize the client’s budget across even 
the most complex B2B projects. Contact 
us to learn more about how Ironwood 
provides clients with actionable, 
durable business insights that create a 
lasting competitive advantage. 

Phone 1-602-661-0878 x2110 
E-mail info@ironwoodinsights.com  
www.ironwoodinsights.com
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Murray Hill National
Founded 2013 | 35 employees
Susan Owens, COO

Clients trust Murray Hill National with 
thousands of studies per year as their 
research partner. In return, we deliver 
valuable solutions and high-quality 
recruitment for their consumer, health 
care, business-to-business and technol-
ogy projects. For the last seven years 
Murray Hill National LLP, rebranded 
under new ownership, has advanced to 
one of the leading data collection and 
recruitment companies in the U.S. Our 
teams are committed to meeting your 
research needs. We provide high-quali-
ty health care recruitment with access 
to 465,000 physicians, nurses and 
more, and we organize 100+ patient 
panels. Our qualitative services extend 
far beyond the traditional focus group. 
Our call center has 45 CATI stations 
where we conduct all our telephone 
interviewing including qualitative, 
quantitative, phone-to-web or old-fash-
ioned CATI. Call us today for your next 
project, your “national” recruiting 
experts – we find respondents!

Phone 1-972-707-7645 
E-mail susan@murrayhillnational.com 
www.murrayhillnational.com

myCLEARopinion Panel
Founded 2008 
Mitch Henderson, Co-CEO

Are you struggling 
to find the right 
respondents for 
your B2B research? 
Stop using mul-
tiple databases, 
customer supplied 
spreadsheets or 
rented lists in 
hopes of finding 
the right people. Expand your vision 
to include more than just internal 
and direct customer feedback. my-
CLEARopinion Panel specializes in B2B 
skilled industry sample. myCLEARo-
pinion provides access to a unique and 
powerful audience of decision makers 
representing HVAC, engineering, ar-
chitecture, construction, maintenance, 
flooring, roofing, plumbing, mechani-
cal systems, packaging, manufacturing, 
safety, security and food and bever-
age industries. We can offer survey 
sample, research services, hosting and 
programming. Curated for market re-
searchers, by market researchers. Call 
myCLEARopinion Panel Today. You will 
love working with us!

Phone 1-248-633-4930 
www.myclearopinionpanel.com

NewtonX
Founded 2016 | 150 employees
Sascha Eder, CEO

NewtonX is the 
world’s leading 
B2B research 
company. We field 
large-scale quan-
titative surveys, 
facilitate qualita-
tive interviews, 
engage in long-
term consultations and create custom-
ized research plans. To do this, we use 
the most sophisticated search engine in 
the research industry – the NewtonX 
Knowledge Graph. It’s a proprietary, 
AI-driven search that scans 1.1 billion 
professionals across 140 industries to 
find the exact person to answer any 
kind of question. We ensure every pro-
fessional is 100% verified, so you can 
ground your work in fraud-free data 
and make critical business decisions 
with confidence. NewtonX partners 
with the world’s top market research 
companies, management consultancies 
and Fortune 500. Together with our cli-
ents, we’re ushering in a new standard 
of truth in B2B research.

Phone 1-201-580-6569 
www.newtonx.com

NextON Consulting FZE
Founded 2013 | 25 employees
Naim ul Qadar, Founder and CEO

NextON Service’s 
existence has been 
driven by the quest 
for technology-
driven research. 
Since its inception 
in 2013, NextON 
has built practices 
to cater to the fast-
changing communication and technol-
ogy-driven world. For B2B respondents, 
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NextON not only uses conventional 
sources but also has made partnerships 
with regional players around the world 
who have rich databases from CATI and 
face-to-face research. The dedicated 
end-to-end services, which include 
survey programming, data processing, 
coding, charting, reporting, etc., com-
bine research and analytics, focusing 
on accuracy, security and speed. That’s 
why so many international companies 
rely on it to help them spark better 
connections. This approach has helped 
it build strong relationships with the 
biggest players in the market research 
industry. 

Phone 971-50-941-9689 (Dubai – UAE)  
1-818-453-1793 (U.S.) 
www.NextONServices.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 audi-
ences. Our mission: Expand opportuni-
ties for researchers to do the work you 
believe in and can stand behind, for 
your company, your community and 
your cause. OvationMR services cover 
sampling, programming and hosting, 
translations and design and analysis 
for brand tracking studies, market 
segmentations, conjoint analysis, 
awareness and usage studies, cus-
tomer experience, concept testing and 
political polling. Our clients include 

research practitioners, 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

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

Symmetric owns 
and operates five 
B2B worldwide 
online pan-
els: Physicians 
Advisory Council®, 
Medical Advisory 
Board®, Executive 
Advisory Board®, 
Contractor Advisory Board®, and 
Technology Advisory Board®. 
Symmetric also owns American 
Consumer Opinion®, a worldwide on-
line panel that reaches over 7 million 
consumers in 200-plus countries, span-
ning North America, Latin America, 
Europe and Asia. 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 
www.symmetricsampling.com/panels

Unimrkt Research
Founded 2009 | 450+ employees
James West, Director of Business Development, 
North America

Unimrkt Research 
is a leading pro-
vider of market 
research services 
with a particular 
focus on reliable 
data collection 
and unparalleled 
insights to support 
your decision-mak-
ing. We are a young and vibrant organi-
zation filled with analytical minds 
who have the aptitude to transform 
your business aspirations into tangible 
results. Our industry-wise verticalized 
team has multilingual staff who help 
our clients grow their businesses faster 
with our comprehensive research 
offerings ranging from qualitative, 
quantitative and business research to 
online panel. We are an ISO 20252 and 
ISO 27001 certified organization that 
complies completely with ESOMAR and 
GDPR norms for accurate and reliable 
research.

Phone 1-646-712-9302 
E-mail sales@unimrkt.com  
www.unimrkt.com
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For people with Type 2 diabetes mellitus, 
early identification of individuals at risk of dia-
betic kidney disease or a rapid decline in kidney 
function is an important step for optimal pa-
tient management and improved patient health 
outcomes, such as slowing or preventing disease 
progression. Nevertheless, traditional tests of 
kidney function are insufficient for predicting 
kidney disease and decline.

To address this unmet need, a medical 
technology company developed and validated a 
blood-based test that incorporates biomarkers 
to predict the risk of kidney disease/decline. 
The firm sought to demonstrate to physicians 
and payers the test’s clinical utility, defined as 
the extent to which the test affects physicians’ 
monitoring and treatment decisions. 

The key question was the following: Would 
U.S. physicians change their medical recom-
mendations to align with patient management 
guidelines if they had access to the results of 
this blood-based biomarker test?

Finding a remote approach
Traditionally, companies have relied on prospec-
tive clinical studies to establish clinical utility. 
The downside of using a clinical study for initial 
research, however, is that such studies require 
significant resources, costs and time. The pan-
demic made finding a remote approach to assess-
ing clinical utility increasingly important. 

The medical technology company engaged our 
team of researchers to identify an effective and 
efficient methodology for demonstrating clini-
cal utility. Based on a detailed understanding 

Lauren Fusfeld 

offers a case study 

on employing 

conjoint analysis 

instead of a 

clinical study to 

assess clinical 

utility.

snapshot of the company’s needs, we suggested conjoint 
analysis, an approach recommended by the 
International Society for Pharmacoeconomics 
and Outcomes Research for this type of investi-
gation.1, 2 This study design has been utilized to 
understand preferences of patients with Type 2 
diabetes mellitus and other conditions,3, 4, 5, 6 as 
well as to assess factors that influence physician 
testing decisions in other indications.7, 8

Conjoint analysis derives the importance of 
attributes included in descriptive vignette-based 
profiles (which could be products or patients) 
based on participants’ responses to these 
profiles. In this case, physicians documented 
decisions regarding monitoring frequency, treat-
ment prescribing and drug dosing after viewing 
hypothetical patient profiles in a self-adminis-
tered online survey. This method simulates the 
real world, in which physicians assess multiple 
relevant characteristics of each patient when 
making medical recommendations. By deducing 
attribute importance implicitly from physician 
decision-making, conjoint analysis can avoid 
some of the biases that result from requiring 
physicians to comment on the importance of 
these factors directly in an interview or online 
study.

Based on secondary research and consulta-
tion with clinical experts, we identified six 
factors or attributes likely to impact physician 
decision-making: the patient’s age; results of the 
novel blood-based biomarker test; and results 
of four conventional patient measurements – 
albuminuria, estimated glomerular filtration 
rate (eGFR), blood pressure and glycemic control 

Using conjoint to 
gauge physicians’ 
views of a 
diabetes test
| By Lauren Fusfeld 
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represented by hemoglobin A1c (HbA1c) 
level.

Patient profiles included one level 
from each of the six attributes. With 
four levels for the blood-based bio-
marker test result (no test result, low-
risk result, moderate-risk result and 
high-risk result) and three levels for 
each of other five attributes, 972 unique 
profiles were possible. A significant 
advantage of the conjoint design is that 
analysis is possible using a small sub-
group of the total collection of profiles. 
We created a subset of 42 profiles with 
Sawtooth Conjoint Value Analysis (CVA) 
software. The design was orthogonal, 
which means that each pair of lev-
els (across different attributes) was 
intended to appear approximately the 
same number of times. To balance the 
need to minimize standard errors (<0.1) 
for a conjoint exercise designed for 400 
respondents with the desire to reduce 
respondent fatigue, we determined that 
the survey software should randomly 
present each respondent with eight 
patient profiles from the subset of 42 
profiles. The profile selection adhered 
to a least-fill methodology so that each 
of the 42 profiles would appear approxi-
mately equally. 

For each patient, the survey asked 
physicians to make one monitoring 
frequency decision (increase moni-
toring frequency, decrease monitor-
ing frequency or maintain standard 
monitoring frequency). The survey also 
asked the physicians to make three 
binary treatment decisions: 1) increase 
the dose of lisinopril to 20 mg per day 
for kidney protection or continue the 
dose of 10 mg per day for kidney protec-
tion; 2) prescribe a sodium/glucose 
cotransporter-2 (SGLT2) inhibitor that 
has a diabetic kidney disease indication 
or not prescribe an SGLT2 inhibitor that 
has a diabetic kidney disease indica-
tion; and 3) replace ibuprofen (which 
could adversely affect the kidney) with 
a non-systemic therapy or not replace 
ibuprofen. 

Questions before and after the con-
joint section served to provide context 
for the conjoint responses. Physicians 
described their typical care of Type 2 
diabetes mellitus patients and indicat-

ed their overall likelihood of using the 
blood-based biomarker test. Following 
the conjoint exercise, respondents also 
answered a few specific questions about 
the blood-based biomarker test, includ-
ing perceived advantages and disadvan-
tages. The survey was intended to take 
15 minutes to complete.

Five physicians participated in a 
pilot test of the survey to identify 
any elements requiring clarification 
or modification. During this test, our 
team watched the respondents take the 
survey in real time and were available 
to answer and ask questions as needed. 
To evaluate test-retest reliability, the 
physicians viewed a version of the 
survey that included two identical 
additional patient profiles (hold-out 
cases) not included in the original set 
of 42 profiles. Based on the interviews, 
we refined the text describing the at-
tribute levels before formally launching 
the survey. For example, we replaced 
ranges for each level with point values 
and added interpretive clinical de-
scriptions of eGFR levels (i.e., normal, 
mildly or moderately decreased) and 
albuminuria levels (i.e., mildly, moder-
ately or severely increased). 

After reviewing all the survey data 
to ensure quality control, we examined 
the responses in the conjoint exercise. 
Because data were sparse for the option 
to decrease monitoring frequency (se-
lected for only 5% of patient profiles), 
we combined the decrease monitor-
ing frequency and maintain standard 
monitoring frequency options so that 
monitoring became a binary variable, 
like the other medical decisions in this 
study. 

Using Sawtooth Menu-based Choice 
Software, we analyzed physician 
responses using multivariable logistic 
regression models for the monitoring 
frequency decision and for each of the 
three treatment decisions. Each of the 
four models generated relative utilities 
for the attribute levels. The difference 
between the minimum and maximum 
utility for an attribute produced an 
initial estimate of the importance 
of the attribute in a physician treat-
ment or monitoring decision; we then 
normalized these importance values so 

that the sum was 100% for each model. 
Additionally, to evaluate the decision 
impact of the blood-based biomarker 
test result versus no test, we used 
utilities to create odds ratios with 95% 
confidence intervals. 

A clinical benefit
The conjoint analysis suggests that 
physicians attribute a clinical benefit 
to predicting the risk of diabetic kidney 
disease in Type 2 diabetes mellitus 
patients before kidney damage occurs, 
as well as predicting rapid decline in 
kidney function in people with diabetic 
kidney disease. For the decision about 
the frequency of monitoring risk fac-
tors for diabetic kidney disease, the 
blood-based biomarker test result was 
more important than the other patient 
attributes; for the three other patient 
management decisions, the blood-based 
biomarker test result was second in 
importance. Specifically, the blood-
based biomarker test result was second 
to HbA1c in importance for the decision 
about prescribing SGLT2s with a dia-
betic kidney disease indication, second 
to blood pressure for the decision about 
increasing the dose of lisinopril and 
second to eGFR for the decision to re-
place ibuprofen with a kidney-sparing 
medication. 

Importantly, this study indicated 
that physicians are likely to apply the 
blood-based biomarker test results 
appropriately. A low-risk test result 
reduced the likelihood of frequent 
monitoring and of more aggressive 
treatment compared with no test, 
suggesting a low-risk test result could 
limit unnecessary therapy, minimize 
side effects and lower treatment costs. 
Similarly, a moderate- and high-risk 
result increased the likelihood of 
monitoring and treatment changes to 
protect the kidney in patients at higher 
risk of diabetic kidney disease or rapid 
decline in kidney function; conse-
quently, the blood-based biomarker test 
could contribute to a more personalized 
approach to diabetic kidney disease 
management. Also noteworthy was the 
statistical significance of the odd-ratios 
of the blood-based biomarker test; all 
were statistically significant apart 
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from the impact of the low-risk and 
moderate-risk result on increasing the 
dose of lisinopril.

Lastly, the conjoint analysis al-
lowed us to explore the impact of other 
patient characteristics on physician 
decisions. For example, patient age did 
not have a statistically significant im-
pact on physician decisions regarding 
monitoring frequency and replacing 
ibuprofen with non-systemic therapy.

Some limitations
The conjoint analysis approach does 
have some limitations. First, the 
findings are limited to the attributes 
and levels included in this analysis. 
While we used secondary research and 
consultation with clinical experts to 
focus on the most important attributes, 
we acknowledge that other patient 
characteristics may also influence 
physicians’ treatment and monitor-
ing decisions. Second, while the study 
was designed to represent real-world 
decision-making, survey results could 
differ from physician behavior in a 
clinical setting. As time and funds 
allow, additional research could be 
conducted to confirm these initial find-
ings now that the current study has 
provided proof of concept. In fact, the 
conjoint analysis could serve as a guide 
in the design of optimal endpoints in 
such a prospective study. Likewise, ad-
ditional research could also measure 
the health outcomes of Type 2 diabetes 
mellitus patients whose physicians 

had access to the novel blood-based 
biomarker test results, as the conjoint 
study was not designed to assess the 
impact of changes in monitoring and 
treatment on patient outcomes. Finally, 
as researchers, we seek to share our 
findings with a broader audience by 
publishing the results in high-impact 
journals. Determining the appropriate 
journal for publication can be a chal-
lenge because some journals, especially 
those with a clinical focus, may have 
difficulty identifying reviewers who 
have the appropriate mix of clinical 
and biostatistical expertise to assess 
conjoint analysis techniques in clinical 
utility studies.

Right treatments, right time
Given opportunities for improved 
diabetic kidney disease risk predic-
tion, physicians could provide the right 
treatments at the right time, under-
stand when the risk of damaging the 
kidney exceeds the benefit of certain 
treatments and tailor monitoring fre-
quency to each Type 2 diabetes mellitus 
patient. 

With conjoint analysis, we were able 
to accomplish the following study objec-
tives in a cost-effective, time-efficient 
and robust manner:

• quantify the clinically and statisti-
cally significant impact of the novel 
blood-based biomarker test on patient 
management decisions;

• objectively demonstrate the test’s 
value to physicians across a range of 
patient types by evaluating the relative 
importance of the blood-based bio-
marker test’s results compared with 
standard-of-care test results and other 
clinical factors.

Conjoint analysis, one of the many 
tools in a researcher’s toolkit, is a 
robust and useful methodology for dem-
onstrating clinical utility. 

Lauren Fusfeld is director at research 
and consulting firm Veranex. She 
can be reached at lauren.fusfeld@
veranexsolutions.com.

R E F E R E N C E S
1 Bridges, J.F.P., Hauber, A.B., Marshall, D., 
Lloyd, A., Prosser, L.A., Regier, D.A., et al. 

“Conjoint analysis applications in health – a 
checklist: a report of the ISPOR good research 
practices for conjoint analysis task force.” Value 
in Health. 2011 June;14(4):403-13.

2 Johnson, F. Reed, Lancsar, E., Marshall, D., 
Kilambi, V., Mühlbacher, A., Regier, D.A., et al. 

“Constructing experimental designs for discrete-
choice experiments: report of the ISPOR conjoint 
analysis experimental design good research 
practices task force.” Value in Health. 2013 
January;16(1):3-13.

3 Janssen, E.M., Hauber, A.B., Bridges, J.F.P. 
“Conducting a discrete-choice experiment study 

following recommendations for good research 
practices: an application for eliciting preferences 
for diabetes treatments.” Value in Health. 2018 
January;21(1):59-68.

4 Hazlewood, G.S., Pokharel, G., Deardon, R., et 
al. “Patient preferences for maintenance therapy 
in Crohn’s disease: A discrete-choice experiment.” 
PLOS ONE. 2020;15(1):e0227635.

5 Kromer, C., Schaarschmidt, M.L., Schmieder, 
A., Herr, R., Goerdt, S., Peitsch, W.K. “Patient 
preferences for treatment of psoriasis with bio-
logicals: a discrete choice experiment.” PLOS ONE. 
2015;10(6):e0129120.

6 Ride, J., Lancsar, E. “Women’s preferences for 
treatment of perinatal depression and anxi-
ety: a discrete choice experiment.” PLOS ONE. 
2016;11(6):e0156629.

7 Vachani, A., Tanner, N.T., Aggarwal, J., et 
al. “Factors that influence physician decision 
making for indeterminate pulmonary nod-
ules.” Annals of the American Thoracic Society. 
2014;11(10):1586-1591.

8 Szeinbach, S.L., Harpe, S.E., Williams, P.B., 
Elhefni, H. “Testing for allergic disease: param-
eters considered and test value.” BMC Family 
Practice. 2008;9:47.

http://www.quirks.com
mailto:lauren.fusfeld@veranexsolutions.com
mailto:lauren.fusfeld@veranexsolutions.com


www.diginsights.com


Quirk’s Marketing Research Review // January/February 2023 www.quirks.com34

R

Annie Pettit  

outlines low- or  

no-cost ways to make 

questionnaires  

more fun.

| By Annie Pettit

LET'S PLAY!
How anyone can create  

more playful questionnaires

esearch about insurance isn’t fun. We know. We asked.
We also know why people complete questionnaires. Our survey revealed that 
36% of people participate because of the incentive whereas only 11% participate 
because surveys are fun. These results aren’t surprising because online question-
naires haven’t changed much in the 25 years we’ve been using them. We still rely 
on templated questions paired with radio buttons, checkboxes and text boxes. 
People have seen these formats so much that they’re a huge bore in comparison 
to the easily and quickly accessible 1 million games in the Apple App Store and 
the half-million games in the Google Play Store. 
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language leads to misinterpretations. 
However, there is a point where words 
are so formal and precise that they 
become problematic. They require 
more advanced reading skills and they 
feel antiquated and condescending. 
Excessive formality frustrates and bores 
people, leading to decreased attention 
or dropouts.

Beyond avoiding jargon and acro-
nyms, we need to switch from formal 
to informal language. Instead of asking 
about coffee consumption, we should 
ask about drinking coffee. Instead of 
asking about intent to purchase, we 
should ask about plan to buy. Instead 
of asking if they received assistance, 
we should ask if they got help. One of 
the benefits of switching to informal 
language is that the words tend to be 
shorter and simpler. This in turn in-
creases accessibility for people who are 
less accustomed to reading as well as 
those who are working in their second, 
third or fourth language. 

 We can also switch to more 
interesting scales. Yes, many scales 
have been finely tuned over the years 
such that we can carefully track norms 

LET'S PLAY!
How anyone can create  

more playful questionnaires

from decade to decade. But unless it’s 
imperative to track that exact norm, it 
is okay to switch the question up and 
add a bit of fun and humanity. Change 
“extremely negative” to “I hate it” and 
“extremely positive” into “I love it.” 
Similarly, consider changing “0%” into 
“0%, uh oh!” and “100%” into “100%, 
yay!” These options are friendlier, more 
casual and more similar to the real-
world conversations we have with our 
friends and family. This makes them 
easier to understand and more engag-
ing.

 Finally, ignore stifling grammar 
rules. In such a time where demiurgic 
thought is extolled and emboldened, we 
must comprehend that grammatically 
impeccable writing is neither necessary 
nor desirable. Perfect grammar sounds 
weird and pretentious to native speak-
ers. Our goal is not to create magnifi-
cent sentences. Rather, our goal is to 
create language that is comfortable and 
easily understood. And sometimes that 
means starting (and finishing) a sen-
tence with the word “and.” Similarly, 
instead of asking, “To whom should we 
send the free sample,” it’s friendlier 
to end the sentence with a preposition 

Unhappy with those statistics, we 
decided to run our same survey but 
with a playful twist to the wording and 
design. Our new results revealed that 
32% of people answer questionnaires 
because they’re fun and only 25% 
answer them for the incentives. The 
simple process of converting a tradi-
tionally designed questionnaire into 
a more modern experience reminded 
people that surveys can be fun. That 
they are intrinsically motived to par-
ticipate in them. 

Imagine how response rates across 
our industry would improve if every 
one of us worked to change that 11% to 
32% in every one of our questionnaires. 
It is possible. Here are some techniques 
you can try right now. 

 Use friendly language. Is your 
writing sterile and scientific or kind 
and friendly? Most questionnaires are 
written with formal and professional 
language because we know that weak 
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and ask, “Who should we send the free 
sample to?”

Consciously examine how much 
formality has been inserted into a 
questionnaire simply out of habit and 
not because it’s a better, friendlier way 
to connect with people.

 Encourage! Have you ever worked 
with a mentor? That encouraging per-
son who pushed you forward especially 
when you were bored, annoyed or 
discouraged? Especially when a survey 
format or topic is boring (I’m looking at 
those overly repetitive questionnaires 
with the eight looping brands!), take 
the opportunity to be the question-
naire author who genuinely encourages 
and supports people participating in 
research.

At the beginning of questionnaires, 
we can do much better than, “Thank 
you for agreeing to participate in this 
research.” One of my favorite additions 
is, “May the survey force be with you!” 
Other interesting messages include, 
“Time flies when you’re having fun. 
Let’s begin!” or “Your guess is better 
than mine. Let’s go!”

 We can be more encouraging 
throughout the questionnaire as 
well. Find one or two natural breaks in 
the questionnaire and insert an encour-
aging, respectful message. Tell people 
they’ve done a good job so far and their 
efforts are appreciated. Remind people 
that their contribution is respected 
and valued. Consider fun phrasing like, 
“Keep on spilling the beans. You’re 
doing great” or “You’re in the home 
stretch. Keep going!”

It can be hard to get creative so take 
advantage of all the creative ideas all 
around. The internet is full of movie 
quotes, TV show titles, book titles, 
expressions and idioms, all of which 
are opportunities to leverage a play on 
words. Keep in mind, of course, that 
every message needs to make sense to 
people who don’t know the original 
reference. Get creative, but be clear.

 Share your power. Feedback is a 
gift. And I don’t mean an unwanted 
gift from your ex. Throughout an entire 
questionnaire, despite the fact that par-
ticipants probably have more personal 
expertise about the category than the 
researcher, we control the questions 
and answers they are allowed to give. 
The participants very likely notice 

the questions and answers we miss or 
misinterpret. 

It’s time to hand the controls over 
to them, at least for a minute. Always 
finish a questionnaire with an op-
tional open-end text box or audio/video 
recorder that invites people to share 
any additional opinions they might 
have. And invite them to criticize the 
questionnaire itself. Let people have the 
last word.

You’re about halfway through the article so 
you’re definitely in my good books!  

Keep going!

 Create playful wording. Go be-
yond kind and friendly language and 
start getting qualitatively creative with 
questions. In a typical questionnaire, 
we might see a question like, “From the 
following list of chocolate and candy 
bars, please select your three favorite 
bars.” Because the question is so basic, 
it’s a prime opportunity to get a little 
creative. Instead, try asking, “If you 
could pack any candy bars in your 
travel bag for free, which three would 
you pick?”

Another traditional question is, 
“From the following list of colors, 
which one is your preferred color for 
this camera?” Spiced up, that question 
could be, “Which one of these fruits/
flowers/crayons/candies/paintings 
shows your favorite color?”

In both cases, while the more playful 
question veers away from the precise 
original intent, the end result will be 
similar. As long as the playful question 
gets at the essence of what we really 
need to know, take the opportunity to 
be more creative when you can. 

 Create playful question formats. 
When you have a scripting expert on 
your team, focus on visuals as well 
as the words. Again, think of those 
checkboxes, radio buttons and text 
boxes we’ve been relying on for ages. 
For comparison, the games you’re ad-
dicted to on your phone or tablet use 
swiping, flicking, animation and more. 
It’s about time the research industry 
caught up and added some excitement 
to surveys, at least a little bit.

Beyond just showing images of pack-
ages and flyers, ask people to click on 
the part of an image that they love or 
hate. Ask them to select a painting, 
flower or meal that best represents how 

they feel about a cell phone provider. 
Ask them to find an image before a 
timer runs out. Ask them to assign 
chips to concepts. Take advantage of 
drag-and-drop, swiping and zooming in-
stead of falling back on boring answer 
lists and open text boxes. We have the 
technology to do it.

Fool yourself into being 
creative
No matter how uncreative you think 
you are, there are lots of techniques 
you can use to fool yourself into being 
creative. 

One of the most mechanical tech-
niques is word association. Start by 
building a list of unrelated prompts, 
e.g., time, food, restaurants, sports, 
plants. Then, take one prompt and 
break it into further categories. For ex-
ample, time becomes day, night, after-
noon, summer, winter, hour, minute, 
clock. Then, put yourself in a situation 
related to each of those words. Morning 
could become “What is the first thing 
you like to eat in the morning?” or 
“What do you like to hear on the radio 
as soon as you wake up?” or “If you 
were watching the sun rise, which 
of these beverages would be in your 
hand?” Repeat for all of the remain-
ing words until you identify a creative 
idea. Your initial ideas might be boring 
or even awful but the goal is to design a 
few playful options, not a replacement 
for every single question.

 Your cell phone, tablet and game 
closet hold a plethora of exciting 
ideas. What games are available from 
the Apple or Google store right now? 
What games have you downloaded 
to your phone and used for several 
months? What board games do your 
nephews always pull out of the closet? 
Identify the activities taking place 
within those games and replicate the 
essence of them. Ask people to match 
shapes to products or colors to people. 
Have them assign pictures of money to 
different concepts.

Perhaps best of all are TV game 
shows. A quick internet search for 
“game shows” results in thousands of 
inspirational images. Take particular 
notice of game shows like “The Price 
is Right” which specialize in shopping 
and consumerism. They’ve already 
come up with hundreds of gamified 
ways to ask how much a product is: Pick 

http://www.quirks.com


 January/February 2023 // Quirk’s Marketing Research Reviewwww.quirks.com 37

the most/least expensive product from 
this list. Which two products would 
you buy instead of this one? Which of 
those products would you swap for this 
product? 

Let their ideas spark your imagina-
tion.

Inspiration is everywhere. It might 
be difficult to tease out exciting ques-
tions when you’re just starting out but 
over time it gets much easier. The best 
time to start is now.

A few guidelines
To generate the best possible playful 
questionnaire, there are a few guide-
lines to keep in mind.

 First, never disregard the basic 
tenets of questionnaire design just 
so you can incorporate playfulness. 
No matter how much you love your 
newly designed question, no matter 
how fun and playful it is, if it doesn’t 
clearly relate to the research objec-
tive then delete it. If it’s not logical 
and clear to old and young, don’t use 
it. Playful questions need to generate 
quality data, not randomly fun data. 
Quality data must always be the first 
goal. 

 Second, think about the audi-
ence. If that really engaging, playful 
question only speaks to a niche audi-
ence, it won’t be effective. A playful 
question that bears no relation to the 

category is disruptive and confusing 
so don’t include a basketball game in 
a survey about hotels. If it’s research 
about travel, rock the boat a bit and 
use playful words and games that align 
with travel. If it’s research with an 
audience of gamers, change the game 
and definitely add an extra dose of 
playfulness. 

 Third, allow extra time to 
pre-test. Questions that incorporate 
drag-and-drop, sliding or other techni-
cal nuances need to be pre-tested in as 
many platforms as possible – iPhone, 
Android, PC, Apple, Windows, Ubuntu. 
Further, read the comments in early 
completes to see if any of the play-
ful wording has been misunderstood. 
Playful questions that don’t function 
properly or are not understood ruin the 
research experience and create poor-
quality data. 

 Finally, don’t overdo the play-
fulness. It’s easy to convert every 
question into its playful counterpart, 
leading to a virtual circus show of a 
questionnaire. Just as incorporating no 
playfulness is boring, the opposite is 
exhausting. Aim to incorporate a few 
pieces of playfulness here and there 
throughout your questionnaire. Use 
playfulness with purpose.

it Requires courage
Adding playfulness to questionnaires 
requires courage. It’s scary to ask 
stakeholders to cast aside decades of 
outdated norms in favor of creating a 
research experience that more people 
will actually want to participate in. 
We’ve put a lot of faith into norms that 
made sense five years ago but some-
times those norms aren’t “correct” now 
– not that we ever knew what “correct” 
actually was. Valid norms are a product 
of allowing people to express their 
thoughts and opinions in ways that feel 
friendly and comfortable.

By using these techniques, I hope 
you’ll see a shift in your participant 
experience metrics. Beyond helping 
people feel more comfortable sharing 
their real and well-thought-out opin-
ions in research, you’ll create better 
data for yourself and share in creating 
a better future for our industry. 

Thanks a bunch for reading this 
article. I hope you found a tidbit or two 
that you can start using today! 

Annie Pettit is chief research officer, 
North America, at E2E Research. She can 
be reached at annie.pettit@e2eresearch.
com.

Inspiration is everywhere.
It might be difficult to tease out exciting questions when  
you’re just starting out but over time it gets much easier. 

The best time to start is now.
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IIn a profession that is driven by information about current and potential 
customers, a source of remarkable insight is frequently overlooked. We’re 
referring to defecting and lost customers. Let’s face it: As managers we 
don’t like to relive or review our mistakes and that’s what lost customers 
are, right? We’ve done something or failed to do something else which re-
sults in a customer walking away. Rather than reliving the frustration by 
investigating the departure, we’re happier bumbling forward and unknow-
ingly making the same mistake(s) over and over again!

Also preventing fully tapping into this source of insight are the ac-
tions of defecting customers. They can be divided according to how vocal 
they are. Many will simply leave in silence – the passive defectors, whose 
information is not volunteered to the marketer. Others, recognizing their 
investment in time with a supplier, will reach out to express the issue or 
problem precipitating their departure – the active defectors. Both have 
valuable information for the marketer. But the insights from passive defec-
tors will never be heard without an outreach to them. And, because actives 
are the vocal minority, effort must be taken to see that their feedback is 
properly weighted versus any information collected from passives. 

While marketers are routinely comfortable spending resources on 
studying current customers, interviewing lost or departing customers 
may be considered a waste of time. But collecting feedback from defecting 
customers is a sound business practice. The philosophy behind such actions 
is analogous to the “zero defect” philosophy of manufacturing. A manufac-
turer doesn't look to its acceptable products as a way to improve a manu-
facturing process; it studies its defects. 

If you think about it, customer satisfaction studies can be thought of 
as being conducted among a biased population. Whether they’re totally 
satisfied or not, current customers are nevertheless biased toward a brand 
or service by virtue of their persistence to remain as customers. Lost 

Doug Pruden and Terry Vavra explain 

why ex-customers are an overlooked 

source of valuable information.

snapshot

••• customer experience 
research

Wait!  
Come back!
The benefits of soliciting feedback 
from lost or defecting customers

| By Doug Pruden and Terry Vavra
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customers, on the other hand, are the marketer's “defects.” These custom-
ers, who’ve abandoned the brand, may offer a perspective of the brand or 
service which is more comparatively realistic in the marketplace.

Willing to help
So they’ve left us. The door is closed, right? After all, if they’ve defected, 
why would they help us out? Surprisingly, defecting customers are more 
accessible (and willing to help) than you might imagine. You need to set 
aside your likely bias characterizing lost customers as unwilling to offer 
any useful information if asked. Consider these experiences from several 
studies among lost customers: 

• A surprising proportion of lost customers will cooperate with a mar-
keter's outreach (up to 20%).

• Their responses are generally constructive and thoughtful, rarely 
disrespectful.

• Amazingly, a portion will often indicate they’d repurchase the mar-
keter’s brand and they'll describe exactly what the marketer needs to do to 
bring them back. 

We have always encouraged our clients to seek customer feedback and 
(as painful as it can sometimes be) to listen very carefully to comments 
from unhappy customers. But information supplied by lost or defecting 
customers creates some psychological problems. We need to be careful how 
we mentally classify the information to be gained. The immediate reaction 
will be to consider the information as complaints. And this will create a 
defensive bias, prompting an unwillingness to accept the information.

To prevent this bias, think of a critical comment as a gift because it 
identifies a point of pain from the customer’s perspective which alerts you 

and gives you the opportunity to fix it. Welcome 
volunteered comments from all customers, 
ongoing and defecting. When companies don’t 
listen and respond to customer problems it’s 
likely they’ll not only lose the customer and the 
customer’s future stream of purchases but also 
suffer the impact of the unhappy customer’s 
negative word of mouth!

Still feel a bond
Customers generally develop an emotional 
attachment or an association of convenience 
with a vendor/supplier. Even though they may 
stop conducting regular business with a sup-
plier, chances are they still feel a bond with 
the company, so an outreach from the company 
isn’t considered that unusual; it may actually be 
appreciated. There’s also the feeling of flattery 
– being contacted and asked for their help and 
opinion. Plus, any contact gives them the op-
portunity to vent directly to the company rather 
than letting off steam by complaining to friends 
and family about it. Finally, their defection may 
have been under duress but made necessary by 
the absence of response to a prior question or 
outreach or the lack of appropriate information.

Ideally any outreach to defecting customers 
should include: an identification process; a com-
munication tool; a data collection survey; a diag-
nostic stage; and an action-planning sequence.

Customer identification. The first ques-
tion to be answered is, do you know who your 
end-use customers are and can you easily 
identify when a customer has stopped doing 
business with you? For B2B organizations, the 
answer is more likely to be yes, as opposed to a 
B2C organization dependent on a multi-tiered 
distribution channel with intermediaries. A 
robust customer database is mandatory. (In the 
online marketplace of today, this information 
is becoming increasingly routine, if not for the 
entire enterprise at least for substantial lines of 
business.) What some customer databases lack is 
full integration with the transactional opera-
tions of a business. Information such as typical 
purchase size, frequency of purchasing, his-
tory of returns, requests for service, rebates or 
refunds should all be incorporated to make the 
database as useful as possible.

Communication tool. The approach to the 
defected customer needs to be well-planned and 
sincere in tonality and appearance. Commu-
nication starts the process but should also be 
involved in closure. Far too many outreaches 
to customers are started without ever being 
completed with an expression of appreciation or 
an acknowledgement of how the insights gained 
will be used to eliminate the problem or issue 
experienced by the defector.
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Data collection/survey. Some form 
of data collection will be necessary to 
assemble the insights from the disen-
chanted customers who are defecting. A 
tool commonly used for this is the exit 
interview. There is, however, no widely 
accepted format or list of questions to 
be included. Exit interviews we’ve seen 
have varied from a short list of simple 
yes-no questions to the equally short-
appearing but glaringly formidable 
open-end question asking, “Tell us why 
you left.” The ultimate answer is to ask 
only necessary questions and to allow 
respondents to voice their opinion in at 
least one open-ended question.

Diagnostic stage. We suspect few 
exit interviews have been preceded 
with a plan for the analysis of the in-
formation to be collected. Data analysis 
should never be relegated to a contem-
poraneous hunch. Rather, a disciplined 
approach should be created prior to 
collecting any information. This plan 
should specify comparisons to be made, 
identification of the major dependent 
variables and specifying segments of 
responders thought to be of value.

Action planning. Lastly, plans 
should be in place to specify: 1) how fre-
quently/when exit-interviewing should 
be conducted; 2) the departments as-
signed as process owners with respon-

sibility to correct identified problems; 
and 3) a time schedule within which 
remedies should be implemented. We 
recommend all three issues be ad-
dressed, up front, prior to implement-
ing any customer offboarding process.

Influence the success 
The following factors strongly influence 
the success of collecting good informa-
tion from defecting customers:

The medium of the survey. The 
goal in choosing a medium is to maxi-
mize response rate while minimizing 
intrusion into a departing customer’s 
life. Telephone interviews command 
attention but often interfere with a 
customer’s work or personal time. Near-
universal caller ID further undermines 
responses. Mail surveys are less intru-
sive but also tend to generate far lower 
response rates. Today’s prime medium 
is online communications, starting 
with an e-mail or text invitation and 
then progressing to an online interview 
or chat.

The presentation of the question-
naire. Conceivably this is the mar-
keter’s last communication with the 
customer and how it is presented may 
influence the customer’s long-term 
memory of the marketer. The question-
naire package has two objectives: to 

acknowledge/confirm that the custom-
er has stopped purchasing the mar-
keter’s goods or services and to request 
information about the circumstances 
which led the customer to defect. The 
request and questionnaire ought to be 
as personalized as possible, reinforc-
ing the impression that the customer 
is known as an individual. Also, any 
accompanying correspondence ought to 
be personally signed and appear to be 
individually prepared, further demon-
strating the marketer’s concern.

The explanation accompanying 
the questionnaire. How can customers 
who have stopped doing business with 
the marketer be expected to answer 
their questionnaire? The answer is the 
marketer’s sincere request for help! The 
message delivered to the lost customer 
must be, “It appears (or we know) 
you've stopped buying from us,” and 
“We're asking for your help so that we 
can fix the situation to prevent other 
current customers from experiencing 
the same problem(s).” Many customers 
will be happy, even flattered, to provide 
their perspective of what is wrong with 
the marketer's product/service, deliv-
ery system, customer support, etc.

The structure of the question-
naire. Customers will provide infor-
mation but the marketer must also 
be realistic. The goal, within five or 
so questions, ought to be to identify 
the problem(s) that lost the customer. 
Resist the temptation to ask how likely 
the customer might be to come back, as 
this appears too self-serving.

How completed questionnaires 
will be collected. Provide an impar-
tial, third-party auditor or a senior 
executive of the company to receive the 
returned questionnaires. Clearly state 
this in your accompanying correspon-
dence. This will help demonstrate the 
sincerity of your outreach by your 
planned objectivity.

Close the loop. Respondents 
deserve to hear your appreciation of 
their feedback and especially how you 
plan to use it. Acknowledge the issue 
they’ve identified and let them know 
you’ve either already addressed it or 
are in the process of remedying it. If 
it can’t be changed, briefly explain the 
constraints you face.

Invitation to return. Once you’ve 
fixed the problem and a reasonable 
amount of time has passed, it’s quite 
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fair to reach out to defected 
customers with a message 
that you’ve addressed the 
concern/problem that 
caused them to defect and 
are now inviting them back! 
The offer of a “returning 
customer” promotion can be 
quite effective.

Additional benefits
Interacting with defecting customers 
can provide a wealth of information. 
Beyond identifying the root causes of 
customer defection, the process can 
also provide a wide range of additional 
insights and benefits. The process can: 

Broaden the understanding of 
systemic problems. Because so few cus-
tomers ever complain, information col-
lected through exit interviews can help 
complete the picture of problems and 
inadequacies. It just pays to attempt to 
interview all defecting customers.

Prepare customer service repre-
sentatives to be more effective in 
their interactions with departing cus-
tomers and suggest remedies that can 
be offered for common problems.

Help create a profile of the high-
likelihood defector. Understanding 
what departing customers did (their 
purchases, their outreach – number of 

contacts and expressed concerns, etc.) 
before they took their business else-
where can help a company proactively 
identify future at-risk customers.

Identify win-backs by uncovering 
the identities of lost customers who 
indicate they’re willing to consider 
repurchasing if an issue or problem has 
already been fixed. Win-back percent-
ages are far greater than mass sales 
prospecting campaigns (after all, the 
“grass is rarely greener”).

Create goodwill by showing enough 
concern to reach out to customers. 
Though the process, by itself, is un-
likely to cause a customer to reverse 
his/her decision to leave, it may make 
the customer more receptive to future 
win-back efforts or reduce the likeli-
hood of them generating negative word 
of mouth about the company or brand!

Takes a commitment 
Like any company process, 
instituting a defecting 
customer program takes a 
commitment from the en-
tire organization and from 
senior management. Not 
all management teams will 
be willing to call attention 
to the issues of customer 

retention and lost customers. And, once 
a process is adopted, the adoption curve 
needs to be flexible; changes will need 
to be made to maximize the benefits 
from the program. But not having an 
exit-interview process in place ignores 
a potential source of rich strategic in-
formation. Smaller organizations (who 
are more likely in day-to-day contact 
with their customers) will find the 
program a more natural outgrowth of 
their conduct of daily business. Larger 
organizations will have to deal with 
more details and overcome siloing of 
information. But regardless of size, all 
organizations will find the insights 
gained from defecting customers to be 
of substantial strategic value! 

Terry Vavra and Doug Pruden are partners 
at Customer Experience Partners LLC. They 
can be reached at terry@terryvavra.com 
and pruden@customerexperiencepartners.
com, respectively.

Like any company process, instituting 

a defecting customer program takes a 

commitment from the entire organization 

and from senior management.
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IIn the summer of 2000, I met with Howard Ziment, CEO of the Ziment 
Group, a marketing research company that specialized in health care. 
He was interested in building a panel of physicians to complete market-
ing research surveys on the internet. Ziment was an early believer in the 
value of developing a physician panel. In fact, by the time we met, he 
had been working on the concept for five years and had recruited around 
8,000 physicians. At our meeting, he told me that a major competitor had 
indicated that they had a physician panel. Competition breeds innovation, 
as the saying goes, and in this case competition increased the urgency for 
building the panel. He sought me out because of my background in build-
ing panels for media marketing research company Arbitron. While media 
research and health care research are quite different, he felt my experi-
ence would allow me to build a successful physician panel. I accepted the 
position, not realizing that his vision would lead to what is now estimated 
to be a $300-$400 million data collection industry.

Currently, between 5-10% of physicians in the United States partici-
pate in marketing research studies each year. A physician marketing 
research study usually includes only 150-250 respondents because of the 
limited population and the limited participation rate. This is minuscule in 
comparison to the size of most consumer studies. Greater insights could be 
obtained if larger physician sample sizes could be reached by the existing 
data collection companies. In fact, all the current data collection compa-
nies increase the number of respondents that they can deliver by purchas-
ing sample from their competitors as their respondent delivery drops 
over the fielding of a study. However, even with this pooling of resources 
(termed “topping off”), they cannot obtain exceptionally large numbers of 
respondents for a study. 

There are many types of companies (e.g., marketing research firms, 
publications, promotion firms) that maintain physician contact informa-

Jerry Arbittier offers a 12-step plan for 

turning a health care database into a 

health care panel.

snapshot

••• health care research

A prescription 
for success
How to build a health care data collection panel

| By Jerry Arbittier
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tion but do not use it to augment the current pool for health care data col-
lection. This is a waste because adding these physicians to the top-off pool 
would achieve two goals: supply larger sample sizes so that health care 
marketing researchers can do more in-depth studies; and supply another 
revenue stream for the participating companies.

The purpose of this article is to provide a toolkit for converting a com-
pany’s health care contact database into a health care panel.

Step 1: Contact database vs. marketing research panel
There are different definitions for what is a contact database and what is 
a marketing research panel. For our purposes, the difference between the 
two is based on the quality of the contact information and the likelihood 
that the contact will respond to a request to complete a survey. Some con-
tact databases are not useful for doing marketing research. For example, 
the information in the database may have been obtained from a hospital 
directory where the doctor’s name is provided but their e-mail and tele-
phone numbers are not directed to the doctor themselves but to a central-
ized service. There would be little point in using this type of database to 
recruit for a marketing research study.

Some companies have health care contact databases that are very accu-
rate and relevant. The database information may be used to deliver promo-
tions, magazine subscriptions, in-house marketing research, etc. However, 
these databases are not the same as the panel database used by data col-
lection companies for health care marketing research firms because for a 
panel database, the database has been optimized to get higher response and 
the respondents have agreed to receive surveys.

The panel database has been optimized to produce higher response 
rates by:

•	gaining agreement with the respondent to do 
marketing research;

•	 exclusively using the respondent’s contact in-
formation for health care marketing research 
studies; 

•	 providing substantial honoraria for com-
pleting a study and paying the physicians 
promptly;

•	providing studies that are relevant to the 
physicians; and 

•	adhering to a set of strict terms and condi-
tions and privacy rules.

Step 2: Contact database review
The second step to developing a panel is to deter-
mine the validity of your company’s database. 
It is important to do an honest assessment. The 
difference in cost of developing a health care 
panel from a good contact database vs. a bad one 
can be millions of dollars. The assessment of 
your database can be based on a priori assump-
tions. However, it is probably worth taking some 
more objective measures. Sending the database 
to a service to process it for bouncebacks, dupli-
cates, etc., will provide statistics as to its qual-
ity. If, after reviewing your database, you con-
clude that you can obtain at least 500 physicians 
in a specialty to opt-in to take surveys, then it is 
likely worth moving forward to convert the da-
tabase into a panel for that specialty. (Note: The 
number needed can be smaller for very targeted 
specialties such as gynecology, oncology or bar-
iatric surgeons as long as there will be enough 
demand to maintain response rates.)

Step 3: Developing a champion
I have found that one of the hardest things in 
building a health care panel is developing a 
champion within the company to run it. Every-
one has day-to-day job requirements and devel-
oping a panel is typically something outside of 
the normal work stream. While the champion 
will need to have good, logical reasoning, it is 
equally important to have someone who is en-
thusiastic about the task. You can hire someone 
from outside the organization to do this but it 
is likely to be harder for a new person to learn 
the company culture and structure than it will 
be to develop the panel using internal resources. 
Finding the correct incentives for an internal 
employee is the best way to move forward. In ad-
dition, hiring internally has the added benefit 
of showing that you are providing growth op-
portunities within the organization.
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Step 4: Registration survey
If you have the right database and the 
correct person to lead development, 
then the next step is to create a survey 
to register the physician into the panel. 
Typically, one advantage of a panel is 
collecting a set of information one time 
and then you do not have to collect it 
each time you do a new survey. This 
does not work well in health care. Most 
health care marketing research firms 
want information to be current and 
therefore even if you have the data in 
your panel database, they will ask the 
respondent to provide the information 
again in their survey. Because of this, 
the registration survey should be short 
and only needs to include information 
regarding the health care professional’s 
specialty; their contact information; 
an opt-in agreement based on specific 
terms and conditions; an explanation 
of privacy rules and a consent to trans-
fer personal information; verification 
of credentials; and a thank-you page. 
The registration survey should not take 
more than five minutes to complete. A 
short registration survey also has the 
advantage of obtaining a high partici-
pation rate.

Step 5: Mailing out the registration 
survey
It is important to remember that when 
you send the registration survey to 
your contact database, you have not 
yet obtained consent from the respon-
dent to receive invitations to a survey. 
If you hire an outside company to do 
a mass mailing, while they might not 
require that contacts in your database 
have agreed to get the e-mail, they will 
typically require that you adhere to the 
following: 

•	provide the ability for the respondent 
to opt out of future mailings;

•	remove any words from the invite 
e-mail that the mailing company 
believes will typically cause it to be 
viewed as spam;

•	do not include images in the e-mail;
•	follow CAN-SPAM Act guidelines.

It is also recommended that the 
bulk mailings only include around 
1,000 e-mails at a time. The aim of all of 
the above is to avoid getting blacklisted 
by internet providers. If you do the 
mass mailing using your own company, 
it is still recommended that you follow 
the above guidelines so that your com-
pany’s mail server does not get black-

listed. In addition, it’s best to have an 
active survey with a fair honorarium 
available to the respondent at the end 
of the registration process.

Step 6: The e-mail invitation
An e-mail invitation that obtains the 
best response typically will not have 
many words. It should highlight three 
key points: length of the survey (in 
minutes); survey topic – this should 
be under five words; and the amount 
of the honorarium for completing the 
survey. If you go into elaborate detail 
about the topic or benefits to the medi-
cal community for completing the ques-
tionnaire, you will lower the response.

Step 7: Storing the panel
When first starting out, you will likely 
be able to store the panel on simple 
Excel spreadsheets. But as the company 
grows, having a professional panel 
system will be necessary. You will need 
this so that you can maintain statistics 
on your panel activity, track reminders 
and find non-active respondents, etc. 
Luckily there are relatively low-cost 
software packages to do this as long as 
the panel is not too large.
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Step 8: Building a panel website
When you are registering a panel, it is 
most likely that the respondent will 
want to get background information on 
your company. The best way to do this 
is to develop a panel website and direct 
the respondent to learn about the 
company from it. It is important to not 
develop the website within the website 
of your current business. Combining 
the two will be confusing for both the 
respondents and your current clients.

The website should address the fol-
lowing: information about the compa-
ny; a way to register for the panel and 
a method to opt-out of the panel; terms 
and conditions for joining the panel; 
and privacy rules. It should also let the 
panelist update their profile, manage 
their honoraria and contact the help 
desk.

Step 9: Maintaining response
After getting respondents into the 
panel, the next step is to keep them reg-
istered in it and responding to surveys. 
All health care panels pay substantial 
honoraria for completing surveys. 
The exact amount is dependent on the 
length of survey, the quota size, the 
specialty and the topic.

Research has found that the pri-
mary reasons for physicians completing 
surveys are: obtaining the honorarium; 
learning about new medications and 
procedures; and making an impact on 
the industry by having their opinions 
heard.

And out of the above three reasons, 
the amount of the honorarium is by far 
the most important. You can more than 
triple your response rate by doubling 
your honoraria.

In addition, over the years I have 
sat in many long meetings about how to 
increase panel engagement. However, I 
have only seen two processes that really 
work: quick honoraria payment and an 
excellent help desk.

Step 10: Have a flexible honoraria 
system
Over time, you will find that the 
response from specific specialties may 
go up or down. Therefore, you must 
have a system in place that allows you 
to systematically change honoraria to 
address response rate fluctuations.

Step 11: An excellent help desk
If a physician gets stuck in a survey or 
has not been paid their honoraria, they 
need a way to get help. They will get 
easily frustrated if they do not receive 
help quickly. A help desk that responds 
in real time is best. However, the mini-
mum requirement is that all help-desk 
requests be cleared before the end of 
the workday.

Step 12: Monetize your panel
A health care company usually develops 
a panel to address a specific internal 
company need that is not related to 
providing a panel for health care 
marketing research. If the database is 
accomplishing the specific need, it is 
easy to lose sight of the value of the 
panel to data collection companies. 
Internally, some will express objections 
to opening this revenue source. You 
should work hard to overcome these 
objections. Let the naysayers know that 
because of the strong need of additional 
sample by data collection companies, 
they will likely collaborate with your 
company to address your objections and 
make it easy to obtain the additional 
revenue. Panel companies have set up 
systems that will allow your company 
to provide them sample without the 
need to provide the actual contact 
information of your panelists and the 
panel companies will make it easy to 
link your database to theirs. 

In addition, it does not take a sales 
effort to monetize your panel. Data 
collection companies will be eager to 
use your panel and will significantly 
reimburse you for the opportunity. 
Therefore, the barriers to entry are not 
large and the costs of development are 
small.

Strong need
The above 12 steps supply an outline for 
starting your own health care panel. If 
you have the proper contact database, 
it is not that difficult to turn it into a 
health care panel that can be used for 
internal purposes and to service the 
health care marketing research com-
munity. There is a strong need for more 
health care panels.

Over the last 20 years, I have devel-
oped two major health care panels but I 
have not done this on my own. I would 
like to dedicate this article to the late 
Stephen Gerzovich, who passed away in 
December, and also thank the following 
for all their help: Sal Brucculeri, Tony 
Burke, Hilary Fischer, Jason Free-
man, Miriam Haynes, Matt Walmsley, 
Howard Ziment and the hundreds of 
colleagues who helped All Global (origi-
nally WebSurveyResearch) and Survey-
HealthCare become such a success. 

Jerry Arbittier is CEO of Arbittier Opinion 
Panel Systems LLC. He can be reached at 
jerry.arbittier@aops.us.

Building a health care 
data collection panel

Step 1: Contact database vs. marketing research panel
Step 2: Contact database review
Step 3: Developing a champion
Step 4: Registration survey
Step 5: Mailing out the registration survey
Step 6: The e-mail invitation 
Step 7: Storing the panel 
Step 8: Building a panel website
Step 9: Maintaining response
Step 10: Have a flexible honoraria system
Step 11: An excellent help desk
Step 12: Monetize your panel
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TThe expert network industry is booming. Currently, expert networks gen-
erate more than $1.9 billion in revenue in aggregate. There are also more 
than 100 expert networks in operation, with new entrants popping up 
regularly, and the space is projected to grow substantially, following a year-
on-year growth rate of greater than 20% in 2021. 

B2B companies that utilize expert networks to recruit participants for 
research studies see substantial benefits, particularly in the quality of 
market research respondents. Specifically, these organizations can quickly 
interact with niche participants who have the exact job title, work history 
and area of expertise that is needed for a particular B2B study.

However, expert networks are a fast-moving new industry that comes 
with both risks and rewards. To help weigh the pros and cons, we’ve out-
lined some of the potential benefits B2B companies could gain – or what 
risks they might face – by working with expert networks.

Share their expertise
What is an expert network? Expert networks connect clients with paid ex-
perts who share their industry or job role-related expertise. They facilitate 
the matching of expert respondents to a researcher’s interest area. They 
also schedule interviews, create processes to ensure that any information 
exchange is compliant and handle respondent incentives.

While expert networks have been with us for some time, at least since 
the launch of Gerson Lehrman Group’s offerings in 1999, the rapid rise of 
LinkedIn and other online resources that expert networks can access has 
fueled the recent boom. Platforms such as LinkedIn have nearly 850 mil-
lion users and tend to expand rapidly due to network effects. Thus, expert 
networks can quickly mine billions of pieces of data focused on career his-
tories, job responsibilities and job titles across a wide range of industries 
and geographic locations.

Expert panels are growing in number 

and popularity. Are they an answer to 

B2B respondent quality issues?

snapshot
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Going right 
to the 
source
The risks and rewards of using 
expert networks for B2B research

| By Raeann Bilow and Sean Campbell
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Expert networks are equally as beneficial for the participants. Partici-
pating in an expert network has become a legitimate side job for C-level 
executives, investors, consultants, business decision-makers and other 
professionals.

Panel firms have historically been the primary source of participants 
for market research organizations. Panel providers manage a private 
database of potential respondents that they can match up with different 
market research studies. Based on the information that the likely respon-
dents have provided about themselves, panel providers can then source 
participants for a wide range of studies.

Unfortunately, in recent years, panel firms have struggled to provide 
large numbers of quality respondents for B2B research studies. One reason 
for this struggle is simply how data is retrieved about participants and 
how up-to-date this information is. Storing data about potential research 
participants in a panel provider’s proprietary database vs. retrieving infor-
mation about these participants from a “live” database such as LinkedIn is 
very different.

For example, consider Brian, who, at 38 years old, was a senior software 
engineer at Microsoft focusing on data center initiatives. At 39, however, 
he became a CTO at a tech startup focused on biotech. While 38-year-old 
Brian may have been a great fit for one B2B quant study, 39-year-old Brian 
would be a fit for a completely different B2B study.

Importantly, at the moment Brian makes this shift, he is unlikely to 
update any of the data panel providers have stored about him. Plus, the 
surveys panel firms send out to “update your data” have notoriously low 
response rates. Yet, Brian is extremely likely to update his LinkedIn pro-
file shortly after making his career move, something an expert network is 
able to pick up on quite quickly, given the focus expert networks have on 
using “live” databases vs. more static proprietary ones. 

All the while, Brian’s personal preferences 
as a consumer haven’t changed much from one 
year to the next. He may care about Formula 1 
racing just as much as he did before he made his 
career switch or he may like pasta just as much. 
This is why panel providers may still be valu-
able today for companies with a B2C focus or for 
studies that can target a broad audience group. 
However, when a study calls for a more focused 
and narrow participant group like B2B research 
often requires, panel providers may come up 
short.

Let’s look at some of the risks and rewards of 
using expert networks.

Reward #1: Quality of respondents 
Perhaps the biggest reward of using expert 
networks is the quality of respondents they 
yield. Expert networks validate via LinkedIn or 
another public source that the respondents are 
who they say they are. This includes validating 
up-to-date information on a potential market 
research participant's job title, past job history 
and their broad area of expertise.

While expert networks take more of a hands-
on approach, panel providers leverage an inter-
nal database or those offered by third parties to 
get the quickest response at the lowest cost. Not 
only does this require a market research firm to 
expend additional resources in verifying their 
participant pool, but it can lead to a study that 
an organization may struggle to trust.

Risk #1: Cost
Expert networks tend to cost about double what 
panel firms do on a per-respondent basis. This 
extra cost should be factored in when scoping 
a research effort so an early decision can be 
made as to whether a study should be down-
sized or whether the project’s budget should be 
increased.

The higher cost of working with expert net-
works can be especially impactful for quantita-
tive studies, which require more respondents 
than qualitative studies. For example, running 
a B2B tracking study of n=1,000 participants 
for each quarter over the course of a few years 
would require a company to spend tens of thou-
sands of extra dollars to get the same number of 
respondents as they previously received from a 
panel firm. Or, an organization would need to 
adjust the tracker’s sample size to keep project 
costs the same. A change of this magnitude 
would then have to be explained to key stake-
holders and teams inside the company, some 
of whom may tie programs, initiatives or even 
team or individual bonuses to the tracking data 
provided by the study. 
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Reward #2: Niche respondents 
B2B companies typically target a more 
tightly scoped audience than B2C 
counterparts. For example, recruiting a 
data scientist who works in health care 
with three years of machine learning 
experience is going to be more difficult 
than identifying a 50-year-old who likes 
baseball for a consumer study.

However, modern-day expert 
networks are well-equipped to recruit 
these types of niche B2B respondents. 
Since they have access to more up-to-
date information, including a potential 
participant’s work history, experience 
with certain verticals and technologies, 
etc., they can zero in on niche respon-
dents. 

Risk #2: Contract issues
Beyond providing insights to the 
organization as a whole, market 
research teams also act as a source of 
best-practice information on research 
initiatives. This includes a focus on 
compliance. Overall, centralized re-
search teams ensure that all research 
partnerships with sample suppliers are 
established on solid principles and on 
legal conditions that make sense for the 
organization.

Unfortunately, these teams need 
to watch out for a bit of a poison pill 
that exists in a number of the contracts 
that expert networks ask their clients 
to sign. The most concerning proviso 
is a consistent one that frequently 
states that an expert network’s clients 
cannot contact a participant for future 
research initiatives unless they go 
through that same expert network – 
again and again – to source a given 
individual. 

This type of legal agreement can 
create a number of unintended conse-
quences for any organization, particu-
larly for large enterprise organizations 
and their market research teams. For 
example, a large organization may have 
a variety of rogue product managers or 
marketers who directly engage with a 
wide range of expert network provid-
ers. A scenario such as this makes it 
impossible to know if research partici-
pants have been sourced – time and 
again – from the same expert network 
or multiple. To mitigate this risk, 
market research teams should work 
to remove these types of clauses from 
the contracts they sign with expert 

network providers. Or at a minimum 
recognize how these clauses might 
interact across the contracts that the 
organization signs.

Reward #3: Up-to-date respondents
Whether it’s part of the Great Resigna-
tion, the Big Quit, the Great Reshuffle 
or some other factor, more and more 
people are changing jobs or occupa-
tions or dropping out of the workforce 
entirely. Those in new positions may 
have new responsibilities and may not 
even be in the same sector as before. 
If they were previously a key decision-
maker, are they still making the buying 
decisions now? Or if they were working 
for an enterprise company yesterday, 
are they leading a startup today?

This amount of job churn has made 
it nearly impossible for panel provid-
ers who focus on B2B audiences to keep 
their databases up to date. Remember 
Brian? In this scenario, an expert net-
work already knows of the job change 
Brian has made, maybe only hours or 
days after he starts in his new role. By 
contrast, organizations that use panel 
providers typically only know this 
information after a respondent has 
failed a screener. This puts the onus on 
the end client to ultimately validate 
whether a panel provider has provided 
a solid respondent.

Risk #3: Sticking with just one expert 
network 
It can be risky to utilize only one ex-
pert network to try to meet all of your 
research needs across different studies. 
Since expert networks will often each 
have their own niches that they special-
ize in, it’s important to keep a wide 
range of different providers at hand. 

For example, here is just a bit of a 
random sample of some popular expert 
networks and their specialization:

IvyExec – connects senior-level 
professionals with paid research 
engagements for research companies, 
consulting firms and businesses. It 
also offers executive job opportuni-
ties, career advice and more for busi-
ness leaders.

Inex One – provides infrastructure 
that stores all confidential expert 
calls or content shared by SMEs, 
while also managing multiple experts 
and monitoring a company’s expen-

diture for expert calls. Its clients 
include consulting firms, private 
equity firms, hedge funds and asset 
managers, and corporations.

CleverX – utilizes programming to 
help look for the right SME based on 
input business or project keywords. 
Its network of experts includes busi-
ness consultants from companies like 
Tesla, Google, Forbes, Ford, Apple, 
Shell, Coca-Cola, Walmart and more.   

Gerson Lehrman Group (GLG) – con-
nects business clients with insights 
from its network of approximately 1 
million experts to provide financial 
information and advice for inves-
tors and consultants. GLG's clients 
include strategy consulting corpora-
tions, hedge funds, private equity 
firms, professional service firms and 
non-profits.

NewtonX – utilizes an AI-based search 
tool that transforms inputs into 
database queries with more than 40 
fields. It collects and maintains a 
marketplace of experts for industries 
like advertising, marketing, health 
care, HR, manufacturing, real estate 
and more.

Third Bridge – provides investment 
insights and professional consulta-
tion or services, with a library of 
high-quality content for business, 
investments and consulting purposes. 

Guidepoint – connects clients to 
professional advisors who can guide a 
one-time project of business expan-
sion or provide expert suggestions via 
one-on-one interviews. 

AlphaSights – offers industry experts 
for business data analytics, insights, 
surveys and personal experiences. 
Suitable for investment bankers, 
private investment firms, mutual 
funds, management consulting, 
corporations and non-government 
organizations.

Coleman Research – mainly used by 
business management consultancies 
and investment firms. Services in-
clude one-on-one consultations, quick 
polls and expert surveys.  

Capvision – services large and promi-
nent financial institutions, consult-
ing firms and global corporations. 
Can provide insight into offshore 
manufacturing units, business 
expansion, investment decisions or 
fund management.
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Reward #4: Quicker insights
It’s a relatively standard process for ex-
pert networks to require their potential 
participants to confirm their identity 
through their company e-mail. This 
ensures that only the right respondents 
are recruited for the study the first 
time around.

Panel firms, on the other hand, will 
often unknowingly recruit respondents 
who are no longer a good fit for the 
study. Many times this is caught in the 
screening process; sometimes, it may 
even sneak past any quality checks in 
place. In this case, companies have to 
stop and disqualify a large percentage 
of the respondents before going back 
and attempting to fill the survey again, 
adding to the overall timeline of the 
project.

Risk #4: Insider trading and exposing 
trade secrets
Interviewees of expert network partici-
pants must be very careful not to elicit 
information that legally should not be 
disclosed. For example, participants 
may accidentally share confidential 
and detailed pricing information, a 
product roadmap or other information 
that could flag an insider trading or 
trade-secret violation. The interviewer 
at the receiving end of that informa-
tion may not be thinking of, or even 
fully understand, the ramifications of 
that information having been disclosed. 
This potentially puts the organization 
they work for at legal risk.

This issue tends to be particularly 
prevalent if the person conducting the 
research is not a market researcher by 
trade. Rather, they may be a member 
of another team, like product develop-
ment or marketing. 

For example, consider a product 
manager who wants to speak to some-
one who used to work with a competing 
organization. This product manager 
wants to understand how well their 
features are positioned compared to 
competing products. The participant 
then starts to share details about the 
product and its capabilities, includ-
ing features that are not yet released 
or even publicly announced. Neither 
side may realize just how sensitive that 
information exchange may be at the 
time or fully grasp the implications of 
it being revealed. 

Given risks such as these, market 
research teams should put appropriate 
compliance checks in place, so direct 
interactions between company employ-
ees and expert network participants are 
appropriately monitored.

Reward: #5: Trust, but verify
A famous Russian proverb states, 
“Doveryai, no proveryai,” which translates 
to “Trust, but verify.” This truism can 
be easily applied to any B2B market 
research study, as all market research-
ers should double-check, if not triple-
check, the quality of every market 
research respondent.

In essence, when it comes to B2B 
research, the results of a study are only 
as good as its participants. That’s why 
it’s crucial to have full transparency 
on who exactly is involved in your 
research project from the start. Only 
when this is the case is it safe to share 
conclusions and recommendations 
with a broader set of stakeholders and 
decision-makers inside the company.

Expert networks can provide this 
transparency by offering the ability 
to contact respondents to confirm 
their identity or even follow up on a 
question. For example, there may be 
instances where a group of respondents 
answers a question in a way the compa-
ny was not expecting. If the survey had 
been distributed via a panel provider, 
the company would have been stuck 
with the confusion of these responses, 
unsure if they could truly trust what 
the results say. Expert networks, how-
ever, provide the ability to reach back 
out to those respondents to get a clear 
and complete explanation as to why 
they chose that response. 

Risk #5: Decreased quant study size 
Since sourcing participants through 
an expert network costs more than 
through a panel provider, companies 
utilizing expert networks will have 
to make a choice: increase the budget 
for the study or reduce the size of the 
study. Of course, the third alternative is 
even less palatable: choose to keep costs 
low and risk that some or perhaps all 
of the sample leveraged for the study is 
invalid.

This pain is particularly acute for 
quantitative studies, simply due to the 
larger number of respondents required 
to complete these studies. As a result, 

companies will need to decide which 
is more important: the quantity of 
respondents or the quality of respon-
dents. 

Enlighten any study
The Bahema people who live in the 
Democratic Republic of Congo have a 
saying, “Wisdom is like fire; people take 
it from others.” Expert networks pro-
vide this type of fire – a fire that can 
enlighten any study with well-chosen 
participants. 

Yet, as previously discussed, this 
enlightenment does come with risks. 
Many of these risks are based on the 
fact that the expert network landscape 
is growing rapidly and this wildfire 
needs to be vigilantly monitored.

Fortunately, this is a challenge that 
market research teams are well adapted 
to address. By leveraging what might 
be years or even decades of experience 
in dealing with sample providers, these 
teams can help organizations maximize 
the light that expert networks provide. 
Yet, at the same time, these teams can 
minimize the risk of getting burned 
by an expert network provider who 
might be trying to “move fast and break 
things.” 

Raeann Bilow is content marketing 
architect and Sean Campbell is CEO 
of marketing research firm Cascade 
Insights. They can be reached at raeann.
bilow@cascadeinsights.com and sean@
cascadeinsights.com, respectively.
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II’ve spent many years in consulting and marketing research and have con-
ducted over 275 B2B projects. I’ve seen many successes – and also numerous 
failures. This has allowed me to identify common marketing mistakes that 
I’ve seen repeated across a wide variety of companies and industries.

Most of these mistakes could have been addressed and resolved with 
robust marketing research. Research is most valuable when the insights it 
gathers drive actionable strategies and tactics. This use of research turns 
it from a line-item cost into an investment. Sadly, Bain Consulting has 
estimated only 22% of B2B companies identify and act on insight.

Use the following as a checklist to see what mistakes, if any, your orga-
nization is making.

Be unwilling to have your paradigm challenged. Are we sure there 
is not a better way to do something? Does senior management still believe 
the market acts as it did 15 to 20 years ago? Are accounts really leaving due 
to price, as your salespeople say? Do we really know what our customers 
want and value? How loyal are they to us? Are our customers raving fans 
and brand advocates or are they brand assassins?

We once had a construction equipment manufacturer client that said 
they knew their customers very well. They estimated the Net Promoter 
Score for their top customers at 35%. The research indicated a -47%. Issues 
of delivery, service and responsiveness badly hurt them. They were abso-
lutely shocked they were so far off in their assessment. It was a complete 
disconnect.

Incorrectly identify your target market(s). We find there are too 
many companies who do not identify their target market or who do only 
demographic characteristics, which is not sufficient. When I hear, “The 
product (or solution) is right for everyone,” I cringe. There are few products like 
sliced bread. As part of your segmentation, identify and profile your ideal 

Alan Hale shows how research can 

help your company avoid making some 

common organizational blunders.
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customer. I don’t care how good your product is; you cannot sell generators 
to the Amish community.

Assuming products will fly off the shelf without feedback from 
customers. Sometimes engineering is left alone to develop a next-gen-
eration product. That can lead to an offering with too many features or 
without certain functions customers view as critical. Or maybe all the new 
features make the product more likely to break down and/or make it more 
expensive. And then there is the opportunity cost of engineering’s time as 
well as revenue lost due to delays in market launch. We had a client that 
had its team of engineers working for several months on 32 features for its 
next-generation laboratory product. Once we did the market research we 
narrowed it down to four features, one of which the client did not initially 
consider. The product was finally commercialized and deemed a success.

Failing to reach out to your customers via talking and listening 
to them and combining that with voice-of-the-customer research. In 
my opinion, companies rely too much on web surveys and data analytics 
in B2B rather than developing a true qualitative understanding of what 
customers want. The insights give context to the data. A company should 
be engaging with its customers, not just surveying them to death.

The VP of marketing and the CMO should be spending a minimum of 
10% to 15% of their time in front of key customers. Top customers should 
also have a representative from senior management calling on them and 
their senior management. Engineering and other functions should visit 
customers once a month. The goal is insight.

Close the feedback loop with your customers. Tell them, “This is what 
we heard. Here is what we are going to do.” Identify the key areas to focus 
on, prioritize and differentiate from the competition. You want to far out-
perform your competition on the most important criteria. Conversely, the 

stuff that does not matter to the customer and 
costs time and money should be stopped.

Not crafting the right value proposition/
product fit. Why should someone buy from 
you? Some people call it the unique selling 
proposition. Others call it WIIFM – What’s in it 
for me? Is your solution solving a pain point? 
When you are trying to poach a company from a 
competitor or get a customer to switch to a new 
technology, you have to go beyond being me-too 
and give them a reason. Does it do something 
faster, cheaper or better than the alternative? Is 
it different? Does it allow your customer to sleep 
better at night? 

We use the following mathematical equa-
tion: V = B ± CX/(C+R). Value equals benefits of 
the product and brand, plus or minus customer 
experience, divided by the sum of cost added to 
perceived risk. 

Risk is an interesting variable. Suppose a 
plastic bottle manufacturer develops a new 
bottle that costs 10% less than the current one. 
This savings doesn’t mean much to the potential 
new customer if there’s a possibility the bottling 
line might have to be shut down and the plant 
manager loses her bonus. You need to look at the 
overall value of buying from you versus buy-
ing from the current vendor. What does your 
value proposition need to look like for them to 
seriously consider purchasing from you? If you 
are a new vendor, it might be something like: a 
pilot program; someone working at the plant; 
highly visible customers using this product; 
independent laboratory tests of the product; or a 
guarantee that reduces the level of risk.

Acting in silos. In many cases, sales, mar-
keting and engineering are each in their own 
silo rather than aligning to meet the customer’s 
needs. Much has been written about this prob-
lem; little has been done. This is another prac-
tice that needs to be challenged and stopped. It 
requires a change in culture, a change of para-
digm at the top and alignment of the desired 
goals and compensation.

Not collaborating on marketing materi-
als. Marketing needs to listen to sales and to 
their customers to develop the right collateral 
materials. Are they effective? Do they help the 
customer? Do they help the sales process?

Relying solely on sales to push the prod-
uct. Sales needs to have direction and input 
from marketing. Is the target market right? Is 
the value proposition right? Marketing should 
help drive customer acquisition and provide 
qualification criteria to the rep. In our opinion, 
the days of solely cold-calling and pressuring the 
customer to buy does not work. It is about rela-
tionships, diagnosing the problem and designing 
a solution that addresses the customer’s issues.
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Not measuring key performance 
indicators or other metrics of cus-
tomer satisfaction and loyalty on an 
ongoing basis. This, along with failing 
to improve in areas in which you are 
seen as deficient by your customers, 
can be a disaster. Utilize Net Promoter 
Score combined with other diagnostic 
questions. You should be constantly 
measuring to make sure you are making 
progress. You do this to delight your 
customers as well as identify custom-
ers who are not happy and could churn 
(thus potentially changing the trajec-
tory of your relationship).

NPS has a poor reputation. There 
are three reasons for this. First, in 
many cases the concentration is on 
the score not the process to improve 
relationships. Second is the lack of 
actionable strategies and results. (To 
combat these two problems, NPS now 
also encompasses the Net Promoter Sys-
tem.) Last, CEOs are using NPS scores 
as vanity metrics rather than a tool 
for improvement. We think it is a very 
powerful tool to use across the organi-
zation. Implement actionable initia-
tives and then measure your progress 
over time. Rinse and repeat. It works! 

Failing to benchmark to the com-
petition. Determine how valuable cer-
tain functions and criteria are to your 
major customers. How do you stack up 
to your competition, to the best-in-class 
suppliers? What do leading suppliers in 
other industries do? What can we do to 
improve? Are we improving over time 
from the customer’s perspective?

Not properly valuing (and fund-
ing!) your customer service depart-
ment. Are you still treating customer 
service as a cost center? Paying incen-
tives on the number of calls handled? 
Compensation should be based on how 
well they resolve the customer issue. 
Are you pooling all your reps until the 
next available rep answers, even for 
large customers? Large customers do 
not want to wait for the next available 
rep. They want the rep to know the 
issue and build a rapport. This has been 
verified in several research studies. 
Large accounts should have a customer 
service rep assigned to them. Use the 
pooled structure for the rest of the ac-
counts to lower your costs. 

Failing to identify why key cus-
tomers have churned. Why did your 
major customers leave? Salespeople 

will tell you it’s pricing but research 
has found that accounts churn due to 
bad product fit and bad experiences/
not being serviced the way they want. 
A customer may be upset, disappointed 
or feel neglected. And you might be 
making the same mistake with others. 
When an account leaves, either the 
company or a service provider needs 
to identify the reason or reasons why. 
Don’t guess; do the research and find 
out what drove the customer away. 
This is where you need to be engaged 
and have discussions rather than firing 
surveys at them to solicit ratings of 
your company.

Not conducting adequate market-
ing due diligence. When you enter 
a new market, do you have enough 
market intelligence to develop a suc-
cessful go-to-market strategy? Have 
you conducted marketing due diligence 
for your M&A candidate companies by 
talking to their largest customers? Will 
they buy from you after the acquisi-
tion/merger? If a large customer leaves, 
you will be overpaying for the acquisi-
tion. The larger the threat or opportu-
nity, the more you need market intel-
ligence. It gives you insight to make 
more impactful decisions and helps you 
avoid making costly mistakes.

Not including customer input 
on your marketing and branding 
efforts. Branding and messaging need 
to be aligned with what customers 
think and be consistent over time, 
channels and platforms. Ad agencies 
race to design new logos and messaging 
frequently without getting input from 
customers. They want to wow their 
clients. Does this brand and messag-
ing truly reflect your company and the 
experience customers have? What does 
the research say? Does the perception 
of the customers match the perception 
of senior management? Branding is 
more than the logo, colors and taglines. 
It is the emotional connection to our 
customers, the brand promise. How can 
you redesign branding without talking 
to customers? 

Failing to consider the impact 
of the sales channel. One of the key 
reasons to buy from a distributor is to 
have one-stop shopping (buying many 
products at the same store). This is in 
addition to breaking bulk, immedi-
ate access to inventory, lower or free 
shipping, access to credit, etc. You need 

to measure the power of the channel 
versus the power of the brand.

Do your customers ask for your 
brand and are they, for the most part, 
unwilling to change to another brand 
in stock? Or do they accept whatever 
the distributor has on hand? Do you 
have the right type and the right 
number of outlets? Where do your 
customers shop? We have found that 
there usually are not enough distribu-
tor outlets in an area as companies are 
afraid of channel conflict. While too 
much channel conflict (over 20% to 
25%) may be destructive, some channel 
conflict proves you have enough chan-
nel outlets. 

I was leading a research project 
years ago for a manufacturer of power 
tools. A big-box retailer told the com-
pany in a line review that if it did not 
receive more discounts and promotion 
money, the manufacturer would be 
thrown out in the next six months. 
We did over a thousand interviews 
with contractors and found out several 
things. First, contractors were very 
loyal to their preferred brand of power 
tool as the tools are an essential part 
of how they make their living. In fact, 
if the retailer did not have the brand 
in stock, they would go to another 
outlet over 80% of the time. Second, 
the contractor would typically spend 
$200 to $300 in addition to buying the 
power tool. So if the retailer did not 
stock these products, it would miss out 
on millions of dollars of power tool 
purchases and millions more in add-on 
sales. The retailer reluctantly relented 
and caved in on its threat.

Optimized with research
The above is not an exclusive list but 
it does show areas that can be better 
optimized with extensive research. 
Customer research can launch a 
product faster, leading more quickly to 
sales and profits. It can help develop 
go-to-market strategies that either get 
you a beachhead in the marketplace 
or increase your share of wallet. It can 
reduce churn and show you how to 
convert current customers into raving 
fans. We wish you much success in your 
marketing research activities. 

Alan Hale is the founder and president 
of Consight Marketing Group. He can be 
reached at alanhale.consultant@gmail.com.

http://www.quirks.com
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OOne way brands can project a premium image is by using high-quality 
production values in their advertising. That’s why network-quality TV 
commercials don’t look like homemade YouTube videos or PowerPoint sales 
presentations.

One common question that comes up in agency discussions about how 
to do early ad testing research is, “How do we measure the contribution 
that good production values make to overall ad effectiveness?”

“Production value” is a loosely defined term that could mean every-
thing from the total cost of a video production to the net contributions 
that different artists make to the overall quality of the final execution: the 
storytelling, the acting, camera work, set design, music and sound, special 
effects, film editing and so on.

In this article we’d like to explore the different contributions that 
well-crafted moviemaking and skillful storytelling make to overall creative 
quality or ad effectiveness. In the case of the former, high-quality cinema-
tography is key to attracting audience attention, while good storytelling is 
key to motivating consumer behavior.

Focus on KPIs
Most of the well-established pretesting systems have evolved over the past 
30 years to focus on measuring the key performance indicators (KPIs) of at-
tention, branding and motivation or persuasion. These are widely accepted 
report-card measures of ad effectiveness. And while different research 
systems measure these performance dimensions in different ways, the 
best systems have good histories of predicting various in-market tracking 
or brand lift metrics, such as brand awareness and product price/value 
perceptions. The ultimate goal being to predict sales performance and 
advertising ROI.

The authors use a famous VW spot to 

explore how storytelling and visual 

language combine to make 

 effective video ads.

snapshot

••• advertising research

Tell to sell
Using the elements of moviemaking 
to drive video advertising impact

| By Eldaa Daily and Charles Young

http://www.quirks.com
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An interesting trend seen across many pretesting systems is that the 
attention and motivation measures are both important and generally un-
correlated – that is, they are independent variables that drive ad effective-
ness.

From a diagnostic point of view, therefore, our next questions are: 
What are the creative variables that drive attention-getting power? What 
other creative variables drive motivation?

To answer these questions, many pretesting services use various rating 
statements to measure audience reactions to an ad. Respondents self-
reporting on their own internal reactions to an ad can be a valuable source 
of insights into how an ad is working. 

For example, at Dynata, 
by using our Ameritest 
system, we have found that 
entertainment, enjoy-
ment, uniqueness and 
buzzworthiness are highly 
correlated with an ad’s at-
tention score. In contrast, 
the relevance and credibil-
ity of the message and the 
relatability of the situation 
or characters, are the keys 
to a strong motivation 
score. Other systems report 
similar results. But rating 
statements collectively ex-
plain only about half of the 

overall variability of a video ad’s performance 
on the key metrics. 

Rating statements measure audience 
thoughts and feelings about an ad when viewed 
as a whole, or “gestalt,” experience. Something 
else is needed to get inside a video, measuring 
the internal dynamics of the video experience 
in order to provide actionable insights into why 
an ad performs well or poorly. For that reason, 
video-testing services currently provide a range 
of diagnostic moment-by-moment measures 
– from dial meters to eye tracking to facial 
response to EEG.

Our system uses three PictureSorts to peel 
back the different layers of creative quality: 
Flow of Attention explains attention and brand-
ing; Flow of Emotion explains motivation and 
branding; Flow of Meaning explains communi-
cation.

These are also the three keys for explain-
ing and predicting the formation of long-term 
memories, the final cognitive step in the brand-
building process. 

Figure 1 illustrates how PictureSort data 
is correlated with the KPIs measured by the 
Ameritest pretesting system. This data came 
from a large CPG company that tested 65 ads. 
This collection of ads represents a wide range 
of executional types – from stand-up presenter 
to montage, humor to slice-of-life – and not 
just videos that used a narrative or storytelling 
format.

Figure 1 shows that the number peak or 
standout moments in the Flow of Attention 
graph is significantly correlated with atten-
tion scores but is not at all correlated with the 
motivation scores. Conversely, the Flow of Emo-
tion graph is correlated with motivation but not 
attention. 

This is because capturing audience attention 
and motivating a sale are both important psy-

Figure 1
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chological variables but they are con-
trolled by different mental processes.

Surprising pivots 
According to Aristotle, a story must 
have a beginning, middle and end. 
Robert McKee, author of a series of 
best-selling books on writing stories 
for movies, builds on Aristotle’s plot 
structure by positing that the elements 
of a story must include: an inciting 
incident (beginning); conflict/struggle 
to reach deepest desire (middle); sur-
prising pivots in the plot (middle); and 
climax and closure (end).

It is as true now as it was in Shake-
speare’s era that actors and writers are 
important for telling good stories. How-
ever, as McKee teaches, “[T]he love of a 
good story, of terrific characters and a 
world driven by your passion, courage 
and creative gifts is not enough. Your 
goal must be a good story well told.” 
And if you want to tell a good story 
using moving pictures, you need to 
master the art and craft of cinematog-
raphy. You need somebody like Steven 
Spielberg in addition to Shakespeare.

Joseph Mascelli wrote the classic 
work on cinematography: “The Five C’s 
of Cinematography.” In his book, he 
shows how the five Cs mirror the hu-
man visual perception system:

• composition/framing – field of 
vision

• camera angle – point of view
• cut – blink/shift in attention
• continuity – coherence of action
• close-up – focus of attention

That’s why watching a movie can 
be such an immersive experience. 
When we watch a movie, a TV ad or a 
web video we allow another mind to 

control our cinematic consciousness of 
the world of sight and sound that sur-
rounds us. In the best cases, we allow 
someone else to direct our attention.

The Flow of Attention measures how 
the mind processes visual experience 
into memory. It’s based on a simple 
recognition test conducted a few min-
utes or even a few days after respon-
dents have seen a video. Statistically, it 
measures the probability that any given 
image in a video will be remembered by 
the audience.

The Flow of Attention measures 
the rhythms of visual communica-
tion. As an audience watches a video, 
their minds sort images into long-term 
memory the same way you sort through 
your e-mail every morning as you de-
cide which ones are important or not. 
The Flow of Attention reveals the ebb 
and flow of audience attention as each 
mind rapidly sorts through the stream 
of images flowing from a video.

Analyzing how the mind processes 
a movie is, in many ways, similar to 
the process of analyzing a piece of 
music. Like music, and like any other 
language, good movies rely on structure 
or form for clear communication. Well-
crafted visual syntax and grammar in 
the visual language of film is important 
for controlling audience attention.

To predict whether a given video 
will be attention-getting, therefore, we 
must analyze the shape and the image 
content of this visual processing curve. 
This structural analysis of how well a 
video works as a piece of film is just 
as important in explaining a high or 
low attention score as having a unique, 
entertaining idea is.

An interesting characteristic of the 
Flow of Attention graph is that it really 
doesn’t matter who is in the audience. 

We learned early on, from testing the 
same commercial in multiple countries 
for global clients, that the Flow of At-
tention graph for a video is consistent 
across countries, or even when compar-
ing one target audience to another. 
That’s because Hollywood has taught 
the whole world how to watch movies 
in the same way.

If you look at the Flow of Atten-
tion line graph in Figure 2, you can see 
the results for one ad tested in four 
countries. As you can see, there is little 
variation from country to country de-
spite strong cultural differences across 
these audiences.

From this, and hundreds of other 
similar tests, we have concluded that 
the Flow of Attention is measuring a 
universal property of the mind – how 
the working memory system in the 
brain processes the images in movies.

In contrast, the Flow of Emotion 
measures a different dimension of 
advertising engagement – emotional 
response, not attention or memory. 
This second PictureSort is based on sort-
ing pictures into different categories, 
both positive and negative, which tells 
us how each respondent felt as they 
watched each image in the video.

story continues on page 64 >>>

Figure 2
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Messaging that connects: Bridging the gap between insights 
and creative action with behavioral science 
SHRH Residential Holdings (Woodside Homes)

Insights teams often get asked to provide research 
guidance to drive messaging by uncovering 
consumer pain points, current states and desired end 
states. These hard-earned insights are handed over 
to creative with the goal of carrying insights through 

campaign activation. However, there is a gap – how can creative teams 
scientifi cally translate insights into compelling campaigns that address 
irrational consumer decision making uncovered in research

In this presentation, we will discuss how Woodside Homes partnered with 
Newristics in applying its advance behavioral science-led solutions to 
align insights and creative teams to activate the most compelling copy.
The programmatic and algorithmic application of Decision Heuristic 
Science provides campaign ready, scientifi cally perfected marketing copy 
in days based on insights sitting in your own research.

LEARN FROM THE BEST IN THE BUSINESS

Protocepting: Turning great ideas into great products 
Johnsonville

No matter how well-written and -illustrated a concept 
is, it can be hard to know exactly what consumers are 
expecting.

Learn how Johnsonville shortened product development time with a new 
protocepting process which bring products to life and gets consumer 
feedback sooner in the product development process.

Combining research tools 
with TikTok to better understand 
Gen Z 
Trailer Park

LGBTQ+ in America 
Paramount Advertising

Turning off the fi re hose: The 
importance and art of synthesis 
in a data-driven organization 
Vanguard

Leveraging AI to bring the view 
of the customer into the insights 
and design processes 
Woodside Homes

Emotional lives of kids and 
families: Navigating uncertainty 
into the next normal 
Paramount Advertsing

Just Zoom it: Status, 
asynchronicity and other 
scientifi c reasons you should use 
videoconferencing 
Vanguard

Transforming insights at NPR 
IMA and NPR

How to meet the changing 
needs of a new generation of 
customers 
Compeer Financial

Tips and tricks for elevating your 
internal partners’ IQ 
Johnson & Johnson Vision

Learn ways to elevate the Insight 
Quotient (IQ) of Johnson & Johnson 
Vision teams and internal partners. 

When we deepen 
understanding of insights 
and how to get them across 
our organizations, we help 
empower everyone to 
unlock the power of insights 
to drive growth.

Reclaiming the 3D you: 
Mirroring, pheromones 
and other scientifi c 
reasons you should be 
there in-person 
Vanguard

How to predict, measure and optimize the success of your 
brand 
Ipsos

Brands can no longer force-feed us a plethora of products 
we don’t need. To succeed, brands must transform us and 
the world we live in.

This presentation will guide you through the art and 
science of creating such transformative brands. Further, 

you will learn how to measure, predict and optimize the success of such 
brand across personal, social and cultural attributes.

LOS ANGELES

CHICAGO

LONDON

NEW YORK
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Growing a new and diverse 
customer base in the B2B    
world 
Intuit

The session will highlight how 
QuickBooks is uncovering insights 
and using differentiated marketing 
techniques to grow their base of 
business with the diverse mosaic 
of new business owners who used 
COVID-19 as their reason to become 
their own boss. Specifi c insights on 
female, African American, Hispanic 
and fi rst-time business owners. The 
presentation will be a mix of rationale 
for the move, insights collected from 
these audiences and specifi c in-fi eld 
marketing tactics.

How PepsiCo is uncovering 
next-level insights with next-gen 
quant research 
Pepsico

So you’ve gone to the         
client-side  
Tovala

Solving real-world business 
problems through creative 
research: A B2B case study 
JPMorgan Chase

Additional sessions from:
Molson Coors, PepsiCo, Johnson & Johnson, 

Warner Bros., 3M, Intuit, LinkedIn, Mondelez, 

BT, Super Awesome, NatWest, Coca-

Cola, FourSquare, WSAudiology, Pintrest, 

Morningstar, Inmarset, Mutual of America and 

more to come!

Creating relevance with DIY customer panel 
TechStyle Fashion Group

Finding the right customer groups to survey can 
often be time-consuming and dollar-draining. In this 
session, the speakers will showcase how TechStyle 
Fashion Group created a DIY, inclusive customer panel 

that has not only connected them more closely to the consumer but has 
saved them a lot of time and money. As a result of the customer panel 
that was created this year, the company has been able to turn around 
robust insights in less than 24 hours, amplify the voice of the customer 
to the organization and generate excitement and engagement among 
survey takers.

Future of work: Selecting 
optimal offi ce spaces 
with location intelligence 

Foursquare

Modern business leaders 
are faced with diffi cult 
decisions about where to 
operate offi ces. While surveys 
may capture employee 
sentiment, a more reliable 
predictor of future behavior 
is empirical data showing 
where employees go in the 
physical world. With location 
intelligence, businesses 
answer key questions such as, 
how far are employees willing 
to travel to reach the offi ce? 
Where do they go before 
and after – are they visiting 
nearby attractions? How 
do behaviors vary by city? 
Foursquare’s Emily Owyani 
will share fi ndings from a 
recent study and discuss how 
businesses make smarter 
site selection decisions with 
location intelligence.

Storytelling hacks that will turn you into a reporting rockstar 

Uncorking a Story

Our roles as researchers are to uncover insights 
that our teams can use for better decision making. 
But there’s a big difference between research 
presentations based on facts and those that are told 
like stories. Last year we shared how authors and 
market researchers have a lot in common. This year 
we go a level deeper and showcase practical tips and 

tricks researchers can use to deliver compelling stories with their fi ndings. 
Specifi cally:

•   Overcoming self-limiting obstacles that you are not a “creative.”

•   How to fi nd the core narratives in a sea of data using collaborative 
tools like Miro.

•   Simple video editing hacks to make your clips more professional using 
tools like otter.ai and adobe premiere.

•   How to present fi ndings in visually stunning ways with tools such as 
Canva.

http://www.TheQuirksEvent.comGrowing
http://www.TheQuirksEvent.com
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NETWORKING

Real Networking 
Technology
The Quirk’s Event utilizes the 
technology-enabled Klik badges 
and app, offering easy and 
fast networking in a touch-
free environment. Attendees 
in close proximity can quickly 
exchange information simply 
by both pressing and holding 
down the bottom of the badge. 
Bright LEDs will illuminate and 
fl ash, letting you know that the 
information has been exchanged.  
All your connections are stored in 
the app, allowing you to chat and 
reach out.

Expo Hall Celebration

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

Additional Networking

The Research Club and Women in Research (WIRe) will also be 
hosting networking parties during the events. Make sure to check 

out the Networking pages to learn of all the opportunities to 
connect with friends old and new.

MR Jam Session

Check out the MR Jam Session 
at the Quirk’s event for a fun 
evening of music and mingling. Quirk’s will bring together a talented 
collection of MR industry musicians to perform a range of hit songs. 
The MR Jam Session is a great way to kick off the event and is 
included with your registration!

MR Jam Session

Check out the MR Jam Session 
at the Quirk’s event for a fun 
evening of music and mingling. Quirk’s will bring together a talented 

cocktails
WITH

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

&
 FU

N
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Kashi Company | Kawasaki Motors Corp. | KB Home | Kellogg’s | Kennedys | Kia | Kia Motors America | Kimberly-Clark Corporation | King’s Hawaiian | 
Kingfi sher | Klick | Kolcraft | KraftHeinz | L’Oreal | LA Tourism and Convention Board | Lamb Weston | Land O’ Frost | Lbg | LeapFrog / VTech Kids | Leeds 
Building Society | Legal & General | LEGO Group | Leonard Cheshire | Liberty Mutual | Library Journal | Lifestream | Lincoln Financial | LinkedIn | Linney 
Group | Lionsgate/Pantelion Films | Live Nation | Lloyds Banking Group | London and Partners | Lowell Group | Lubrizol Ltd | M Booth | Macmillan Cancer 
Support | Maesa | Marcus Thomas | Marks and Spencer food | Markwins Beauty | Mars Wrigley | Mass General Brigham | Matalan | Mattel, Inc. | McBride 
Research laboratory | McDonald’s | MCG Health | McGraw Hill | McGraw-Hill Education | Meredith | Meriwest Credit Union  | Meta | Meta Platforms  | MGA 
Entertainment | Michelin NA | Microsoft | Midea America | mitú | Moët Hennessy USA | Molson Coors Brewing Company | Mondelez | Mondelez 
International | Monet Networks | MoneyGram International | Morgan Stanley & Co | Morningstar | Motorola Solutions | MTA | Mutual of America | Mutual 
of Omaha | National Association of REALTORS | National Debt Relief | National Safety Council | National Theatre | Nationwide | NatWest Group | NBC 
Universal | NBC Universal / Sky | NEC Group | NEJM Group | Nestlé | Nestle Confectionery | Nestle Health Science  | Netfl ix | Neurocrine Biosciences | 
Neutrogena | Newell Brands | Newland | News UK & Ireland | Newsday | Nintendo of America | NJOY | Noom | Nordstrom | Northwest Energy Effi ciency 
Alliance | Northwestern Mutual | Novamex | Novartis | Oakley | OANDA Europe Limited | Oliver Murphy Design Limited | Ontic | Orange | Organic Valley 
| Organon, LLC | Otter Products | OVO energy | P&G | Pacifi c Life | Panda Restaurant Group | Panoramix Global | Paragon Bank | Paramount Pictures | Parent 
Teacher Week | PBS | PDI Software | Pearson | Pella Corporation | Penguin Random House | Pepsi Lipton | Pepsico | PepsiCo International | Pernod Ricard 
| Perrigo | Pets at Home | Pixel United | Pollen | Post Offi ce | Practicing Excellence | Premier Foods | Prestige Consumer Healthcare | Principality Building 
Society | Procter & Gamble | Progressive Insurance | Proof Insight | PTC Therapeutics | Publix Super Markets | PWC | Quaker-PepsiCo | Quest Diagnostics 
| Quorn Foods | R&R Partners | R/GA | Radiological Society of North America | Rana Meal Solutions | Reach Financial | Reckitt | Reckitt Benckiser | Red Bull 
| Rightmove | Riot Games | RLM | RMR Laboratories | Rockline | Rotary International | RSA | RVU | Rx | S&P | Sage Growth Partners | Samsung Electronics 
America | Sanofi  Consumer Healthcare | Sara Lee Frozen Bakery | Sargento | SavageX Fenty | Sazerac Company | SC Johnson | Scientifi c Games | ScotRail 
| Seamless | Self Esteem Brands | Seven Tribesmen Brewery | SharkNinja | Shell | ShiftKey | Sigma Foods | Simple Mills | Skyscanner | SmithGeiger LLC | 
Sonic Drive-In | Sonos | Sony Pictures | Southern California Gas Company | Spacesaver Corporation | Specialized Bicycle Components | Specialty 
Equipment Market Association | Sport England | Sport Radar | Sport Wales | Spotify | Spruce Haven Farm | St Basils | St John Ambulance | Stanley Black 
and Decker | Stemilt Growers | Stone Mantel | Storck | Strategex | Strategic & Creative Marketing Inc. | Stryker | Subway | Suntory Beverage and Food 
Europe | Super Awesome | Swinkels Family Brewers | Swisher International | Symrise | Synchrony Financial | Taco Bell | Takasago International Corp | 
Talkdesk | Talking Rain Beverage Company | Tea Forte | Technowipe | TEKsystems | Tesco | The A.C. Nielsen Center for Marketing Analytics & Insights | The 
Aspen Group | The Business Journals | The Clorox Company | The Drum | The Greatest Hotels | The Hartford | The Hershey Co | The Honest Company | 
The J.M. Smucker Co. | The Lubrizol Corporation | The Marketing Store | The National Theatre | The People’s Pension (B&CE) | The Perfume Shop | The 
Schwan’s Company | The Sherman-Williams Company | The Stevenson Company | The Wonderful Company | Theramex | Thermo Fisher Scientifi c | 
Thomson Reuters | Tiffany & Co. | TikTok | Tillamook County Creamery Association | Toastmasters International | Tovala | Tractor Supply Company | 
Transport for London | Travelers Insurance | Trend Micro | TrueCar | TTI | Tulfa Inc. | Tuttle Foundation Limited by Guarantee | Twitch Advertising | Twitter | 
Tyl by NatWest | Tyson Foods | U.S. Bank | Uber | UCB Pharma | UK Civil Service (Ministry of Defence) | Ulta Beauty | UM London | Uncorking a Story | 
Understood.org | Unilever | United in Purpose | United Methodist Communications | UnitedHealthcare | Universal Studios Hollywood | USAA | Utz Brands 
Inc | Vanguard | Vanguard Packaging | VELUX | Ventura Foods | Verizon | Viacom | Viking | Vimeo | Virgin Media O2 | VIsa | Visit Fort Worth | Vital Farms | 
Vital Proteins, LLC | VMO2 | Vodafone | Volvo Trucks UK & Ireland | Voya Financial | Vue International | Vytalogy Wellness | W. L. Gore & Associates, Inc. | 
Walgreens | Walmart | Walt Disney Parks and Resorts | Warner Bros | Warner Media | WaterAid | Weber Grills | Weber Stephen | Welcome.Tech | Wendy’s | 
Western Governors University | Western Union | Whitbread | William Grant & Sons | Wolters Kluwer | Woodside Homes | World of Sweets | WorldatWork | 
Wrigley | WUA Global | WWE | Yoplait Europe | Zurich Insurance

YOU’LL BE IN GOOD COMPANY...
 Below is a list of just some of the corporate brands that attend the Quirk’s Event.

$$149*/££99*
Get 20% off using 

online code 
DriveForward

TICKET PRICES START AT

*Corporate researchers only. Other packages ava
ilab

le.

http://www.TheQuirksEvent.comTheQuirksEvent.comREGISTRATION
http://www.TheQuirksEvent.com
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The Flow of Emotion graph in Fig-
ure 3 is for the same test ad across the 
same countries. In these cases we now 
see a considerable amount of varia-
tion in audience response. The main 
reason for this is that the images in 
these ads have been filtered through 
three different cultural lenses, which 
produces strong differences in audience 
emotional response. (We should note 
that strong differences in cross-country 
emotional responses remain even after 
adjusting for differences in how differ-
ent cultures use rating scales.)

Because of the different cognitive 
processes involved in controlling atten-
tion versus those involved in control-
ling emotions, there is little correlation 
between the Flow of Attention and 
Flow of Emotion graphs – just as there 
is a low correlation between attention 
scores and motivation scores.

While great stories will sometimes 
express universal themes of the human 
condition, in fact most storytelling – 
particularly ad stories – are quite local 
in their context and culturally depen-
dent in their meaning. Stories typically 
teach us how to live in our everyday 
society, in our time and in our place. 

So, it’s important for audiences to 
identify with the characters and relate 
to the situations depicted in a video. 
That’s the reason why Akira Kuro-
sawa’s “Seven Samurai” was remade in 
America as “The Magnificent Seven.” 
And it’s the reason Hollywood remakes 
hit movie stories from one generation 
to another, with a younger, more relat-
able cast of actors.

Case study: VW’s Super Bowl ad
“The Force” is the commercial that 
introduced America to the new Volk-

swagen Passat a decade ago and is one 
of the most famous Super Bowl ads. 
(https://youtu.be/3h6Hgn7tTvo) For 
this reason, just about every pretest-
ing company then in business tested 
the 60-second launch ad, so that the 
results obtained by different research 
approaches could be easily compared to 
the analysis that follows.

In the ad, we see a child wearing 
a Darth Vader costume trying in vain 
to use the Force on several things 
throughout the day – the family dog, a 
lunch plate, a toy doll. When dad pulls 
up in the driveway the boy runs outside 
and tries again to use the Force on the 
car. After the first attempt fails, the car 
starts up, much to the boy’s delight and 
amazement. We then see a shot of dad 
clicking the remote-start button on the 
car’s key fob from inside the kitchen.

One of the nice things about this 
case study is that the commercial con-
tained no dialogue or voiceovers – just 
Star Wars music and a price card at the 
end. It’s an excellent example of pure 
cinematic storytelling. 

“The Force” generated a lot of brand 
awareness – and sold a lot of cars. In 
the Ameritest system the commercial 
scored in the 99th percentile of atten-
tion scores and scored nearly double 
the category average on motivation.

Part of the high attention score 
came from the positive reaction to 
the creative concept as a whole. The 
surveyed audience found the commer-
cial entertaining, unique and relatable 
and they wanted to talk about it after 
it was over. The high motivation score 
stemmed in part from the ad’s relevant 
message, newsworthiness and cred-

Figure 3

Figure 4

http://www.quirks.com
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ibility. But the positive reactions to 
the overall concept and message were 
not the only things at work in the ad’s 
success.

Visually, you can see how audience 
attention flowed through the ad in Fig-
ure 4. In a Flow of Attention graph, the 
height of each picture gives the prob-
ability that image will be remembered a 
few minutes, or even days, after watch-
ing the ad. It reflects the output of the 
rhythmic cognitive cycles of perception 
that control attention, as our working 
memory system processes experience 
into long term memory storage. 

The graph deliberately resembles 
notes of music plotted on a staff of 
written sheet music because working 
memory processes moving pictures and 
sounds in a similar way. It’s the same 
cognitive system that integrates the 
images and music in a piece of film – 
which is why we see these “waves” of 
attention. It’s also why we rarely watch 
movies without sound – the immersive 
effect of the film would be subverted.

With the attention graph, analysis 
focuses on the shape of the curve and 
content of the pictures. The absolute 
height of the curve is not a variable 
needed to predict attention scores.

For an ad to break through to a 
target audience it faces three cinematic 
challenges related to audience atten-
tion: grab it, hold it, focus it.

If you look at the first third of the 
graph for “The Force,” you can see a 
rapid build in attention as the execu-
tion grabs the audience and draws 
it in. The Star Wars music certainly 
plays a dominant chord in the open-
ing sequence. It calls out to the target 
audience as the “Star Wars generation” 
– the age cohort that was then entering 
its peak family-car buying years. And 
the opening visuals trigger a double 
take – “That’s not Darth Vader, that’s 
a small child dressed as Darth Vader. 
What’s going on?”

The audience quickly begins to un-
derstand that Little Darth is on a quest 
for the Force or power. This idea is 
shown, in increasing steps of memora-
bility, as the audience figures out that 
the child is determined to gain power  
– over the exercise machine, the family 
dog and the baby doll on the bed.

In the second movement, audience 
attention continues to engage as they 
watch his frustration and disappoint-
ment about having no power in his life. 
The mother in the kitchen tries to be 
supportive by “forcefully” sliding the 
sandwich plate over to Darth. It doesn’t 
help.

Finally, in the climactic third move-
ment, the brand arrives in the form of 
a new car pulling into the driveway, 
the well-dressed father coming into the 
house. It’s during this part that the 

least remembered image in the ad oc-
curs: an interior shot of the dashboard, 
taken from the driver’s point of view. 
This image doesn’t fit the narrative 
up until now and so breaks the visual 
continuity in the flow of audience 
thoughts and expectations and thus is 
ignored.

Little Darth dashes past his dad to 
see if he has found a new source for 
power in his life. And this time he 
does –  as the car roars to life at Little 
Darth’s command! The camera then 
shifts the point of view to the father 
and mother standing at the kitchen 
window watching, and with a closeup 
of a key, pulls back the magician’s 
curtain to reveal that the father started 
the car remotely.

And so, at the peak moment of audi-
ence attention, we see the payoff image 
–  the reaction shot of Little Darth’s 
surprise at the awesome power he has 
just gained control of.

The movie closes with black title 
cards announcing “The all new 2012 
Passat” “Coming soon” “Starting around 
$20,000” “Das Auto.” And ends with the 
VW logo.

The Flow of Attention shows us 
what visual information audience 
attention is focused on as they watch 
this video. In addition to showing us if 
the visual structure supports the ad’s 
attention-getting power, this diagnostic 

Figure 5
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information can be used for creating 
additional content. This information 
can help edit a video when creat-
ing shorter versions or can identify 
memorable images that can be used as 
thumbnails or be used as static images 
in digital display ads, out-of-home or 
print.

In contrast to the art of cinema-
tography, storytelling is the art of 
using the language of any medium of 
communication to shape the emotions 
of an audience. Controlling attention is 
important only insofar as it allows the 
storyteller to control the emotions (and 
implicitly the behaviors) of the target 
audience.

In Figure 5 we can see how strongly 
the audience responded to the imagery 
in “The Force.”

Emotion graphs are interpreted in 
a different way from attention graphs. 
Analysis should be focused on the 
height of the emotion graph, which 
measures the intensity of self-reported 
response, and not the probability of 
remembering. As in calculus, the total 
emotional response to the whole video 
can be determined by calculating the 
area under the emotion curve. 

Moreover, in analyzing the dramatic 
structure of the film, one should look 
at both positive and negative responses. 
As McKee writes, “Conflict is to story-
telling as sound is to music.”

Good stories require struggle and 
surprise to be effective at moving peo-
ple. In the case of negative responses, 
the important question to ask is, “Is the 
negative emotion evoked at this point 

of the story intentional, by creative 
design, or is it unintended?” 

For the first two thirds of “The 
Force” positive audience emotions are 
engaged at high levels by the action in 
the story, with small background notes 
of negativity as the audience empathiz-
es with the frustrations and disappoint-
ments of Little Darth. These touches of 
negativity are there by design. Then, 
with the arrival of the brand, audience 
emotions take a quantum jump to a 
much higher positive level as the story 
reaches its climax and payoff. 

According to the third sort (not 
shown), the Flow of Meaning, the ar-
rival of the new car is the pivot of the 
story. It triggers a phase transition 
in the audience’s mental state – from 
thoughts and feelings focused on Little 
Darth’s determination and desire, 
blocked by disappointment and frustra-
tion – which then turns to the positive 
with Little Darth’s excitement and in-
spiration, sparked by the arrival of this 
new potential source of power, which is 
the final object of his quest.

Finally, we need to ask, “How did 
the thoughts and feelings evoked by 
this story impact consumer intentions 
to at least consider buying a new Volk-
swagen Passat?” And more generally, 
“What did this ad do to enhance percep-
tions of the brand?” 

We can answer this by looking at 
Figure 6, which shows a simple model 
of the drivers of purchase consideration 
that we construct by examining the cor-
relations across the various levels of at-
tention and emotional response to the 

images in the ad. We call these memory 
maps, which are like the Bayesian net-
works used in machine learning. 

(For more information about mem-
ory maps you can read a March/April 
2021 Quirk’s article about cross-channel 
testing called “Plotting the powerful 
pathways: The value of mapping brand 
memories.”)

This well-remembered set of six im-
ages, all significantly correlated with 
purchase consideration, represent the 
heart of the story. What do they tell us 
about why was this commercial so effec-
tive at selling cars? 

Consider this analogy: If you want 
to appear “cool” to other people, you 
cannot just say you’re cool – because 
if you say it, then by definition you’re 
not cool. Similarly, given its historical 
brand positioning, Volkswagen could 
not believably claim that its new car 
was “powerful.” So the brand had to 
show it.

And so, by understanding how 
cinematography and storytelling each 
work, we can split apart the different 
cognitive processes that determine how 
attention and emotion work together 
to drive advertising performance and 
build branded memories. 

Eldaa Daily is senior director, research, at 
Dynata. She can be reached at eldaa.daily@
dynata.com. Charles Young is founder of 
Ameritest. He can be reached at chuck@
ameritest.net.

Figure 6
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Thank you to the 
Marketing Research 
Education Foundation 
Board of Directors for 
unifying the industry 
to create a positive 
impact in 2022. 

MEET THE
BOARD

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

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

JOIN THE  
MREF BOARD

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

OUR  
MISSION

http://www.mrgivesback.org/ebod-and-bod
mailto:info@mrgivesback.org.JOIN
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Civicom® Marketing 
Research Services
Founded 2000 | 500+ worldwide employees
Jonathan Laudencia, CiviSelect™ Manager, 
Marketing Research Services

Better respondents 
yield better data. With 
Civicom CiviSelect™, 
we make a point of 
finding you the right 
people. Our recruiting 
services are global, 
which allows us to 
take on almost all known targets to 
fulfill your respondent requirements. 
CiviSelect™ provides screener writ-
ing and review, disposition reporting, 
scheduling and participation guidelines 
for interviews, focus groups, mobile 
research and online studies. We focus 
on respondent authentication which 
leads to data integrity. With a broad 
understanding of local customs in 
many markets, clients can count on 
CiviSelect’s industry experience and 
technical expertise in recruitment to 
get the most qualified respondents for 
their marketing research projects. 

E-mail inquire@CivicomMRS.com  
Phone 1-203-413-2423 
www.CivicomMRS.com  

Identifying and recruiting low-incidence participants across a 
variety of industries for any research need can be challenging.
Many struggle to recruit a real, trustworthy and reliable audience 
but finding one is key for a successful research project. 

Whether you’re looking for broad services or hoping to connect 
with niche audiences, these six companies will help you find 
hard-to-reach participants whenever you need them.

••• special advertising section

6 TOP LOW-
INCIDENCE 
RECRUITING 
COMPANIES

6 Top Low-Incidence Recruiting Companies
SPECIAL ADVERTISING SECTION

http://www.quirks.com
mailto:inquire@CivicomMRS.com
http://www.CivicomMRS.com
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Communications for 
Research
Founded 1997 | 95 employees
Colson Steber, CEO

Not sure whether 
you can get this 
audience? Worried 
you will end up sur-
prised and scram-
bling at the end 
to fully complete? 
Contact us for a CFR 
research logistics 
plan. A realistic ex-
ecution strategy for 
recruitment to achieve your research 
outcomes. Key metrics to track progress 
that bring total clarity to decisions 
that need to be made. Adaptive and 
knowledgeable researchers that will 
dig in and move the project forward. 
Make an impact with a recruitment 
and data collection partner that actu-
ally owns it.

Phone 1-573-259-0320 
www.cfrinc.net

InnovateMR
Founded 2014 | 180+ employees
Lisa Wilding-Brown, CEO

InnovateMR is a 
fiercely indepen-
dent sampling and 
ResTech company 
that delivers faster 
answers from busi-
ness and consumer 
audiences utilizing 
technologies to sup-
port agile research. 
As an industry 
leader in providing hard-to-reach 
participants, InnovateMR connects 
organizations with niche targeted 
audiences around the world to support 
informed, data-driven strategies and 
identify growth opportunities. By ap-
plying out-of-the-box creative thinking 
with award-winning 24/7 client ser-
vice, InnovateMR has a proven record 
of delivering reliable insights to their 
clients with a superior participant 
experience. With award-winning data 
quality and seasoned research team, 
InnovateMR remains a hard-to-reach 
sampling leader in the market research 
industry.

Phone 1-888-229-6664 
www.innovatemr.com 

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

Clients trust Murray Hill National with 
thousands of studies per year as their 
research partner. In return, we deliver 
valuable solutions and high-quality 
recruitment for their consumer, health 
care, business-to-business and technol-
ogy projects. For the last seven years 
Murray Hill National LLP, rebranded 
under new ownership, has advanced to 
one of the leading data collection and 
recruitment companies in the U.S. Our 
teams are committed to meeting your 
research needs. We provide high-quali-
ty health care recruitment with access 
to 465,000 physicians, nurses and 
more, and we organize 100+ patient 
panels. Our qualitative services extend 
far beyond the traditional focus group. 
Our call center has 45 CATI stations 
where we conduct all our telephone 
interviewing including qualitative, 
quantitative, phone-to-web or old-fash-
ioned CATI. Call us today for your next 
project, your “national” recruiting 
experts – we find respondents!

E-mail susan@murrayhillnational.com 
Phone 1-972-707-7645 
www.murrayhillnational.com

6 Top Low-Incidence Recruiting Companies
SPECIAL ADVERTISING SECTION

http://www.quirks.com
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mailto:susan@murrayhillnational.com
http://www.murrayhillnational.com
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OvationMR
Founded 2017 | 20+ employees
Jim Whaley, CEO

It’s a great day for 
discovering why…
you get fast, reliable 
answers for in-
sightful decisions 
with OvationMR. 
Significantly im-
prove 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 company, 
your community and your cause. OvationMR services cover 
sampling, programming and hosting, translations and design 
and analysis for brand tracking studies, market segmenta-
tions, conjoint analysis, awareness and usage studies, cus-
tomer experience, concept testing and political polling. Our 
clients include research practitioners, consultants, govern-
ments, 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

 
Rare Patient Voice, LLC
Founded 2013 | 14 full-time, 50 part-time patient advocates
Wes Michael, President and Founder

Rare Patient Voice recruits patients 
and family caregivers (rare and non-
rare) in the U.S., Canada, U.K., France, 
Germany, Italy, Spain, New Zealand and 
Australia for qualitative and quantita-
tive research. We attend patient events 
to build our panels and have a robust 
referral program with almost 3,000 
referral partners. We focus on recruit-
ing only and can complete recruits within two weeks. Over 
100,000 patients and caregivers across 700+ diseases are part 
of our community. Panels include all cancer types, Crohn’s, 
cystic fibrosis, diabetes, epilepsy, Gaucher, hemophilia, lupus, 
mental health, multiple sclerosis, Parkinson’s, primary im-
munodeficiency, sickle cell and spinal muscular atrophy. For 
a bid with feasibility and costs visit  
https://pam.rarepatientvoice.com/. To learn more about Rare 
Patient Voice visit https://youtu.be/oOTCwMBpvjg. 

Phone: 1-443-986-1949  
www.rarepatientvoice.com

M C 1 2

www.MRGivesBack.org

THANK YOU TO OUR 2022 BOARD SPONSORS! 

6 Top Low-Incidence Recruiting Companies
SPECIAL ADVERTISING SECTION
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Insights Association will host its 2023 
CEO Summit Miami on January 23-25. 
Visit www.insightsassociation.org/Events/
Event-Info/sessionaltcd/2023CEOSummit
Miami. 

Quirk’s Media will host Wisdom 
Wednesday on January 25. Visit www.
quirks.com/events/wisdom-wednesday-
webinars-january-25-2023. 

IQPC will host its Global CDAO Exchange 
on January 29-31. Visit www.
intelligentautomation.network/events-
chiefdataexchange. 

Informa Connect will host The Media 
Insights and Engagement Conference on 
January 30-February 1 in San Diego. 
Visit informaconnect.com/media-insights/
about-media-insights/. 

IQPC will host its Customer Contact 
Week on January 30-February 
1 in San Antonio. Visit www.
customercontactweekdigital.com/events-
customercontactweekwinter.

Greenbook will host IIEX Asia Pacific 
on February 7-8 in Thailand. Visit 
events.greenbook.org/iiex-asia-pacific/
page/2322195/about. 

Pharma Market Research Conference will 
host its event on February 8-9 in Newark. 
Visit pharmamarketresearchconference.
com/usa/. 

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

The UX360 Research Summit will host its 
event on February 15-16 in Berlin. Visit 
www.ux360summit.com. 

The 2023 Quirk's Event – Los Angeles 
will be held on February 22-23 at the 
Los Angeles Marriott Burbank. Visit www.
thequirksevent.com/los-angeles-2023/.

We.CONECT will host From Raw Data to 
Actionable Insights on February 26-28 
in Berlin. Visit www.business-data-
intelligence-minds.eu. 

IQPC will host Customer Contact Week 
Australia and New Zealand on March 1-3. 
Visit www.customercontactweekdigital.
com/events-customercontactweek-au. 

SampleCon will host SampleCon 2023 
on March 6-8 in Pasadena, Calif. Visit 
samplecon.com. 

Quirk’s Media will host Wisdom 
Wednesday on March 15. Visit www.quirks.
com/events/wisdom-wednesday-webinars-
march-15-2023. 

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

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

Quirk’s Media will host Wisdom 
Wednesday on April 12. Visit www.quirks.
com/events/wisdom-wednesday-webinars-
april-12-2023. 

Merlien Institute will host MRMW 
APAC Summit 2023 on April 18-19 in 
Singapore. Visit apac.mrmw.net. 

Insights Association will host its 2023 
Annual Conference on April 24. Visit www.
insightsassociation.org/Events/Event-Info/
sessionaltcd/2023ANNUALCONF. 

ESOMAR will host ESOMAR Latin America 
2023 on April 23-25. Visit esomar.
org/newsroom/latin-american-call-for-
speakers. 

Fortem International will host Call 
& Contact Center Expo on April 
26-27 in Las Vegas. Visit www.
callandcontactcenterexpo.us. 

Sawtooth Software will host Analytics & 
Insights Summit on May 2-5 in Barcelona. 
Visit events.sawtoothsoftware.com/
barcelona-2023/overview. 

The 2023 Quirk's Event – London will be 
held on May 3-4 at the InterContinental 
London O2 in London. Visit www.
thequirksevent.com.

WIRe will host the WIRexec Leadership 
Summit West on May 8 in Tabernash, 
Colo. Visit www.womeninresearch.org/
wirexec-leadership-summit. 

Informa Connect will host its Front End of 
Innovation (FEI) event on May 16-18 in 
Boston. Visit informaconnect.com/feiusa.

Event details as of December 1, 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.
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INDEX OF 
ADVERTISERS

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

Quirk’s Marketing Research Review, (ISSN 08937451) is 
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 offices..

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.
© 2023 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 always been both analytical and fascinated by human behavior. I think a lot 
of that stemmed from – or was strengthened by – the fact that I grew up with Deaf 
parents and was always shifting between the Deaf and hearing worlds. I loved ob-
serving the differences in culture and behavior and trying to figure out why people 
do what they do.

When I got to college, I ended up studying finance, satisfying my analytical 
side, and psychology, satisfying my interest in people, but wasn’t quite sure what 
that meant in terms of a career. Out of college I took a role as a financial analyst at 
General Mills. A couple years into my time in finance, I began working with a cross-
functional team on Pillsbury Innovation, and it was there I discovered the world of 
insights. 

That was the big unlock for me – a career that combined analytics and human be-
havior, a career spent analyzing people and why they do what they do. I was hooked 
and fortunate enough to have had the support of the organization – and a couple 
amazing individuals in particular – to make the transition to insights. And for that 
I am forever grateful.

Do you have any tips for researchers looking to drive influence with 
business partners and ensure insights are not only shared but also 
acted upon? 
Yes! I’m so passionate about this topic. My biggest tip? Apply what you’re already 
skilled at doing as a researcher to your business partners. Build empathy for them, 
understand their needs, what they care about, what influences them and why. 
Then figure out how you can help them. Do they need information to help make a 
decision? Do they need insight to illuminate the path forward? Do they need some-
thing they don’t yet know they need? Just as consumers can’t always articulate 
their needs, our business partners don’t always know what they need or should be 
asking for. When we proactively bring forward what matters – vs. just answering 
questions we receive – we play a role in setting the business agenda and strategy 
and become true business partners.

And to ensure insights are not only shared but also acted upon, think about some 
of the principles of advertising. Just as consumers need communication that cap-
tures their attention, is relevant and clear, so do our business partners. It’s our job 
to figure out what’s most relevant to them, and to share that in a clear and concise 
way that makes them want to “buy” what you’re selling. 

10 minutes with...
Rachel Pruitt  
Director Operations and Capabilities, Enterprise Insights
Target 

“My biggest tip? Apply 

what you’re already 

skilled at doing as a 

researcher to your 

business partners.”
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Scan to read the 

full article at  

www.Quirks.com.
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