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toluna

Think

forward.

It’s easy to make today’s decisions
when you have tomorrow’s insights.

Are daily constraints leaving you feeling stressed and uncertain about
delivering value to your brand and stakeholders?

Toluna is here to transform your journey as a consumer research and
insights professional. Our holistic insights approach combines agility,
flexibility, cutting-edge technology, and expert consultation to
empower you with dynamic guidance, ensuring confident
decision-making even in challenging times.

By harnessing the power of MetrixLab
and GutCheck, Toluna now delivers
interconnected capabilities, flexible
service models, and first-rate expertise,
making us your trusted partner for
driving greater business impact.

Start knowing.
Find out more at Booth 303!

PLATINUM SPONSOR OF QUIRKS NEW YORK
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Don't just predict
the future, build it from
consumer truth.

The world of insights is shifting from isolated projects to integrated
intelligence. aytm is pioneering this new wave—transforming
siloed data into your most valuable, fluid asset.

4 )

INSTANT INNOVATE WITH BUILD YOUR
CLARITY CONFIDENCE ECOSYSTEM
Don’t wait weeks—move De-risk your next launch by Transform real-time
from a complex business validating product concepts, consumer feedbackintoa
problem to a clear strategic campaigns, and messaging foundational layer of your
K answer in minutes. with speed and ease. company'sintelligence. j

VISIT US AT
BOOTH 526
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The authenticity advantage

Divide to conquer Study finds family businesses winning on trust
How to unleash the power of segmentation By Jenny Dinnen

By Kyle Rawn and Lindsay Roberts

/0

Would you buy a car named Wanker?
Why global brands need local research
By John Hoeppner

When does good data go bad?
The shelf life of an AI synthetic panel
By Rasto Ivanic

eee Write for Quirk's

Quirk’s is looking for
interesting, objective
articles on all aspects
of marketing research
and insights.

A clear view to success
How to break silos with shared data
By Mike Deinlein, Eric Scheer and Neil Leyshock
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and blog highlights

Join Quirk’s for two days of insights, innovation and celebration

uirk’s Event — Virtual Global is back! This event brings the Quirk'’s

Events to you for two days of insightful sessions on a wide range of
topics. Join fellow researchers November 18-19. Plus, you can attend the 2025
Marketing Research and Insight Excellence Awards virtual celebration on No-
vember 19. Watch live as the best in the industry are recognized for their hard
work as the winers are announced. Registration is open now at
TheQuirksEvent.com/Virtual-Global-2025.

Become a marketing research industry thought leader

D o you have thoughts to share about the research industry? Whether
you've led an impactful project or have new tips on an old technique,

Quirk’s is always looking for fresh voices and thought leaders to contribute to

our magazine, e-newsletters and blogs! Learn more about writing for Quirk’s

today at Quirks.com/BecomeAQuirksAuthor.

// E-newsworthy

Insights leaders discuss segmentation,
communication, category growth

Understanding consumer behaviors: The forces
reshaping drinking habits

Participant fraud in qualitative research: A wake-
up call

Work and Play: Playing in a band, songwriting and
collaboration

Cautious optimism: How research and insights
professionals are approaching gen Al

Consumer insights on tech- - _
enabled advertising channels: . T ne 1
From gaming to influencer i i i
marketing

Scantoaccessall -:':::'

e-newsletter articles. | HJ 8
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,,’ // Noted Posts

Quirk's Blog

The value of attending marketing
research industry events
https://bit.ly/43xIxas

Economics class to researcher of
the year
https://bit.ly/3Tdk56W

Making complex research simple:
Q&A with the Marketing Research
Supplier of the Year
https://bit.ly/3ZMHcZ0

Research Industry Voices

How to properly verify research
participants
https://bit.ly/44313f7

Gen Z's mental health crisis is real:
What research tells us about brand
responsibility

https://bit.ly/4dX3RIW

Why market research needs
government-funded university
research to thrive
https://bit.ly/4kEzQjt

Research Careers Blog

Navigating networking: How
Canadian women are handling
industry barriers
https://bit.ly/43Uulkh

Insights on employee
satisfaction, tech adoption and
workplace wellness programs
https://bit.ly/3SFlAe8

Leadership orientations: How
to balance task-oriented and
people-oriented leadership
https://bit.ly/4mPuinN

www.quirks.com
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Meet GW/I’s
flexible consumer
research platform

GW!I is your all-round answer for consumer understanding, instantly
delivering the insights you need, the way you need them. With trusted
survey data representing the views of over 3B people, GWI’s powerful
product suite includes a consumer research platform, API integration,
GWI Spark — our Al assistant — and dedicated market research services.

Come to see us on stage at Quirks New York and visit us at booth 607.

How do you find out about new brands? +

Add an attribute 4 Index  Audience

Ads seen on social media

Ads seenon TV

Ads heard on podcasts

GWI www.gwi.com
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"In Case You Missed It
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/" news and notes on marketing and research
,

eee ad research
Marketers offer four metrics for
ad-idea evaluation

With global advertising spending forecast to reach $r.1 trillion this year, new
research suggests that up to a third of that (§350 billion) could be wasted
due to misdirected work, as reported by the site DestinationCRM.

What's the key to breaking that cycle of disappointment? According to re-
search, experienced marketers with at least 15 years in the industry have found
success when they evaluate ideas on four key metrics: Is the idea engaging to the
audience? Does the idea align with the original brief? Will the idea earn atten-
tion? Is the idea well-branded?

The research, conducted by marketing
training and advisory company B T -
BetterBriefs and research e

agency Flood + Partners,
in partnership with
the World Federa-

tion of Advertisers
and the Institute ,"

of Practitioners

1

in Advertis-

ing, found
that although
76 percent
of marketers |

and g1 percent
of creative \
agencies find
strong creative
ideas essential to
the overall success of
their marketing efforts,
most describe the idea ap-
proval process as painful, slow
and subjective.

Just half (52 percent) of marketers believe their feedback is clear and construc-
tive and 30 percent of agencies agree. And just 27 percent of marketers and 30
percent of agencies feel well-trained in evaluating ideas.
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««« shopperinsights
Loyalty as
inflation-buster

s they hunt for better value in a

landscape of rising prices and an
uncertain economnly, consumers say
they intend to remain loyal to products
and brands that have delivered for
them in the past. More than two-thirds
(68%) of loyal customers responding
to a UserTesting study among 4,000
consumers across the U.S., Australia
and the U.X. say they'd continue buy-
ing from their favorite brands even if
prices increased. On average, consum-
ers say they're willing to pay 25% more
to stick with a brand they trust.

The research highlights a growing
connection between brand trust and
consumer risk tolerance. As prices rise
and choices expand, people are relying
on familiar brands that have earned
their confidence over time, viewing
them as a lower-risk investment, even
when it costs more. Brand loyalists
said they're willing to pay significantly
more for their preferred products, par-
ticularly in gaming (up to 34% more),
fitness (up to 27% more) and jewelry/
watches (up to 33% more).

The top reasons for sticking with
a brand include consistently high
product quality (up to 60% globally),
positive experiences (up to 59%) and
long-term usage (up to 57%). However,
customers say they'd consider switch-
ing if a competitor offered a better
product (up to 44%) or if their favorite
brand stopped delivering the value
they expected.

www.quirks.com
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Trade Talk

By Joseph Rydholm, Quirk’s Editor

Taking an Al
pulse-check

ny new technology brings with it a

mixture of excitement and trepida-
tion, both among its users and those
worried that it may disrupt or dimin-
ish their lives. The current Exhibit A
of that would of course be AI. With the
caveat that this observation is purely
anecdotal, based on conversations and
sessions at our three Quirk’s Events so
far this year it seems like the general
perception of Al is moving away from
trepidation and more toward, if not en-
thusiasm, at least an acknowledgement
of its potential benefits.

The findings from a Market Research
Institute International (MRII) study
released in April echo this mood. For
its second annual global study, Al in
Focus 2025: How Market Researchers Are
Embracing and Adapting to Generative
AI, MRII intereviewed 426 researchers
around the globe, a mix of agency/ven-
dor respondents and corporate insights
workers, and found a marked increase in
Al tool utilization across both environ-
ments.

Currently, MRII found, 62 percent of
survey participants report that they or
their team members employ AI technolo-
gies in their professional activities, a
significant increase from the previous
year's figure of 40 percent. Particularly
striking is the growth observed among
corporate researchers, who indicated a
37 percentage point increase in AI adop-
tion, narrowing the previously substan-
tial gap with their agency counterparts
from the prior year, when agency-based
researchers exhibited twice the rate of
Al utilization compared to corporate
researchers.

A few other observations, as taken
from the MRII press release on the study
results: 77% say they feel very or mostly
favorable about Al in relation to their

job and company; 71% believe AI will
improve their job in the coming years.
And, majorities are aware of issues such
as potential bias in AI algorithms (72%),
data privacy and security concerns
(69%), increased dependence on Al at
the expense of human judgment (63%)
and ethical concerns (60%). Potential job
reductions due to automation are seen as
a concern to 46%, up 8 points from last
year — the largest increase of any item.

Exciting to see

At least at this point, some of the AI
hype certainly feels justified. Among
my other duties here at Quirk’s is mod-
erating our Quirk’s Virtual Sessions and
our June batch (https://www.quirks.
com/articles/type/sponsored-video)
focused on DIY tools and platforms and
I have to say it was exciting to see the
speed, depth and quality of the outputs
generated by the Al-driven data dives
conducted during some of the session
demonstrations.

Circling back to the mood at our
Quirk’s Events, much of the Al fatigue
among client-side researchers was less
about Al itself or its threats and more
about the desperate lengths to which
some vendors are going to trumpet their
seat on the Al bandwagon. After not be-
ing able to put my finger on it, I finally
realized that some of the Al-hawking
reminded me of being at industry con-
ferences decades ago during the rise of
the internet and witnessing the mania
with which vendors and agencies were
rushing to add “.com” to the end of their
product or company names — in many
cases, only to quietly remove them after
the bubble burst. (I'm not predicting the
same kind of crash for AI!)

So, where does all this leave us?

I'm no expert on Gartner’s hype cycle
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Joe Rydholm can be reached
at joe@quirks.com

framework (though I do love its nomen-
clature!) but I feel like we're out of the
“trough of disillusionment” and on the
“slope of enlightenment,” perhaps with
the “plateau of productivity” in the
distance?

If that’s the case, then this quote from
a researcher in our Q Report (“Q Report
respondents opine on Al, pain points
and future plans” https://bit.ly/4165dDr)
does a nice job of capturing the current

feeling:

“If you're spitting out rote tracking
reports every quarter/month/etc., then
Al absolutely puts your team/role at risk.
But if your team is trying to synthesize
and elevate a blend of primary, secondary,
cultural trends, behavioral data, etc., into
actionable insights for specific business
needs/decisions, I think Al elevates that
type of team/role. Insights and MR roles
are likely going to have to evolve, but

on balance, I think AI will elevate the
industry. None of us got into MR/insights
because we loved doing those big tracking
reports! I think AI will free up many
insights professionals to do more of what
many of us love about being in insights —
telling deep, human stories with data that
will impact our respective businesses.” 0]

www.quirks.com
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Companies hire me to find out what their customers

REALLY think about their brands. And the best way to

do that is to talk to them directly, in-person, face-to-
face. There's no better way to connect with a customer,
experience empathy, make them feel comfortable, and

encourage them to share their thoughts.
Bruce Peoples, Consumer Insights Consultant at
Peoples Marketing Insights

rowEReD BY @ FUEL

There's a richness of interaction and that transmission of
feeling, of communication, that comes with the sync of
not only words but body language. And simply put, the

humanity of being with others. The acoustics are not
quite the same when a song is compressed into digital
bits of data, and human interaction is no different. Some

As global travel continues to increase, we're excited to of the richness of that interaction and some of the
welcome our clients in-person both near and far. It's been opportunity for empathy is simply lost along the way.
exciting to dig back in the toolbox and pull out some of the Cory Lebson, Principal at Lebsontech

more robust methodology options that involved a more
personal, face-to-face experience. Our clients are loving not
only the rich insight gains but also the unique experience of
visiting participants in their city and immersing themselves in
their culture.
Abby Goodell, President of Fieldwork Network International

It is estimated that over 70% of communication
happens below the neck. Product features like touch,
weight, and contrast are simply not conveyed
correctly in digital environments.

Jamin Brazil, Happy Market Research Podcast Host

#facetofacemrx

In-person research always has and always will play an important role for market researchers. In-person research
is important for behavioral research whether testing reactions to life-sized stimuli, conducting eye-tracking,
observational research or ethnography. Many game changing insights for companies would not have happened
without in-person research. We behave differently in-person versus online and while each tool plays a different
role in the market researchers toolkit, in-person is irreplaceable for certain research initiatives. With in-person
research you can observe behavioral nuances, understand cultural influences and capture the impromptu
moments when true inspiration and insight can happen. We've all been there when the biggest insight comes
when the moderator leaves the room and the respondents talk on their own! Here’s to a return to in-person
research, enhanced collaboration, stronger emotional connections and measuring behavior.

Anne Stephenson, Partner at Explorer Research

) FOCUSFORWARD QUIRK'S -ViIewWw
h Herron Associates, Inc — ADLER
Opinion and Marketing Research ] A " N WEINER

QRCA i B s @ FUEL ASCAASE

Connecting. Educating. Advancing.
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e advice for researchers

ASK THE EXPERT

Expert answers to important research questions.

How Launch AI helps consumer brands grow faster by bridging the gap between
consumer intent and actual purchases of new products

The problem: Traditional survey-
based concept testing solutions
mislead brands

New product failure rates remain
high because what consumers say
in surveys often doesn't reflect
what they do in the market. Ulti-
mately, consumer brands end up
killing many of the potential win-
ners, allowing failing concepts to
slip through.

The solution: Launch AI
overcomes the say-do gap to
help brands increase revenue
from new products

For five years we at Cambri have
been working to solve this problem
with Launch AI. We combine con-
sumer research with data science
to predict real market behavior.
Launch AI integrates survey KPIs,
open-ended feedback and POS data
to assess a product value proposi-
tion’s true sales potential. Trained
on survey data and real new prod-
uct sales outcomes, Launch Al's
machine learning models identify
likely successes and failures with
81% accuracy, helping brands at
least double new product sales per
average store (ROS — Rate of Sales).

The evidence: How product
concept testing drives in-
market success (or failure)
Theoretical foundation: While
strong in-market execution is
essential for new product suc-

cess, everything begins with the
product value proposition — and
that is exactly what concept test-
ing evaluates. If the product value
proposition doesn’t resonate with
the target audience, nothing else
will matter. They won’t notice

the product and will overlook the
marketing. Those consumers who
do notice the new product regard
it worse than what they already
use and walk away. If you don't get
the product value proposition right
from the start, everything that fol-
lows is set to fail.

In-market evidence: Using POS
data, we analyzed new product
performance in the food and bever-
age sector across Europe and the
U.S. The results are very clear: a
new product must win within the
first six months. This is when the
product value proposition (product
concept) carries the most weight.
During this time, target consumers
must regard the product as worth
trying. If they don’t, our data
shows that the product fails.
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ICAM

Dr. Heli Holttinen
Chief Product Officer and Co-Founder

Cambri

Problem: Traditional product
concept testing paradigm
stubbornly believes in what
consumers say

Traditional survey-based concept testing

methods rely on Likert scale ques-
tions and KPIs like purchase intent,
relevance, uniqueness, believability
and expensiveness. Based on KPI scores
against category benchmarks, tested
product concepts are classified into dif-
ferent profiles, indicating the size and
type of in-market potential. The un-
derlying assumption is that consumer
responses predict real-world purchase
behavior.

Defenders of this approach argue that
it serves its purpose. Product concept

www.quirks.com
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Picture 1. Launch Al Model in action.

Launch AI™ Model

DATA

testing is meant to provide an early
signal of a concept’s relevance, dif-
ferentiation and consumer interest to
screen in/out and rank ideas. Product
concept testing cannot even predict a
new product’s in-market success. After
all, it takes place early in the innova-
tion cycle, and so much changes after
that. It is the product experience and
in-market execution that ultimately
determine success!

These arguments are convenient
shortcuts reflecting intellectual lazi-
ness. The fact is, the traditional con-
cept testing method was born decades
ago before the era of machine learning,
AI and integrated data. They rely on
quantitative survey data and tradition-
al statistical methods solely because
that was all the research industry had
access to.

Sticking with outdated beliefs and
methods prevents consumer brands
from unlocking the full growth poten-
tial of new products.

ROS quintile & Launch Al Score:
Top 1st-3rd | 40-100

Advice: Move ahead

° ROS quintile & Launch Al Score:
4th|20-39

Advice: Move ahead (Improve when
aiming at 1-3 ROS quintiles)

‘ ROS quintile & Launch Al Score:
Bottom | 0-19

Advice: Screen out

www.quirks.com

Picture 2. Success profiles, and their connection to sales potential, and recommencdations

Depending on topline target, iteration may be needed %

ADVICE

Success profiles Launch Al Score

Failure
[ scremmcun ] 11

EBottom A0S Quintile
L]

Launch Al drivers

Solution: Launch Al predicts a
product concept’s sales potential
by using integrated data

Survey data feeding machine learning
model: Launch Al combines consumer
feedback from both closed-ended KPIs
and open-ended responses, enhancing
the accuracy of sales potential predic-
tions and uncovering the key drivers of
product success and failure. It uses Likert
scale questions to capture high-level reac-
tions, while proprietary natural language
processing (NLP) models analyze deeper
insights from open-ended responses. Our
NLP taxonomy covers themes proven to
influence consumer decisions.

Machine learning model using POS
data: By using POS data we analyze how
well new products performed against
the rest of the category. The outputs of
our standardized product performance
analysis feed into the Launch Al model.
Our focus is on the first six months after
launch so that the Launch Al model can
capture, isolate and evaluate the impact

of product value proposition (concept)

Success
~15% of new
product launches.

Great starting point for winning

Strong start

<
Q
Q
O,
%
~209% of new product launches ’b}

on new product in-market success. The
role of the product value proposition
(concept) is to generate product trials
while product experience aims to gener-
ate repurchase.

Measurable business impact
delivered
Eighty-one percent accuracy of screen-
ing in likely successes and screening
out failures: We monitor the accuracy of
each LAI model version using a validation
product dataset of both survey data and
POS data. Model accuracy is assessed by
comparing actual in-market performance
with the Launch AI model’s predictions
for the same product concepts. The latest
Launch AI model version achieved an
accuracy of 81%.

Launch AT helps double new product
sales per store: By identifying failures
at 80% accuracy and successes at 83% ac-
curacy it helps to at least double product
sales per average store (ROS).

Actionable advice to screenin/
out, rank and refine

Success Profile and Launch AI Score:
Success Profiles help to screen in and out
concepts while Launch AI Score (0-100)
helps to rank them. Concepts are classi-
fied, based on their predicted weighted
rate of sale (ROS):

* Success: Recommended for screening
in. Only 15% of new products achieve
this.

« Strong start: Concepts showing poten-
tial but requiring iteration, based on
sales targets.

+ Failure: Recommended for screening
out. Sixty-five percent of new products
fall into this category.

Launch AT drivers: They help to identify
areas that have the biggest impact on
in-market success. Launch Al Teports 10
drivers providing:

+ Impact of each driver on the Launch Al
Score (in % points).

+ Al summary of key positives and nega-
tives.

+ Easy access to raw open-ended respons-
es to validate consumer feedback.

* GenAl-generated new product value
propositions based on consumer feed-
back.

Curious to dive deeper? Access an example data set and
insights in our e-book: www.cambri.io/resources/ai-
outperforms-traditional-benchmarks
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eee influential women

FACES

SPONSORED CONTENT

of MARKETING RESEARCH

Meet some of the influential women who are driving change and
innovation in the marketing research and insights industry!
These women are rising through the ranks because of their ability to
push research and insights to be better. Their dedication and expertise
are elevating the industry and advancing techniques of the trade.

FA(};ES

MARKETING
RESEARCH

Human-powered
insights in a
technology-driven
world

TALK SHOPPE

alk Shoppe is an Ogilvy Award-win-
Tning, women-owned and minority-
owned consumer research agency led
by visionary partners Liana Morgado
and Ruth Behr. After more than a de-
cade navigating the rigid, one-size-fits-

all world of consumer insights, they
launched Talk Shoppe to champion
a more intentional, human-centered
approach to research.

Fifteen years later, the company is
renowned for innovative and tailored
qualitative and quantitative solutions,
aimed at connecting brands with
people and uncovering meaningful
human truths. With a diverse team
of researchers from varied academic
and social backgrounds, Talk Shoppe
merges deep industry expertise with

Quirk’s Marketing Research Review // July/August 2025

fresh perspectives on
consumer behavior and
cultural trends.

Here we believe that
radical empathy with
clients and consumers,
thoughtful analysis
and an obsession with
detail are the founda-
tion of truly impactful
insights. Whether it’s
creative testing, market-
ing effectiveness, market sizing, brand
positioning, brand health tracking,
segmentation or competitive analysis.
Talk Shoppe acts as a true extension of
your team, bringing heart and clarity
to every project and proving that re-
search, when done right, can not only
inform but inspire.

hello@letstalkshoppe.com
letstalkshoppe.com

www.quirks.com
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Next-level data
processing expertise

LANNA LEE MAHEUX-QUINN
FOUNDER, LLMQ CROSSTAB
SOLUTIONS

hen the data’s complicated — and

the stakes are high - you want
Lanna on your team. Lanna Lee Ma-
heux-Quinn is the powerhouse behind
LLMQ Crosstab Solutions, a U.S.-based
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The smart, fun and
caring women of MHN

MURRAY HILL NATIONAL

11 audiences. All methodologies.

We're experts in recruiting and field
management for the market research in-
dustry. Our services are tailored to meet
the needs of market researchers. Qur
experienced research team strives to be a
step above the rest.

Tiffany is COO wearing many hats.

She serves as Susan'’s right hand and

www.quirks.com

CROSSTAB SOLUTIONS

business bringing more than 15 years
of experience in market research and
quantitative data processing. Known
for precision and deep expertise, her
work elevates research outcomes and
drives confident decision-making.

Lanna doesn't just run tabs — she
thinks with you. She flags issues before
they become problems, translates ambi-
guity into action and turns messy data
into clean, trusted outputs. Her work
is a safeguard for quality and a catalyst
for insight.

Past clients praise her problem-solv-
ing mind-set, commitment to quality
and knack for organizing even the most
complex datasets with clarity. From
kickoff to delivery, she stays engaged,
thinks critically through each phase
and helps teams avoid pitfalls before
they arise. Along with clean, accurate
data, clients get a strategic ally who's
committed to making every project
better.

lannalee@llmg.net
203-208-8645
www.llmg.net

manages a multifunctional recruiting
team and a host of project managers.
Elisa is VP of health care. Rexann serves
as our health care department lead. Ross-
lyn heads up a consumer team and has
worked with Susan for over 10 years. Judy
has worked with Susan for 21 years and
she handles in-facility liaison work as
EVP. Robyn has been promoted to senior
project manager and she hosts a team of
recruiters. Bianca has been with MHN for

eight years and is

VP of consumer services with a team

of recruiters. She has been with MHN
since she was 16, working as a part-time
recruiter in high school. 2025 brought
MHN Susan Stears who has over 20 years
on the client side in the market research
industry.

www.murrayhillnational.com
bids@murrayhillnational.com
9727077645
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Innovating research:
Ali Henriques and
Qualtrics Edge’s bold

vision

ALI HENRIQUES
GLOBAL DIRECTOR OF QUALTRICS
EDGE, QUALTRICS

or Ali Henriques, global director of

Qualtrics Edge, research isn't just
a profession; it's a lifelong passion.
“Research is all I've ever done,” she
shares, reflecting on a multifaceted
career that began in the cruise line in-
dustry, where she honed her skills as
a client-side researcher and certified
moderator. This deep, client-centric
foundation fuels her transformative
work at Qualtrics.

Today, Ali spearheads Qualtrics
Edge, an innovative division she
describes as an “in-house incuba-
tion agency.” Formerly known as
Research Services, Edge embodies a
crucial crossroads: honoring tradi-
tional research rigor while fearlessly
imagining its future. Her diverse
team, including ex-agency, client-side
researchers, along with data scien-
tists, evolves solutions for market
demands, particularly in an Al-driven
landscape. It serves as a full-service re-
search agency, incubating and develop-
ing next-gen insights tools for evolving
market demands.

Ali's vision for mar-
ket research is bold:
“We're democratiz-
ing insights,” she
states, emphasizing
a shift from serving
“insights buyers”

to empowering the
“insights consumer”
— the marketers, op-
erators and product
teams. The goal is

to accelerate speed-
to-insight, breaking
free from weeks-long
waits that compro-
mise quality. Recog-
nizing that tradition-
al methods often face
resource constraints,
Edge empowers
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stakeholders with immediate access to
critical data. Qualtrics Edge’s flagship
Edge Audiences solution, deploying
advanced Al to simulate consumer
behavior, is central to this. It unlocks
the ability to explore “counterfactu-
als” and pre-test concepts in a low-risk
environment, ensuring that multimil-
lion-dollar decisions are informed and
agile.

Crucially, Ali stresses that this Al
evolution isn’t about dehumanizing
research. “Humans remain at the
core,” she affirms, aligning with Qual-
trics’ ethos to “make business more
human.” This includes continuous
“hydration” of synthetic models with
human panelists, ensuring relevance
and accuracy. She envisions a future
where qualitative and quantitative
methods collide, where research-
ers can “have a conversation” with
synthetic segments and where insights
are delivered faster, leading directly
to action. She anticipates a shift from
traditional record-level data to trusted
Al answers, driving swifter, more ac-
tionable insights. Ali Henriques isn't
just adapting to the future of research;
she’s passionately building it.

press@qualtrics.com

+I 385 585 4560, +1 800 339 8865
www.qualtrics.com/edge

www.quirks.com
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Built on insight.
Driven by purpose.

CAROLINE BRETHENOUX
MANAGING DIRECTOR, HUMAN
DOT PLUS AND CHIEF STRATEGY
OFFICER, CULTURE+ GROUP

aroline Brethenoux is a globally
Crecognized strategist and data sto-
ryteller dedicated to driving inclusive
growth through the power of cultural
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Mastering the
message: How Patti
Wojnicz turns
insights into action

PATTI WOJNICZ
EXECUTIVE VICE PRESIDENT,
P&K RESEARCH

www.quirks.com

intelligence. With over 20 years of
experience across Asia, Europe and the
U.S., she’s led Fortune 500 companies
through transformative strategies
rooted in human insight.

As chief strategy officer at the Cul-
ture+ Group, which includes Cien+and
Human Dot Plus, Caroline developed
the Human Co™ framework, a strategic

research
Patti Wojnicz is
a seasoned consumer insights leader
with over two decades of experience guid-
ing Fortune 100 CPG companies through
the product life cycle — from ideation to

approach blending empathy, behavior-
al psychology, Al and design to create
impact. Under her leadership, Human
Dot Plus has partnered with Fortune
500 companies like J&r], Novartis,
Merck, GSK, NEL, Amex, Kellanova and
Prudential to build more meaningful
brand experiences.

Caroline’s expertise fuels innova-
tion in market research, agile brand
design and company culture transfor-
mation. She holds degrees from the
Université Paris-Sorbonne and HEC

Paris and completed a business analyt-
ics program at the Wharton School.
With purpose-driven leadership,
Caroline is redefining how brands con-
nect with people to drive measurable
societal and business outcomes.

www.humandotplus.com
camwline.brethenoux@cien.plus.com
917-822-9241

brand maintenance, As executive vice
president at P&rK Research, she leads
client services and operations, deliver-
ing actionable insights through data
storytelling and advanced analytics.
Patti brings deep expertise across diverse
categories including food, beverage,
personal care and household goods, with
a proven track record in both domestic
and global markets. She is known for
her consultative approach to research
design and statistical analysis, as well as
her ability to mentor teams and present
complex findings in an engaging, acces-
sible way. A frequent industry speaker at
conferences such as SSP, Pangborn and
EuroSense, Patti is passionate about el-
evating research impact through clarity,
collaboration and continuous learning.

P&K Research
info@pk-research.com
www.pk-research.com
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Unrelenting curiosity.
Unmatched instinct.
Unfiltered insight.

TANYA MINGIONE
PRESIDENT, PINNACLE RESEARCH
GROUP LLC

innacle Research Group LLC is a
Ppremier qualitative market research
firm specializing in the pharmaceutical
and health care industries. Since its
founding in 2002, the company has
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Leading with insight:
AMS women in focus

APPLIED MARKETING SCIENCE

nsights that inspire. Innovation that

delivers. Applied Marketing Science
(AMS) is a leading full-service market
research and consulting firm that helps
organizations uncover deep customer
insights to fuel innovation. With more
than 35 years of experience, our ex-
perts apply proven methodologies with
roots in academic research — such as

earned a reputation for delivering deep,

actionable insights that inform critical
business decisions for some of the world’s
leading pharmaceutical brands.

voice of the customer (VOC), ethnogra-
phy, segmentation and a proprietary
Al-powered VOC model - to guide new
product development, CX and growth
strategy for B2B and consumer clients.
Our Insights for Innovation practice
is powered by an experienced, out-
standing and multidisciplinary team
of researchers. Among our leaders are
standout women who have shaped
the practice and the wider industry:
Kristyn Corrigan, Carmel Dibner,
Patty Yanes, Andrea Ruttenberg and
Meaghan Foley. Their passion for cus-
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With over 30 years of expertise in
qualitative research, President Tanya
Mingione is a leader in the field. Under
Tanya's leadership, the firm blends
advanced qualitative techniques with
a human-centered approach, providing
clients with nuanced, meaningful
narratives that go beyond surface-level
insights. Tanya's ability to uncover the
psychological drivers behind health care
decision-making has positioned Pinnacle
Research Group as a trusted partner
for complex, high-stakes projects that
pharma demands.

Pinnacle Research Group remains
dedicated to helping pharmaceutical
companies navigate an increasingly
complex and competitive market
landscape.

573-513-0161
www.PinnacleResearchGroup.com

tomer insights cou-
pled with a thoughtful client-centered
approach truly defines AMS'’s strategic
excellence in delivering actionable,
insights-driven solutions. As leaders in
our broader team, they bring a power-
ful blend of expertise, creativity and
mentorship that elevates the standard
for our clients and advances the field
of market research.

inquiry@ams-inc.com
(781) 250-6300
www.ams-insights.com

www.quirks.com
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Fieldwork’s women in research

The female leaders of our beautiful
Fieldwork locations are hands on and

know what it takes to get research right.

From recruiting bona fide, credible
participants for your research, to creat-
ing a dependable in-person experience,
they are experts at making your project
successful. At Fieldwork, we believe in

the power of real human connection. In-
person research delivers deeper insights
and our team is built to support you
every step of the way — with precision,
hospitality and heart.

www.fieldwork.com
contactus@fieldwork.com
1-800 TO FIELD

ol
field :

Focus on the resecarch.
We'll do the rest.
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A digest of survey findings and new insights for researchers

eee education research

Grading out life after college

Recent graduates list successes and regrets

ine in 10 recent college graduates

had a positive college experience,
and 84% maintain a positive outlook on
their lives overall, according to a Sallie
Mae and Ipsos study. Eighty-two percent
of recent graduates are employed with
74% working in a field related to their
degree. Just 14% of recent graduates say
they feel unsuccessful after college.

Some recent graduates say the most
valuable parts from their college experi-
ences were the intangible benefits of
higher education including becoming
more independent (45%), developing
critical thinking and problem-solving
skills (40%), exploring personal inter-
ests and growth opportunities (31%) and
broadening their perspectives (21%).
Others highlight the practical aspects of
higher education as most valuable, such
as academic learning and coursework
(42%), building personal and profession-
al relationships (29%), gaining work or
internship experience (25%), experienc-
ing campus life (21%) and participating
in extracurricular activities or clubs
(13%).

Eighty-five percent of recent gradu-
ates feel successful with the amount of
time and effort they put into academics,
84% say they had at least one professor
who truly cared about their success and
78% believe their college was support-
ive of their academic and social needs.
Thirty-five percent regret not spending

enough time socializing or building
relationships and 64% regret not taking
full advantage of the college experience
and resources. Twenty-eight percent
wish they could change some of their
choices with 18% saying they would
have chosen a different major.

When it comes to family relation-
ships, 91% of grads who left school three
to five years ago rate it as excellent,
very good or good vs. 84% of grads who
left zero to two years ago. Living situa-
tions (49%), prospects for future career
(44%), romantic relationships (43%),
prospects for future income (42%) and
social life and friendships (41%) are
rated as excellent/very good.

Recent graduates view success as
achieving a balance between life and
career. Financial health is the top in-
dicator of success, cited by 46% of gradu-
ates, followed by mental health (36%)
and career prospects (30%). While 70%
of recent college graduates rate their
mental health positively, it is also one
of the top areas they want to improve
(40%).

Seven in 10 agree that education was
worth the cost. Of the 47% of recent
graduates who borrowed to help pay
for school, 75% say they are confident
in their ability to repay their student
loans. Nearly half of recent graduates
(48%) say they follow a budget and 94%
are pursuing at least one near-term fi-
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nancial goal including saving for retire-
ment (47%), saving for a major purchase
(44%) or building an emergency fund
(37%).

Seventy-five percent of those who
developed a plan for how to pay for all
years of college before enrolling report
they feel successful, compared to 54% of
non-planners. Just 37% of recent gradu-
ates used their school’s career resources
and of those who did, 82% secured a
first job in their field of study.

Most recent graduates worked while
in school. Eight in 10 (83%) worked
in some capacity during their college
career. Nearly half (47%) held an off-
campus job, 31% worked on campus and
29% had an internship. Graduates who
had an internship while in college were
more likely to be employed in their
field of study and feel very successful
after graduation.

As methods of self-care, 64% enjoy
watching TV or movies, 60% enjoy
spending time with friends or family,
48% browse social media, 47% play video
games, 44% exercise and 37% spend time
outdoors.

The study reports the results of Ipsos’
online interviews of 1,045 young adults who
graduated college with an undergraduate
degree between 2019 and 2024. The research
was conducted between December 13, 2024,
and January 9, 2025.

www.quirks.com
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Great interestin
the great outdoors

Discovering the joys of
camping

Over 8o million Americans camped
in 2024, with 5.8 million making
their camping debut, found a survey
conducted by Toyota Trucks and camp-
ing app The Dyrt. Since 2021, more
than 25 million Americans have gone
camping for the first time, an increase
of 18.5 million from 2021.

Four out of five American adults
have gone camping at least once. For-
ty-five percent of those 18-34 say their
interest in camping has increased in
the last decade and three out of 10
adults who camped for the first time
in 2024 were under 35. Thirty-one per-
cent of the overall camper population

THESe aren't
YOUR MmabRe's

INSIGHTS.

www.quirks.com
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identify as BIPOC and 12% identify as
LGBTQ+.

Four out of five say inflation either
caused them to camp more or did
not affect their camping activities.
Seventy-three percent of respondents
say they camp with their partner, 39%
camp with friends and 31% bring their
children. Respondents also report
camping with horses, rabbits, parrots,
bearded dragons and fish but the most
common animals were dogs (50%)
and cats (5%). More than half (60%)
of 18-34-year-olds prefer tent camping
and camping with friends (58%).

Fifty-nine percent of campers used
all their campsite reservations in 2023
and that number rose to 71% last year.
But finding an available campsite to
book continues to be a major chal-
lenge. From 2019 to 2022, the number
of campers who reported difficulty
finding a campsite to book rose from
11% to 58%. After falling to 46% in
2023, it bounced back to 56% in 2024.

a Tienna

Hispanic Insights + Strategy
Powered by Talk Shoppe

Survey Monitor

While many view camping as a
vacation or as a way to be off-grid, 22%
of 18-34-year-olds, 33% of 35-54-year-
olds and 22% of campers 55+ are likely
to work while camping. Those 55+
have made after retirement camping
plans with many saying they will visit
national parks (79%), try open-road
exploration (74%) and free camping
(64%). Thirty percent plan to take a
camping trip with grandkids.

Solo camping is on a steady incline.
Many say they enjoy the solitude (69%)
or go alone because friends and family
are not always available (51%). Others
enjoy last-minute trips (28%) and camp
as a part of a larger solo trip (26%).

This report is based on a representative
sample of 1,000 U.S. residents in a survey
administered by E2E Research Services in
October 2024 and surveys of over 5,000 users
of The Dyrt in October and November 2024.

“in

letstalkshoppe.com/latienda
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**° gaming research
Not really
free-to-play

Gamers allocating more

money to in-game purchases

aming is continuing to surge
G in popularity as new trends
and technologies are reshaping the
landscape. Research firm KS&R
found that microtransactions are on
the rise and games are making large
profits from small spends. Thirty
percent of 18-41-year-old gamers have
recently purchased in-game content
such as skins, battle passes and XP
boosts while playing free-to-play
games. These frequent, small pur-
chases are becoming a cornerstone
of gaming monetization strategies,
transforming how developers and
publishers think about revenue
generation. Many players now view
these purchases as a regular part
of their entertainment budget, and
as gamers allocate more money to
in-game purchases, there may be a
corresponding decrease in spending
on other forms of entertainment.

Augmented reality (AR) games,
which offer immersive and interac-
tive gaming experiences, are be-
coming more well-known. Among
13-17-year-old gamers who own vir-
tual reality headsets, 51% are using
them for simulation games. However,
nearly four in 10 (39%) of 18-41-year-
old gamers are still not familiar with
these gaming options. Forty percent
of those who learn about AR games
say that they would enjoy playing
them.

Online gaming is a deeply social
activity, and player conversations
while gaming are now a core part
of the experience. Through voice,
text and video chat, players connect,
strategize and build communities.
Overall, more than half of gam-
ers engage in virtual conversations
while playing, and engagement is
even higher among younger gamers.
Seventy-seven percent of 13-17-year-

Survey Monitor

olds, 76% of 18-25-year-olds, 61% of
26-41-year-olds, 32% of 42-57-year-olds
and 18% of 58-76-year-olds say they
engage in social conversations with
others while gaming. There is a clear
demand for specialized communica-

tion tools for the gaming community.

Discord has become popular for gam-
ing chats but many players still use
more general apps such as FaceTime.

KSR conducted a nationwide survey
of 3,650 consumers ages 13-76 to explore
how gamer preferences are evolving and
identify the biggest emerging opportunities
in the gaming industry.

*e+ financial research
From soft saving
to loud budgeting

Turning to social media for

advice

here has been a generational

shift in financial education, with
younger consumers, particularly Gen
Z, increasingly turning to social media
for financial tips and education, while
older generations more heavily rely
on traditional sources like family and
banking institutions, finds Spruce,
the mobile banking app built by H&R
Block. Traditional sources of financial
education are being supplemented -
and in some cases, supplanted - by
newer sources, often on platforms
where the origin or the validity of the
guidance may not be clear.

Parents and banking institutions
remain the most common sources
of financial education. While the
landscape is evolving, key findings
highlight a critical gap in formal edu-
cation. Thirty-one percent of respon-
dents cite family members as the main
source for financial guidance, 29%
turn to banks and only 13% reported
learning about personal finance in
school.

Social media has become a popular
source of financial information, par-
ticularly among younger generations,
with 16% of all respondents looking to
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it for financial education. Gen Z leads
the charge as 33% note that they look
to social media for financial educa-
tion with Millennials following closely
behind at 23%.

Viral trends including soft sav-
ing, loud budgeting and cash stuff-
ing have played a significant role in
shaping financial behaviors with 37%
of respondents admitting they have
been swayed by social media and have
tried a finance trend they discovered
online. The influence of these trends
varies dramatically across generations
with Gen Z impacted the most at 68%.
Over half (51%) of Millennials and
27% of Gen X cite being inspired to try
social media finance trends and while
not as likely as other generations,

12% of Baby Boomers still noted being
influenced to partake in a financial
trend.

Among the platforms driving this
shift, TikTok (39%) and Instagram
(34%) are the most popular sources of
financial information for Gen Z, fol-
lowed by Facebook (23%) and even pod-
casts (17%), highlighting the growing
impact of digital content on personal
finance decisions, particularly among
younger generations.

Online financial tools and apps
have become essential for money man-
agement, with Millennials and Gen Z
being the most likely to utilize them
for everyday matters such as keeping
track of a budget, planning or estab-
lishing savings. Credit score monitor-
ing emerged as the most common use
case among respondents (38%). Budget-
ing was cited as a key priority, with
29% of respondents using financial
tools or apps to track their expenses.

Reliance on digital financial tools
extends beyond convenience. Confi-
dence in making major financial deci-
sions is bolstered by online tools or
apps. Sixty-six percent of Gen Z share
that they are not confident or only
somewhat confident in making large
decisions without digital assistance.

Research was conducted with Morning
Consult via online research on the omnibus
fielded in March 2025 among a national
sample of 2,200 adults.
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Your platform to analyze and turn all of your customer
feedback into impactful business intelligence.

&, Your Trusted Al Partner
Uncover trends and answer critical business questions.

i, Analyze Any Source
From surveys to socials, turn customer feedback into insight.

0 Unlock What Drives Customer Action
Reveal motivations behind loyalty, churn, and purchase.

" Move From Insight to Impact
Less time processing, more time driving smart decisions.
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¢+ e+ employee research
Workplace
challenges

Mental health stigma
persists

hile mental health challenges

among employees vary in degree,
the problem is widespread. The vast
majority (9o%) of U.S. workers expe-
rienced some level of a mental health
challenge — most commonly burnout,
depression and anxiety, finds nonprofit
organization Mind Share Partners.

Over half experienced moderate to

severe levels of burnout (53%), depres-
sion (53%) or anxiety (50%). Others say
they experienced minor to severe levels
of burnout (76%), depression (72%) and
anxiety (70%). People pointed to U.S.
politics (43%), global events (42%) and
personal finances (37%) as top stressors.
Ninety percent of U.S. workers report-

Survey Monitor

ed at least minor levels of one mental
health challenge and 53% of challenges
lasted at least two months up to an
entire year.

The good news: Investing in mental
health pays off in employee health
care costs and retention. Employees
who work at a company that sup-
ports their mental health are twice as
likely to report they didn’t experience
burnout and depression. They're also
three times more likely to trust their
company and intend to stay there for
two years or longer. Forty-eight percent
have left jobs for mental health reasons
and 57% say a company supporting
mental health is “very” or “extremely
important” when job searching.

Stigma in the workplace remains
high. Forty-six percent worry about los-
ing their job if they were to talk about
their mental health at work. While
half are comfortable talking about their
mental health in the workplace, half
wish they could talk more openly about
it. Sixty-seven percent of workers have

talked about their own mental health
at work in the past year, 41% have spo-
ken about it in the past month and 60%
say they got a positive response. Work-
ers feel comfortable speaking about
their mental health with colleagues
(52%), their manager (52%), someone in
HR (48%), senior leaders at their com-
pany (47%) and their CEO (46%).

Sixty-three percent say work
positively impacts their mental health
while 39% say it negatively affects
them. Over half of respondents (59%)
believe their company supports their
mental health, 58% say their leader-
ship advocates for mental health at
work, 57% say their manager checks in
regularly about their well-being and
64% believe their manager could sup-
port them if they have a mental health
challenge.

In partnership with Qualtrics, Mind Share
Partners surveyed 1,153 full-time employees
from March 20-April 15, 2025.
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You customers are talking.
Can you really hear them?

Suzy Speaks is conversational research that lets
respondents chat with an engaging Al moderator.

Giving you the depth and detail of traditional qual
with the speed and scale of traditional quant.

Plus Suzy Speaks is now global,
available in 44 languages worldwide.

‘ Suzy

Assume nothing

Learn more

va at suzy.com
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31 Top Qualitative Research Companies

SPECIAL ADVERTISING SECTION

eee special advertising section

31 TOP
QUALITATIVE
RESEARCH
COMPANIES

While both qualitative and quantitative research are crucial in
the marketing research and insights industry, if you need in-
depth, targeted insights from consumers, qualitative research
may be the way to go. Companies specializing in qualitative
research can offer a broad range of services and solutions
including in-person and online focus groups, interviews,
recruitment databases and more.

Whether you are seeking to gain consumer insight for your
product or service or developing strategies to grow your
business, these companies can provide all the necessary
channels to reach relevant audiences for in-depth feedback
including focus groups, interviews, ethnographies and many
others. No matter the field of research you specialize in, these

companies can provide you with everything you need to conduct

qualitative research for your project.
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Applied Marketing
Science (AMS)

Founded 1989 | 40 employees
John Mitchell, President and Managing Principal

Applied Marketing
Science (AMS) is a
trusted leader in quali-
tative market research,
with over 35 years of
experience delivering

high-impact insights
across B2B, medical, industrial and con-
sumer sectors. As the pioneers of VOC
research, our expert consultants are
experienced in complex markets and
use proven and cutting-edge techniques
— from interviews and ethnography

to our revolutionary Al model specifi-
cally designed for VOC. Whether you're
launching new innovations or optimiz-
ing existing products or services, we
deliver actionable customer insights

to support confident decision-making.
From fully outsourced research engage-
ments to in-house training, the expert
consultants at AMS can help you drive
customer-centric innovation.

Phone 1-781-250-6300
ams-insights.com/our-solutions

Insights that move Asian American Audiences

Asian American
Trendview

Founded 2025 | 8 employees
Amy Siadak, CEO

At Asian American Trendview, we help
brands uncover cultural context behind
the data, turning insights into authen-
tic connections with Asian American
audiences. Rooted in people, culture

www.quirks.com
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and the human experience, our ap-
proach goes beyond access to deliver
relevance. We offer segment-specific re-
search backed by qualitative, quantita-
tive research and deep cultural fluency,
revealing the stories that shape behav-
ior and build trust. Whether you're
launching a new campaign or expand-
ing into diverse markets, we equip you
with clear, actionable insights that
reflect the richness of your audience.
With Asian American Trendview, you
gain a strategic partner who helps

you connect, resonate and lead with
authenticity.

Phone 1-626-486-1400
www.aatrendview.com

bekha-D

BoltChatAl

Founded 2019 | 50+ employees
Hakan Yurdakul, CEO

BoltChatAI super-

charges qualitative

research by combining

Al innovation with

human insight. Our

platform brings agility

to every stage of your

project. Run usabil-

ity studies directly inside your qual
research, powered by an Al moderator
that probes deeper, reacts in real time
and delivers instant summaries with
friction points, screen recordings and
user expectations. Explore your past re-
search with Al-powered meta-analysis,
spotting patterns across transcripts,
survey data, trend reports and more.
Upload structured or unstructured
files to get the full picture. Create dy-
namic personas that evolve with every
study. Ask them what drives loyalty,
test messaging and compare behavior
across markets, all without launching
a new project. Qual at scale, powered
by BoltChatAI. One platform. Endless
insight.

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

www.quirks.com

Brand Riffs

research + strategy

Brand Riffs

Founded 2004 | 7 employees
Sr. Qual Research Consultants: Brett Zinober,
Carole Schmidt and Brad Martin (Principal)

At Brand Riffs, we understand the
pressure to hit your objectives and

navigate the unknowns. Our skilled
and seasoned moderators thoughtfully
design your research to uncover what
truly drives human behavior and trans-
late it into clear, actionable directions.
We design custom research that goes
beyond the obvious by blending the
rigor of traditional qualitative with the
efficiency of new technologies — in-
cluding Al-powered tools — to uncover
deeper insights faster. And we don't
stop there — we facilitate energizing
workshops to ideate, co-create concepts
or activate insights across your team.
Trusted by Fortune s00s and fast-mov-
ing start-ups alike, Brand Riffs helps
teams cut through complexity and
move forward with clarity. Let’s turn
insight into impact - together.

E-mail contact-us@brandriffs.com

Phone 1-847-894-5578

www.brandriffs.com

@
casa_

=— Demagraphics

CASA Demographics

Founded 2005
Dulce Alonso, Ph.D., Insights Director

With over two decades
of expertise in qualita-
tive research, CASA
Demographics has
successfully conducted
over 1,850 studies
involving a wide host

of sectors, leveraging our 513,000+ mul-
ticultural panel and local field teams
in 32+ metro markets nationally. Our
expert cultural researchers and moder-
ators of Hispanic, Asian American and
African American backgrounds ensure
deep, actionable insights for specific or
cross-cultural audiences, making us a
preferred partner for leading brands,
agencies and research firms alike.
Whether conducting focus groups,
in-depth interviews, ethnographies, us-
ability studies or online communities,
we provide customized research design,
recruitment, multilingual moderation
and linguistics, delivering strategic
clarity with cultural precision.

Phone 1-888-503-2170, x140
www.casademographics.com

Market @; Research

C&C Market Research

Founded 1993 | 300 employees
Ashley Cunningham, Executive Director
Thomas Morrison, Vice President of Sales

With over 30 years of industry experi-
ence, C&rC Market Research delivers
comprehensive data collection solu-
tions with a specialized focus on both
quantitative and qualitative method-
ologies — conducted in-person (F2F)
and online. Founded in Fort Smith,
Ark., C&C has grown into the larg-

est privately owned, family-operated
data collection firm in the U.S., now
operating 33 field locations nation-
wide. Its leadership team — President
Craig, Vice President Cindy, Executive
Director Ashley and Vice President of
Sales Thomas — brings over 75 years of
combined market research expertise.
C&C is distinguished by its unwavering
commitment to quality: recruiting sea-
soned professionals, maintaining rigor-
ous training standards and embrac-
ing the latest research technologies.
Each facility is staffed by experienced
specialists who follow strict protocols
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to ensure consistent, high-quality in-
sights. Whether for local engagements
or nationwide studies, Cé&rC delivers
the precision and expertise our client’s
research demands.

E-mail bids@ccmar.com

Phone 1-479-785-5637
www.ccmarketresearch.com

., eta, .
MARKETING RESEARCH SERVICES

Civicom Marketing
Research Services

Founded 2000 | 500+ employees

Annie McDannald, Global Vice President,
Marketing Research Services

Quillit is the
most accurate

Quillit..

Civicom

and secure
research as-
sistant for
qualitative data
management,

analysis and

report writing. Quillit handles the
time-consuming tasks so you can focus
on what you do best — your research.
Built to handle audio, video, tran-
scripts and survey open-ends, Quillit's
multilayer validation tools include seg-
mentation, verbatim quotes, clickable
citations and an analysis grid, along
with conversational Al to ask deeper
questions. Quickly generate first-draft
summaries from one or as many as 50
files simultaneously. Partnered with
Anthropic, Quillit is GDPR-, HIPAA- and
S0C2-compliant. Your project content is
isolated to protect privacy and security.
Our 25 years of expertise in designing
qualitative research solutions enables
us to bring you Quillit. Experience ef-
ficiency in report writing with Quillit.
E-mail inquire@CivicomMRS.com

Phone 1-203-413-2423
www.CivicomMRS.com

CULTURE WISE

INSIGHTS

Culture Wise Insights

Founded 2021 | 10 employees

Fernando Castro, M.Ed, Founder

Amanda Bagatelli, M.Ed, Communications
Director

At Culture Wise Insights, we specialize
in recruiting hard-to-reach audiences
for all types of qualitative research
studies. Whether you're conducting
focus groups, in-depth interviews or
ethnographies, our team is equipped to
find the voices that matter — no matter
how specific or broad the criteria. In
addition to expert recruitment, we
offer professional moderation services
and comprehensive reporting to
support your project from start to
finish. From gen pop to niche seg-
ments, our full service approach
ensures a seamless and insightful
research experience. Partner with
Culture Wise Insights to uncover
authentic perspectives and elevate your
qualitative research with the depth
and quality it deserves.

Phone 1-617-903-8116
www.culturewiseinsights.com

CURRENT
FORWARD

RESEARCH & INSIGHTS

Current Forward

Founded 2019
Lillian Brown and Ashley Lapin, Founders

Current Forward is a boutique con-

sumer research and insights company
that partners with leading brands to
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turn deep audience understanding into
smart, actionable strategies. With a
sharp focus on youth-centric research
and emerging cultural shifts, they
help clients reimagine relevance and
uncover new paths to growth. Trusted
by brands like Match Group, the San
Antonio Spurs and Priceline, Current
Forward delivers insights that are rich
in substance and unforgettable in form
— think immersive journeys, dynamic
websites and AV-rich storytelling that
engage teams and drive decisions. Agile
and nimble in their approach, Current
Forward brings a dedicated team — led
directly by its founders — to every proj-
ect, ensuring clarity, consistency and
the ability to thrive in ambiguity.
E-mail hello@currentfwd.com

Phone 1-512-758-3612
www.currentfwd.com

Decision Analyst
Decision Analyst

Founded 1978 | 100 employees

Jerry W. Thomas, Chief Executive Officer

Clay Dethloff, Senior Vice President, Insights
and Innovation

Qualitative research uses a flexible,
powerful set of techniques to reveal
consumers’ motivations, attitudes,
perceptions, beliefs and values.
Decision Analyst is a global marketing
research and analytical consulting
firm with more than 45 years of
experience in qualitative research and
consulting. Its moderators have
conducted thousands of qualitative
interviews and focus groups across
hundreds of industries and product
categories. Qualitative services include
traditional focus groups and depth
interviews, big qualitative, online
bulletin-boards, online and traditional
ethnography, shop-alongs, usability,
video interviews, video diaries,
in-vehicle videos and activation
workshops. It’s all about thinking

www.quirks.com
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objectively with analytic insight, so
that qualitative data can be translated
into sound, strategic recommenda-
tions. Decision Analyst explores the
rational and emotional aspects of
decision-making in B2B and B2C
categories. At Decision Analyst, our
qualitative experts recommend the
qualitative techniques best suited to
achieve research objectives.

E-mail jthomas@decisionanalyst.com
Phone 1-817-640-6166
www.decisionanalyst.com/qualitative

DIVERGENT®
INSIGHTS

Divergent Insights Pte
Ltd

Founded 2017 | ~100 employees

Rajiv Kokane, Group Managing Director
Divya Juneja, Managing Partner and Head of
Research and Insights

Divergent Insights — redefining
qualitative research with depth,
innovation and global reach. At
Divergent Insights, we specialize in
turning complexity into clarity fast. As
a trusted full-service, multicountry
market research partner with a strong
presence across APAC, GCC, LATAM and
beyond, we deliver insights that drive
real business impact. Our qualitative
expertise spans ethnographies,
in-depth interviews, focus groups,
experience-mapping, persona analyses
and creative workshops, each designed
to uncover the deeper motivations
behind consumer behavior. From
automotive clinics, FMCG to FinTech
and emerging industries, we tailor
every research project to your specific
objectives, ensuring authentic recruit-
ment, rich narratives and insights that
resonate globally. We don't just conduct
research, we craft compelling stories
and strategies that empower brands to
innovate, compete and grow with

www.quirks.com

confidence. Looking for insights that
matter? Let Divergent Insights be the
driving force behind your next big
move.

E-mail Contact@divergentinsights.com
www.divergentinsights.com

EVOLVING (x
INSIGHTS
Evolving Insights

Founded 2020 | 10 employees
Jessica Dogali, Founder and CEQ

Evolving Insights, located in Northern

N.J., specializes in nationwide qualita-
tive and quantitative research, both
in-person and online, project manage-
ment, screener design and project
moderation. Our seasoned recruiting
team excels in focus group recruit-
ment, product testing, shop-alongs,
ethnographies and more. Seamlessly
tailored to your needs, our services are
your compass to informed decision and
market dominance. With a knack for
finding the perfect participants and

a strong commitment to your success,
we deliver actionable insights that fuel
growth. Choose Evolving Insights to el-
evate your market understanding and
unlock invaluable consumer insights.
Phone 1-551-815-5626
www.evolvinginsights.net

mr
ﬁeldI I

Fieldwork

Founded 1980/Insights 1960 | 350 employees
Nikki Darre, President

Our specialties include global research,

consumer, medical devices, patients
and professionals. We will help you
reach your quota needs! CX/UX, B2B,
mock jury and whatever you need re-
cruited wherever you need it. For over
40 years Fieldwork has recruited the
highest-quality medical, business and
consumer respondents both through
and far beyond databases, using proven
methods to reach your audience. We
believe in a customized and human-
to-human approach to recruitment
and verify our in-person respondents.
Fieldwork provides unsurpassed project
management, hosting and our techni-
cally versed support staff will confi-
dently guide you through the logistics
from in-person or online to multi-
country project execution. Fieldwork
is your research partner. Focus on the
research. We'll do the rest! What do
you need? Contact me today: SarahK@
fieldwork.com.

E-mail Info@Network.Fieldwork.com

Phone 1-312-285-2035
blog.fieldwork.com/how-fieldworks-multi-

step-recruitment-process-prevents-market-
research-fraud
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# Fuel Cycle

FUEL Cycle

Founded 2007 | 150 employees
Eran Gilad, CEO

Fuel Cycle empowers
enterprises to capture
agile, qualitative in-
sights at scale through
Fuel Cycle UX, its
dedicated UX research =+ Y
platform. FCUX is
purpose-built for modern teams who

need to move fast, cut noise and scale
confidently. This Al-native platform
supports unmoderated testing, live in-
terviews, screen recordings and digital
diaries — all within one secure eco-
system. FCUX replaces manual, static
research cycles with intuitive work-
flows, clickable dynamic reporting and
automated synthesis. From prototype
testing to concept validation and ex-
ploratory qual research, FCUX powers
agile research cycles and insight reuse
at scale. Trusted by leading brands, it
turns feedback into action faster — fuel-
ing product and CX decisions.

E-mail sales@fuelcycle.com
Fuel Cycle UX www.fuelcycle.com/UX

.
globalsurvey’
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 op-
erations by making
available top-of-the-line infrastructure
setup, proven processes and highly-
trained personnel for every stage of
the operational life cycle of a research
study. Under this engagement model,
you keep control over the client inter-
action and overall management, while
we help move the project successfully
from survey scripting and data analyt-

ics, to reporting and visualization.
Engaging with us at Global Survey for
our end-to-end project management
capabilities provides multiple busi-
ness 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

29O GRG HEALTH

E = MARTLENZ

KNOWLEDGCE SERVICES

Growman Research
Group

Founded 2015 | 375 employees
Steve Orlick, Partner, Americas

+s GRG HEALTH

Powerful Market Insights
From Thousands Of

Healthcare Professionals
“ephmra 8 BHBIA Intellus

Growman Research Group (GRG),
including GRG Health and MartLenz
Knowledge Services (MKS), delivers
world-class research solutions rooted
in precision, innovation and quality.
Both business units are 1SO-certified
(20252:2019 and 27001:2022) and active
members of key industry associations,
underscoring their commitment to ex-
cellence and quality. Both GRG Health
and MKS operate globally, offering deep
health care and B2B research expertise
including access to more commonplace
to the very niche. GRG utilizes Kyrios,
an advanced in-house-built recruiting
technology incorporating AI/ML to
supplement our global proprietary com-
munities providing high-quality and
fresh respondents across 6o+ markets.
Neither organization uses partners,
ensuring full control over quality,
pace and accountability. GRG provides
services from recruitment-only to full-
service qualitative research, ensuring
100% verified professionals. Their
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shared dedication to data integrity,
consultative insight and global reach
makes Growman Research Group the
ideal partner for those seeking a differ-
ent way to deeper insights.

Phone 1-845-596-8239

www.grgonline.com
www.martlenz.com

Bl Harmon
I Researchr

Experts at Finding Quality Data

Harmon Research

Founded 2009 | 125 employees
Stephanie Vincent, Executive Vice President

r

Harmon Research

delivers qualitative
research services that
uncover the “why” be-
hind consumer behav-
ior, including special-
ized expertise in U.S.
and LATAM markets. Our specialized
qualitative methodologies go beyond
surface-level responses, providing busi-
nesses with rich, contextual insights
that drive strategic understanding of
their markets and audiences. We of-

fer full Spanish-language qualitative
services with in-house local moderators
who bring cultural nuance and linguis-
tic authenticity to LATAM research.
Our qualitative approach combines
traditional expertise with innovative
digital tools. Experienced researchers
conduct in-depth interviews, focus
groups and ethnographic studies both
online and offline, while DataDefense
quality assurance ensures rigorous
standards throughout the qualitative
process. Whether conducting one-on-
one interviews, virtual focus groups or
immersive observational studies, our
qualitative research captures nuanced
perspectives and emotional drivers that
quantitative data alone cannot reveal.
Harmon Research transforms complex
human insights into clear, actionable
recommendations that help businesses
understand not just what their custom-
ers do, but why they do it, enabling
more empathetic and effective business
strategies.

Phone 1-714-881-2590
www.harmonresearch.com
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DRIVEN BY CURIOSITY

hlo O
JTM
High Beam Global
(HBG)

Founded 2010 | 150 employees
Rajat Sahni, Founder

With more than 14
years of delivering
quality research, High
Beam Global (HBG) is
one of the top rated
market research and
data collection firms,
globally. HBG's unparallel research
experience and domain knowledge
adds an authentic layer of competitive
advantage. Our clients call us as their
“trusted global partner in success.”
HBG stands out for its unmatched ex-
pertise in audience sourcing, leverag-
ing an extensive proprietary database
of more than 10 million business deci-
sion makers across industry domains
and job functions. With in-house ca-
pability to utilize multimode research
solutions, HBG becomes a top choice
for researchers and advisors, globally.
Our team of 150 highly-experienced and
skilled researchers, interviewers/mod-
erators and project managers ensures
that each project is delivered within
timelines and with utmost quality.

We don't just help our clients acquire
insights, we strive to add value at each
level of our collaboration.

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

NHouse of
Market
Research

House of Market
Research

Founded 1976 | 8 employees
Amy Siadak, CEO

We are not just researchers; we're

your partners in uncovering the hu-
man truths behind the data. With our
nationwide reach and deep cultural
understanding, we blend qualitative
and quantitative methods to deliver
authentic, high-quality insights. From
focus groups and taste tests to in-depth
interviews and surveys, virtual or in-
person, we create space for real stories
to emerge. We provide full-service,
multicity project management, online
qualitative management and local and
nationwide qualitative and quantita-
tive services. With HMR, you gain more
than results; you gain a thoughtful
collaborator who helps you connect
deeply with your audience and create
strategies that truly resonate.

Phone 1-626-486-1400
www.hmr-research.com

AU

research

IVP Research Labs (IVP)

Founded 1996 | 5 full-time employees, many
contract employees
Bob Granito, President

“IVP Research Labs

helps you see how

people feel, react

and decide - in any

environment.” We

empower moderators

and research teams by

layering emotion and behavior-sensing
methodologies on top of conversation
- capturing what participants say and
non-consciously reveal. Our custom-
configured research labs include tools
like eye tracking, facial coding and
biometrics — all deployable in-person
or remotely. We help you minimize
distraction, maximize engagement
and uncover insights that traditional
conversation alone can't fully reveal.
Clients choose IVP when storytelling
and science need to coexist. We don’t
overcomplicate — we simply deliver
data that speaks for itself. We collabo-
rate with moderators and teams to
consult on best practices, refine tech
setup and deliver smooth, insight-rich
sessions — whether remote or in-per-
son. Let us be your research technology
partner. We uncover the “what,” so you
can focus on the “why.” Get the free
playbook www.ivpresearchlabs.com/
playbook.

Phone 1-732-970-9446
www.ivpresearchlabs.com

www.quirks.com
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RONWOD
NSIGHTS

gI'OLlp LLC
Ironwood Insights
Group LLC

Founded 2017 | 300 employees
Brad Larson, CEQ and Founder

Ironwood Insights
Group offers an in-
house, fully integrated
suite of qualitative
research services, a
rarity in the industry.
Our top-quality facili-
ties and technology-led recruiting capa-
bilities provide a strong foundation for
our award-winning qualitative exper-
tise. Ironwood's qualitative researchers
focus on asking the right questions,

in the right way to uncover the who,
when, why and how of a target audi-
ence's decision-making — context that
is vital to uncovering true respondent
attitudes, motivations and behaviors.
Whether it's focus groups, in-depth in-
terviews, ethnography or communities,
we can apply any online or in-person
method necessary to explore a range of
business issues including brand/com-
munications, customer loyalty, user
experience, concept/new product de-
velopment and refinement. Contact us
to learn more about how the synergies
of Ironwood’s full-service qualitative
practice can help clients drive deeper
insights and make more-informed busi-
ness decisions.

E-mail info@ironwoodinsights.com

Phone 1-602-661-0878, x2110
www.ironwoodinsights.com

@J\:st The Facts, Ine.”
v bedize 1 Your Cowrgetne Fdze

Sratepic Conwiting + Market Arsarch * Surers
Fecus Gaoups « Maeier ATseismers/Cl « Seoondary Research

Just The Facts Inc.

Founded 1994
Bruce Tincknell, Managing Director

& Just The Facts, Inc.”

Call 547.506.0033
prI=ye————

Quality research at budget-friendly

costs! For 30+ years clients have rated
JTF's qualitative methods as No. 1

in cutting-edge tools providing rich
insights. Our proprietary Qual-Quant™
method is a unique process that
provides actionable results. QUAL-
QUANT™ leverages the best of qual
and quant techniques to better assess a
product/service’s hidden advantages.
It's used in both B2C and B2B environ-
ments to uncover customers’ motivat-
ing actions, behaviors and decision-
making. Our tool kit uses an array of
online, tech-savvy methods taken from
both qual and quant that, blended
together, provide the most robust
insights. JTF is your “go-to partner” for
high-quality qualitative. Your research
investment leads to optimal business
strategies, achieving stronger sales,
profits and ROI. Let's discuss your spe-
cific needs, ensuring your initiatives
are aligned with customer expectations!
We listen to you! Call today for a no-
obligation consultation or e-mail info@
jtfacts.com.

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

Testimonials: www.justthefacts.com/
testimonials-x-30
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KANTAR

Kantar

Founded 1996 | 600+ employees
Caroline Frankum, CEO

At Kantar Profiles, we
know data isn’t just
numbers, its people.
Our proprietary pre-
mium online research
panels and flexible

survey solutions help
brands explore the motivations behind
the metrics. Through DIY research,
expertly managed surveys and con-
nected data solutions, we bring context
to consumer behavior across global
markets. Our empathetic approach to
survey design ensures participants

feel comfortable sharing what matters
most, yielding honest, actionable in-
sights. Whether you're exploring brand
perceptions or testing new concepts,
Kantar Profiles help you uncover the
“why” behind the data. Let us help you
connect the dots between people and
business decisions.

E-mail profiles@kantar.com
www.kantar.com/profiles

FKMR

K.MILHNE.R MARKETING RESEARCH, LLC

The Sarategic Parines fior your Gualtative & Quastiative

Ressonh Needs
@ fe

Karchner Marketing
Research LLC WBE

Founded 2003
Helen and Mike Karchner, Co-Founding
Moderators

S5TUDIO
state-of the-art

KMR is a top
qualitative
research consul-
tancy because
our interest in
respondents’
thoughts and
opinions — is genuine! Helen and

Michael care about the meanings, rea-
sons, experiences and opinions behind
the quant data and percentages respon-
dents provide. KMR's qualitative baili-
wick was built from thousands of quali-
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tative discussions and interactions
with respondents. Whether conducted
in-person, telephonically or virtually,
we embody the art of communication,
not only listening to the words spoken
but analyzing the non-verbal signals
displayed as well. We delve into every
respondent’s persona, peeling away
the protective layers ever so delicately,
navigating the emotional channels and
finally exposing the genuine cause of

a heartfelt emotion, a driving force, a
controlling action. Whether in the gen-
eral market or health care industries,
uncovering and delivering insightful
nuggets mined via interpersonal com-
munication, KMR delivers actionable
results. Let’s collaborate on your next
qualitative research study. Karchner
Marketing Research — value establishes
prominence!

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

\ KEY LIME

INTERACTIVE
Key Lime Interactive

Founded in 2009 | 50+ employees
Eugenio Santiago, President

Key Lime Interactive
partners with the
world’s leading brands
to create extraordinary
digital experiences
that drive customer
engagement and
loyalty. As a full-service UX research
agency, we specialize in human-
centered strategies that solve complex
challenges, optimize customer journeys
and fuel digital transformation. Our
core services include qualitative and
quantitative UX research, customer
journey mapping, inclusivity audits
and usability testing — designed to
align with business goals and exceed
user expectations. Trusted by Fortune
500 companies, we turn insights into
action, helping global brands deliver
seamless, impactful and memorable
experiences that set them apart.

E-mail sandra@keylimeinteractive.com
Phone 1-305-809-0555
www.keylimeinteractive.com

www.quirks.com

Murray Hill National

Founded 2013 | 35 employees
Susan Owens, CO0

We find the %

perfect people L

for your )
research project: :Ff

Clients trust Murray Hill National
with thousands of studies per year as
their research partner. In return, we
deliver valuable solutions, high-quality
recruitment and data collection for
their consumer, health care and B2B
market research needs. Specializing

in all methodologies and audiences,

we can host and deliver your results
across the U.S. For the last 25 years, the
executives at Murray Hill National LLP
have worked diligently and advanced
to one of the leading data collection
and recruitment companies in the U.S.
Our teams are committed to meet-

ing your research needs. We provide
high-quality recruitment with access
to 5 million consumers, 650,000+ B2B
executives/professionals, 750,000
physicians, nurses and more, and we
organize 150+ patient panels. Any audi-
ence, any methodology specializing in
B2B and health care. Our qualitative
services extend far beyond the tradi-
tional focus group. Our services include
online, digital, remote, home use test
and any other methodology needing to
find an audience with feedback or ex-
pert knowledge. Call us today for your
next project, your “national” recruit-
ing experts!

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

oice!

Rare Patient Voice,
LLC

Founded 2013 | 25 full-time, 20 part-time
employees

Wes Michael, President and Founder

RPV recruits patients
and family caregivers
of rare and non-rare
diseases in the U.S.,
Canada, the U.K.,
France, Germany,

Italy, Spain, New
Zealand and Australia for all types of
research. We attend patient events
and work with 6,000 referral partners
to build our panels. Over 180,000+
patients and caregivers across 1,500+
diseases/conditions are part of the
RPV community. Our qualitative team
is dedicated to sourcing high-caliber
participants who align with a client’s
research objectives. For a bid with
feasibility and costs: https://pam.
rarepatientvoice.com/; for pricing
questions or more information: sales@
rarepatientvoice.com.

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

ses rec kner

Reckner Healthcare

Founded 1991 | 225 employees
Jason Gamber, Senior Vice President

Reckner Healthcare,
now owned by
ACKWEST Group,
provides complete
first-party data solu-
tions for health and
life sciences market

research projects. From physicians

and allied health care professionals to
hospital administrators and decision
makers, we are the industry’s most
trusted health care fieldwork company,
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SPECIAL ADVERTISING SECTION

delivering the best respondents for over
30 years. With our Respondent First™
philosophy, we inspire participation
of the most insightful and knowledge-
able health care professionals. Our
client-centered approach delivers a
transparent and collaborative research
process unparalleled in the industry.
With Reckner Healthcare, your data
quality is higher, your respondents
more engaged and your insights more
meaningful.

E-mail healthcare@reckner.com
recknerhealthcare.com

INTERNATIONAL
VAREN RESEARCH™

SIS International
Research

Founded 1984 | 50 employees
Ruth Stanat, CEO

Established in 1984,
SIS International
Research is a global
market research and
consultancy firm,
specializing in quali-
tative research. We
conduct recruitment and moderation of
focus groups in our modern facility in
the Flatiron section of New York City.
Our qualitative research includes IDI
moderation, ethnographic research and
moderation of focus groups. Our firm
conducts qualitative research in over
100 countries and in 33 local languages.
We recruit and conduct qualitative
interviews with C-level executives

in a wide range of sectors including
industrial, consumer and manufactur-
ing sectors. We also deliver high-quality
reporting for brand research and in the
health care sectors. SIS also specializes
in qualitative research for home visits.
Our analysis and reporting is supported
by our strategy and consulting division.
We deliver actionable data for decision-
making.

E-mail Restanat@sisinternational.com

Phone 1-917-546-0640
www.sisinternational.com

SMARTY € PANTS

a brighter approach to insights and strategy

Smarty Pants LLC

Founded in 2005 | 60+ employees
Stephanie Retblatt, Chief Brainiac
Alisha Snow, Chief Strategist

Smarty Pants is on a mission to il-

luminate the business world with
brilliant insights, inspiring stories

and ingenious solutions. Delivering
best-in-class, human-centered qualita-
tive research is a cornerstone of that
mission. Smarty Pants’ award-winning
moderators and ethnographers lead
foundational, evaluative and longitudi-
nal research across 50+ countries. They
are known for bespoke research design
and innovative execution of both
digital and in-person methods. Smarty
Pants’ work guides product innovation,
brand positioning and marketing strat-
egies across cultures and life stages.
Global leaders in tech, CPG, automotive,
toys/games, apparel, retail, health care,
food/beverage and entertainment rely
on the team for impeccable fieldwork
and stakeholder-ready deliverables.
Named the 2024 Best Place to Work by
Quirk’s Marketing Research Media,
Smarty Pants is home to qualitative
experts with a passion for what they do
and the clients they do it for.

Phone 1-203-847-5766
www.smartypantsinsights.com
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TOUCHSTONE RESEARCH
INNOVATION & EXCELLENCE

Touchstone Research

Founded 1991 | 40 employees
Aaron Burch, CEO and Co-founder

Touchstone Research
delivers cutting-edge
qualitative research
powered by expert
moderation, innova-
tive methodologies,

in-house recruitment
and deep audience expertise. From
in-depth interviews and focus groups
to UX research, digital ethnographies
and online communities, our custom
solutions uncover rich, actionable
insights that drive strategic decisions.
We specialize in engaging hard-to-reach
groups — including kids, teens, Gen Z
and multicultural audiences — using
tech-enabled tools and tailored ap-
proaches that bring authentic voices to
the forefront. Whether exploring user
behavior, testing creative concepts or
tracking emerging trends, Touchstone'’s
qualitative team ensures every project
is designed for depth, rigor and impact
— helping brands connect with their
audiences on a more human, meaning-
ful level.

Phone 203-315-3280
touchstoneresearch.com/qualitative-research

www.quirks.com


mailto:healthcare@reckner.com
mailto:Restanat@sisinternational.com
https://www.sisinternational.com/?utm_source=Quirks&utm_medium=cpc&utm_campaign=quirks_cpc
http://www.smartypantsinsights.com
http://www.quirks.com
https://recknerhealthcare.com
www.smartypantsinsights.com

© quantilope

The Consumer
Intelligence Platform

Empowering you with 15 fully automated advanced research methodologies,
an intuitive tracking solution , and the support of research experts , plus your

own Al co-pilot, quinn * .

A/B Monadic Test
A/B Pre-Roll Test

m=  Conjoint

(=4l inColor

Chan Customization

s NPS@ @ Chart Types

Key Driver Analysis

. MaxDiff
Mental Advantage Hi, I'm quinn!.

How can | help you with your research

project?

® Hey quinn

Z  Mental Availability
Multiple Implicit
Penalty Reward

Price Sensitivity

& Segmentation

Feasan

Siﬂg|e |f'|'|p"€it o - Band 1 Biand 2 == Brand3 -« Brand4

TURF

*1 Top Technology Provider
EBGRIT .. o i

for Market Research



www.quantilope.com

What poverty in Germany means
for marketers and researchers

| By Edward Appleton

Edward Appleton explores
the impact and causes of

Germany's stagnant economy.

few years ago, if you
suggested that Germany was a poor
country, you would have been laughed
at, ridiculed. It could maybe be true at
the margins, restricted to certain seg-
ments (old people, children), but the
mainstream? No way.

Well, things are changing, and not
for the better.

Germany is losing its claim to being
a wealthy country, the “powerhouse of
Europe.”

The infrastructure is creaking, as
anyone travelling by Deutsche Bahn
will testify to. Pension and health care
systems are both on the edge finan-
cially. Germany’s demographics are
challenging the country’s once-solid
social-market-based economy. Digitali-
zation is also an area where Germany
is lagging.

Travel through any of the more for-
gotten areas of Germany — the Ruhrge-
biet, for example — and it becomes
more tangible. Boarded-up buildings
adorned with graffiti. Empty shops.
Abandoned sports grounds.

But it's not just the structurally
challenged areas. You don't have to

travel far on the S Bahn in richer
conurbations such as Munich, Berlin or
Hamburg to see similar problems. Lots
of housing stock from the 1950s — grey,
unrenovated, graffiti-adorned. To para-
phrase a quip used by the once-feted
mayor of Berlin: “Poor but not sexy.”
From the perspective of someone who
has lived and worked in Germany for
about 35 years, it's sad.

And while the German state still
has a lower debt level as a percentage
of GDP than, say, France, the U.K. or
the U.S., impoverishment is very much
present at both a personal and munici-
pal level.

Unemployment figures hit a 1o-year
high in Qr 2025, with 3 million register-
ing as unemployed. Surveys from spe-
cialist agency IAB (Institut fiir Arbeit
und Berufsforschung) suggest that it
will get worse in the coming months.

The number of companies declaring
bankruptcy has reached the highest
level since the financial crisis of 2008-
2009.

In 2024, 22,400 companies went
bust in Germany, an increase of ap-
proximately 25% versus the previous
year, according to the credit specialist
company Credit Reform (Credit Reform -
Insolvencies 2024).

More worrying, the number of larger
companies employing over 250 people
declaring bankruptcy rose a massive
44% versus the previous year.

This has a serious knock-on effect on
communities, financially and other-
wise, reducing the tax base and impact-
ing on all sorts of social, cultural as-
pects. Think local municipal swimming
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pools, or hotels/restaurants dependent
on business customers.

Deindustrialization is currently
haunting Germany. The percentage
of industry jobs considering shifting
plants and operations to geographies
outside of Germany (likely with lower
costs) has shifted radically higher over
the past three years: 21% said they
were considering moving abroad in
2022, rising to 37% in 2024 according to
regular surveys conducted by the DIHK
(Deutsche Industrie und Handelskam-
mer).

Energy costs are a massive concern,
alongside a perceived out-of-control
bureaucracy.

Confidence levels amongst the
population are also extremely low — the
Consumer Confidence Index measured
by Gfk/NIM in February 2025 was at
minus -22. It has barely recovered since
the pandemic — and a long way from
the pre-COVID-19 level of +10.

Roughly one in four Germans have
no savings whatsoever, according to a
survey carried out by ING Direktbank,
sampling 1,000 Germans in December
2023. In a comparison with 12 other Eu-
ropean countries from 2019, Germany
had the second-highest percentage stat-
ing they had zero savings — the U.K. be-
ing ranked number 10, France number
9. (Source: ING Savings Study 2019.)

But it’s not just the lowest income-
level groups that are affected. Poverty
is a palpable mind-set that is spreading
upwards, impacting those with dispos-
able income, encouraging them to save,
not to spend. For those involved in
trying to sell goods, cars and houses,

www.quirks.com
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it's a problem, with price promotions
seemingly the only marketing activity
that really works, creating a downward
spiral.

Change however might be in the
offing. Three main reasons worth

highlighting:

+ There is a new German government
expected, CDU/CSU-led, with a focus
(amongst other things) on growth,
jobs and the economy. The need for
urgent action is clear; a mandate has
been given.

* There could well be an influx of
governmental investment into the
economy - the so-called “brake on
debt” has been removed. This could
result in a boost for consumption,
however long the lag effect may
be — and a corresponding confidence
boost.

+ The vibe from the U.S. is shifting
in many ways. Like it or not — and
many in Europe seemingly do not

— the impact of this will hit all Euro-
pean countries, forcing them to wake

up. A threat? See it as an opportunity,
perhaps. Yesterday's obsessions may
not be the ones to guide a future road
map.

But for the mood music to change

broadly there will need to be a huge

and sustained effort, economic and

political, to counter the fatalistic what-

can-you-do-about-it? attitude which

one so often encounters in German

everyday life.

What, if anything, can marketing

— or even we humble market research-

ers — do to help? The topic of a whole

different article, so I will limit myself

to three common calls to action:

I’I The Harris Poll

Listen to all voices, help ensure
that all get an equal weighting in
research — for example, older age
cohorts or those living outside of
heavily urbanized areas. Ignore your
prejudicial or judgmental viewpoints
- something seemingly hard for many
in the social sciences or advertising
community to do.

* Help brands and companies get back
to their true north — the problems
they solve in people’s lives. Stress
how and where higher-level ben-
efits such as sustainability contrast
in a need hierarchy with the most
important drivers. For chocolate,
for example, get the balance right
between immediacy, taste enjoyment
and other holistic concerns.

* Innovate or encourage innovation —
in thinking, approaches, offerings,
products. A sense of mental renewal,
a sense of openness, liberation even,
often comes by seeing and trying
something different. (Not to sound
like Tony Robbins!)

Change is indeed needed in Ger-
many. Here's hoping for an imminent
upswing and shift in direction. The
country deserves it.

Edward Appleton is founder of A.IL.
Appleton Insights and can be reached at
eappleton90@googlemail.com.

Hard Data. Human Truths.

Gain the data and insights you need to make confident, informed business decisions in a rapidly

evolving world.

Rely on our trusted team of researchers, consultants, social scientists, and journalists to deliver credible,
data-driven intelligence that powers brand strategy, informs public discourse, and shapes

organizational reputation.

Understand and manage
how stakeholders perceive
your brand in complex,
shifting environments.

Schedule A Demo Today

Discover how 60+ years of research into public opinion, societal trends, and consumer
behavior—enhanced by cutting-edge technology—can give your business a competitive advantage.

www.quirks.com

Real-time brand research
providing visibility into
performance, perception,
and market positioning.

Data-led storytelling and
media-worthy insights
that position your brand
ahead of the curve.

Rapid, reliable polling that
delivers credible results
within 48 hours—no
compromise on quality.

E_%;i
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Data quality past,
present and future

| By Tom Burdick

hen I first started out in the market research industry in the late 1990s
we collected all of our data using pencil-and-paper surveys, which were packaged in
large boxes and mailed out to our executive interviewers. They were used to collect
. data for high-level financial consulting which was used to rate institutional inves-
B2B researchers can R tors, plan sponsors and banking executives, among others. The ratings impacted these
data quality by using realistic financial professionals’ compensation and bonuses, so data quality and accuracy were
. . . critical.
incentives for executives, Back then, the task of printing the thousands of color-coded questionnaires, bank
designing inteﬂigent screeners, lists and supporting materials and then packing the boxes for shipments sent around
. the world was physical and tedious work. The executive interviewers who sched-
keeplng surveys short and uled and administered each interview were critical for ensuring they spoke to the
utilizing fraud detection correct respondents and collected accurate and reliable data. There was little doubt
about the authenticity of the respondent or the data they were providing. But it was
software. expensive and time-consuming from start to finish. Fast-forward 30 years and much
has changed in terms of how data is collected, but the importance of high-quality, ac-
curate data is as important as ever.

Because the go-to methodology for data collection has changed dramatically since
the pencil-and-paper days (and especially over the last decade), the biggest challenge
we face in 2025 is trusting the authenticity of the respondents in our dataset. This
is especially true with regard to B2B research. Online methods have eliminated the
built-in principal validation mechanisms of in-person (and to some degree, phone
methodologies). The ease of joining and the ubiquity of online panels has lowered
trust and fueled an entire sub-industry of data quality fraud detection platforms and
software. They can detect bots, mismatched geography, duplicate entries, keystroke
anomalies, Al-generated open-ends and much more! The funny thing though, is that
data quality seems to be only getting worse. That's not to say these tools aren't impor-
tant to the data quality landscape. They have some limitations and can't always stop
intentional fraud (hello Op4G).

Fighting data fraud and providing high-quality online data is the most important
issue the market research industry is facing today. And as I've written previously,
good online data quality takes a community approach (“Data fraud: A threat to mar-
ket research,” Quirk’s e-newsletter, May 5, 2025). All is not lost. I'm hopeful that this
community approach, with key stakeholders involved, and the continued introduc-
tion of new technologies will ultimately prevail. In the meantime, let’s highlight a
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few things that we can all do now to
improve the likelihood of collecting reli-
able, good-quality data.

+ Stop expecting that VP- and C-level
B2B executives are going to partici-
pate in your survey for $20 CPIs and
it's going to yield quality responses.
After the panels take their cut and
prices are marked-up, how much do
you think the incentive going to the
respondent really is? $5? $10? That
is just not going to move the needle
for these busy professionals making
six-to-seven-figure salaries. If you are
trying to get CEOs at enterprise-size
companies for $20, that should raise
suspicions. But completing interviews
with them at that rate should be con-
sidered Defcon 1 for your research.

If budgets and timelines allow, don't
be afraid to use telephone for your
data collection. It exponentially
increases the likelihood that the right
person is answering your survey and
a well-trained interviewer can deliver
better data than a self-administered
online survey. This human element
can't be replicated online.

Stop with the poorly designed screen-
ers that telegraph to the respondents
how to qualify, basically escorting
fraudsters right into the survey by
making it obvious what the topic is.
Construct an intelligent screener that
disguises who you want to interview,
thus increasing the chances that only
qualified respondents make it in and
not those just trying to earn an incen-
tive.

Stop with the long and repetitive
surveys that take too much time for
busy professionals to complete and
that ask the same questions over and
over again. Convince your clients that
they can get the most important data
within 15 minutes. Shorter surveys
lead to better conversion rates, fewer
dropouts and higher-quality data.
Then implement techniques within
the survey to identify and terminate
fraudulent respondents.

Do utilize fraud detection software,
both before respondents hit your link
and within the survey itself, to detect
and block things like bots, automation
software, duplicate devices, duplicate
IP addresses, location mismatches and
other distinctive rogue issues.

+ Do use multiple sample sources on

www.quirks.com

each project to reduce the risk of a

single source tainting the results.

Multiple sources improve the speed,

reduce bias and allow for more flex-

ible and proactive sampling (i.e.,

remove/replace bad apples). Reputable W R I T E FO R
sample aggregators can accomplish

this very effectively. I
Do make sure you are using an

experienced and knowledgeable field

manager/field team who can often

help save a project from disaster due

to poor design, technical issues or the

like. The industry seems awash with Quirk’s is looking for

young field project managers, who interesting, objective

although well-meaning, often lack .
. ) articles on all aspects
the experience needed to proactively

identify red flags and take quick cor- of marketing research
rective actions. and insights.
+ Always do a soft launch and then
thoroughly review the data to make
sure areas like the survey logic, brand

awareness, revenues, etc., are all Demonstrate
making sense. Look for fraudulent re-

sponses and tell the field team so they your thou_g ht
can remove the source. Do not wait IeaderSh | p!

until the end to review data. Anoma-
lies or irregularities in the data can
most effectively be addressed before E - E

fully launching a study so that the T

foundation is stable. Waiting to the ‘- .
end only creates stress and delays for n

all parties involved.

Reduce the potential for disaster
While these actions won't always solve
the problem of poor data quality and
fraud, together they help move things
in the right direction and reduce the
potential for disaster. Being diligent and
realistic about project specs and expecta-
tions will also help. Construct your
survey with fraudulent actors and lazy
respondents in mind so your founda-
tion is strong. Use common sense. If you
want high-quality data, expect to pay
for it. The other alternative is to go back
to the quaint world of pencil-and-paper
surveys for face-to-face interviewing.
Not me! I'm happy to leave the 1990s in
the past where they belong — although I
still enjoy watching reruns of “Friends”

and “Seinfeld”! @

Tom Burdick is vice president at Eleven
Market Research. He can be reached at
tom@elevenmr.com.

July/August 2025 // Quirk’s Marketing Research Review 39


mailto:tom@elevenmr.com
mailto:editorial@quirks.com
http://www.quirks.com
https://www.quirks.com/pages/become-a-quirks-author



http://www.quirks.com

DIVIDE

CONQU

HOW TO UNLEASH THE
POWER OF SEGMENTATION

ased on data from its call

center, a warranty com-

pany thought its market

was predominantly female.
However, when that company commis-
sioned marketing research, it found
that its customer base was actually
largely male. While the family mem-
bers responsible for maintaining the
warranty were typically female, those
who made the decision to purchase
the warranty in the first place were
typically male. This information led
the company to abandon plans for a
major marketing campaign targeting
women — which, it now understands,
was not warranted and would not have
been effective.

How was that possible?
Segmentation! Segmentation is the
process of dividing a customer base
into distinct groups that share com-
mon characteristics or behaviors.

It relies on advanced analytics to
identify patterns within consumer
data, ranging from psychographic and
demographic attributes to behavioral
and transactional indicators. Using
statistical modeling and clustering al-
gorithms, segmentation sorts through
this data, moving beyond basic catego-
rization to unveil nuanced consumer
personas that drive strategic decision-
making. This enables businesses to tai-
lor their marketing, product develop-

www.quirks.com

ment and engagement more effectively
to specific consumer groups.

For organizations, a segmentation
project offers several unique advan-
tages for targeting existing consum-
ers. More thoroughly understanding
consumers means identifying ongoing
pain points. For example, if a segment
prefers to use a mobile app to engage
with the company rather than call-
ing, then offering a mobile app can
increase brand loyalty, make custom-
ers feel valued and drive higher Net
Promoter Scores or word-of-mouth
advertising.

Segmentation also sharpens your
approach to acquiring new consumers.
Understanding what messaging might
convert consumers to your organiza-
tion is only one part of getting new
business; the whole picture also
involves understanding the channels
through which potential consumers
might convert. For example, if your
customers tend to convert online, you
may put more momney into your web
presence and reduce costly brick-and-
mortar stores. Matching your consum-
ers’ preferences and expectations to
the right channel proportions can
significantly enhance engagement,
reduce friction in the purchasing
journey and increase overall ROI by
increasing revenues and decreasing
costs.

By Kyle Rawn and Lindsay Roberts

NOT THE SAME

At its most basic level, segmentation
relies on one fact: Your consumers
are not the same. Consumers within
a market can vary in terms of their
attitudes, behaviors and demograph-
ics but also differ in what messages
might be most important and how you
might reach them. Different groups
of consumers within a given space
or segment may also be more or less
profitable than others for your orga-
nization.

Defining different consumer seg-
ments within a given space based on
shared characteristics is one of the
ways to keep your organization rel-
evant and moving forward. The same
things that make consumer segments
unique will determine your marketing
strategy. If your company provides a
large portion of its products or servic-
es to college students, taking out ads
in a print newspaper is likely frivo-
lous. Likewise, if your highest-paying
consumer segment prefers to listen to
the radio, ads on a music streaming
service are probably not the best way
to reach them. To understand how to
reach, convince and ultimately gain
consumers, you need to understand
what they value, why they purchase,
who they are, when they can be con-
vinced and where to reach them.
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TIP #1

USE VALIDATED SCALES WHERE APPLICABLE AND
CONSIDER SEGMENTING BY ACTUAL BEHAVIOR RATHER
THAN JUST INTENT.

The information you want will
guide the types of questions that are
asked, which will then determine
the insights you are able to glean
from these consumers. Psychographic
questions should explore motivations,
values and preferences without lead-
ing respondents. Behavioral segmenta-
tion benefits from self-reported habits
and purchasing patterns, which you
should cross-validate whenever pos-
sible. Demographic questions should
be specific to allow for meaningful
comparisons. Geographic and firmo-
graphic data should account for re-
gional nuances in consumer behavior
and business needs. Regardless of the
data being collected, it is imperative
to collect data accurately and ethi-
cally.

Ensuring data quality requires
you to take a strategic approach to
question design and survey length.
Avoid questions that apply only to
small subsets of consumers, as this
can lead to gaps in data and limit
the ability to analyze broader mar-
ket trends. Instead, use follow-up
questions selectively, reserving them
for areas where deeper insights will
meaningfully impact segmentation.
It is tempting to ask every possible
question but overloading respondents
with too many questions can result
in lower-quality data and reduced
engagement. Moreover, questions with
large amounts of missing data can
pose difficulties with data wrangling,
cleaning and analysis in later stages.
Prioritize questions that directly con-
tribute to defining distinct segments
rather than collecting excessive,
non-essential information, especially
from only some of your respondents.
By aligning questions with specific
segmentation goals, businesses can
ensure their data remains actionable

and their understanding of consumers
stays sharp.

TIP #1: Use validated scales where
applicable and consider segmenting
by actual behavior rather than just
intent, as consumers’ purchase deci-
sions may differ from their survey
responses. Additionally, ensure data
sample diversity and representative-
ness to avoid skewed insights that
disproportionately reflect a subset of
the market.

TACKLE THE NUANCES

Now that you have identified the
questions you want to ask and the
questions you want your segmentation
to be built on, you must ensure that
you are prepared to tackle the nuances
of the data. Demographic data is some
of the most sought-after and may help
draw out consumer insights but it can
also be difficult to work with. That’s
because demographic data comes in
all forms (e.g., continuous, nominal,
ordinal) that may need to be recoded
or reverse-coded and can have large
variances when compared to another.
Each of these unique, inherent nu-
ances may cause segmentation models
to be incorrect, inaccurate or, worse,
invalid. Although each requires a tai-
lored approach, having a plan in place
ahead of time will mitigate any severe
data-related problems.

Once your data is collected and
cleaned, you are ready to begin the
technical aspects of the segmentation
process. The first step is to construct
a number of factors that will help dif-
ferentiate and identify your consumer
segments, which are integral to seg-
menting your consumers. This process
involves trial and error, as well as
flexibility about what data to include.
There are multiple ways to construct
and identify these factors, commonly
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using a modeling approach called
exploratory factor analysis. This
approach can help identify what ques-
tions or data might be removed from
or added to the model, the relative
importance of each question or data
point, what the underlying factor
structure should be, whether factors
are orthogonal and, ultimately, what
latent concept each factor represents.

For example, if you added 20 ques-
tions into your exploratory factor
analysis and the analysis identified
four different factors, the next step
should evaluate how questions are
grouped together, such as if there are
questions that do not go well with the
others, and confirm that each factor
explains a unique amount of variance,
separate from the others.

Perhaps you noticed that one of
your factors is comprised of three
questions asking about how the con-
sumer prefers to communicate with
your organization and one question
asking about the degree to which the
consumer wants to be included in de-
cisions. You could consider this factor
one of consumer “involvement.” This
process continues until all your key
factors are sorted and identified.

Cluster analysis is the recom-
mended way to put your consumers
in larger groups. Based on a set of al-
gorithms, consumers will be grouped
into segments that are similar in
scores on your key factors. Although
there are different cluster analyses,
one question is always asked: What
is the correct number of clusters?
Unfortunately, there is no one answer
for all segmentations. The correct
number for you is based on the over-
lap, or lack thereof, between the clus-
ters. Although cluster analysis is an
objective assessment of the data, this
also requires some subjective evalu-
ation on the part of the researcher.

If your cluster solution has too many
segments, you may have too much
overlap between segments.

Identifying the perfect amount of
overlap, along with the ideal number
of consumer segments, requires time,
effort and experience. The best way
to get started is by using a software
approach to get you in the ballpark.
From there, it's up to you, the data
and lots of time. To compare different
cluster numbers or cluster solutions
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TIP #2

BE AWARE OF HIGHLY NICHE OR
POLARIZED CONSUMER SEGMENTS!

(e.g., to compare a six-segment solu-
tion to a seven-segment solution),

you can begin by assessing differ-
ences in scores on the key factors you
constructed. If there are still several
competing solutions, it may be worth-
while to bring other data points —
such as other psychographic measures,
behaviors or even demographic ques-
tions or other questions that may have
almost made the cut — into the factor
analysis.

As you are evaluating a potential
solution, it may become apparent that
there is too little or too much over-
lap occurring and that solution can
be disregarded. This process repeats
and continues until the best solution

among the competing solutions is

O walr.

www.quirks.com

identified and you have your consum-
er segments. Lastly, get the software
to implement that solution and bucket
your respondents into their respective
segments.

TIP #2: Be aware of highly niche or
polarized consumer segments! For ex-
ample, if your organization provides
a service, you are probably familiar
with a group of consumers who can
be either extremely pleased with your
service or extremely displeased with
it. These segments can be highly dif-
ferentiated from your other segments,
although not always in a good way.

LASTING IMPACTS

We highly recommend involving key
stakeholders from across the organiza-

don’t let

tion to ensure that every part of the
Pprocess is a success. However, this is
an especially important step at which
to include other stakeholders, as the
decisions made here will have mean-
ingful and lasting impacts on the
entire organization and often require
data or insights from each department
anyway.

With your key factors defined and
segments determined, you're ready
to generate actionable insights.
Identify your segments’ scores on
key differentiating factors and then
start assessing each segment’s scores
on every other data point that you
collected. Looking at each data point
broken down by segment may lead
to unexpected or unanticipated
insights. For example, you may have
expected that the different segments
of your customer base view financial
aspects differently, but now, you can
sort through the data for less obvi-
ous information. Does one segment
insure their household electronics at
much higher rates than others? Does
one segment switch providers con-
stantly? Does one segment tend to join
your customer base from one specific

’2‘1

data collection
hold you back.

tAp into unmatched

efficiencies with walr.

July/August 2025 // Quirk’s Marketing Research Review 43


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

company or organization? As you
filter through your data, you may find
trends that were not exposed while
determining your key factors or your
segments.

In constructing your segment pro-
files, keep in mind that information
does not exist in a vacuum. Consider
understanding unique segment differ-
ences alongside broader, contextual
information. For example, if there is a
segment that: a) spends more on your
product’s or service's category in gen-
eral; b) has the highest income; ¢) and
has fewer financial responsibilities
in their lives, that segment is likely
of higher priority to your organiza-
tion than a segment that is unaware
of your product or service, has the
lowest income and has more financial
responsibilities. Using a simpler, more
straightforward approach, such as
relative indexing, or a more sophis-
ticated approach, such as regression-
based modeling, you can rank-order
your segments based on their scores
on whatever data points your organi-
zation prioritizes most.

Always consider segment overlap
and preference together! Perhaps one
of your less-attractive segments also
happens to highly overlap with your
most-attractive segment in that they
spend the most hours watching a
particular television show. Although
you may not be attempting to directly
target the less-attractive segment, you
could increase your marketing spend
in this instance, due to the marketing
phenomenon called the spillover ef-
fect. By targeting the most-attractive
segment, you will also inherently con-
vert consumers of the other segment
— the spillover effect.

TIP #3: Visualize your informa-
tion! These segment profiles contain
the exact information foundational
to why you conducted your segmenta-
tion — make sure to engage others and

TIP #3

VISUALIZE YOUR INFORMATION!

display information in a variety of
ways.

EFFICIENT AND EFFECTIVE
Using the information surrounding
your newly created segments, you can
tailor messaging, creative strategies
and media placement to ensure that
the right message reaches the right
consumer at the right time. Combined
with such strategies as digital ad tar-
geting, personalized e-mail campaigns
or strategic media buys, segmentation
provides the foundation for more effi-
cient and effective marketing efforts.
Your brand can focus resources on

the consumers most likely to engage,
convert, and remain loyal - maximiz-
ing ROI and strengthening market
positioning.

Segmentation should not be seen as
the end of the entire process but in-
stead as the beginning of a whole new
one. In addition to giving you invalu-
able information about the market
and the consumers in your category,
segmentation can also provide in-
formation on what new product or
service lines could be introduced and
how they may integrate with your
organization’s current portfolio. This
opens the door for other marketing
exercises, such as A/B testing or con-
cept testing, to include ways in which
you may best reach your consumers

about this new product or service line.

Through small-scale pilot testing, A/B
testing can highlight which would
be the preferred service offering. All

TIP #4

DICHOTOMIZE YOUR CLASSIFICATIONS!
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of this is an extension of your initial
segmentation efforts.

LAY THE GROUNDWORK
Segmentation is valuable beyond
informing marketing and advertising
strategies in the present. One way to
ensure its continued usefulness is to
create a tool that can help determine
segments in future research. A classi-
fication tool, also called a typing tool,
is an instrument that can determine
a consumer’s segment based on a few
key questions or elements. It allows
future research to focus on gathering
other insights while still being able
to determine which segment consum-
ers belong to. Rather than running
the whole segmentation again, you
can send a shorter questionnaire to
more respondents to classify them and
assess your strategic marketing and
advertising goals.

There are multiple methods for
constructing the typing tool or clas-
sification tool; your specific circum-
stances dictate which method would
be easiest, most accurate and the most
logical to use. No matter what you
use, the goals should be: a) not re-
segmenting respondents but using the
new model to extend the old model to
predict the classifications of the new
data; b) optimizing the trade-off be-
tween number of questionnaire items
and accuracy of classification; and c)
creating a repeatable and verifiable
model.

Thanks to the evolution and refine-
ment of large language models (LLMs),
you may even create typing tools in
web-based interfaces. For example,
it is possible to use LLMs to integrate
a typing tool into a survey platform,
such that consumers are segmented,
based on previous data, before they
even complete the questionnaire.
However, it is imperative to have your
researchers check every aspect of the
process, as these technologies are still
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in their infancy and are known to
make mistakes.

Do you need a lot of items
to create a reasonable degree of ac-
curacy? Dichotomize your classifica-
tions! You may consider reducing your
classification scheme from the overall
number of consumer segments to in-
stead be a binary o/1 variable, where a
value of o would indicate not belong-
ing to a target segment and a value of
1 would. Because multinomial logistic
regression is an extension of the sim-
pler binary logistic regression, your
analysis remains the same, yet model
accuracy drastically increases.

DEFINING THE MARKET

Another advantage of segmentation is
that it permits you to size your mar-
ket. Market-sizing is an estimate of
the potential customer base for your
product or service, which helps your
organization understand its place in
the competitive space, provides an
honest assessment of where you are
and identifies growth areas. This is

a standalone process, although it is
often integrated with a segmentation
effort.

Coming Soon

Through real-world case studies and

Markets can be sized by different
metrics, such as number of custom-
ers or revenues. Each method offers
distinct insights into the market and
its impact on your organization. For
example, if you were interested in
selling a product to male consumers
over 18 in the United States, you may
start your market-sizing with the
most recent U.S. Census estimates for
that population (165 million in 2024).
Taking it a step further, if you knew
that one in every five men bought
this product once in their lifetime, for
an average price of $30, the market
size in terms of revenues would be
$990,000,000. Although this is a sim-
plistic example, this is the basis for
market-sizing.

Often, market-sizing is overlooked
due to misconceptions or assumptions
about the market. However, one way
to convince stakeholders to pursue a
segmentation project is to discuss the
additional advantages, without any
downsides, of a market-sizing analy-
sis. For example, market—sizing gives
your organization critical informa-
tion as to how many consumers are
in the total addressable market for
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your product or service. Presenting
this information can help frame the
information provided from a segmen-
tation. When you know how many
customers are in your market, you
can generalize those estimates to how
many customers or revenues may exist
in each segment. In future segmenta-
tion efforts, this can provide specif-
ics about how well your marketing
approaches worked. In most cases,
the data already being collected for
segmentation, along with third-party
data, can get your organization to an
estimate of your market size.

Two of the most common approach-
es of market sizing are the top-down
approach and the bottom-up approach.
With the top-down approach, you have
the widest part of your market at the
top, such as the population of a given
region. As you work through your ap-
proach, you apply filters and become
more specific, such as a certain age
group within that region. Continue
this process until you have reached
the most specific target demographic
of interest. The last step in a top-down
approach is determining the portion

unpACKED

Predict Packaging That Sells

Alex Hunt and Matt Salem
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TIP #5

ONCE YOU HAVE YOUR OWN MARKET SIZE FOR YOUR
COMPANY, YOU CAN ALSO COMPUTE MARKET SIZES
FOR YOUR COMPETITORS.

of the final number that your organi-
zation occupies.

As a hypothetical example,
Company A is interested in a top-
down approach for its hockey skates.
Beginning at the broadest part,
Company A is willing to do business in
Canada and the U.S., which equates
to 366,576,000 people. From there, we
can add filters and increase specific-
ity. Sources estimate that 11.6 million
people are engaged in ice skating
sports, with nearly 2.5 million play-
ing ice hockey. If we extrapolate that
percentage from the U.S. to Canada,
while increasing it for Canada’s gener-
ally longer, colder winters and higher
levels of winter sports participation,
we get 3.09 million people between
the countries. Lastly, hockey requires
more gear and has a higher likelihood
of individuals owning their gear ver-
sus renting. Applying a conservative
filter of 95%, with 5% renting, our fi-
nal market size is 2.94 million people.
If Company A sold 300,000 units, we
can estimate that it would own 10.2%
of the market.

The bottom-up approach is nearly
the opposite: You start with your
organization’s revenues or customer
base and generalize it “up” a step
or two. Commonly, the last step in a
bottom-up approach is calculating the
number of people or the number of
revenues in your target demographic.
Although this approach relies heavily
on survey and internal data, there are
fewer assumptions to be made and the
assumptions to be made have a higher
degree of accuracy. Keep in mind that
generalizing too far is inaccurate and
unnecessary (e.g., there is no need to
calculate your way to the widest part;
the U.S. census already provides that).

Now, the bottom-up approach,
although sharing some of the same

steps, will be much more targeted and
precise than the top-down approach.
Using a combination of data collected
from our survey and third-party in-
formation, Company B has determined
that it owns 14% of the market for
consumer electronic insurance. With
a customer base of 780,000, Company
B can generalize up a step to deter-
mine that the relevant market size

is approximately 5,571,000. Company
B can do the same for revenues by
extrapolating the ratio of its share of
the market to the relevant market size
overall.

Each approach has its own advan-
tages. With the top-down approach,
you can use very detailed information
about your market and tailor it as
you see fit. If there’s an estimate for
the filter you want to provide, you
can simply keep adding filters until
you have reached your desired target
demographic. However, the more fil-
ters you add, the more you introduce
what is called measurement error,
or the amount of difference between
the numbers you used and the exact
number. The bottom-up approach may
serve as the inverse. Although it relies
more on your organization’s specific
data, it also more strongly controls
the measurement error in your ap-
proach; if your organization sells a
product, it’s likely you know, within a

very small margin of error, how many
customers you have.

TIP #5: Regardless of approach,
once you have your own market size
for your company, you can also com-
pute market sizes for your competitors
if data surrounding their sales or con-
sumer base is known, a process known
as competitive market-sizing.

A STRATEGIC IMPERATIVE

Consumer segmentation is far more
than a data or questionnaire exercise.
It is a strategic imperative that em-
powers your company or organization
to understand its audience deeply,
engage them meaningfully, and grow
intelligently. The process demands
rigor, cross-functional collaboration
and continuous refinement but the
payoff is clear: smarter decisions,
stronger connections and sustain-
able success. As markets evolve and
new tools emerge, so too must your
segmentation efforts — ensuring that
your organization remains not only
relevant but also resonant with the
people who matter most.

TIP #6: Even outside of macro-level
events that may disrupt markets and
purchasing behaviors, such as a global
pandemic or economic recession,
segmentations wear out or become
outdated due to constantly changing
marketplace conditions. Make sure to
refresh your segmentation every so
often to keep up! (0]

Kyle Rawn and Lindsay Roberts are senior
research managers at MMR Strategy
Group. They can be reached at krawn@
mmrstrategy.com and at lroberts@
mmrstrategy.com.

TIP #6

MAKE SURE TO REFRESH YOUR SEGMENTATION
EVERY SO OFTEN TO KEEP UP!
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e synthetic data

When does
good data
go bad?

The shelf life of an Al synthetic panel

| By Rasto Ivanic

Temporal decay of accuracy is a
major driver of expected economic
returns from investing in a

synthetic respondent panel.
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Are surveys that require humans to answer researchers’ questions still
necessary? Do the expense and time commitments needed to execute
traditional market research justify the value that survey research
provides? Or is gen Al technology at the point where traditional survey
research can be replaced by cheaper and quicker querying of synthetic
panels? This article explores the economics of the two alternatives. It
offers a framework and a few rules of thumb for researchers who may
be considering which option is more appropriate for their specific use
case.

We propose that the economics of a reliable synthetic (aka gen AI)
panel depend on a few key factors: the accuracy of the initial panel
training; the decay of the panel's accuracy as the world around it
changes over time; and the number of ad hoc surveys the synthetic
panel replaces.

Connect with consumer preferences

The success or failure of industry innovators, marketers or product
designers ultimately depends on their ability to connect with consumer
preferences. Unsurprisingly, they rely on many tools and techniques to
uncover and understand consumer decision-making preferences before
committing millions of dollars to market a product.

Synthetic panels and Al-generated virtual avatars are a new ap-
proach to understanding consumer preferences. Trained on human
data to answer customer insight questions, they offer flexible and near-
instantaneous access to virtual consumers with the promise of helping
researchers receive answers to their questions faster and potentially
more cost-effectively than traditional ad hoc panels, focus groups
or live interviews. The ability of synthetic panels to mimic human
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consumer responses is rapidly developing and it is expected that their

prediction accuracy will continue to approach that of human panels.

However, innovative marketers and product designers do not devel-
op new products in static environments. Consumer preferences change
over time, sometimes frequently and often unpredictably. The benefit
of conducting market research with human respondents is that tempo-
ral changes in consumer preferences are embedded in every new batch
of collected data. Alternatively, data collected from a synthetic panel
trained on human data at a prior point will eventually become obsolete
unless the synthetic panel is continually trained and re-trained over
time.

The purpose of this article is not to argue for or against the merit of
synthetic panel data as a research method. Instead, it offers a frame-
work for marketers and researchers to think through their decisions to
invest in synthetic panels versus conducting ad hoc human surveys.

Why synthetic respondents matter

Synthetic panels offer a substantial opportunity to simulate data that
would normally need to be collected - often at great cost — from sur-
veys and in-person interviews. Intelligent synthetic panels thus offer
an opportunity for researchers to ask follow-up questions and test hy-
potheses that evolve dynamically. This technology is particularly useful
when human respondents are difficult or expensive to reach on topics
closely related to the data sets used to train the synthetic panels.

The costs of constructing well-trained synthetic panels are not
trivial. Even when data processing is fully automated, recruiting and
compensating human subject-matter experts needed to train a syn-
thetic panel can cost anywhere from $20-$50 per recruit for a general-
population panel and $200 or more per recruit for B2B respondents or

www.quirks.com

other highly specialized panels. This makes
building a synthetic panel that can answer
questions beyond a trivial ChatGPT inquiry a
sizeable investment of thousands, if not tens
of thousands, of dollars.

Therefore, market researchers should care-
fully consider the return on their investment,
understanding that there are alternative
approaches to collecting data, such as surveys,
interviews or other primary research meth-
ods. These alternatives, however, have the
disadvantage of delivering insights one time
only and do not lead to creating a productive
asset (synthetic panel) that can continue to
answer questions and provide insights more
than once.

To make an informed decision, we intro-
duce a framework that could help decision-
makers determine which of the two ap-
proaches may be a better investment of their
customer insights dollars: building a robust
synthetic panel (an asset) or commissioning
human-only market research (an expense)
when and as needed. Framing the two alterna-
tives as a one-time investment into an asset
versus a series of expenses over time allows us
to apply a simple decision-making framework
to determine which strategy offers a greater
economic benefit to the business.

Understand underlying drivers

Before discussing economic returns, we should
understand the underlying drivers of value
for market research and, by extension, the
value of a synthetic panel or an ad hoc survey.
In market research, we ask customers ques-
tions to understand their preferences and
make accurate predictions about their future
behavior. We often plan to invest significant
resources into making a product a market
success and asking smart questions of consum-
ers is a way to hedge our bets and de-risk our
decisions.

Prediction accuracy, or being able to rely
on model data and the stories it tells, is the
main objective of any market research we do
— whether with human or synthetic respon-
dents. If we believe that a synthetic panel is
an investment, it should continue to have val-
ue and deliver precise predictions over time
and, ideally, the investment into it should be
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no greater than the aggregate value it
produces over its multiple uses until
it becomes obsolete. In that respect,
synthetic panels can be thought of

as any physical or financial asset. A
bridge built a hundred years ago may
have lost its value and function and
need to be replaced even if it was
meticulously maintained. Financial
investment needs to produce risk-
adjusted interest over time greater
than the inflation rate during that
period or it will become less valuable
as time passes. Synthetic panels, we
argue, behave much like other assets
with their present value decreasing
over time. At a minimum, the cost of
building and maintaining a synthetic
panel should be lower than the total
cost of all ad hoc surveys that would
have been conducted in the absence of
the synthetic panel asset.

Therefore, we propose that the de-
cay of accuracy of any synthetic panel
should be considered when investing
in it, much like we consider mate-
rial decay over time before building
a bridge or an inflation expectation
before acquiring a financial asset.

Before discussing training accu-
racy decay, let’s first talk about the
other key driver of the synthetic pan-
el’s return on investment: its initial
training accuracy. Just like a bridge
is at its best right after it is built, its
“best” may or may not be good enough
to pass the initial inspection and
allow cars to drive on it. Park et al.’
show that a well-constructed general
synthetic panel can be quite accurate
relative to the answers obtained from
its human “trainers.” The accuracy
of a synthetic panel, however, is not
guaranteed to be high for all panels
equally. Using a synthetic panel to
answer questions about pulmonary
disease diagnoses will not perform
well relative to answers given by
pulmonologists if the synthetic panel
was constructed from a general popu-
lation that knows nothing about how
lungs function.

Initial training accuracy — or
the match of the synthetic panel’s
responses to questions asked by
researchers compared to answers to
the same questions given by its hu-
man counterpart at the time of model
training - is as important and pos-
sibly an even more powerful driver

of the panel’s future
prediction accuracy
than its natural de-
cay over time. Which
of the two drivers
affects the econom-
ics of the synthetic
panel asset over time
likely depends on
many factors such as
the specific research
topic, the quality of
the modeling, the
quality of human
training data, etc.
Different research
topics will likely
behave very differ-
ently over time: the
current state of pul-
monary diagnosis is its human model
probably more stable
over time than, for example, the pop-
ulation’s preferences in pop music.
Therefore, getting the initial accura-
cy of the pulmonary synthetic panel
right is probably the more important
factor driving its ROI. Alternatively,
taste in music is much more fluid and
unpredictable, so even the most ac-
curate initial synthetic panel may not
help make good predictions just a few
months later. Whatever the relative
importance of temporal decay and
training accuracy may be, we propose
that both of those forces are at play
and that they are orthogonal to each
other as independent variables. They
shape the investment thesis for any
synthetic panel independently and
simultaneously.

Accuracy and decay framework
To make our framework applicable,
we need to establish a generally ac-
ceptable benchmark to which we can
relate the performance of synthetic
panels over time. Fortunately, in
consumer research, we have a readily
available benchmark in human data.
There are established best practices
on how to measure accuracy, error,
biases, etc., for example, as used by
Park et al. While discussion of mea-
surement approaches and best prac-
tices is an important area of research,
it is not our focus here.

Keeping the concept of temporal
decay and training accuracy simple,
we first illustrate it visually with

50  Quirk’s Marketing Research Review // July/August 2025

-2

Human Synthetic

Figure 1: Day 0 with an accurate fit between synthetic panel and

simulated data and then propose its
possible generalized functional form.
In our illustrations, each data point
represents an answer provided by
either a synthetic respondent (col-
lectively a synthetic panel) or by a
human (collectively a human panel).
A data point may represent any pos-
sible survey answer, from a simple
Likert-scale answer or a natural text
response reduced to a two-dimension-
al vector. Note that in all illustra-
tions, the human benchmark data is
presented in orange and synthetic
data is in purple.

As a starting point (Day o), imag-
ine that we could construct a syn-
thetic panel model that would answer
all research questions as accurately
as a human panel. Further, from
the aggregate data perspective, the
outputs of the two models would look
indistinguishable in their means and
variances. Figure 1 shows what such
an accurate match could look like at
the time immediately after the syn-
thetic panel is constructed to match a
human panel at that point in time.

It is, of course, hardly realistic
to expect that we could construct a
synthetic panel with a 100% match
between it and its human starting
point. Therefore, a more realistic
starting point would look like some-
thing we illustrate in Figure 2. Here,
we see a small systematic bias (mov-
ing the synthetic answers toward the
top-right quadrant) and different
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Human Synthetic

Figure 2: Day 0 with less-accurate fit between synthetic panel

and its human model

variance resulting from error which
any model will be subject to, includ-
ing gen AI. Note that the variance in
synthetic data is smaller than human
data variance. In practice, the vari-
ance may be greater or smaller but

in our experience, synthetic respon-
dents tend to provide answers more

centered at the mean
with less variance.

It is possible that
future models will
do a better job of
simulating variance
closer to what a
human panel would
provide without
excessive hallucina-

(X}

tion. However, today
it is more likely that
a synthetic panel
will yield more uni-
form data than that
coming from human
answers. As an illus-
tration of how data
variance may differ
between synthetic
respondents and hu-
mans, see results of
our earlier experiment’ in which we
compared synthetic panel responses
to human survey data.

Figure 2 still shows that the fit
between the two models is good — syn-
thetic responses are contained within
the bounds of human answers — but
the synthetic panel is less accurate.
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Over time, as the world around con-
sumers changes and humans process
and adjust to new information, they
also change how they would answer
the exact same questions that were
asked before. Park et al. have shown
that with about two weeks between
the same two exercises, human
answers show inconsistencies. They
exhibit an “error.” A part of this error
may be truly random - due to humans
being inattentive or making mistakes
- but part of it may be due to humans
updating their decision criteria.
Therefore, what may appear as a
random human error to an observer
who studies data to two identical
surveys over time may reflect the fact
that the world around us has changed
and therefore answers to the same
questions must also be different to be
accurate. Without retraining, a static
synthetic panel will eventually lose
its match to reality.

Figures 3 and 4 illustrate such
drift. As humans update their prefer-
ences, their answers (again: human
data is in orange) move toward the
lower quadrant while the data from
a synthetic panel (in purple) remains

NewtonX(
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avatar over time

Figure 3: Day 1 with human model drifting from its synthetic

35“2:‘. {‘:\ . E:,': -
‘,: ° - 1 U
2 1 ag?:t@hm ‘ﬁ }651 2 2 1
o WP Ve

avatar over time

Figure 4: Day 2 with human model drifting from its synthetic
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Human & Synthetic

static, frozen in time in which it was
constructed.

Ultimately, after more time
elapses, the human and synthetic
models no longer overlap, and one
can conclude that answers provided
by the two models over time may

diverge enough to produce incongru-
ent results: the synthetic panel has
decayed beyond its useful shelf life.
To move from conceptual to practi-
cal (i.e., measurable) understanding
and of data accuracy decay, we must
describe this effect as a mathematic
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expression that can be estimated
empirically. The fit accuracy between
the synthetic panel and human data
to a specific question over time could
be expressed as a function of training
accuracy and decay as follows:

“n(fi'n.sa Q?t,h) = f[gﬂ(elrtl!k)!;{ﬂitj] + &y

questmindshare.com
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Where ,(gns nn) is a measure
of answer accuracy match between
the answers to a question n provided
by the synthetic panel dns and the
human representative sample Gn,pn-

It is a function of training accuracy
8, for a specific question and its ac-
curacy decays in time 4,(t) and &, is
a random error. Training accuracy is
itself a function of training answers
provided by humans €}! and function
k, which is a parameter representing
the model used to train the synthetic
respondent panel using human an-
swers as input. Accuracy decay A, (1)
is a function of time elapsed since the
time the synthetic panel was trained
by the model k. It is specific to a
question n because it is reasonable to
expect that answers regarding some
topics evolve quicker (e.g., taste in
music) than answers to other topics
(e.g., pulmonary diagnoses, ethical
questions).

It is not the purpose of our article
to hypothesize about the functional
form of the accuracy function, but we
can hypothesize that 4, (t) is decreas-
ing in time and therefore overall
accuracy ﬂn(fi‘n.sa%,n) will also decrease

Product

Hub.

in time. Regardless of how accurate
the initial training is, the overall
accuracy of a synthetic panel may
decrease rapidly for those topics that
are subject to rapid and significant
mind-set updates within the human
panel.

With this framework established,
the next logical - and very practi-
cal - question a researcher would ask
is “How quickly does the accuracy of
a synthetic panel decay? Is it days?
Months? Years?” Further research is
needed to find out. Namely, empirical
research could develop a more ac-
curate functional form of temporal
decay function and estimate topic-
specific parameters and provide use-
ful rules of thumb.

The economics of synthetic
panels

Without a reasonably accurate esti-
mate of temporal decay function, it is
difficult to calculate the useful shelf
life of any specific synthetic panel.
There are, however, some reason-
able data points and assumptions
researchers may already have at their
disposal to start understanding the

Backed by 35 years of product
expertise from MMR Research

economics of synthetic panels at least
in the order of magnitude.

As an illustrative example, let’s
assume that we are trying to under-
stand the economics of a general-
population synthetic panel focused
on dental hygiene and, specifically,
consumer preferences for power
toothbrushes. (We are using this ex-
ample because we have access to real
data from a project we have recently
completed.)

Following roughly the methodol-
ogy that Park et al. used to construct
a strong synthetic panel, its main
cost stems from interviewing a large
sample of humans who fit the desired
use case. Such interviews help train
the synthetic model in the sub-
ject matter in our example, on the
topic of toothbrushes, flossing, oral
hygiene, mobile apps, power tooth-
brushes, etc., and give avatars their
“personalities.”

Construction of a panel with an
incidence rate of about 15% and with
N=1,000 for about an hour-long AI-
assisted in-depth interview would
likely cost around $25,000 to $35,000

in recruiting fees and honoraria only.

e
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(Based on typical costs of human pan-
el recruitment.) Adding any license
access fees to synthetic panel plat-
forms ($5,000) and accounting for the
cost of a data scientist to oversee the
project and ensure data quality (25
hours at $200 per hour) would likely
get us to about $35,000 to $45,000 in
initial cost of the panel (not account-
ing for any future maintenance or
retraining).

As an alternative, if we didn’t
construct a synthetic panel for our
research, we would likely choose to
obtain answers to our questions in
one or more online surveys. Depend-
ing on the nature of such surveys,
we may not need as large a sample as
was required in our training exercise.
Going back to our practical example,
we recently conducted a robust study
with a sample of 500 qualified re-
spondents (incidence rate of 15% and
length of interview of 18 minutes) at
a cost of about $5,000.

Frequency of surveys

A critical factor that will likely
determine the return on investment
in a synthetic panel is the frequency

of its usage. In our example, to make
the $50,000 investment in a “dental
hygiene and power toothbrush users”
synthetic panel economically attrac-
tive, it would have to replace about 10
surveys of 500 respondents at $5,000
cost per survey, holding everything
else equal.

Practically speaking, however,
the frequency of usage equivalence is
probably lower than our estimate of
10 in our example. Here are some of
the reasons why.

First, speed and availability:
Having access to a synthetic panel
allows decision makers to ask ques-
tions without having to commission
formal survey projects. Availability of
synthetic panel could lead to more ad
hoc inquiries supporting more agile
decision-making. The value of making
faster, more-informed decisions is
difficult to quantify but those factors
are surely important positives in fa-
vor of synthetic panel economics.

Second, the cost of research proj-
ect overhead: The price of a sample
is only one part of the cost of market
research. If synthetic panels al-
lowed decision makers to avoid all or

bouce

some of the cost related to designing
and interpreting survey research,

it would take significantly fewer
projects before synthetic panels start
looking economically attractive. If a
traditional consumer survey cost an
additional $10,000 in professional
fees to a market research firm on top
of $5,000 in respondent costs for the
total cost of $15,000 for an ad hoc
survey, the synthetic panel frequency
of use equivalency would plummet to
three-to-four surveys to recoup the
initial $50,000 synthetic panel invest-
ment.

Clearly, the more human-answered
surveys can be replaced by a synthetic
panel, the better are the economics
of its initial investment. However, we
argue that companies do not have an
unlimited amount of time to recoup
this investment. Unless the synthetic
panel is periodically retrained and
updated, the answers it provides will
eventually become inaccurate. This
brings us back to the original topic of
our inquiry — the useful shelf life of a
synthetic panel. For the economics of
a synthetic panel to work, researchers
must not only get a certain number
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of uses from it to overcome its initial
cost, but they must get that usage
before the information value of the
panel expires or drops to the level
at which it is no longer believable
enough to support business decisions.
Let’s return to our dental hygiene
and power toothbrush example. If
a power toothbrush brand typically
launches a new product every two
years and if that is the only time it
commissions customer surveys, it
would take three-to-four new product
launches over a period of six to eight
years to recoup its initial investment
of $50,000. This would likely be a
borderline acceptable capital invest-
ment for the company and it would
be likely even less attractive if we ac-
count for possible major shifts in the
market — such as technology innova-
tions, new competitors or scientific
and medical news — that could render
the initial synthetic panel obsolete in
a few years. On the other hand, if the
brand conducts quarterly customer
surveys, continually researches its
markets and conducts several sur-
veys or focus groups each quarter, it
will likely make good sense not only

to invest in a synthetic panel but to
update it periodically to ensure it is
always fresh and it incorporates any
new shifts in its market.

Assess the point of decay
Practically speaking, it is difficult
for a market researcher to recognize
when the point of excessive decay of a
synthetic panel has occurred, because
a synthetic panel, even if it is stuck
in time or was not accurate to start
with, will always give a reasonable-
sounding answer when prompted. An
essential part of a synthetic panel’s
value proposition for its user is trust
in its accuracy, not only at the time
of its commissioning, but as it ages.
An investment in a specific syn-
thetic panel may or may not offer a
long runway to researchers before its
accuracy decays. That uncertainty
is likely to undermine the trust
researchers place in their synthetic
panel. It is therefore critical for
brands and market researchers to
understand the decay curve for their
panels and know at which point in
time it should stop informing critical
business decisions.

We help brands uncover what matters, digging deeper into
people’s lives to understand what truly drives them.

From Gen Alpha to later-lifers, we challenge assumptions, bust
stereotypes and bring untapped opportunities into focus.

www.quirks.com

To address this uncertainty,
industry and academia alike should
invest in understanding the decay of
synthetic panels and, more specifi-
cally, they should invest in empirical
research to establish practical accu-
racy decay benchmarks for the use of
market research practitioners. (0

Rasto Ivanicis founder and CEO of
GroupSolver. He can be reached at
ivanic@groupsolver.com.
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A clear view
to success

How to break silos with shared data

| By Mike Deinlein, Eric Scheer and Neil Leyshock

Marketing and customer
experience teams can overcome
collaboration barriers by
establishing unified data systems
with shared metrics and common
definitions. This approach
creates a single source of truth
that aligns brand promises with
actual customer experiences,
improving retention and strategic

performance.

56  Quirk's Marketing Research Review // July/August 2025

In today's rapidly changing economic landscape, brands face numerous chal-
lenges that can impede growth. A 2024 survey of marketing executives by the
CMO Council revealed economic uncertainty was considered a top growth
inhibitor for 2025. In such situations, initiatives that fuel growth, like expan-
sion, innovation or reorganization, often take a back seat to maintaining
revenue. However, it's been shown that brands that maintain these growth
measures despite economic unrest come out stronger in the end.’

To remain on a growth path, internal teams must first be aligned to a uni-
fied vision. Yet, with entrenched obstacles like departmental silos, differing
team cultures and disconnected data, cross-functional collaboration and align-
ment can seem impossible — and too complicated to remedy.

The collaboration paradox

Cross-functional collaboration supports specific skills that make brands resil-
ient yet nimble. Studies show that multidisciplinary teams are more effective
at solving complex problems and that teams made up of members from diverse
backgrounds (gender, age, ethnicity, socioeconomic, experience, professional
specialties) are more creative and perform better, compared to more homoge-
neous teams.’

Collaboration not only promotes innovation and creativity, it also elevates
employee engagement and productivity. When teams share information, goals
and credit, they create a workplace culture that fosters trust and inclusion.
This translates to higher emotional well-being and productivity. Research from
the University of Warwick supports the notion that happy employees are 12%
more productive than their less-satisfied peers.?

The paradox emerges when, despite agreement that collaboration and
cross-functional alignment are top enablers for growth, very few CMOs report
that effective collaboration is happening. Salesforce recently reported that 86%
of executives attribute business failures to ineffective collaboration. Further-
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more, a separate survey by the CMO Council and KMPG revealed that only 22%

of CMOs and CFOs are “very willing” to collaborate. Furthermore, the same
survey highlighted that data-driven decision-making is the most important
area for marketing-finance alignment. Read another way, the reluctance to
collaborate is simply a lack of faith in a shared data strategy.*

The paradox exists because key obstacles commonly emerge that stop people
from creating a shared data ecosystem:

+ Silo mentality — departments prioritize their own KPIs and guard data as
proprietary.

« Lack of clear roles — teams struggle with ambiguity about who owns what
information and which group should take action.

+ Cultural differences — teams may operate under different norms or as-
sumptions.

« Insufficient tools — without a tech stack that facilitates access and
analysis of information, groups may have access to pieces of information that
support their objectives but fail to reveal the whole truth.

These obstacles are deeply engrained in organizations — which is why top-
down directives, like task forces or corporate communications, aren't effective
in facilitating change.

Data: The key to a unified vision

Establishing a unified vision is one critical component of a collaborative cul-
ture, helping to guide teams and individuals to act independently but also in
sync. Data plays a key role in supporting a unified vision, providing a common
foundation and language that encourages teamwork and collaboration as well
as promoting accountability through common metrics. The most effective col-

www.quirks.com

laborative organizations exhibit four overarching
components regarding their data.

Established data enablers. Data enablers
are individuals or teams within an organization
who are responsible for facilitating the access,
quality, usability and governance of data across
departments. They act as the bridge between data
producers (like engineers) and data consumers
(like analysts, marketers, product managers) to
ensure that data is accessible, reliable and action-
able. Companies like Apple, Tableau and Ford
Motor Company all employ dedicated data product
managers to ensure that each dataset is useful,
documented and consistent but tailored to unique
departmental business needs.

Common data language. A common data
language is a standardized set of terms, definitions
and data formats that are shared and consistently
used across an entire organization. It provides a
unified way of describing, storing and interpret-
ing data, ensuring that everyone — from execu-
tives to engineers to marketers — is speaking the
same “data dialect.” Uber created a company-wide
metrics store called uMetric which ensures that
all teams use the same definitions for KPIs such as
"rides per active user” or "driver churn” to support
consistent business intelligence across regions and
functions.

Uniform data standards. Uniform data stan-
dards put in place a consistent, organization-wide
framework for collecting, formatting, storing and
accessing data across all departments and systems.
These standards ensure that data is structured and
interpreted the same way regardless of where it
originates. By eliminating discrepancies in data
formats, labels and definitions, uniform stan-
dards help organizations reduce redundancy and
improve data quality.

For example, Spotify uses uniform templates to
record customer events and standardized data-
logging practices for product analytics. This allows
various teams — from engineering to marketing
— to track user behavior in the same way, enabling
consistent insights across the company.

Team autonomy. While ensuring consistent
logging, use and interpretation of data is key to
effective data democratization, organizations must
remain adaptive and innovative at the same time.
A shared data infrastructure can enable depart-
ments to operate independently while remaining
strategically aligned.

After adopting uniform data governance
standards, Walmart consolidated vast streams of
operational, customer and supply chain data into
one platform — Data Café — to enable teams across
merchandising, marketing and logistics to access
real-time insights.

These four keys to democratizing data are criti-
cal in allowing an organization’s insight ecosystem
to grow cohesively rather than disjointedly. In
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turn, this allows for more collabora-
tion between teams while also making
it easier to connect research data to the
operational, behavioral, logistical and
marketing data points that exist within
an organization.

Brand and CXinsights: A
collaborative microcosm
One opportunity to break the collabora-
tion paradox exists in the way brand and
CX strategies are devised, executed and
measured. Specifically, insights teams
in support of brand and CX are often
misaligned or disconnected, frequently
organized around customer experience
insights, marketing insights, innovation
insights and then further compartmen-
talized by product teams, organizational
structures and lines of business. This
causes data silos to proliferate, making
collaboration all but impossible.
Research details like how a question is
asked, the sample used and the screening
criteria may differ even slightly between
teams, resulting in wildly different
interpretations of the same KPI. For
instance, imagine a CX team striving to
create a more frictionless experience,
while the marketing team’s advertising

tells customers the brand provides an im-
mersive experience. They both have data
to support their individual positions but
the misalignment between the promise
and delivery causes the customer to be
disappointed when the actual experience
is different than their expectation.

By creating democratized data systems
to foster a unified vision — based on clear
data — across marketing and CX, brands
can ensure that the promises made
through advertising are consistently
delivered through customer interactions,
leading to a more trustworthy and reli-
able brand image.

A simple way to start
While breaking down silos and changing
the ways things are done can seem like
daunting goals — especially during times
of economic uncertainty — there are
simple ways to begin the process.

For experience-focused brands,
customer retention offers a compel-
ling benefit for aligning marketing and
customer experience. Studies suggest that
acquiring a new customer is five-to-seven
times more expensive than retaining a
current one.® Increasing customer reten-
tion by 5% can increase profits by 25% to

95%. If the goal of marketing is to spur
growth in an uncertain economy, elevat-
ing the customer experience to meet the
expectations set by marketing in order to
maintain customers is vital to a brand’s
near- and long-term success. But this is
only possible if marketing and CX teams
have the vision and tools that support
their cross-functional collaboration.

To develop integrated marketing and
(X strategies, teams need to answer ques-
tions such as:

+ How strong is our brand and customer
experience relative to the competition?

+ How can CX improvements build stron-
ger customer connections to our brand?

* How can our customer experience bet-
ter deliver on our marketing promise?

* What is the optimal allocation of re-
sources across marketing and customer
experience initiatives?

Answers to these questions are
critically important and Burke's experts
advise beginning with understanding
your organization’s brand strength rela-
tive to the competition and then model
how improvements in CX can close the
gap or increase differentiation from your
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competition. By merging these data pur-
suits with a unified vision of strengthen-
ing the brand, teams can spend less time
debating data interpretations and instead
focus on taking action.

This modeling approach between
marketing and CX can then show how
the activities of one affects the other and
vice versa. With heightened knowledge
of the ways marketing and CX reinforce
each, both teams can be empowered with
the information to act independently.
Now they can begin to predict the total

effects of their actions on touchpoints
that are owned by the complementary
function. This also reduces response time
to competitors and macro-environmental
factors.

Delivering on the brand promise: A
case study

Recently, one of our clients — a leader in
the auto insurance industry — wanted
to empower its marketing and CX teams
with tools to enable more strategic and
adaptive messaging and CX delivery. Our

Customer Communication
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Solution delivering on the promise

work sought to achieve this by obtaining
a better understanding of the connec-
tion between their brand marketing and
customer experience. They had two foun-
dational studies — a brand tracker and a
competitive customer experience tracker.
While the insights from the two studies
reinforced each other, we wanted to for-
malize this link and ensure that what the
brand team promised to the market was

embedded in the experience the customer
had with the brand.
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The resulting model pinpoints customers’ CX expectations of your brand promise
and the degree to which your delivery is effective and differentiated
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Figure 2 Most important CX attribute: 59%

Our solution was to leverage the As such, we added just one module to how each competitor performed on each
wealth of insight in the two foundational our competitive experience tracker. We of the experiential attributes. This al-
studies but also include a module that started with the brand promise and then lowed us to create a marketing and CX
would allow us to model the effect mar- carefully constructed experiential at- relative performance map, as shown in
keting and CX have on each other. There-  tributes that covered the touchpoint land-  Figure 2.
sult would help the brand unify its vision scape and spoke to the brand promise. We For our client, this allowed us to
and promote collaboration by providinga  then surfaced the promise to respondents ~ home in on the CX attribute they most
single source of free-flowing data with a and asked which of the attributes were needed to improve to effectively deliver
uniform understanding. most important to deliver and, finally, on their brand promise. In this example,
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they delivered exceptionally on the most
important attribute but had some work
to do to close the gap to the market leader
on the second-most important.

However, this also opened another
avenue for a more unified marketing
and CX vision. Our research revealed this
brand had a particular CX strength in its
self-service tools; furthermore, this CX
strength was distinct from the competi-
tion. However, the brand’s marketing did
not promote this strength. We recom-
mended evolving the marketing promise
to incorporate the best-in-class self-ser-
vice tools so our recommendation would
allow the marketing and CX visions to
work together, reinforcing one another.

In both scenarios, marketing and
operations teams had a single source of
truth and a unified action plan to sup-
port their brand message and experi-
ence delivery. Operations walked away
with specific focus areas to improve the
customer experience, while marketing
knew what messaging tweaks could help
support the experiential differentiators,
unique to the brand. There was a unified
language, a unified vision and a unified
action plan.

A key enabler

As with the insurance industry example,
free-flowing data with a unified vo-
cabulary can be a key enabler of cross-
functional collaboration, resulting in

an organization that is more strategic,
adaptive and innovative. But democratiz-
ing data demands standards that ensure
accurate interpretation: access facilitated
by data enablers and a unified vision sup-
ported by a common data language. These
components are essential for establish-
ing a system that encourages uniform
understanding, which is the foundation
for collaboration.

Within your own organization,
consider starting with departments that
have clear communication gaps such as
aligning marketing and customer experi-
ence. Build or incorporate systems that
use data to model relationships between
the groups, giving them a single source of
truth for monitoring performance rela-
tive to a single vision. By adopting these
strategies, organizations can create a cul-
ture where data empowers action, aligns
teams under a unified vision and makes
collaboration a competitive advantage —
even in the face of disruption. (0]

Mike Deinlein is vice president, CX solutions,
at Burke, Inc. He can be reached at mike.
deinlein@burke.com. Eric Scheer is senior
vice president, brand solutions, at Seed
Strategy. He can be reached at escheer@
seedstrategy.com. Neil Leyshock is vice
president, data solutions, at Burke, Inc. He
can be reached at neil.leyshock@burke.com.
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The authenticity

advantage

Study finds family businesses winning on trust

| By Jenny Dinnen

Comprehensive perception
research uncovered family
businesses' competitive advantages
(authenticity, customer service,
trust) while identifying critical
messaging gaps around career
growth and innovation. The study
provides segmented generational
insights and a strategic roadmap
for closing the perception-reality
divides that affect viewpoints on

family businesses.
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If you've ever watched “Succession” or “Yellowstone,” you know family
businesses make great TV dramas. But beyond the screen, family busi-
nesses are far more than entertainment; they form the backbone of the
U.S. economy, accounting for 59% of private-sector jobs and over half of
GDP.

Despite their economic impact, public understanding of family busi-
nesses is often vague, outdated or downright wrong. A new national
study conducted by MacKenzie and Next Gen Collaborative set out to
explore how Americans perceive family businesses today and why these
perceptions matter more than ever.

As a second-generation family business owner and insights profes-
sional, this topic is deeply personal to me. My sister and I just cel-
ebrated 4o years in business at MacKenzie, having watched our dad and
team build something incredible. I've also been involved with local and
national business groups for over 15 years, conducting research focused
on understanding their unique needs and challenges. From firsthand
experience, I can tell you that most family businesses look nothing like
what we see on TV.

I've long championed family businesses and often say my goal is to
“change the perception of family businesses in the U.S.” Recently, my
sister (and co-owner) challenged me with a simple but powerful ques-
tion: “What is the current perception of family businesses?”

That question became the spark for this project.

As we remind our clients: If you really want to know what people
think, you must ask them. We can’t rely on assumptions, especially
when we're so close to the topic. And we can’t simply look inward
while ignoring the people we serve.

In partnership between MacKenzie and Next Gen Collaborative,
we conducted a nationwide panel survey with 1,300+ U.S. adults to

www.quirks.com
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Closing this gap isn't about seeking ap-
plause. It's about telling our stories in ways
that resonate. Consumers and employees
increasingly make decisions based on shared
values and family businesses have a huge op-
portunity to shine by highlighting their social
impact.

This matters. Edelman’s data shows that
63% of consumers buy or advocate for brands
based on shared beliefs. Deloitte’s Gen Z &
Millennial Survey reveals that younger gener-
ations are far more likely to work for and stay
loyal to companies that demonstrate social
responsibility. Without visibility into these
contributions, family businesses risk being
overlooked by the very people who care most.

Generational differences provide
direction

Beyond overall trends, we segmented survey
respondents into three life-stage-based groups
to get a deeper view (Figure 1):

The Builders (18-39): Digital natives seeking

authenticity and purpose.
The Navigators (40-59): Career professionals
who prioritize reliability and trust.
understand what they think, feel and believe about family businesses. The Mentors (60+): Legacy-focused consumers
Alongside perceived strengths, our findings uncovered significant gaps drawn to reputation and tradition.
between public perception and reality. We believe these gaps directly
impact brand reputation, workforce attraction and competi-
tiveness for family businesses. Figure 1
For both family-owned and non-family businesses, the in-

. . . . . Biggest Perception Gaps
sights from this study highlight an important truth: Public

Between Age Groups

perception, whether accurate or not, shapes your reality.

My goal in sharing these findings is to motivate business
leaders to actively shape their narrative. By understanding Sl ((e-2k) D Neiezders (H0-E8)) et ()
how we're perceived, we can communicate our value more

effectively and connect with the audiences who matter 47%

Dedicated
most.

Value-driven traits i
Our study showed that respondents associate family busi- Reliable

nesses with value-driven traits like honesty (57%), dedica-

tion (55%) and passion (50%). This aligns with Edelman’s
34%

2023 Trust Barometer, which reports trust in family busi- :
: o . Customer-centric
nesses at 66%. In a time when trust is a prized commodity,

this is a major win and something family businesses should

be leaning into. 33%
But the picture isn't all rosy. Far fewer respondents as- Ambitious

sociated family businesses with social responsibility (29%)

or charitable giving (27%). That surprised me. In my experi- 0%

ence, family businesses are deeply rooted in their commu- Resourceful
nities, sponsoring local events, supporting nonprofits and

giving back in countless ways. Yet these efforts often go

unnoticed by the broader public.
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Unsurprisingly, Mentors rated
family businesses highest across
nearly every positive trait, reflecting
their deeper experience with family-
run companies. For instance, 73% of
Mentors said “dedication” described
family businesses well, compared to
54% of Navigators and 47% of Build-
ers.

The takeaway? While older con-
sumers may already be advocates,
there’s huge opportunity to engage
younger audiences by focusing on
themes that matter most to them —
like purpose, transparency and com-
munity impact.

We didn't just want to understand
family businesses in isolation, we
wanted to see how they stack up

against private and public companies.

That’s where things get interesting.
Where family businesses shine
(Figure 2):

Figure 2

*Genuine and authentic: 70% of
respondents saw family businesses as
the most genuine and authentic.

* Best customer service: 62% rated
them the highest level for customer
care.

* Most trustworthy and transparent:
62% gave family businesses top marks
here as well.

These results validate what many
of us in the family business com-
munity already know: Our close-knit
structures allow for deep customer
relationships, agility in service and
a values-driven approach that often
feels more personal than transac-
tional.

This authenticity is a clear com-
petitive advantage, especially as trust
and personalized experiences become
bigger drivers of consumer choice.

% Selected ‘Family Business’

Over ’Private Business’ or ‘Public Company’

Builders (18-39)

66%

Most Genuine &
ost Genuine —

Authentic

58%
Best Customer
. 64%
Service
Most T h oo
ost Trustworthy o
& Transparent Gl

32%

Best Employers for
o 35%

Career Growth

27%

Strongest Economic
3 29%

Impact

B Navigators (40-59)

Mentors (60+)
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Economic impact and career
growth

The data also showed that public
companies were seen as stronger in
career growth opportunities at 40%,
compared to 33% for private business-
es and just 27% for family businesses
(Figure 3). Public companies also
came out on top for being known for
the strongest economic impact at 48%
compared to both private and family
businesses at 26% each.

This gap is significant. In an era
where younger generations are seek-
ing both personal growth and purpose
at work, failing to showcase career
development and advancement op-
portunities can hinder recruitment
and retention. It also limits broader
brand recognition and credibility in
competitive markets.

These perceptions may stem from
seeing family businesses as smaller or
less sophisticated, but do they reflect
reality? We asked respondents to esti-
mate the percentage of U.S. jobs and
GDP generated by family businesses.
Most selected 25-50%. In reality,
family businesses account for 59% of
private-sector jobs and 54% of GDP is
far more than many realize.

Encouragingly, younger respon-
dents showed more optimism: 31% of
Builders believe family businesses are
the best employers for career growth,
compared to 27% of Navigators and
just 19% of Mentors. This may reflect
shifting expectations, today’s younger
workforce prioritizes authenticity,
well-being and having a voice in com-
pany decisions. These are areas where
family businesses can shine if they
lean into their strengths.

The opportunity
Family businesses have room to grow
their messaging around scale, in-
novation and upward mobility. For
example, spotlighting leadership
development programs, employee suc-
cess stories and the unique flexibility
that smaller or mid-sized firms can
offer would help close this gap.
Additionally, many family busi-
nesses are at the forefront of sustain-
ability, innovation and tech adoption
but they don’t always get credit for
it. By leaning into proof points, like

www.quirks.com
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Conversation is an art and not everyone gets it right. At Market Expertise,
we understand these challenges when it comes to quality research.

Over the years, we have mastered the art of ‘dialogue’
to bring you the right insights from the right people that matter.
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Business Type Most Associated with

Description

Family Business

70%
62%

17% 139

Most Genuine &
Authentic

40%

30% 30% 27%

Most Innovative &
Forward-thinking

Figure 3

digital transformations or thought
leadership in their industries, family
businesses can challenge outdated
perceptions that they are "small-time"
or "old-fashioned."

No matter what the business type,
challenges are part of the game. But
when we asked, respondents felt that
family businesses are more likely to
face specific challenges: 84% believe
family businesses are resistant to
change; 82% believe family businesses
are behind the curve on tech with
outdated technology; and 79% think
family businesses face more internal
conflict.

These perceptions echo classic
stereotypes: that family businesses
are bogged down by tradition, slow to
innovate and hindered by family dy-
namics. And while there's a kernel of
truth - tradition can slow adaptation
and family ties can blur professional

Private Business

Best Customer Service

Best Employers for
Career Growth

Public Company

62%

16% 20%  18%

Most Trustworthy &
Transparent

48%
40%

26% 26%

Strongest Economic
Impact

boundaries — these challenges are
hardly unique to family enterprises.

Change management: The assump-
tion is that long-standing family ties
and legacy processes create resistance
to change. Yet, many family business-
es excel at pivoting quickly because
decision-making is concentrated in a
few key people.

Outdated technology: While budget
constraints can play a role, many
family businesses are increasingly
investing in tech-forward solutions,
from e-commerce to supply chain au-
tomation, to remain competitive.

Leadership struggles: Yes, family
dynamics can complicate succession,
but we've seen high-profile power
struggles in large public companies
too. What's critical is having gover-
nance structures in place that ensure
professionalism and clarity.

These stereotypes, accurate or not,
impact how customers, job seekers
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and even policymakers view fam-

ily businesses. If we don't actively
challenge these perceptions, they can
limit growth opportunities and erode
trust over time. For family busi-

ness leaders, that means owning the
narrative by demonstrating adapt-
ability, innovation and professional-
ism. Sharing case studies, investing
in public-facing tech upgrades and
being transparent about leadership
succession are all ways to proactively
combat these outdated ideas.

A roadmap for action

Our goal with this study wasn't just
to gather stats, it was to create a road-
map for meaningful action. Public
perception influences everything:
who wants to work with you, who
buys from you and even who advo-
cates for you in the policy world. The
study is available for free download
(registration required) at https://
nextgencollaborative.com/family-
business-report.

For researchers, this is a reminder
that perception studies must go be-
yond the surface. It’s not enough to
know what people think, we need to
understand why they think it. That's
the only way to design strategies that
shift mind-sets and behaviors in last-
ing ways.

As someone who grew up in and
now leads a family business, this
project is especially close to my
heart. I know many in the marketing
research and insights community are
part of family enterprises themselves.
My hope is that these results fuel new
conversations, new strategies and a
renewed commitment to telling the
real stories of family businesses — the
stories that reflect their true value,
impact and potential. (0]

Jenny Dinnen is president and co-owner
of MacKenzie and Next Gen Collaborative.
She can be reached at jdinnen@
mackenziecorp.com.

www.quirks.com


http://www.quirks.com
http://nextgencollaborative.com/family-business-report
jdinnen@ mackenziecorp.com

ZQPPI | St s

Discover
the power of
‘connected
Insights.

See how PepsiCo used Zappi to
transform its creative process —
boosting effectiveness by@
across all advertising.

Get your free copy of
=The Consumer

Insights Revolution, =
a case study with
PepsiCo



www.zappi.io

**° naming research

Would you buy

a car named

Wanker?

Why global brands need local research

| By John Hoeppner

A look at how linguistic screening,
cultural evaluation, consumer
testing and other research
methodologies can prevent costly
international brand-naming
disasters and guide global brand

expansion strategies.
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Recently, I posed the question to client working on their first global initia-
tive: "Would you buy a car named Wanker?" While the question stirred
some laughs and groans, it highlighted a very real and often overlooked
issue in global brand strategy: brand names can go horribly wrong in
translation.

A brand name that sounds strong, inventive or clever in one language
can mean something entirely inappropriate or offensive in another. For
U.S.-based companies expanding internationally, this can present a seri-
ous challenge. It raises a crucial question for marketers, strategists and
researchers: How do you ensure your brand name performs well across
borders?

With 35 years of experience in brand naming, research and strategy,
I've seen the risks firsthand — and the costly consequences. In this article,
we'll explore how marketing research helps prevent international naming
disasters, the core decision companies must make when entering foreign
markets (English vs. translation vs. transliteration) and the research tools
that support smart, culturally sensitive naming decisions.

The cost of getting it wrong
When Mitsubishi launched Pajero, its tough, off-road SUV, in Spanish-
speaking countries, it had to rebrand it to Montero due to the term's slang
meaning: wanker. Clairol’s Mist Stick curling iron flopped in Germany
because “mist” translates to manure. Even Pepsi’s memorable slogan “Come
alive with the Pepsi generation” caused confusion in China, where it was
interpreted as “Pepsi brings your ancestors back from the dead.”

These mistakes aren't just embarrassing — they're expensive. Rebrand-
ing, product recalls, market reintroductions or even the loss of an entire
international market can cost millions.

www.quirks.com
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So why do these mistakes happen? Often, it's because the brand name

was never tested beyond its original market. There’s a tendency to assume
that English works everywhere, or that a strong domestic name will be
equally compelling overseas. In reality, that assumption can be the start of
a costly misstep.

Three paths for global naming
When taking a brand global, companies must choose one of three core
naming strategies:

Universal English name. Many companies opt to keep their English-
language name in all markets. This can reinforce a brand's global image
and make marketing consistent. Brands like Nike and Apple have suc-
ceeded using this approach but it doesn’t always work. In some languages,
the pronunciation of an English name can sound awkward - or worse,
unintentionally funny or offensive.

Translation. Here, the brand name is translated to convey the original
meaning in the local language. For example, Coca-Cola in China originally
used a transliteration that meant “bite the wax tadpole.” That was quickly
corrected to "Ke Kou Ke Le," meaning “tasty and joyful.” Translation can be
powerful when the original name has conceptual meaning but care must
be taken to ensure nuance and local idioms are respected.

Transliteration. This strategy involves rendering the name phoneti-
cally in another language’s script. It works best when the name has little
semantic meaning and is meant to sound distinct. However, it still must be
evaluated for unintended meanings. A name that sounds stylish in English
may carry unexpected baggage when transliterated into Japanese, Arabic
or Russian.

www.quirks.com

When and where to research

Global naming isn't guesswork — it’s a structured
process that must include targeted research at
key points:

+ Linguistic screening: This first line of defense
involves checking the name against multiple
languages for problematic sounds, spellings or
slang meanings. It should include input from
native speakers, not just automated tools.

* Cultural evaluation: Even if a name clears
linguistic hurdles, it might still fail due to
cultural mismatch. Cultural research assesses
whether the brand name fits local sensibili-
ties, brand tone and even the competitive
landscape. For example, a name that feels
bold in the U.S. might seem arrogant in
Japan.

+Trademark screening: Ensuring the name can
be legally protected in each market is criti-
cal. Without strong trademark clearance, a
company could be forced to change names or
risk infringement suits.

+Quantitative name testing: Consumer prefer-
ence research, including quantitative analy-
sis, can validate which names are most ap-
pealing and credible in specific markets. It's
especially helpful in markets with multiple
viable naming options.

Importance of strategic context
Naming should never occur in a vacuum. It
must reflect your brand’s positioning, audi-
ence and distribution model. For example, a
functional, value-focused product might benefit
from a transliterated name that sounds modern
and approachable. A premium product, sold on-
line and in high-end boutiques, might do better
with an English name that signals exclusivity.

Likewise, distribution channels matter. A
name that sounds fine when read online might
be confusing or off-putting when spoken aloud
by a local salesperson. If your product relies
on in-person selling, pronunciation and tone
become even more important.

As an example of the above, a U.S. manufac-
turer of consumer products approached us to
create a name for a new antibacterial product
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to be sold globally. The internal team
liked the name “Sterix.” It was short,
modern and evoked sterility. However,
initial research revealed issues:

+In Brazil, the name resembled slang
for a medication taken after overin-
dulgence.

+In Germany, the sound was cold and
pharmaceutical — misaligned with
the brand’s friendly image.

+In Japan, the "x" ending was viewed
as overly aggressive for a household
product.

Instead, we helped them explore
alternative names, ultimately identify-
ing a globally viable option that scored
well in linguistic screening, cultural fit
and consumer preference tests.

Larger portfolio strategy

As companies grow internationally,
the naming question becomes part

of a larger portfolio strategy. Should
you have one master brand worldwide
or allow regional naming variation?
Will your product name always appear
alongside the parent brand or must it
stand on its own?

These decisions affect how much
flexibility you have in naming. In some
cases, it's better to allow local adapta-
tions to maintain cultural resonance.
In others, consistency is key to brand
recognition and recall. There's no
single rule; it depends on your long-
term strategy.

Trademark availability and
registration

Even the most perfectly crafted and
culturally tuned brand name can fail

if it’s not legally available. That's why
trademark clearance is a non-negotiable
final step in the naming process.

This involves not just a simple
database search but a comprehensive
legal review in each target market. In
some countries, trademark-squatting
is a known issue, where local entities
register Western brand names in hopes
of selling them back or blocking market
entry.

Working with trademark attorneys
familiar with international law is
essential. It's also important to assess
how your name will appear visually in
different scripts such as Cyrillic, Arabic

or Chinese characters and whether

those visual identities can be protected.
Filing for trademarks early in

the process, even before launch, can

prevent costly litigation and ensure

smooth entry into new markets.

A name that travels well

Going global doesn’t mean gambling
with your brand name. With smart re-
search, cultural insight and legal fore-
sight, your name can resonate across
markets without losing meaning — or
gaining the wrong one. So next time
you're tempted to skip the research or
assume your domestic name will work
everywhere, remember: Nobody wants
to buy a car called Wanker. With care-
ful planning and the right research,
your brand name can go everywhere
your business dreams of going — and be
welcomed when it gets there. @

John Hoeppner is president of Brand Name
Quest LLC. He can be reached at
john@brandnamequest.com.
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www.onestrategystudio.com
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27 TOP
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RESEARCH
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Few realms of research are as diverse and flexible as online
research. Companies within this field have access to an immense
amount of data from a broad span of sources and this wealth of
information enables researchers to return high-quality results on
specialized projects.

Online research experts can offer facial-coding technologies,
niche data, proprietary platforms or online communities.
Whether you're looking for B2B insights, customer research
strategies, qualitative or quantitative methodologies or data
collection and analysis methods, these companies have you
covered.
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Insights that move Asian American Audiences

Asian American
Trendview

Founded 2025 | 8 employees
Amy Siadak, CEO

At Asian American Trendview, we

help brands uncover cultural context
behind the data, turning insights into
authentic connections with Asian
American audiences. Rooted in people,
culture and the human experience,

our approach goes beyond access to
deliver relevance. We offer segment-
specific research backed by qualitative,
quantitative research and deep cultural
fluency, revealing the stories that shape
behavior and build trust. Whether
you're launching a new campaign or ex-
panding into diverse markets, we equip
you with clear, actionable insights that
reflect the richness of your audience.
With Asian American Trendview, you
gain a strategic partner who helps

you connect, resonate and lead with
authenticity.

Phone 1-626-486-1400
www.aatrendview.com

|
Audience Align

Audience Align

Founded 2022 | 22 employees
Mike Wagner, CEO

Audience Align is
where proprietary
research panels join
forces with affiliate,
expert, patient advo-
cacy and social media
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networks, creating the single-most
expansive, versatile and trusted panel
offering in the world. With seamless
access to 650 million respondents
across 200 countries/territories, we
provide quality, responsive and unlim-
ited targeted online sample for all your
research needs. Our platform includes
access to over 400 supply sources, Al-
driven tech algorithms, auto-allocation
across providers, API Integrations and
proprietary tech that uses device-level
fingerprinting and 40+ forensic marker
analysis to keep your data pristine. We
offer budget-friendly pricing, meticu-
lous project setups and a cutting-edge
proactive approach to filling quotas!
We can help with qual or quant recruit-
ment, as well as PérH, translations and
data services.

E-mail mike@audience-align.com

Phone 1-717-715-2216
www.audience-align.com

AZURITE CONSULTING

Azurite Consulting

Founded 2017
Eli Diament, Founder and Managing Director

A7ZURITE CONSUILTING

Traditional market research provid-
ers often fall short of expectations

— missing targets for hard-to-reach
audiences and delivering flawed data
without actionable insight. Why? They
rely on recycled respondents sourced
from panels and expert networks.
Azurite Consulting reimagines market
research, setting the bar for decision-
grade intelligence. Rather than tap-
ping into static respondent pools, our
proprietary machine learning platform
recruits fresh respondents directly
from your total addressable market —
reaching hard-to-access audiences at
unmatched scale. No recycling means
industry-leading respondent quality.

www.quirks.com

We deliver custom research grounded
in a deep understanding of your stra-
tegic priorities — never plug-and-play.
Through collaborative design, live
iteration and fine-tuned alignment, we
capture the dynamics that matter most
and convert intelligence into competi-
tive advantage. When stakes are high,
top PE firms, investment banks and en-
terprise leaders trust Azurite to bring
clarity, conviction and competitive
edge to the boardroom or deal table.
Phone 1-732-606-5799
azuriteconsulting.com
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BoltChatAl

Founded 2019 | 50+ employees
Hakan Yurdakul, CEO

BoltChatAI super-

charges qualitative

research by combining

Al innovation with 4

human insight. Our
/

platform brings agility

to every stage of your

project. Run usabil-

ity studies directly inside your qual
research, powered by an Al moderator
that probes deeper, reacts in real time
and delivers instant summaries with
friction points, screen recordings and
user expectations. Explore your past re-
search with Al-powered meta-analysis,
spotting patterns across transcripts,
survey data, trend reports and more.
Upload structured or unstructured
files to get the full picture. Create dy-
namic personas that evolve with every
study. Ask them what drives loyalty,
test messaging and compare behavior
across markets, all without launching
a new project. Qual at scale, powered
by BoltChatAI. One platform. Endless
insight.

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

@ DIVERGENT®
INSIGHTS

Divergent Insights Pte
Ltd

VNN 8 SouthWras B Ching  UAE

Founded 2017 | ~100 employees

Rajiv Kokane, Group Managing Director
Divya Juneja, Managing Partner and Head of
Research and Insights

WAL

Divergent Insights — driving smarter
online research across the globe.
Divergent Insights is recognized as a
top online research company, deliver-
ing precise, innovative solutions that
empower businesses worldwide. With
a panel of over 12 million profiled
respondents across 55+ countries, we
provide extensive access to diverse and
hard-to-reach audiences. Our propri-
etary platform, GMOS, enables seam-
less survey deployment with real-time
respondent matching, intuitive dash-
boards, flexible budgeting and API in-
tegration — all within a zero-licensing,
pay-as-you-go model. We maintain the
highest data integrity standards, utiliz-
ing fraud-detection tools like digital
fingerprinting, red herring traps and
Al-based cohort analysis (currently un-
der testing), while ensuring full GDPR
compliance. From B2B and B2C studies
to health care and consumer tracking
research, our capabilities meet the
demands of clients and agencies alike.
At Divergent Insights, we don't just
collect data — we uncover insights that
spark real business impact. Partner
with us to experience smarter, faster
and more actionable online research
solutions.

E-mail Contact@divergentinsights.com

onlinepanelrfgs@divergentinsights.com
www.divergentinsights.com
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You ask. Enos answers.

Enos

Founded 2022 | 15 employees
Jason Freeman, CEO/Founder

Enos is the first of

a new generation of
health care panel
companies. Partners
are turning to Enos

C

increasingly difficult to secure the

because they find it

recruits they need and are frustrated
with the slow launch times and preoc-
cupied status of traditional panels that
are more worried about diversifying
their services than panel delivery.
Enos launches in hours instead of days,
offers transparent pricing, reliable
feasibility and aligns to your needs like
a skilled and focused in-house panel.
By providing exceptional care for
respondents, Enos delivers the reach
and high-quality responses its partners
need to exceed expectations for their
clients.

E-mail Jason.Freeman@enos.com

Phone 1-208-406-7509

WWW.enos.com
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Fieldwork

Founded 1980/Insights 1960 | 350 employees
Nikki Darre, President

—_———

Our specialties include global research,
consumer, medical devices, patients
and professionals, we will help you
reach your quota needs! CX/UX, B2B,
mock jury and whatever you need re-
cruited wherever you need it. For over
40 years Fieldwork has recruited the

highest-quality medical, business and
consumer respondents both through
and far beyond databases, using proven
methods to reach your audience. We
believe in a customized and human-
to-human approach to recruitment

and verify our in-person respondents.
Fieldwork provides unsurpassed project
management, hosting and our techni-
cally versed support staff will confi-
dently guide you through the logistics
from in-person or online to multi-
country project execution. Fieldwork

is your research partner. Focus on the
research. We'll do the rest! What do
you need? Contact me today: SarahK@
fieldwork.com.

E-mail Info@Network.Fieldwork.com

Phone 1-312-285-2035
blog.fieldwork.com/how-fieldworks-multi-

step-recruitment-process-prevents-market-
research-fraud

# Fuel Cycle

FUEL Cycle

Founded 2007 | 150 employees
Eran Gilad, CEO

Fuel Cycle is the agile
insights platform built
for modern online re-
search at scale. At its

core is the Fuel Cycle r
Research Engine — a 3% g
centralized environ- “
ment for launching quant, qual and
hybrid studies on demand. It combines
powerful survey tools, custom panels,
analytics and Al-driven synthesis to
deliver continuous intelligence across
every business function. The platform’s
open architecture integrates with top
research tools and automates work-
flows to break down silos and acceler-
ate decision-making. Fuel Cycle is built
for speed, security and strategic enable-
ment — powering insights that lead to
action. Fortune 500 brands rely on the
Research Engine to transform feedback
into foresight.

E-mail sales@fuelcycle.com

Fuel Cycle Research Engine
www.fuelcycle.com/research-engine
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Full Circle

Research

Full Circle Research

Founded 2013 | 30 employees
Adam Weinstein and Nate Lynch, Co-CEOs

Named Panel Company of the Year

by The Marketing Research and
Insight Excellence Awards (powered
by Quirk’s) and certified to ISO since
2014, Full Circle Research leads the
industry in online data quality. A co-
founder of the #QualityForAll global
ISO awareness campaign and fully
GDPR-compliant, Full Circle contin-
ues to push boundaries in research
excellence. The company's patented
fraud-prevention technologies, includ-
ing HoNoR® and Watchdog®, ensure
immediate access to the highest-quality
data, and its InstaConnect® program-
matic solution captures hard-to-reach
audiences with precision and accuracy.
A six-time Inc. 5000 Fastest-Growing
Company and recipient of multiple
workplace awards (including Best
Places to Work), Full Circle is known
for its consultative, client-first ap-
proach and industry-leading innova-
tions.

Phone 1-877-543-7126

iLoveFullCircle.com

www.quirks.com
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2-O GRG HEALTH

KNOWLEDGE SERVICES

<§ MARTLENZ
»

AVAAY

Growman Research
Group

Founded 2015 | 375 employees
Steve Orlick, Partner, Americas

A

INSIGHTS COMMUNITY

tlenz

Growman Research Group (GRG),
including GRG Health and MartLenz
Knowledge Services (MKS), delivers
world-class research solutions rooted
in precision, innovation and quality.
Both business units are ISO-certified
(20252:2019 and 27001:2022) and active
members of key industry associations,
underscoring their commitment to ex-
cellence and quality. Both GRG Health
and MKS operate globally, offering deep
health care and B2B research expertise
including access to more commonplace
to the very niche. GRG utilizes Kyrios
an advanced in-house-built recruiting
technology incorporating AI/ML to
supplement our global proprietary com-
munities providing high-quality and
fresh respondents across 6o+ markets.
Neither organization uses partners,
ensuring full control over quality,
pace and accountability. GRG provides
services from recruitment-only to full-
service quantitative research, ensur-
ing 100% verified professionals. Their
shared dedication to data integrity,
consultative insight and global reach
makes Growman Research Group the
ideal partner for those seeking a differ-
ent way to deeper insights.

Phone 1-845-596-8239

www.martlenz.com
www.grgonline.com

www.quirks.com

B Harmon
¥ Research’

Experts at Finding Quality Data

Harmon Research

Founded 2009 | 125 employees
Stephanie Vincent, Executive Vice President

Harmon Research
specializes in deliver-
ing high-quality qual
and quant insights
through online re-
search across 43 coun-
tries. Qur proprietary
panel and advanced
online methodologies enable businesses
to access reliable data efficiently, sup-
porting confident decision-making in
global markets. Our online approach
combines quality with efficiency.
DataDefense, our rigorous quality as-
surance program, conducts thorough
checks before, during and after digital
data collection, ensuring every online
insight meets the highest standards.
Specialized online tools enhance data
accuracy: NoBot, our game-based fraud
detection system, eliminates bots
through interactive puzzles, guaran-
teeing authentic online participation.
Smart Probing, an Al-driven tool, dy-
namically generates contextual follow-
up questions during online surveys,
capturing deeper insights through
intelligent digital interactions. This
combination of cutting-edge online
technology and rigorous quality control
allows Harmon Research to deliver
comprehensive global insights through
streamlined digital processes. Whether
conducting quantitative online studies
or qualitative digital research, we pro-
vide the strategic intelligence compa-
nies need to make informed decisions.
Phone 1-714-881-2590
www.harmonresearch.com

NHouse of
Market
Research

House of Market
Research

Founded 1976 | 8 employees
Amy Siadak, CEO

We are not just researchers; we're

your partners in uncovering the hu-
man truths behind the data. With our
nationwide reach and deep cultural
understanding, we blend qualitative
and quantitative methods to deliver
authentic, high-quality insights. From
focus groups and taste tests to in-depth
interviews and surveys, virtual or in-
person, we create space for real stories
to emerge. We provide full-service,
multicity project management, online
qualitative management and local and
nationwide qualitative and quantita-
tive services. With HMR, you gain more
than results; you gain a thoughtful
collaborator who helps you connect
deeply with your audience and create

strategies that truly resonate.

Phone 1-626-486-1400
www.hmr-research.com

IVP Research Labs (IVP)

Founded 1996 | 5 full-time, many contract
employees

Bob Granito, President
“IVP empowers re-
search teams with the
tech, support and in-
sight to dig deeper.” As
behavioral and emo-
tional data collection

specialists, we gather
insights from live participants and en-
hance them with Al-powered analysis
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to support smarter, faster decision-
making. We support studies online, in-
lab and in-context using high-precision
observational and physiological tools —
without the tech headaches. Our teams
handle setup, troubleshoot in real time
and protect data integrity throughout.
Whether you're launching a product,
testing UX or analyzing emotional
responses, IVP integrates tools like eye
tracking, facial coding and biometrics
to help you understand how people
feel, react and decide. Clients trust us
when quality can’t be compromised
and timing matters. Our team doesn't
just support your tech — we consult

on setup, optimize workflows and
ensure success. Let us be your research
technology partner. Want to see it in
action? Watch our go-second explainer:
www.ivpresearchlabs.com/quirks.
Phone 1-732-970-9446
www.ivpresearchlabs.com

5, Just The Facts, Inc.”
i Knowledge Is Your Competitive Fdge

Strategic Consulting = Market Research » Surveys
Fecus Groups = Mavket Assessment/Cl « Secondary Research

Just The Facts Inc.

Founded 1994
Bruce Tincknell, Managing Director

6 Jl:(st :

Inc.” Call 847.506.0033 o,
DS

Quantitative
Services

Quality research at budget-friendly

costs! For 30+ years clients have rated
JTF's qualitative methods as No. 1 in
cutting-edge tools providing rich in-
sights. Our proprietary Qual-Quant™”
method is a unique process that
provides actionable results. QUAL-
QUANT™ leverages the best of qual
and quant techniques to better assess a
product/service’s hidden advantages.
It's used in both B2C and B2B environ-
ments to uncover customers’ motivat-
ing actions, behaviors and decision-
making. Our tool kit uses an array

of online, tech-savvy methods taken
from both qual and quant that blended
together provide the most robust

insights. JTF is your go-to partner for
high-quality qualitative. Your research
investment leads to optimal business
strategies, achieving stronger sales,
profits and ROI. Let's discuss your spe-
cific needs, ensuring your initiatives
are aligned with customer expecta-
tions! We listen to you! Call today for
a no-obligation consultation or e-mail
info@jtfacts.com.

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

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

KANTAR

Kantar

Founded 1996 | 600+ employees
Caroline Frankum, CEO
Kantar Profiles is the
global leader in online
research, delivering
high-quality data with
unmatched speed and
scale. Our proprietary
panels span 170 mil-
lion+ respondents
across 100 markets, giving you global
reach and local relevance. From quick-
turn studies to complex trackers, we
combine intelligent survey design with
Al-powered fraud detection to ensure
reliable data from real, engaged people.
Whether you need sample-only ser-
vices, DIY solutions or fully-managed
survey support, our solutions meet
your needs without compromise. We
collect data and make business critical
decisions with confidence. Partner
with us for the quality you expect with
the flexibility you need.

E-mail profiles@kantar.com
www.kantar.com/profiles
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Mindfield Online
Internet Panels

Founded 1980 | 24 employees
Jay Mace, Senior Vice President

Tech Integration and Audience Insights

The premier online
consumer propri-
etary panel! Powered
by 45+ years of =
market research and
data collection ex-
perience. We were a
tenured and respected research compa-
ny long before creating a high-quality
proprietary panel using core industry
principles to ensure quality data (IQD)
on every project. Our IQD real-time
electronic countermeasures deeply line
every project to identify quality issues
as they occur and eliminate them

and our panel is 100% Experian Data
Quality-verified. Let our experienced
team help you with the hard and easy
projects on your board.

Phone 1-800-969-9235
MindFieldTech.com

Pureprofile@

Pureprofile

Founded 2000 | 245 employees
Martin Filz, CEO

Pureprofile is a
global leader in
online research and
insights, combining
high-quality data and

a comprehensive suite

of solutions leveraging &
the latest technology.
We've conducted studies in over 100
countries, delivering fast, accurate
insights across consumer, business,
academic and health care research.
Pureprofile offers online research for
every business type and researcher.
Our newest addition, Datarubico, offers
self-serve data and insights solutions
via an Al-enabled platform, giving
researchers and brands greater con-

www.quirks.com
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trol, flexibility and speed. Renowned
for our reputation for data quality,
Pureprofile ensures every insight is
underpinned by trusted intelligence.
With global reach and deep profil-

ing capabilities, Pureprofile delivers
high-quality sample through rigorously
validated proprietary panels and a
curated first-party panel network of
verified respondents, ensuring reliable,
actionable results. Our focus on service,
data accuracy and solutions has earned
the confidence of clients worldwide.
Contact: salesemea@pureprofile.com.

E-mail salesemea@pureprofile.com
www.business.pureprofile.com

qualtrics™

Qualtrics

Founded 2002 | 5,000 employees

Zig Sarfin, CEO, Qualtrics

Ali Rohani, Chief Transformation Officer and
Founder, Qualtrics Edge

¢ B
i oo

'ﬁf&altri C

i

Qualtrics helps organizations detect
emerging market trends, design win-
ning strategies and make informed
decisions that convert prospects into
customers. Qualtrics XM for Strategy &
Research Suite™ empowers organiza-
tions to consolidate quantitative, quali-
tative and even external research on a
single platform and Qualtrics advanced
Al synthetic insights and expert
advisory services enable organizations
to accelerate strategic decision-making.
With powerful synthetic AI capabili-
ties in Edge Audiences™, researchers
can quickly understand market trends
and customer expectations, includ-

ing in hard-to-reach audiences, and
simulate consumer behaviors, prefer-
ences and decision-making. Insights
inform researchers to help them make
faster decisions with confidence and
prioritize future investments and focus
areas for maximum business impact —

www.quirks.com

all delivered in a fraction of the time
and cost of traditional programs. With
Qualtrics, organizations can bring
quantitative and qualitative research
to life, build an iconic brand and de-
sign products people crave.

E-mail press@qualtrics.com/edge

Phone 1-385-585-4560, 1-800-339-8865
www.qualtrics.com/edge

QuantifyAl

QuantifyAl

Founded 2024 | 10-15 employees
Adam Stephenson, CEO

At QuantifyAI, we
don't just collect data
— we set a new stan-
dard for getting the
insights you can trust.
From survey design
and programming to
data prep and analysis, we provide full-
service support to guide your research
from start to finish. Our proprietary
panel, Opinion Elite, utilizes LinkedIn
and Facebook verification with cutting-
edge Al and behavioral analysis to
validate respondent identities. Our
global reach covers B2C and B2B respon-
dents, so we can connect you to your
most in-demand audiences. No more
bots, no more fraud — just real, engaged
participants. Partner with us on your
upcoming research, whether it’s for
brand positioning, pricing strategy,
product development or competitive
intelligence. Your research deserves
better — your insight, our expertise.
E-mail adam@quantifyai.co

Phone 1-858-692-1325

www.quantifyai.co

QUEST
MINDSHARE"

Quest Mindshare

Founded 2003 | 175 employees
Greg Matheson, Co-CEO Quest Mindshare
Joe Farrell, Co-CEO Quest Mindshare

Launched in 2003 to meet the needs

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

E-mail sales@questmindshare.com

Phone 1-416-860-0404
www.questmindshare.com
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Recon)\IR 30

Reconnaissance Market Research v F:\3ts

ReconMR

Founded 1994 | 1,000+ employees
Lance Hoffman, EVP

ReconMR is a full-
service research and
analytics firm, with
in-house data collec-
tion, insights and
analytics capabilities
servicing commercial,
government, public policy and social
science research entities around the
world. ReconMR is the largest and most
experienced data collection provider in
North America. Additionally, ReconMR
has a uniquely qualified insights and
analytics division with experienced
statisticians, methodologists and
program managers on staff. With 1oo%
U.S.-based project managers with 20+
years each in managing data collec-
tion projects of all modes, there is a
seamless integration with other sam-
pling methods, if needed. Leveraging
cutting-edge technology along with our
skilled and highly-experienced staff,
ReconMR helps ensure your project
will be a success no matter the level of
complexity in areas of survey logic and
sampling. Experience matters!

E-mail info@reconmr.com

Phone 1-877-RECONMR, 1-877-732-6667
www.ReconMR.com

Stapos.

Skopos World

Founded 1995 | 125+ employees
Darren Mark Noyce, Founding Father

Skopos World
(ask@skopos.
world) is the
long-established,
award-winning,

global insights

group (Europe,
China and across the planet). We
deliver research skills and expertise

to help clients maximize opportuni-
ties originating from “new world”
developments. Our modern qual/quant
research toolkit fuses intellect with in-
sight and local knowledge. We deliver
the scope and scale — combined with
the right attitude and agility — today’s
brands need. Our experts ensure the
work is trusted, actioned and human-
ized. Skopos pioneered online/digital
research in the 1990s, building the
first internet panel (OpinionPeople™)
in Europe; and since launched the
leading-edge community platform
(Spasys™); introduced Aimee™ and
Deepr™ for Qual-At-Scale™; and trail-
blazed mobile studies and digital UX.
Throughout, we have never lost our
can-do attitude. Darren Mark Noyce,
founder and fellow of the MRS/CIM/
RSS (ex-Harris Interactive director
(Europe/NY()), often contributes to
industry conferences/articles/books
around the world.

E-mail ask@skopos.world

Phone +44 (0) 207-953-8359
www.Skopos.World

ntifically L

Symmetric, A Decision
Analyst Company

Founded 2016 | 25+ employees
Jason Thomas, CEO
Arianne Larimer, President

Symmetric owns and operates
American Consumer Opinion®, a world-
wide online panel that reaches millions
of consumers in 200+ countries and ter-
ritories spanning North America, Latin
America, Europe and Asia. Consumers
can sign up to become members in one
of 11 languages, and complete demo-
graphic profiles are maintained for
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each household. Symmetric also oper-
ates five B2B worldwide online panels:
Physicians Advisory Council®, Medical
Advisory Board®, Executive Advisory
Board®, Contractor Advisory Board®
and Technology Advisory Board®. We
understand the value of representative
samples, scientific sampling methods
and advanced fraud-detection systems.
It's why we carefully balance and
continually refresh our panels and
systematically purge non-responders,
speedsters and cheaters. Symmetric
provides sample for quantitative and
qualitative research for online and
offline projects. Additional services
include programming, hosting, online
communities, tabulation, coding and
IHUT mailing.

E-mail info@symmetricsampling.com

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

TeenVoice

Founded 2024
Clay Colarusso, Head of TeenVoice

TeenVoice is a new
and innovative
platform that makes
it possible to engage
one of the hardest-to-
reach demographics

in market research:
teens. Through our library of expertly
curated syndicated research and our
DIY survey builder, you'll get reliable,
real-time insights. No outdated lists or
static panels filled with professional
survey takers — our unique on-demand
recruitment model means we can fill
any sample with real teens. We use a
proprietary machine learning frame-
work that detects and prevents fraud
across 200+ digital and behavioral
signals. The result: high-quality data
that you can trust. Contact us today to
learn how we can help support your
research needs.

E-mail sales@teenvoice.com
www.teenvoice.com

www.quirks.com
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# toluna

Toluna

Founded 2000 | 2,500+ employees
Frederic-Charles Petit, CEO

Toluna Start is a fully
integrated, end-to-end
consumer intelligence
platform designed for
research professionals
who demand speed,
scale and precision.
Whether you're testing concepts, evalu-
ating packaging, tracking brand perfor-
mance or conducting in-depth quali-
tative studies, Toluna Start delivers
real-time insights powered by a global
panel of over 79 million consumers in
7o+ markets. The platform combines
advanced automation with human
expertise and offers both self-serve and
full-service options, allowing you to
manage projects your way. Its interac-
tive dashboards, Al-driven tools (like
QProbe and SmartCloud) and seamless
respondent integration ensure fast,
high-quality results. Toluna Start sup-
ports iterative, always-on research and
is purpose-built to help insights teams
stay ahead of market shifts. To find out
more or book a demo visit our site.

U.S. office 1-203-834-8585

U.K. office +44 (0) 207-253-6660
tolunacorporate.com

VOXC®

Voxco Survey Software

Founded 1976 | 125 employees
Vincent Auger, CRO
Voxco is a global
leader in multi-
channel survey
and text analytics,
empowering orga-
nizations to answer
even the most com-
plex research questions. Our powerful
platform combines advanced survey
capabilities across online, phone and
face-to-face channels with cutting-
edge text analytics and exceptional
customer support — enabling teams to
uncover better insights, faster. Voxco
recently joined forces with Ascribe, a
long-standing leader in text analyt-

ics and verbatim coding solutions.
With over 25 years of experience

and more than 6 billion open-ended
responses processed, Ascribe is used

by the world’s largest market research
firms and corporate insight teams. Its
advanced AI and natural language pro-
cessing technologies make the analysis
of unstructured feedback both fast and
accurate. Together, Voxco and Ascribe
are trusted by 75% of the top 5o market
research firms and global brands in
over 4o countries to help them answer
anything.

Phone 1-514-861-9255

WWW.VOXC0.com

WebMD  Market
Medscape Research

WebMD/Medscape
Market Research

Founded 1995 | 1,800 employees
Audrey Rosen, Vice President, Market Research

WebMD Medscape of-
fers you what no other
health care market
research company
can: engaged health
care professionals who

are regularly access-
ing Medscape for clinical content.

And now - officially launched at the
beginning of 2025 — we are introducing
our patients and caregivers panel. This
panel is recruited from those who are
active visitors to the WebMD website.
Our market research team leverages
WebMD and Medscape members to
provide you with solutions that deliver
high-quality results. Our Medscape
members include such titles as MDs,
pharmacists, medical students and
NPPAs. We use our advanced targeting
capabilities to deliver the HCP respon-
dents and results that you are looking
for. In addition to our U.S. coverage,
we also have MD coverage in the U.K.,
Italy, Spain and Germany. For the up-
coming WebMD patient and caregiver
panel, we are profiling our members
on over 400 medical conditions. We
provide HCP and patient recruitment
and research for both qualitative and
quantitative studies.

Phone 1-646-856-3860
www.MedscapeMarketResearch.com

www.quirks.com
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QUIRK'S TIME CAPSULE

Facts and findings from nearly 40 years of Quirk’s

0! Radio, someone still loves you
U I RK s : he Infinite Dial 2009: Radio’s Digital Platforms found that AM/FM radio had a big
impact on 21% of respondents, ranking second to cell phones (47%). With alternative

digital audio options on the rise, the Survey Monitor titled “AM/FM losing out to mobile

Making online devices” predicted that radio would have a difficult time competing with iPods and MP3
surveys more
Interactive

82

players.

In 2009, 42% of people aged 12+ owned an iPod or other brand of portable MP3
player and 64% of 18-24-year-olds owned a digital audio player. Thirty-two percent
of 12-17-year-olds and 18-24-year-olds pointed to these devices as the reason they were
spending less time with over-the-air radio.

Yet still today, even with nearly everyone
owning a mobile phone, and with streaming
platforms and podcasts to compete against,
radio listenership endures.

The value of visual innovations in questionnaires

Technology advancements in the early 2000s helped research companies collect higher-quality data while improving the
respondent experience. New tools allowed research firms to show their appreciation towards research participants while

gathering the information they needed from satisfaction research surveys. In their article “Using interactive technology to
improve online questionnaire design,” Demitry Estrin and Ted Chen said, “The online medium allows us to break away from
the rigidity of the traditional satisfaction survey vehicle.”

The article focused on satisfaction questionnaire components that affected the respondent experience. Prioritizing flex-
ibility led to better-quality data since respondents had the option to decide the order in which sections were filled out and
allowed them to personalize their overall survey experience. Enhanced visual engagement impacted respondent satisfaction
throughout the survey process and their perception of the time it took to complete a survey.

Visual enhancements consisted of what we now consider standard interactive questions. Respondents could slide an
arrow to indicate their satisfaction level or drag and drop statements into designated boxes. Interactive surveys today still
include similar visuals but the effects have been refined. Many other enhancements have been made as we continue to in-
corporate tech innovations into surveys that further improve the respondent experience.

Pizza chains were boosting options, = :
not prices : :

July 2009 Survey Monitor titled “Chains cannot live Scan to access

on pizza alone” highlighted the creative ways pizza

chains were broadening their menus. To bolster sales and a [l QU ]rk ’5
increase appeal among those who were not interested in .
pizza, these chains added additional options. Domino's baCk 1Issues.

added $4.99 sandwiches and Pizza Hut offered pasta
dishes. Today we've come to expect pizza shops to sell more

than just pizza. Domino’s marbled cookie brownie or lava e :
crunch cakes, anyone?
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CALENDAR OF EVENTS

eee can’t-miss activities

NRF will host NRF Nexus on July 14-16.
Visit nexus.nrf.com.

Quirk’s Media will host The Quirk’s
Event - New York on July 23-24. Visit
thequirksevent.com.

Relx will host Online Retailer on July
23-24 in Sydney. Visit www.onlineretailer.
com/en-gb/about.html.

ASA will host JSM Nashville on August
2-7 in Nashville. Visit ww2.amstat.org/
meetings/jsm/2025.

Corinium Global Intelligence will host
CDAO Chicago on August 6-7. Visit da-
metro-chicago.coriniumintelligence.com.

WBR will host eTail Boston on August 11-
14 in Boston. Visit etaileast.wbresearch.
com.

Forrester Research will host the CX
Summit APAC in August 18 in Sydney.
Visit www.forrester.com/event/cx-apac.

AMA will host the AMA Summer Academic
Conference in August 22-24 in Chicago.
Visit www.ama.org/events/academic/2025-
ama-summer-academic-conference.

Informa Connect will host Connect
Marketplace in August 25-27 in Miami.
Visit informaconnect.com/connect-
marketplace.

The Research Society will host the Human
Insights Conference on September 2-3

in Melbourne. Visit www.researchsociety.
com.au/events/conference.

Royal Statistical Society will host the RSS
International Conference on September
1-4. Visit rss.org.uk/training-events/
conference-2025.

IQPC will host Customer Contact Week
Asia on September 2-5. Visit www.
customercontactweekdigital.com/events-
customercontactweekasia.

CMO Alliance will host the Chief Marketing
Officer San Francisco on September 10.
Visit events.cmoalliance.com/location/
sanfrancisco.

Insights Association will host the
Corporate Researchers Conference on
September 9-11 in Chicago. Visit www.
insightsassociation.org/Events/Event-Info/
sessionaltcd/2024LEADERSHIP.

Corinium Global Intelligence will host
CDAO Melbourne on September 10-11.
Visit cdao-mel.coriniumintelligence.com.

WBR will host eTail Connect West on
September 15-17 in San Diego. Visit
etailconnectwest.wbresearch.com.

Pharma CI Conference and Exhibition
will host the Pharma CI USA Conference
& Exhibition on September 17-18 in

Newark. Visit pharmaciconference.com.

IQPC will host the Responsible AI Summit
on September 23-24 in London. Visit
www.aidataanalytics.network/events-
responsible-ai-summit.

WBR will host eTail Connect
Australia on September 23-24. Visit
etailconnectaustralia.wbresearch.com.
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IQPC will host CX Retail USA Exchange on
September 23-24. Visit www.quirks.com/
events/cx-retail-usa-exchange-2025.

Quirk’s Media will host Quirk’s Media -
Data Quality on September 25. Visit www.
quirks.com/events/quirks-virtual-data-
quality-2025.

Quirk’s Media will host The Quirk’s Event
- Global 2025 on November 18-19. Visit
www.quirks.com/events/the-quirks-event-
global-2025.

Quirk’s Media will host The Marketing
Research and Insight Excellence Awards on

November 18-19. Visit www.quirksawards.
com.

Event details as of May 28, 2025. Please see
websites for more details.

To submit information on your

upcoming conference or event

for possible inclusion in our

print and online calendar, e-mail

info@quirks.com. For a more com-

plete list of upcoming events visit

www.quirks.com/events.

www.quirks.com
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COLLABORATIVE

o 6 PROFESSIONAL
- INSIGHTS

COLLABORATION
KNOWLEDGE SHARING

COMMUNITY

Join a new, vibrant community - exclusively for
end-client researchers - that brings together
the best minds in corporate insights.

Learn more at www.piconline.org.


http://www.piconline.org
www.piconline.org

JAST

0 p. 62
www.8451.com

A

@ aytm

2 p. 2
aytm.com

lcam|BRrIIl

Cinte oottt ii i iiiieiieeneeennnnnnnns p. 60
www.cint.com

(e3P p.7
www.gwi.com

9 Tri riingy
IMA o

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: PO. 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..

Y P p. 24
www.alida.com

Beha>iorally

TheTransaction Experts

Behaviorally. . .. covvvviiiiiiiiiiiiinn, p. 45
www.behaviorally.com

A
canvs A S

L0 p. 23
canvs.ai

®] Dig Insichts

DIGInsights......covvvieiennnnnnnnnns p.9
diginsights.com

Full Circle

Full Circle Research LLC ..........ccvunn. p. 58
www.ilovefullcircle.com

humandot®“

HumanDotPlus.........oovvviineennn. p. 17
humandotplus.com

v Listen
Listenlabs ......ccoiviiiiiiiinnnnn. p. 61
listenlabs.ai

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.

86  Quirk’s Marketing Research Review // July/August 2025

®®@® 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!

4, APPLIED
9 MARKETING
- SCIENCE
Applied Marketing Science Inc. ............ p. 18
www.ams-inc.com

bouce

BounceInsights............covvvvinnn. p. 54
www.bounceinsights.com

Caplena

Caplena. . .ovviiiiiiinnneennnnnnnns p. 59
caplena.com/en

eyesee

EyeSee ...ttt p. 83
www.eyesee-research.com

GetWhy

getwhy.io

HUMANAK

Human8.........cciiiiiiiiiiiinnnnnn p. 55
www.wearehuman8.com

LM
CROSSTAB SOLUTIONS

LLMQ Crosstab Solutions. ................ p. 15
llmg.net

POSTMASTER:

Please send change of address to

Quirk’s Marketing Research Review

PO. Box 22268, St. Paul, MN 55122.

© 2025 Quirk Enterprises Inc. All rights reserved.
Quirk’s Marketing Research Review is not
responsible for claims made in advertisements.

www.quirks.com


http://www.8451.com
http://www.cambri.io
http://www.cint.com
http://www.fieldwork.com
http://www.gwi.com
http://www.insight-management.org
mailto:info@quirks.com
http://www.quirks.com
http://www.quirks.com
http://www.alida.com
http://www.behaviorally.com
http://www.ilovefullcircle.com
http://www.ams-inc.com
http://www.bounceinsights.com
http://www.eyesee-research.com
http://www.wearehuman8.com
http://www.quirks.com
aytm.com
canvs.ai
caplena.com/en
diginsights.com
getwhy.io
humandotplus.com
listenlabs.ai
llmq.net

LA

w [1IRKET ER 7

Market Expertise ......ccvviiiiiiiiiinn p. 67

market-expertise.com

Murray Hill National . ...........oovvnn p. 15
murrayhillnational.com

P&KResearch........cooviiiiiiiinnnn p. 17
pk-research.com

PINMACLE

RESEARCH

GROWLIE LLC
e

Pinnacle Research Group LLC.............. p. 18
www.pinnacletrials.com

QUEST
MINDSHARE"

Quest Mindshare. . .....cvviiviiviennnn p. 52
questmindshare.com

www.suzy.com

# toluna

Toluna. o v iii ittt iiiineennnnns p.1
tolunacorporate.com

zappi

1+ 1 p. 69
www.zappi.io

)

MMR Research Worldwide ................ p. 53
mmr-research.com

NewtonX(

NewtonX . ....ciiiiiiiiiiiiiinnnnns p. 51
www.newtonx.com

Philomath Research
Philomath Research .................... p. 72
www.philomathresearch.com

qualtrics

QUaltricS INCe v v vt e i iiininnennennns p. 16
www.qualtrics.com

QUIRK'S

MEDIA

Quirk's Media........covvvieiiiiian, p. 39
www.quirks.com

Talk Shoppe . .. vvvvviiiiiiiinennn, p. 14, 21
www. letstalkshoppe.com

Veylink v ovevinniiiinneeeennneeennnns p. 47
veylinx.com

MREF. .ttt ittt ittt iiiienenenns 0BC
www.mrgiveshack.org
—
—
STRATESY STUDID
One Strategy Studio . ........ccovvuvnnn p.73

www.onestrategystudio.com

PROFESSIONAL

INSIGHTS

COLLABORATIVE
Professional Insights Collaborative ......... p. 85

www.piconline.org

© quantilope

QuantilopeInc. «..ovviviirii it p. 35
www.quantilope.com

RIVAL

Rival Technologies . ........covvvivvnnnn p. 63
www.rivaltech.com

M The Harris Poll

TheHarrisPoll . .. oovvviiiiiinninnn, p. 37
theharrispoll.com

O walr.
I p. 43
walr.com

www.quirks.com

July/August 2025 // Quirk’s Marketing Research Review

87


http://www.newtonx.com
http://www.mrgivesback.org
http://www.onestrategystudio.com
http://www.philomathresearch.com
http://www.piconline.org
http://www.pinnacletrials.com
http://www.qualtrics.com
http://www.quantilope.com
http://www.quirks.com
http://www.rivaltech.com
http://www.suzy.com
http://www.letstalkshoppe.com
http://www.zappi.io
http://www.quirks.com
market-expertise.com
mmr-research.com
murrayhillnational.com
pk-research.com
questmindshare.com
theharrispoll.com
tolunacorporate.com
veylinx.com
walr.com

“Don’t let insights sit
on a shelf. Bring the
voice of the customer to
life by sharing findings
across the organization
and creating visibility

for your work.”
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eee Conversations with
corporate researchers

10 minutes with...

Matthew Gardner
Sr. Director, Customer Insights, Portland Trail Blazers

Can you describe how your team collaborates with other departments
across the organization?

Customer insights collaborates closely with nearly every department on the busi-
ness operations side of the organization. Business operations encompass functions
ranging from ticket sales and corporate partnerships to finance and legal affairs.
Our team supports departments that rely on fan and customer data to drive better
outcomes.

We focus on several key areas: conducting market research to understand fan
segments; benchmarking to consistently track the metrics that matter most to our
brand; applying a fan-first QA process to products or experiences; and delivering
actionable insights — often using Al tools to enhance efficiency and output. This
cross-functional support helps ensure our decisions are grounded in a deep under-
standing of the fan experience.

What excites you most about the future of fan engagement and/or
community connection?
I'm closely watching how the TV landscape is shifting across the NBA and sports
more broadly. As teams move away from traditional RSNs toward over-the-air and
streaming options, this moment could redefine accessibility, engagement and the
fan experience. Sports business is considering the fan's point of view in this space
more than ever before.

I'm also excited by how the concept of a ticket is evolving. From flexible ticket
plans to the rise of non-seated social spaces in venues, fans now have more control
than ever over how they experience a live game.

Do you have any tips for marketing research professionals setting up
an insights department from scratch?

Start by aligning on a clear vision and set of goals with stakeholders across the
organization — from executives to department leads, and especially with your own
team or future hires. Establishing shared expectations early on is key to building
trust and relevance.

Next, equip your team with the right tools. Whether it’s access to syndicated
data, first-party surveys or Al-powered analysis tools, having the right resources in
place will help you deliver value quickly.

Finally, don't let insights sit on a shelf. Bring the voice of the customer to life by
sharing findings across the organization and creating visibility for your work. To
measure success, keep things simple: track insights delivered, actions taken and the
outcomes that followed.

www.quirks.com
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INSIGHT MANAGEMENT ACADEMY

Do you have the ambition

to transform your Insight team?

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

But if we want Insight to

transform our companies,
we first have totransform
our Insight teams.

The IMA is the world’s leading

authority on transforming
corporate Insight teams.

It provides its members with

inspiration and guidance
through advice, benchmarking,
publications, training and the
Insight forums.

This is the year for

' Feas the book . FVW

Review capability

[ ]
Prioritize development ‘ n S | g ht

www.insight-management.org
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SPONSORA
BACKPACK

August 1-31, 2025

Many students do not have the necessary school
supplies to fully engage with classes.

Join the Marketing Research Education Foundation
to send more than 600 backpacks full of essential
school supplies to under-resourced students!

‘62%’ ‘ ‘69%’

of students arrived of students did not have of students did not
without the necessary access to necessary have second semester
supplies on their first day supplies at home replacement supplies

Source: 2023 Teacher Insight report by the Kids In Need Foundation

Visit www.mrgivesback.org to learn more and join the effort.

n'rh Marketing Research
“““““““ =2 Education Foundation

1

L . . . - T
Our mission is to unify, inspire, and activate the marketing research community to u .
focus its collective resources to educate children and youth worldwide. E Eh' .
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