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Congratulations!

You are receiving a
Virtual Reward.

$10.00

Why make research participants
wait for their rewards?

Instant Gratification. A Powerful Incentive.

A simple fact of human nature is that people want what they want, and they
want it now. With today’s technology, they don't have to wait, so why should they?

Market researchers find that offering immediate incentives to survey participants
can dramatically increase response rates. Virtual Incentives, the leading provider of
Visa® virtual accounts, Physical Visa® Rewards and eGift Cards, offers a prepaid
platform powered by a simple, fast, customizable virtual solution.

[_|
virtualincentives.com/Instant Virtual Incentives
(800) 854-6390 h

*Accounts are issued by Citibank, N.A. pursuant to alicense from Visa U.S.A. Inc. and managed by Giti® Prepaid Services. Accounts can be used everywhere Visa debit cards are accepted online, by phone or mail within the United States,
*(ards are issued by Citibank, N.A. pursuant to a license from Visa US.A. Inc. and managed by it Prepaid Services. Cards will not have cash access and can be used everywhere Visa debit cards are accepted.
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When you work with Decipher, you can think of us as part of your own team. We get
to know you and your unique research goals. And we find the right data collection and
reporting solutions to get you there—even if that means integrating third-party data
sources and technologies into your project. We just want to make your life easier and
your business more successful. However you celebrate your success is, uh, up to you.
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Introduction

Welcome to the 15th edition of the GreenBook Research
Industry Trends Report, using data collected in Q3 2014 and
examining the time period of Q1-Q2 of 2014.

In the last report we determined that 2013 was the year that
the wave of predicted change finally came to shore. Therefore,
it's no surprise that the main theme emerging in 2014 is
adaptation to change. Rather than being swamped by the
new, our industry is absorbing the change and finding out
what works (and what doesn't) in an ever expanding toolbox.
However, it's not just tools that are changing; client needs and
expectations, required skill sets, and even the view of what
market research is are also undergoing a shift.

In this edition, GRIT continues to track trends that it has
historically focused on, including the adoption of emerging
technologies and methods. GRIT studies drivers of supplier
selection, changing ways in how we collect data, and the
characteristics of the researcher of the future. For the first
time we include a "Hacking MR" section to identify problems
and solutions proposed by our respondents.

We keep exploring the frontiers of new formats and question
types with the GRIT survey itself. Although we have by no
means “nailed” the optimal model (and probably never will),
we learn and experiment with every wave. To address issues of
length of interview, we adopted a "survey chunking" approach,
where large blocks of questions were randomized across the
survey. This reduced the average LOI while the bases for each
question now vary due to the randomization process. In all
data being cited, refer to the question base size.

www.greenbook.org/GRIT

Leonard F. Murphy

Chief Editor & Principal Consultant

We also continue with a series of thought-provoking
commentaries written by GRIT supporters. These expert opinions
provide additional depth and richer context for the report.

A host of global organizations and LinkedIn groups have
joined us as sample partners: ACEl, AIM, AMSRS, APRC, ARIA,
AVAI, BAQMaR, CASRO, CEIM, Insight Innovation Forum,
International Market Research Society, Market Research Field
Directors, MRIA, MRII, MRS, MSU MMR, Neuromarketing
Group, NewMR, NGMR, NMSBA, NYAMA, QRCA, Research &t
Results, SAIMO, The Research Club, UTA MMR, and Wisconsin
School of Business.

We are also thrilled to have a stellar list of research partners
including Bottom-Line Analytics, Dapresy, Decooda, Gen2, GMI,
Insites Consulting, Q Research Software, Researchscape and
Vision Critical.

All of our partners have contributed significant time, energy, and
resources to the GRIT effort and deserve a big THANK YOU for
their support.

As always | think you'll find the report informative, provocative,
and useful. Enjoy!

Leonard F. Murphy

Chief Editor & Principal Consultant | GreenBook

Go to greenbook.org/GRIT to read the GRIT Report
online or to access all GRIT data and charts via an interactive
dashboard which you can use for your own analysis.
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Executive Summary

DRIVERS OF SUPPLIER SELECTION

The recipe for earning Has knowledgeable
business is straight out of staff

Business 101: It's all about
relationships. Know the client,
deliver on their needs and Good relationship
do it with the highest quality. with client/supplier
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FUTURE OF RESEARCH

THE MOST EXCITING THING
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THE DYNAMICS OF CHANGE

Shrinking budgets and a
rapidly changing technology
landscape are driving
change. The solution is a
combination of rethinking
business processes and
exploring how to harness
new tech and methods to
deliver more impact.

DRIVERS OF CHANGE

Increased use of tablet computers and smartphones
29%

35%

Client budgetary constraints

32%

Increased use of mobile communications
25%
34%

Client demands for innovation

31%

The economy, business growth/slowdown
16%
25%

REACTIONS TO CHANGE

Exploring new technologies

37%

IS
e
x

Exploring new methodologies
41%
39%

Doing more with same resources
29%

19%

Exploring new partner relationships with non-trad.
22% research partners

21%

Investing in more in in-house technology
15%
22%

INFLUENTAL ORGANIZATIONS
AND INFORMATION CHANNELS

Shrinking budgets and a
rapidly changing technology
landscape are driving
change. The solution is a
combination of rethinking
business processes and
exploring how to harness
new tech and methods to
deliver more impact.

DATA SHOWN AS

Organization name
(number of mentions)

*please read about sample
composition on Page 6

Visualization by &2 dapresy

www.greenbook.org/GRIT

GreenBook

(166)

LinkedIn
(167)

ARF (67)

Research & Results (51)

NewMR (49)

QRCA (46)

CASRO (45)

IIR/TMRE (44)

marktforschung.de (43)

MR WEB/Daily Research News (32)

XING (31)

NGMR (26)

AMSRS (24)

Planung & Analyse (20)
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Methodology and Sample

GRIT respondents are recruited by email from lists of research
providers and clients contributed by GRIT partners, and by
invitations delivered via social media channels. For this wave
sample contributors were: ACEI, AIM, AMSRS, APRC, ARIA,
AVAI, BAQMaR, CASRO, CEIM, Insight Innovation Forum,
IMRS, Market Research Field Directors, MRIA, MRII, MRS,
MSU MMR, Neuromarketing Group, NewMR, NGMR, NMSBA,

Respondent Status by Sample Source

GreenBook

Research & Results

The Research Club

NewMR

NGMR

NYAMA

633
183 309
135 216

60 |46

wI

5/47

Researchscape 3 I13

UTA 5 I1o

QRCA 3|6

Neuromarketing Group 0 1
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NYAMA, QRCA, Research & Results, SAIMO, The Research
Club, UTA MMR, and Wisconsin School of Business.

There is certainly significant overlap between these groups,
so participants likely had multiple invitations with unique
links assigned to each partner.

The percentage of respondents by channel is:

919

W Complete
M Incomplete

Q1-Q2 2014; Base: 1552 GreenBook; 551 Research & Results;
492 The Research Club; 351 NewMR; 106 NGMR; 82 NYAMA; 16
Researchscape; 15 UTA; 9 QRCA; 1 Neuromarketing Group

Number of interviews

An important note about base sizes in this edition of GRIT.
To address issues of length of interview and drop-outs

with previous iterations, in this wave we adopted a "data
chunking” approach, where we randomized large blocks of
questions across all the survey. We undertook a statistical
test of the data from the previous waves of the survey to
estimate the minimum number of people who needed to
answer each question. This varied from less than 200 to over
1,000 for different questions, but with an estimated 2,000+
participants we had more than enough data. We then divided
the survey into 8 survey chunks. The first anchoring chunk
contained all the core demographic questions was asked of
all participants and then each participant answered 4 out of
the remaining 7 chunks in random order. Within each chunk
we also placed option caps on each of the individual grid
questions within the survey to ensure that each respondent
answered no more than 8 options per question.

This chunking process reduced the average length of the survey
from 25 minutes in the previous wave down to 13 minutes

in this one and we were able to use the data from every
participant (3,175 total, 1,422 full completes) even if they only
completed a short section of the survey.

Now, any survey shortening technique is not without issue.
We must make clear that this has not been a perfect process.
Despite having carefully planned the chunking process, we
failed to properly take account of the requirement to regionally
divide the data and so we have fallen short of being able to
robustly break down the data by region on certain questions.
And because of the misbalance of the data we have not been
able to fully weight some of the data. Also because of the
widespread randomization used in this study it is difficult to
accurately report on sample size for each individual question,
and the base sizes will vary for each question.

www.greenbook.org/GRIT



To enhance comparability of results between waves, previous
weights have been removed; each sample stands on its own
and we look for trends based solely on the composition of the
participant population. We recognize that this likely means
some skews are present and it is not wholly representative of
the industry. However, our belief is that the overall sample
size and a wide network of partners reduces the skew and is
roughly representative of the composition of the industry as a
whole. It certainly is representative of the researchers who are
engaged with each sample partner and/or are present online
and involved with various online media.

This methodology is in its infancy but we hope to be able to
improve the chunking process in the years to come to ensure
we keep the survey as short as possible for all participants
while optimizing data analysis.

The mix of respondents has varied over the 12 years of the
trends study, but within fairly narrow bands. For this edition
of GRIT, we saw an increase in client-side representation to
26% of the overall sample.

26%
Clients
497*
74%
Suppliers
1.422*

* Composite completes that resulted from “survey chunking”

Despite the robust sample size, the GRIT Report is not meant
to be a census or representative sample (if such a feat is
even possible in our fragmented industry!), but rather a
snapshot of the widest swath of insights professionals we
can achieve. With that in mind, we consider it "strongly
directional” and recommend that you view it the same way.

This edition of GRIT continues the trend of increased global
participation. With increased international participation,

for the first time the largest percentage of respondents are
from Europe at 48%, North America is 40%, Asia comprises
7%, Latin America makes up 2%, and all other geographies
combined comprise less than 4% of the sample. The
continual strong engagement from the German research
market via our partnership with Research & Results is a major
factor in the higher than normal European contribution.

www.greenbook.org/GRIT

20% 16% 18%
443 226 149
80% 849% 82%
1.786 1.148 669

59% of GRIT participants are at a
Director level or above.

Due to the relatively small base sizes outside of North
America and Europe, we have opted not to show regional
breaks consistently other than where we think it adds
comparative value, although as always we encourage all
readers to make use of the online dashboard of findings to
conduct any additional analyses.

Further, the composition of GRIT participants remains
relatively senior. 92% are decision makers or influencers on
the methods, techniques, and resources deployed within their
insights organization.

Participants are also very experienced, with 30% having been
in the research space for 20+ years, 21% over 15, and 23%
over 10 years. Not surprisingly, 59% of GRIT participants are
at a Director level or above.

GRIT
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Researcher Style

Those numbers are consistent across the last four waves of
the study.

GRIT respondents use or purchase a variety of research
approaches with 89% using quant, 82% using qual, 50%
secondary research, a surprisingly high 38% deploying
social media monitoring and analytics, and 31% utilizing
measurement approaches such as passive metering or
tracking.

Engagement structure by Wave

Finally, an interesting view on how supplier participants
position themselves — we asked them what their primary
engagement positioning looks like:

These percentages have remained largely unchanged since
we began asking the question in 2012.

On a similar note, we asked participants which “archetype”
of research professional most closely aligned with how
they self-identified. Participants could make up to three
selections, which is why the total percentage is over 100%:

Consultant

Big Issue thinker
Storyteller

Business Driver
Research Technician
Conceptual Creative

None of these

GRIT
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67%

42%

34%

31%

28%

25%

3%

Q1-Q2 2014; Base: 958

Q1-Q2 2014; 1786

With all of the discussion about researchers needing to
adopt a more consultative approach in recent years, it's

not surprising that a majority see themselves in that light,
even if that is not reflected in their business positioning, as
shown above. How well everyone is living up to that vision is
another matter entirely and beyond the scope of this study,
although anecdotally it seems we have a ways to go to be
truly considered consultants.

What is most interesting here is the drive to "move
upmarket”, with only 28% identifying themselves along a
technical spectrum (no more Methodologists?) and instead
vying to be identified with a mix of skills more akin to
successful strategic consultants or planners.

As we have already seen, there is clearly a bit of an identity
crisis in the industry. Maybe we don't know who we want
to be when we grow up. In any event, GRIT participants
are aspiring to redefine their own role and the role of the
insights organization as a whole within the enterprise.

www.greenbook.org/GRIT



GRIT Commentary

Making Consumer Insights A
Company’s Best Investment

Today, consumers are in more control than ever; they want to influence
(or even co-create) the products and services they buy, and they expect
to have a say in how businesses conduct themselves in the marketplace.
Given the enthusiasm consumers have to engage with companies, and
the myriad technologies we have at our disposal for doing so, consumer
insights should represent companies' best investment in the business, not
simply a cost of doing business. But this is rarely the case.

Most companies claiming to be “customer-centric” aren't. Research from
Bain & Company shows that 80% of companies think they provide a
superior customer experience, yet only 8% of customers agree'. And The
Boston Consulting Group found that 73% of insight personnel believe
they consistently answer the question “so what?" about the data they
provide, but only 34% of business line personnel agree with them?.

These studies are not new; they are several years old, in fact. What is
troubling is that, as an industry, we have yet to fundamentally change the
way we work — with consumers, with business stakeholders, with data,
and with the insights we gather.

This assertion is based on evidence. Over the past year, | have talked
with more than 50 of our clients about their strategies for transforming
consumer insights into business impact®. While | heard some amazing
success stories, everyone acknowledged that they face significant
challenges in using insights to drive results. Everything from the quality
— or quantity — of data, to lack of focus, to ineffective storytelling

and disengaged business partners can prevent decision-makers from
internalizing and acting upon insights.

To realize our potential (to create value and impact), we must adopt an
investment mindset rather than think of our work as an additional cost of
doing business.

The results in this report suggest we are moving in this direction. Research
buyers and suppliers alike identify most strongly with being “consultants”
(67%) and “big issue thinkers" (42%), which represent increases from

last winter's survey. Only 28% of us identified with being “research
technicians,” and this number is trending down. What was interesting and
surprising to me (based on what | have learned from my interviews), was
the relatively less important identifier of “business driver" (31%), which
has remained flat. My fear is that our ability to be consultants will remain
aspirational unless we also see ourselves — and are seen by those we

need to influence — as business drivers. What would our work look like, |
wonder, if we truly owned the voice of the customer and used it to propel

1 http://oain.com/bainweb/pdfs/cms/hotTopics/closingdeliverygap.pdf

2 http://www.bcg.com/documents/file35167.pdf
3 http://vimeo.com/99242508

www.greenbook.org/GRIT

Manila Austin
VP, Research

Email: maustin@communispace.com
LinkedIn:  www.linkedin.com/pub/manila-austin/6/034/586
Twitter: communispace

Website: ~ www.communispace.com

the business? Our recommendations would be more targeted and relevant.
Critical information would land in the right hands. And, rather than
focusing on justifying our expense, we would more easily partner with our
clients to co-create ROL

As insight professionals, we must shed our “cost-center” self-perception.
When we imagine what influences our clients' decisions regarding choice
of data collection method, cost is the number one factor (8.5). Yet when
we examine how research buyers answer this question, quality (8.5),
impact (8.2), and speed (7.3) outweigh cost (7.2). The idea that the value
we bring depends, first and foremost, on being inexpensive moves us away
from thinking about how to drive results, and towards a defensive stance
that can undercut our ability to become business drivers. By focusing

on value, quality, and impact, our work will be seen as an intrinsic
investment, and cost will become less of a barrier.

Many of the questions in this report attempt to paint a picture of our
industry in the near future. | asked all the clients | interviewed: How do
you think consumer insights will evolve over the next five years? Many
voiced themes similar to what were found in this study: data, technology
and mobile, for example, represent both opportunities and challenges.
One nuance that emerged from my analysis, however, was that creating
business impact requires a fundamental change in how we engage with
consumers and company stakeholders.

Today's consumers are actually as much a vital and intrinsic part of

our companies as are employees. Yet we remain stuck thinking about
consumers as living “outside” of our organizations - as mere respondents
or passive feedback givers. One way we, as insight professionals, can stop
focusing on cost at the expense of value and quality is to find creative
ways to design consumers into businesses to create impact. Rather

than being a "gatekeeper” of the consumer's voice, we can be an active
facilitator: engaging consumers in innovative ways to uncover remarkable
insights, helping stakeholders internalize those insights and, ultimately,
integrating the consumer into business design, development, and other
key processes to drive growth and the marketplace.

GRIT
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The Basics:

Qualitative vs. Quantitative Usage

Quantitative Methods Used: Trend

ONNE SNV RS &

CATL  a1v

i 32
Mobile Surveys
Face-to-Face 32%

CAPI 24%

25%
vor 1 m—
16% [
Other quant techniques g: =
0%
Automated Measures/People Meters j;: =
5%
Biometrics/Neuromarketing g: =
4% Il
bl | M 01-Q22014
IVR oy ! Q1-Q
7%
- M 3-042013
. 1%
I haven't used any quant techniques [
va a 7 - M 01-22013

Q1:2013 to Q2:2014; Base: 817 Q1-Q2 2014; 2229 Q3-Q4 2013; 0 to 1372 Q1-Q2 2013

Quantitative Methods Used: Geography

Online Surveys 87% I ——
CATI 48% I—
Mobile Surveys 25% I
Face-to-Face 37%
CAPL 20y I

Mail 11% [—

Other quant techniques 7 .
Automated Measures/People Meters >

Biometrics/Neuromarketing ‘2,: .-

VR 7%
A B North America
I haven't used any quant techniques % | [ ] Europe
B Rest of World

Q1-Q2 2014; Base: 183 North America; 211 Europe; 49 Rest of World
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Quantitative Research

Penetration of online surveys increased further, jumping
from 82% to 89% in nine months, after climbing from 78%
to 82% a year ago. This climb is surprising given that growth
usually slows as penetration approaches 100%. Only mobile
surveys showed similar growth, rising from 27% to 32% over
the past 9 months.

A number of techniques rebounded slightly to make up
for some of their losses last time, including CATI, face-
to-face, CAPI, mail, and people meters. Given that this is

a convenience sample, with a practical margin of error
larger than the 3% margin for a probability sample, a more
conservative interpretation would be that usage has held
steady for these techniques.

The level of usage of CATI, CAPI, and face-to-face
interviewing must surprise the North American researcher,
but this is a global sample. Where 11% of North American
researchers used CAPI, 35% of researchers in the rest of the
world (outside Europe) did so; similarly, for CATI, 37% of
North Americans used it, contrasted with 63% of the rest
of the world. North Americans were somewhat more likely
to use online surveys (91% vs. 87% for Europe vs. 84% for
rest of the world) but mobile surveys showed similar levels
regardless of region: 33% for North America and the rest of
the world outside Europe, and 25% for Europe. This is not
surprising, since many regions have seen mobile penetration
leap past desktop/laptop penetration.

Usage of these techniques is comparable across client- and
supplier-side researchers, with the exception of mobile
surveys: only 23% of client researchers have used mobile
surveys, compared to 35% of suppliers.

Penetration of online surveys
increased further, jumping from
82% to 89% in nine months.

www.greenbook.org/GRIT



Qualitative Research

In a surprising finding, reported usage of traditional in-
person focus groups jumped from 59% to 70% since the last
survey, driven by growth across all geographies (59% to 80%
in Europe, 59% to 68% in North America, and 61% to 72%
rest of world) and for both clients and suppliers. In-person
IDIs increased from 46% to 53%.

Mobile qualitative research (e.g., diaries, image capture) grew
from 19% to 24%; mobile qual is strongest outside North
America and Europe, with 30% of “rest of world" researchers
having utilized it, compared to 23% in Europe and just 16%
in North America.

In-store shopping observations show a similar pattern to
mobile qual: highest in the rest of the world (35%), then
Europe (20%), and lowest in North America (18%).

In-person qual such as focus groups and IDIs are most widely
used in Europe. Qual techniques that are more widely used

in North America center around the telephone and webcam,
including telephone IDIs, telephone focus groups, webcam
focus groups, webcam IDIs, and bulletin-board studies.

The client/supplier divide is narrow, with similar usage of the
techniques, except for in-store/shopping observation (15%
usage for clients vs. 25% for suppliers) and online IDIs with
webcams (5% for clients vs. 10% for suppliers).

The resurgence of traditional focus groups globally and the
lack of uptake on mobile qualitative in North America and
Europe at first would seem counter-intuitive. We do not
believe these results are sample artifacts since the overall
composition of the sample and the partners who contribute
the greatest number of participants has remained relatively
stable across several waves. In digging in a bit deeper, an
explanation does present itself. Anecdotally, through the
lleX Corporate Partner program we are aware of a drive
from client-side researchers to get closer to consumers, and
qualitative methods support that mission. Also, the existing
industry infrastructure on the supplier side has created a
pent-up supply, with cost decreases and field efficiencies
perhaps making the decision to use more qual palatable.

That same supply glut may be limiting mobile uptake
simply because more suppliers are being successful selling
traditional approaches. We assume that this trend will
reverse in future waves as the same drivers of mobile quant
growth start impacting qual in a significant way.

www.greenbook.org/GRIT

Qualitative Methods Used: Trend

Traditional (In Person)
Focus Groups

Traditional (In Person) IDIs

Telephone IDIs

Interviews/Groups Using
Online Communities

Mobile (diaries, image
collection, etc..)

In-Store/Shopping
Observations

Bulletin Board Studies

Chat (text-based) Online
Focus Groups

Other qual methods

Monitoring Blogs

Online Focus Groups with
webcams

Online IDIs with webcams

Telephone Focus Groups

Chat (text-based) Online
IDIs

Automated Interviewing
via Al systems

| haven't used any qual
techniques

Reported usage of traditional
in-person focus groups jumped
from 59% to 70%.

M q1-022014
0% M 03-042013
M q1-022013

Q1:2013 to Q2:2014; Base: 723 Q1-Q2 2014; 0 to 2229 Q3-Q4 2013; 0 to 1372 Q1-Q2 2013

Qualitative Methods Used: Geography

Traditional (In Person)
Focus Groups

Traditional (In Person) IDIs

Telephone IDIs

Interviews/Groups Using
Online Communities

Mobile (diaries, image
collection, etc..)

In-Store/Shopping
Observations

Bulletin Board Studies

Chat (text-based) Online
Focus Groups

Other qual methods

Monitoring Blogs

Online Focus Groups with
webcams

Online IDIs with webcams

Telephone Focus Groups

Chat (text-based) Online
IDIs

Automated Interviewing
via Al systems

| haven't used any qual
techniques

Q1-Q2 2014; Base: 158 North America; 180 Europe; 43 Rest of World

6% I
4% I

0%
0% B North America

2%
2%

2%
2% W
2%

| Europe
B Rest of World

GRIT

Fall 2014



Drivers of Supplier Selection

The top four
attributes surfaced
again as the highest
in importance: “Has
knowledgeable staff,”
“Good relationship
with client/supplier,”
“Completes research
in an agreed-upon
time,” and “Listens
well and understands
client needs.”

Once again we asked respondents to indicate what was
important to clients when they were selecting suppliers

for their market research needs. Client respondents simply
indicated what was important to them. Supplier respondents
provided estimates of the importance they felt their clients
would give to the various attributes. The figures below show
the importance ratings that clients and suppliers gave to the
supplier selection criteria, respectively.

It should be noted that the latest results were relatively
consistent with previous years. In fact, for suppliers, there
were no significant changes year-to-year in the percent

who rated each attribute in the top two boxes. Also, the top
four attributes surfaced again as the highest in importance:
“Has knowledgeable staff’, “Good relationship with client/
supplier”, "Completes research in an agreed-upon time", and
“Listens well and understands client needs” For clients, those
same four attributes remained at the top of the list in terms
of importance, albeit in a slightly different order.

Stated Importance to Clients - Supplier Selection: Q1-Q2 2014

Has knowledgeable staff

Good relationship with client/supplier
Completes research in an agreed-upon time
Listens well and understands client needs
Rapid response to requests

Provides highest data quality

Familiarity with the industry or category
High quality analysis

Familiarity with client needs

Suppliers put greater value
on the strength of their
relationships with their clients.

It is noteworthy that suppliers tend to rate “relationship”
attributes very high in perceived importance. As the following
table indicates, suppliers' mean rating for relationship criteria
was 4.45, compared to a mean rating of 4.25 for clients.
Suppliers put greater value on the strength of their relationships
with their clients, and feel that their clients would rate these
attributes higher than they actually do.

The biggest disparity between client and supplier perspectives on
relationship issues came in the attribute, "Previous experience
with client/supplier,” with top-box scores of 69% and 84%,
respectively. One possible explanation for this difference may

be in the consideration of competitive vs. non-competitive
projects. Incumbent suppliers often find that they are asked to
complete new research projects without having to contend with
competition, simply because the client was pleased with previous
work, and felt that the current project was similar enough to
previous work to proceed without the need for a competitive
bid. It is unclear whether both groups considered these cases
when evaluating the importance of incumbency.

Good reputation in the industry

Understands new consumer communication channels & technologies
Flexibility on changing project parameters

Breadth of experience in the target segment

Consultation on implementing results and optimizing business impact of research
Previous experience with client/supplier

Length of experience/time in business

Uses sophisticated research technology/strategies

Uses the latest data collection technology

Offers unique methodology or approach

Company is financially stable

Provides data analysis services

Uses the latest statistical/analytical packages
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Perceived Importance to Clients - Supplier Selection: Q1-Q2 2014

Has knowledgeable staff

Good relationship with client/supplier
Completes research in an agreed-upon time
Listens well and understands client needs

Rapid response to requests

7% 2% 5%

93%
g
7 e >

13% 1 [iRII% 87%

Provides highest data quality 25% T§i6 17% T 2% T 5%
Familiarity with the industry or category 19% 1% 18% _ 81%
High quality analysis uy [E . ;-
Familiarity with client needs 1y e -

Good reputation in the industry

ety ————————————— =

Understands new consumer communication channels & technologies 42% I 7% 33% _ 58%
Flexibility on changing project parameters 25% 3% 22% _ 75%
Breadth of experience in the target segment 27% | 5% 22% _ 73%
Consultation on implementing results and optimizing business impact of research 29% I% 8% 20% _ 71%
Previous experience with client/supplier 16% ]I,S% 9% _ 84%
Length of experience/time in business 40% '6 10% 28% _ 60%
Uses sophisticated research technology/strategies 47% | 10% 37% _ 53%

Uses the latest data collection technology 55% SR 40% T

Offers unique methodology or approach 52% I 12% 37% _ 48%
Company is financially stable 50% . 16% 29% _ 50%
Provides data analysis services 36% . 6% 27% _ 64%
Uses the latest statistical/analytical packages 65‘). 25% 36% _ 35%
Lowest price s2v SRR 33% D

B Not at all important
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Suppliers give somewhat lower ratings to attributions
classified as “execution” than their client counterparts (3.88
to 3.94, respectively). The largest disparity in the execution
ratings was seen in Provides highest data quality, suggesting
that clients perceive a greater difference in the data quality
provided by their various suppliers than suppliers themselves
perceive. Much has been written in recent years about the
impact of moving to research models largely dependent

on large field-service companies providing sample across

a swath of research suppliers. It might be interesting to
investigate whether the perceived differences in data quality
are the result of qualitative vs. quantitative research studies.

Mean importance ratings for the general “capabilities”
attributes were quite consistent across suppliers and clients
(3.90 and 3.88, respectively). For clients, this was the lowest-
rated importance category, implying that, while clients value
capabilities and reputation in selecting their suppliers, they
really are looking for performance on the job. That is, these
capabilities are seen as “table stakes,” and supplier choice
between contenders who make the short list is a function of
other considerations.

RELATIONSHIP (how they interact)

Listens well and understands client needs
Good relationship with client/supplier
Familiarity with client needs

Previous experience with client/supplier

EXECUTION (what they do)

Provides highest data quality

High quality analysis

Completes research in an agreed-upon time

Rapid response to requests

Flexibility on changing project parameters

Understands new consumer communication channels & technologies
Uses sophisticated collection technology/strategies

Uses the latest data collection technology

Uses the latest statistical/analytical packages

CAPABILITIES (what they're known for)

Has knowledgeable staff

Familiarity with the industry or category

Breadth of experience in the target segment

Consultation on best practices and methodology effectiveness
Good reputation in the industry

Length of experience/time in business

Provides data analysis services

Offers unique methodology or approach

Company is financially stable

Lowest price
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GRIT Commentary

IS Research Automation the Path to
Superior Client Service?

The results from this year's GRIT report show that for
clients, customer service is top of mind when selecting a
research supplier. Specifically, the data shows that clients
need suppliers who are experienced, knowledgeable and
committed to on-time delivery, and who are thoughtful
listeners willing to invest time in building strong client
relationships. To many of us this is not news.

What is interesting is that suppliers are still placing a
disproportionate amount of importance on price. On a
numerical scale, suppliers placed greater value on having a
lower price versus the clients themselves. In my experience,
cutting cost runs contrary to the delivery of superior
customer service. Experienced, knowledgeable, committed,
thoughtful relationship builders don't come cheap.

While it may seem counter-intuitive, the key to providing
superior service that addresses client needs (while
considering cost) may be found in technology. We don't
have to look far to understand why. In fields like accounting,
human resources and sales, software-as-a-service has long
been used to automate many of the redundant tasks that
traditionally require manual support and attention. This

is also becoming true in market research. If implemented
correctly and by the right people, research automation can
also accommodate sophisticated and complex tasks in a
timely manner that would otherwise consume the attention
of your most experienced and talented personnel.

www.greenbook.org/GRIT
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It's tempting to assume that because automation reduces
human touchpoints, it also negatively affects quality of
service. In fact, our experience has been the opposite. When
developing Instant.ly, our consumer insights platform provided
by uSamp, the process began with identifying client needs.
This was foundational to our design of an automated platform
that provides greater consistency, high-utility value and
customization to deliver on those needs.

With automation, every client universally benefits from

the experience and knowledge of your most thoughtful
researchers. These people can anticipate the needs of clients by
calling upon their depth of experience and expertise, which is
built into the tool itself. The result is a product that not only
addresses stated and identified client needs, but that is flexible
enough to adapt to changes in consumer behavior. Using
technology to streamline as much of the research process as
possible enables researchers to concentrate on what they do
best—research.

Research automation has the potential to help our industry

do more than simply keep the peace between clients and
suppliers. Sophisticated tools, and the research models we
build, make for vital partners in developing effective research
products that meet business needs. More importantly, they
enable a higher degree of expertise and support through
anticipating client needs. Herein lies the path to superior client
service, and with it strong, long-lasting client partnerships.

GRIT

Fall 2014



From a trends perspective, the interesting recent

Clients are seeking suppliers with development is evidence that clients are seeking suppliers

a mastery of modern technology, with a mastery of modern technology, something that has
something that has not been not been acknowledged by their supplier counterparts (see
acknowledged by their supplier figures below). In 2014, client respondents in the GRIT survey
counterparts. gave significantly higher ratings to the three attributes

summarized below, all focused on capabilities with new
technologies in research.

Understands new consumer Uses the latest data Uses sophisticated research
communication channels & technologies collection technology technology/strategies
/ / N

80% / 80% 80%
70% 70% 70%
/ 60% /

60% 60%
. . /\/ N %

7~ -
40% 40% /_/ 40%
30% > 30% > 30% S
Q3-Q4 Q1-Q2 Q3-Q4 Q1-Q2 Q3-Q4 Q1-Q2 Q3-Q4 Q1-Q2 Q3-Q4 Q1-Q2 Q3-Q4 Q1-Q2
2012 2013 2013 2014 2012 2013 2013 2014 2012 2013 2013 2014

M client W Supplier

Research shows that respondents who are incentivized
with cash are more likely to provide insights that are
important to you and your clients. Our global incentive
fulfillment solution includes paying directly to bank, onto
a respondent’s existing credit card, reloadable prepaid

cards (physical and virtual), and mobile airtime top-ups.

@ hyperwaLLET

1-855-449-3737 | incentives@hyperwallet.com | www.hyperwallet.com/grit

@ GRIT
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GRIT Commentary

Bet the Trifecta:
Better, Faster, Cheaper

“There is somethin’ that | gotta let you know
If you can’t move at my speed, you have to go.”
- Sean Kingston, "Gotta Move Faster "

While there might not be many readers of the GRIT Report
who are fans of hip hop artist Sean Kingston, | think his
lyrics in "Gotta Move Faster" are something we can all relate
to. Brands must move faster than ever and the ability to
drive cheaper and quicker insights is becoming table stakes.
The GRIT Report bears this out.

When asked what clients perceive to be the most important
factors when choosing a data collection method, time and
cost are listed as the top two in decision criteria and each of
them are increasing in importance:

e (Cost - 8.5v. 7.9 (scale of 1 to 10) in the last GRIT Report.
e Time - 8.2 v. 8.0 in the last GRIT Report.
e Effectiveness and Impact - 8.0 v. 8.0 in in the last

GRIT Report.

So why have things changed so much in the last several
years? There are two reasons. The first is simple. Clients are
asking for it. | suspect if you asked clients how long they
have been pushing for research that is better, faster and
cheaper, they would tell you that it seems they have been
pushing forever. Finally, technology is available to deliver on
that promise, and most of the technological developments
in our field have materialized within the last 4 to 5 years.
The trend of maintaining or improving productivity with
the same or declining resources isn't anything new in most
industries. And while market research has not been immune
to those pressures in the past, it is palpable today given how
quickly brands need to move to maintain or increase their
market share.

www.greenbook.org/GRIT
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Those that exploit these pressures can take an advantaged
position in the marketplace. Take, for example, another data
intensive business like financial services. Before Bloomberg
L.P. existed, data and analytics in the financial services
industry was largely offline, and processes were manual in
nature (e.g., charting financial trends), which made things
slow and inefficient. Once Bloomberg digitized information
and automated analytics, the industry became truly “real
time" and grew at a compounded growth rate of 20 percent
over the next 10 years. For their trouble, Bloomberg grew
into what is now a $7B company with an equity value of
over $20B.

The data reported by GRIT is not a passing fancy. As such,
the ageless currencies of time and money aren't going to
lose their place in the priority list any time soon. Too many
important client organizations like Procter and Gamble,
Safeway and Kraft are focused on rapid insights collection,
and major suppliers like Millward Brown are increasingly
focused on providing offerings which are more agile.

The foundation is set for market research to move the way
of the financial data services industry: the technology
ecosystem is enabling unprecedented agility with offerings
like Google Consumer Surveys, Instant.ly, and GutCheck
among others; many service providers are now starting

to include these enabling tools in their plans; and most
importantly, clients are demanding it.

So will a Bloomberg emerge in the market research industry
to disrupt the status quo by providing insights that are
better, faster, and cheaper? You can bet on it.
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Adoption of New Research Methods

The growth in
mobile has been
dramatic, climbing
to 64% usage, up
from 41% in the last
survey.

This section looks at the adoption, by clients and suppliers,
of new research methods, and the barriers to adopting new
approaches. In evaluating the current picture and changes
from the previous year it should be noted that two new
research methods have been added to the survey this year:
Big Data Analytics and Micro-Surveys.

The data suggest that not much has changed over the
last 12 months (with one big exception). The same four

Respondents were shown a list of new (and newish) research
approaches and asked to indicate which they were already
using and which they were actively considering. Note,
selecting 'using’ does not mean a technique is necessarily
being used heavily. This question provides an insight into
what techniques are working their way into toolkits.

It's official: Mobile surveys and market research online
communities are no longer emerging techniques; both are
used by a majority of researchers:

56% of respondents have used MROCs, up from 49% in the
last survey 9 months ago

The growth in mobile has been even more dramatic, climbing
to 64% usage, up from 41% in the last survey.

Techniques used/Considered: Q1-Q2 2014

Mobile Surveys

Online Communities

Social Media Analytics

Text Analytics

Mobile Qualitative
Webcam-Based Interviews
Eye Tracking

Big Data Analytics

Mobile Ethnography
Behavioural Economics Models
Micro-surveys

Research Gamification
Prediction Markets

Facial analysis

Virtual Environments/Virtual Reality
Crowdsourcing

Biometric Response
Neuromarketing

Internet of Things/Sensor based Data Collection

Wearables Based Research
Q1-Q2 2014; Base: 435 to 494
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Judging by its momentum, social media analytics will be

the next technique to cross over to the mainstream: usage

jumped 10 points to 46%.

Client-side researchers are more likely to have used the
following than supplier-side researchers: social media
analytics (47% to 36%) and Big Data analytics (39% to

29%). These are areas where the traditional market research

industry might be losing market share to external firms.
What are suppliers more likely than clients to see as the

future of the industry? Suppliers have used mobile surveys,

mobile qual, mobile ethnography, webcam interviews,

microsurveys, gamification, facial analysis, and virtual reality

more often than clients have.

Techniques Used/Considered: Client/Supplier

Mobile Surveys 33

; ities  46%
Online Communities 53y

Social Media Analytics g‘gé

Text Analytics géé

Mobile Qualitative %?7,‘;

Webcam-Based Interviews %8?;

Eye Tracking %%

Big Data Analytics g

Mobile Ethnography 6%

Behavioural Economics Models %g;‘j

Micro-surveys %Z‘;@

Research Gamification %8;‘;

Prediction Markets %%

Facial analysis  19%
Virtual Environments/Virtual 12%
Reality 15%

Crowdsourcing  13%

Biometric Response gé

Neuromarketing %%
Internet of Things/Sensor based  13%
Data Collection 12%

Wearables Based Research 3;2

Techniques Used

Q1:2013 to Q2:2014; Base: 104 to 666 Client; 359 to 2702 Supplier
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Techniques that were added to the survey for the first time,
with reported client-side usage, are:

e Behavioral economics models - 25%
e Internet of things/sensor-based data collection - 12%
e Wearables based research - 7%

We'll set an alarm on our Apple Watch for a year from now
to see how these techniques are doing.

M client
B supplier 26%
Techniques Under Consideration

SR
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Trends in Approaches in Use and Under Consideration

The chart below shows the approaches in use and under consideration over the last three waves of GRIT.

Techniques used/Considered: Trend

. 64 I ———
Mobile Surveys 41% I—
42 —

Online Communities 49% e —

Social Media Analytics 36%

Text Analytics 33% I—

Mobile Qualitative 22« I

Webcam-Based Interviews 27 I

Eye Tracking 26% I

Big Data Analytics 31% I—

Mobile Ethnography 21% EE—

Behavioural Economics
Models o

Micro-surveys 19% I——

Research Gamification

Prediction Markets 17% ———

Facial analysis 13% I

Virtual Environments/Virtual
Reality 17+ m

Crowdsourcing 14% IE——

Biometric Response

Neuromarketing 11% E—

Internet of Things/Sensor 12%

based Data Collection  o%

Wearables Based Research 0%

o M q1-02 2014
7% - M q3-04 2013
0% M q1-022013

Q1:2013 to Q2:2014; Base: 435 to 494 Q1-Q2 2014; 0 to 2229 Q3-Q4 2013; 0 to 644 Q1-Q2 2013

It is clear that 2014
is the year that
mobile arrived in a
big way.
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In Use Trends

The big news, but perhaps not surprising news, is that mobile
surveys are now the top approach, with about two-thirds
saying they are using them. This is a jump of around 50%
from the previous waves. It is clear that 2014 is the year that
mobile arrived in a big way.

In general, all the numbers are higher in the latest wave,
compared with the earlier waves. Given that the approaches
are selected because they are believed to be growing, this
growth is not surprising. The numbers do not, however,
reflect volumes of work.

26%
41%
45%
26%
33%
38%
31%
42%
32%
35%
37%
35%
39%
41%
32%
38%
24%
25%
21%
38%
38%

0%
32%
40%
35%

0%
34%
32%

0%
36%
38%
34%
28%
27%
30%
21%
20%
26%
28%
30%
32%
33%
30%
22%
21%
25%
25%
21%
31%

0%

24%

0%

The rest of the list (other than mobile surveys) can be broadly
broken into three categories:

1. Under 20%,
2. 20% to under 40%,
3. 40% to under 60%.

Those techniques which are currently under 20% are clearly
niche at the moment. In some cases this may be their long-
term position, for others (such as wearables) it may simply
reflect their newness.
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The 20% to 40% group reflect approaches that are becoming
established in toolkits amongst a range of companies,
without yet being 'mainstream’ This group ranges from
gamification at 23% to mobile qual at 37%. One of the
interesting items in this group is Big Data analytics, which

is one of the very few approaches that has not noticeably
increased since the previous wave. Perhaps big data is
proving difficult to integrate for most research companies, or
hard to monetize?

Under Consideration Trends

Online communities
have lost their top
spot due to the rapid
growth in mobile
surveys, not because
their growth has
plateaued.

Two phenomena jump out of when comparing in use vs.
under consideration.

1. The range is narrow, from 21% considering biometric
response to 38% considering big data analytics.

2. A number of the scores for the most recent wave have
fallen from the previous wave, e.g. mobile surveys fell
from 41% considering to 26% considering.

The scores for the items at the top of the ‘In Use' table

have fallen in the consideration column because they are
beginning to reach natural limits. For example, since 64%
said they were using mobile surveys, the number saying they

Other Emerging Approaches

GRIT
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After asking respondents to rate the list of key techniques
and approaches, we asked "Are there any other emerging
technologies or new research approaches we have not listed
you are considering trying out?"

Open-ended responses that were mentioned fairly
often and which were not in the list provided by the
questionnaire included:

e Geo/location approaches, such as geofencing, location
tracking, GPS etc.,

®  Working with text and images in ways other than text
analytics and social media analytics, such as semiotics
and discourse analysis,

e \ariations on 'mobile’ going beyond “mobile surveys”,
"mobile ethnography" and "mobile qual”,

® A more generalised expression of passive and
observational data and analysis,

® Avariety of 'neuro’ related approaches that
respondents did not feel were captured by the term
"Neuromarketing", for example implicit association
and voice analytics (which might also be considered
‘biometrics').

The 40% to 60% group represent mainstream approaches
that all researchers should be considering and many

should be using. Text analytics and social media analytics
have grown their scores well since the last wave. Online
communities have been the top scorer in this category for a
few years, and the number who say they are using them has
grown again. Online communities have lost their top spot
due to the rapid growth in mobile surveys, not because their
growth has plateaued.

were ‘considering’ had to fall from 41%. The total of using
and considering mobile surveys is now 90%. Presumably,
some of those not using or considering mobile surveys
will be organizations that do not use surveys, e.g. some
qualitative practices.

The two charts (in use and consideration) together confirm
the importance of mobile (not just mobile surveys, but
also techniques such as qual and ethnography). The tables
also suggest that several approaches are (currently) firmly
seen as niche, such as virtual reality and neuromarketing,
since they are near the bottom of both the in use and
considering tables.

These responses were not coded nor added to the totals since
they would not materially impact the relative rankings and
would only marginally change the percentages. Overall, the
open-ended "other” response is a good way to "keep our ear
to the ground” as it uncovers emerging approaches that we
might not be paying sufficient attention to.
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GRIT Commentary

A brave new world?

The GRIT report always provides an opportunity for a
moment of reflection and this year is no different. As an
industry, we have to understand where we have come from
and where the opportunities lie in the future in order to
continue the evolutionary process.

I'm delighted to see that last year's disappointing growth
and take-up of mobile as a methodology has turned around,
both in terms of the number of companies currently using
mobile in their studies (64%), as well as those considering
the mobile approach. Negligible increases in tablet and
smartphone uptake don't seem to be having a significant
impact in the swing to mobile as a methodology. It seems
that agencies are no longer sitting on the fence about
mobile surveys and simply getting on with it which bodes
well for the future.

And it's indications about what the future might bring that |
found most interesting in this year's report.

The introduction of new quantitative and qualitative
methodologies have risen (to 34% in Quant and 38% in
Qual) which suggests that we are prepared to take on board
new technologies, skills and knowledge as they become
available to MR. This is good news for clients who want to
shake up the research mix with non-traditional approaches
such as behavioural economics, neuro marketing, social
media analytics (46% of agencies are currently conducting
some text analytics), online communities, and even
wearable-based research. However | do still wonder how
many clients and agencies are actually prepared to step out
of their comfort zone. For example, gamification and text
analytics have both been around for a long time but how
many agencies are actually adopting it or using it in the
research process? There is still too great a focus on ‘tried and
tested' techniques instead of experimenting with new ideas.

www.greenbook.org/GRIT

»

_ Confirmit.
Wale Omiyale
SvP
Email: Wale.Omiyale @confirmit.com
LinkedIn:  https://www.linkedin.com/profile/view?id=1621999
Twitter: wale100 / confirmit
Website: www.confirmit.com/

| think that the challenge going forward is absolutely
going to be about getting the mix of adoption right. Braver
clients are jumping early and exploiting new technologies
- especially smaller agencies that are more flexible or
customers in the Asia Pacific region have a record for being
early adopters. More traditional clients are moving slower
but that does not mean that they should be left behind.

If we intend to change over the next five years - and the
report found that 32% expect some change and 25% expect
a lot of change - we will need to work hard to make it
happen.

Perhaps the best place to start is to accept that we now
operate in a world where marketing and business strategists
are working alongside traditional MR professionals, as part of
an Insight Division instead of a Research Department. We are
increasingly presenting our findings to C-level executives and
business analysts, instead of statisticians or data analysts.

The report clearly indicates a significant increase in the mix
of people working within MR going forward and specifically
mentions a rise in the number of “Designers and Data
Visualisation Experts". This suggests that the industry has
indeed accepted that it needs to employ different types of
people with different skills to do different kinds of work in
the future. More importantly, it has realised that making
insight more visually representative and easier to understand
is now an absolute ‘must.

| think this is the key point. The future of research will
increasingly be determined by its approach to reporting. The
quality and style of reports will govern how well research
engages with business because of the changing nature of
the client base. The convergence of MR with Voice of the
Customer programmes highlights the demand for actionable
insight and this desire to extract real business value from
research is only going to continue.
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Criteria Importance
In Data Collection Methods

Stated Importance of Data Collection Methods: Q1-Q2 2014

Data quality

Effectiveness and
Impact

Timeliness of results

Cost

Data security

Familiarity with
technique

Convenience

Being new &
different
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Perceived Importance of Data Collection Methods: Q1-Q2 2014
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give the highest importance to cost, with
timeliness in second place, and quality third.
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So now we know what tools from the toolbox are being
used, but not why they are being chosen. With that in mind
we asked participants what was important when they were
selecting data collection methods for their research projects.
We asked both suppliers and clients to indicate what they
felt was important themselves, and we asked both groups to
estimate what their counterparts would say. The figure below
shows the importance ratings that the combined groups
(clients and suppliers) gave to the data collection criteria.

It is interesting to consider the top factors in the
consideration set above. Research professionals often speak
about having to choose between “good, fast and cheap.” The
adage is that one can "pick any two" of these three qualities,
implying a trade-off (i.e,, that it is not possible to get all
three at once). The first two attributes above, Data quality
and Effectiveness and impact fall into the high quality, or
"good" class of data collection attributes. Following that is
Timeliness of results, which reflects "fast,” and next we have
Cost, a measure of the degree to which one delivers on the
“cheap"” attribute. So one could argue that the priority of
importance in data collection does indeed flow as:

1. Good
2. Fast
3. Cheap

But now look at the perceived importance scores given

to these attributes, as shown in the figure below. In this
figure, we are showing the combined perceptions of clients
and suppliers, with clients estimating the importance their
supplier counterparts would give, and suppliers doing
likewise for their client colleagues.

It is clear that the importance rankings are reversed!
Suppliers feel that their client counterparts give the highest
importance to cost, with timeliness in second place, and
quality third. Now our rank order looks like:

1. Cheap

2. Fast
3. Good

www.greenbook.org/GRIT



Why would researchers feel that clients assign "overly high"
importance to cost? It may be that recent recessionary trends
in the marketplace have forced both groups to give special
attention to the cost of services, and both buyers and suppliers
now strive to be cost-competitive. Or it may be that we are
seeing cost (and perhaps timeliness) emerge as a differentiator
in the final stages of the purchase process. That is, in early
stages, quality is the top consideration, as a long list of
contenders is winnowed down to the small set of finalists for
the job. At this point, all finalists are considered of sufficient
quality. They are "good enough.” Then attention is turned to
other considerations, such as cost, and the ensuing arduous
and lengthy negotiations lead both groups to conclude that
their counterpart is focused on this attribute.

We do not have sufficient history of responses in GRIT to
conclude one way or the other in this discussion. As can be
seen in the figure below, the relative order of importance of
the selection criteria for data collection have remained quite
consistent over the three time periods in which this issue was
explored. With the exception of Convenience in Q3-Q4 2013,
the stated importance of the criteria has remained constant
across the GRIT waves.

We do see one trend of importance in the figure above:

the increasing importance is given to Data security. This
criterion has continued to rise in importance, and now is at

a level almost equivalent to Cost. Highly publicized security
breaches in retail, finance and entertainment industries have
likely contributed to this trend. Interestingly, we see that
Europeans have exhibited a particularly strong sense of the
importance of Data security, but this has long been a stalwart
of professionals in that geography (see figure below).

www.greenbook.org/GRIT

Stated Importance of Data Collection Methods: Trend
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Increasing importance is given to Data security.

Stated Importance of Data Collection Methods: Geography
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Perhaps the best view of the data collection criteria is
shown in the figure below, which depicts both stated and
perceived importance of clients and suppliers on this issue.
One interesting difference that emerges is that clients and
suppliers alike feel that their counterparts place greater
emphasis on the lower-ranking criteria than they themselves
do. Again, this may be reflective of the fact that issues like
Convenience and Being new and different get discussed
during project pitches and final negotiations.

Stated vs. Perceived Importance of Data Collection Methods: Client/Supplier

Data quality
Effectiveness and Impact
. I
Timeliness of results
Cost
Data security
Familiarity with technique
Convenience
Being new & different M ciient .
.Suppller

Q1-Q2 2014; Base: 154 to 172 Client; 510 to 548 Supplier
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| recently attended a sporting event where the list of items banned
from the stadium, along with the usual glass bottles and firearms,
included drones. The absence of fans releasing drones programmed

to trip athletes on the opposing team or spike their sports drinks was
good news, but this was also a reminder of how technologies that just
a few years ago inhabited the realm of science fiction are now common
enough to be banned.

Likewise, new research innovations that were hailed as revolutionary
and transformational just a couple of years ago are now becoming
more familiar in our industry, as evidenced by the results of this year's
GRIT survey.

The usage of techniques like mobile ethnography, eye tracking,
neuromarketing and biometric response has increased since last year. But
there's evidence that with more experience we now know that delivering
real value to clients with some of these new techniques is not easy;

fewer people now include biometrics and neuromarketing on the list of
techniques they have used most in the past year. Perhaps because we now
understand the practical issues surrounding some innovations and realize
the challenges of cost and scale.

This doesn't mean our industry is tired of innovation; those who saw the
dizzying display of new approaches at the Greenbook IIEX conference this
year know that creativity is thriving in our field. But we are less likely to
be entranced, and more likely to be doing the hard work of understanding
how, when - and whether - these solutions can be useful. If we are
progressing through Gartner's Hype Cycle for Emerging Technologies we
may be moving from the Peak of Inflated Expectations to the Slope of
Enlightenment, after which, if we follow the model, we can look forward
to innovations which reside on the Plateau of Productivity.

The focus is increasingly on innovations with real substance, practically
applied, battle-tested in the market and proven to have real customer
value. Examples are technology platforms that support multi-country
research and the respondent's choice of communication device.
Researchers need to know that new innovative technologies and
applications will grow and scale with them worldwide.

We often talk about being in an era of research transformation, but
many of this year's GRIT respondents say that in five years' time research
will all be about "data"- which is what researchers have been working
with all along.

www.greenbook.org/GRIT
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Therein lies a reason to be optimistic about the future of research. For
who understands data better than researchers? “Big data” is a new
opportunity which some think will revolutionize everything and cause
surveys - and perhaps research - to become a thing of the past. But as
we learn and understand more about the opportunities that big data can
bring we also learn more about its limitations.

Interestingly, there was no increase reported this year in either the usage
of big data analytics, or in the number of people who said they had

it under consideration. A recent New York Times article speaks of the
bottlenecks and need for extensive human “data wrangling” required
before big data can yield much value. Even after the data has been
successfully "wrangled”, it is best at delivering who, what and when.

To understand how meaningful the correlations are, and to get at the
underlying causations, you need researchers.

GRIT respondents think there will be less need for surveys in five years.
And if we're talking about the long, tedious, grid-ridden traditional
surveys common today, that's a good thing. The average online survey
length we see at SSI is now a depressing 23 minutes - up over 60% from
just four years ago. Surveys as they should be - clean, lean and appealing
to the people who take them - are the perfect complement to big data.
And with the great strides that have been made in panel recruitment and
management, we can target high quality respondents more effectively
than ever. With big data you get the what, who and when; surveys add
the all-important why and what next and the richer, deeper data that is
the essential complement to big data.

What the industry needs now is more knowledge about how these
new tools can deliver insights and meet our clients' goals, more shared
learnings and, if not best practices, then at least an understanding of
things to avoid.

The GRIT survey results this year show a realistic attitude to the challenges
we face with reduced resources and the need to do more with less, an
understanding that our industry will be different in five years' time, and a
more pragmatic approach to innovation. It looks as though the industry is
getting better prepared for what's next.
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Keeping Informed and Connected
to the Industry

Seminars or conferences

Industry websites

Face-to-face business networking events

Technology websites or publications

Webinars or virtual events
Industry print journals

Trade organization events

Business networking communities like LinkedIn

White papers

E-mail delivery of blog subscriptions

Blogs

Social networking sites like Facebook & Google+

Twitter

60% 62% 43%
57% 55% 47%
5200 * *

51% 53% 40%
51% 59% 44%
46% 40% 30%
45% 4500 33%
44% 51% 49%
41% 49% 35%
38% 32% 33%
30% 40% 30%
19% 27% 18%
14% 21% 16%

Information Sources: Client/Supplier

Seminars or conferences

Industry websites

Face-to-face business networking
events

Technology websites or publications
Webinars or virtual events
Industry print journals

Trade organization events

Business networking communities
like LinkedIn

White papers
E-mail delivery of blog subscriptions

Blogs

Social networking sites like
Facebook & Google+

Twitter
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Important + Very Important

Q1-Q2 2014; Base: 113 to 133 Client; 366 to 410 Supplier

We asked respondents to rate the importance of each of
the following information sources for staying abreast of
developments in research methodologies and the table
at right shows the percentage ticking the top two boxes
(Important and Very Important).

The two main messages from this data are:

1. Face-to-face (e.g. conferences) and traditional sources
(industry websites and print journals) are generally more
important than social media (e.g. Twitter and Facebook).

2. The movement seems to be away from the social and
virtual to the more traditional.

A key factor to keep in mind when looking at these two
findings is that the GRIT sample is generally assumed to be
more wired and plugged into social media than the norm.
Even among this group, the social options tend not to be as
important as the traditional.

The pattern of preferences is quite similar between clients
and suppliers, but clients are even more likely to say seminar
and conferences are important (66% versus 58% for
suppliers) and that Industry websites are important (68%
versus 53% for suppliers).

In a changing industry, understanding how professionals
keep connected and informed is important both

from a commercial standpoint as well as for personal
development. All involved in selling, evaluating, buying
or using insights-related approaches should factor these
channels into their planning.

In the next section we'll look at the organizations involved in
delivering these various channels and their level of influence
on GRIT participants.

Face-to-face (e.g. conferences) and traditional sources
(industry websites and print journals) are generally more
important than social media.

www.greenbook.org/GRIT
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Influential Industry Organizations
& Information Channels

__ Let,s pUt It iy there: It ok be e Self_serVing for .
organization like GreenBook to include questions related

ESOMAR 212 to our own role within the industry. We do it because we
believe it's valuable for researchers to understand how
Uil 167 different organizations and information channels contribute
to the market research industry and profession, each in their
Ereaibagk 166 own way. As with all aspects of the GRIT report, the reader
should take into account the composition of the participants
AMA 16 when interpreting and generalizing the findings. The data is
what it is; the interpretation is what you make of it.
Quirk's 107
We asked GRIT participants a series of verbatim and ranking
BVM 106 questions:
MRS UK 39 1. List the professional and/or trade associations, business
event organizers, blogs or professional social network
MRA 38 groups relevant to the marketing or marketing research
industry you are a member of, pay attention to, or
ARF 67 contribute to (up to 7).
2. Which do you consider to be the most influential to your
Research &t Results 51 strategic decisions?
3. What is the main factor that makes them stand out for
NewMR 49 you as influential?
4. Which do you consider to be the second most influential
QRCA 46 to your strategic decisions?
5. Which do you consider to be the third most influential to
CASRO 45 your strategic decisions?
IIR/TMRE 44 GRIT authorship is a collaborative effort with many
participants, but due to the perhaps controversial nature of
marktforschung.de 43 these findings, specifically the inclusion of GreenBook in the
rankings, we feel it's important to identify the analysts and
MR WEB/Daily Research News 32 authors here. Data for this section were collected as top of
mind responses, and the following analysis was based solely
XING 3 on coded verbatims. Coding was performed by GMI and
Bottom Line Analytics. Additional analysis was conducted
NGMR 2 by Ellen Woods of Gen2 Advisors and Masood Akhtar of
Bottom Line Analytics.
AMSRS 24
With all caveats covered, the table shows the top 20
Planung & Analyse 20 organizations, in order of their cumulative mentions. Other

organizations had fewer than 20 mentions. In total, 129
organizations were mentioned, with a cumulative count of
2,461 distinct mentions. The absolute base size was 713.
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The full list of organizations with the number of their
corresponding mentions can be accessed via the online
dashboard. If you use the Explore mode in the dashboard

you can click on any chart and then use the Cells button to Here is how many percent of respondents mentioned each of
the twenty organizations:

select the counts (i.e., n).

Influential Organizations - Autumn 2014

Research & Results

~
32

newMR
irrvre SR 6%
marktforschung.de _ 6%
XING 4%

ul
32

MR WEB/Daily Research News

NGMR 3%

AMSRS 3%

Planung & Analyse

Q1-Q2 2014; Base: 713

It should be noted that among respondents, 50% came from
outside of North America, and for clarity, brands like ESOMAR,
MRS, and GreenBook had all sub-entity responses rolled into

a singular brand response (examples include Research World
Magazine = ESOMAR, Research.live = MRS, lleX = GreenBook,
etc.). Where the response data was related to LinkedIn as a
brand, it was counted under “LinkedIn"; where specific LinkedIn
groups were referenced, those groups were listed separately and
not as a part of the “LinkedIn" response totals.

www.greenbook.org/GRIT
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Influential Organizations - Geography

North America Europe Rest of World
esovar  18% [ 36% [ ss« [
tinkedin  26% || 18% [ 24% [

creenbook  32% || N 16% [ 24% [
ava - 33% [ R i | o% [
quirks  30% ||| G 2| 15% [
BvM 1% | 2o« [ 0%
MRSUK 1% 2« [ 12% [
mra  27% || 1% o% [
arr 4% [ 33 | o% [
Research & Results 0% 15% [ 0%
newMR 7% [} 33 | 6% [
orea 1% [ g | 0%
casro 12 [ 2| 3% ]
ir/mvre  10% [ 1% | 0%
marktforschungde 0% 13% [ 0%
MR WEB/Daily Research News 4% ] i | 6% [
XING 0% 1% [ 0%
NavR 4% ] % 9% [
AMSRS 1% 2| 21% [

Planung & Analyse

0%

7%.

0%

Q1-Q2 2014; Base: 181 North America; 182 Europe; 33 Rest of World

Unsurprisingly, the top 3 performed relatively well globally. What stands out in this ranking is the emergence of
ESOMAR has parlayed their positioning as the de facto global  LinkedIn as a brand by itself. The platform has evolved
trade body well, and are top of mind in Europe and the rest from a networking utility to a database-driven repository
of the world more than Linkedln and GreenBook combined of content with discussion forums and other tools for
(although they lag behind in North America). extensive knowledge sharing and dissemination. It now very
obviously fills a vital niche in the global influencer network.
LinkedIn's audience is far broader than just market research
professionals, and it offers access to millions of users, groups,
and content items from around the world, and in virtually
any domain one may think of. GRIT participants found this

to be important and useful.

Openness and accessibility of social networking in the
business/professional context is something that any
organization wishing to develop influence in their respective
industry should pay attention to.

GRIT
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What Makes an Organization Influential?

Now, rather than letting this be a popularity contest, ESOMAR performed strongly in all influence categories
we wanted to understand why these organizations were and is considered the top influencer.
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Drivers of Influence - Client/Supplier

20%

Info. Sharing & Access 18%

Variety of Topics & Big  17%
Picture thinking 17%

16%

Quality/Relevant Info. 12%

Networking & 9%
Connectedness 12%

Organization Reach and 9%
Inclusivity 9%

3%

Focused on Innovation 10%

Keeping me informed and  12%
Up to date 7%

Respected & Professional  10%

org. 6%
; %
Interesting/Fresh Content 4%
A%
. % o i
Commercially Focused 0% Client
e B supplier

Q1-Q2 2014; Base: 100 Client; 353 Supplier

ESOMAR performed strongly in all influence categories

and is considered the top influencer. Respondents cited

the organization's reach and inclusivity as the strongest
differentiator. LinkedIn was similarly strong across almost all
drivers with the variety of topics and big picture thinking
being their defining characteristic, a trait shared by
GreenBook that actually was most highly rated on that, along
with information sharing and access. The AMA outshone
everyone else on quality and relevance of information.

The top mentions as noted above were Info sharing &

access and the Variety of topics and big picture thinking.
One point of interest is the lack of representation for big
data and analytics among the top information channels.
Many of the responses also pointed toward a stronger
affiliation with and rating for multi-channel organizations
as evidenced by the performance of ESOMAR, Greenbook,
and LinkedIn, who continually distribute content through
multiple channels. This was true even where the content was
largely online or presented in interactive discussion formats.
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Another point of interest is the relatively weak level

of influence given to innovation. This may be due to

the fact that a fairly large number of respondents

were suppliers, and also to the fact that many of the
organizations were not considered to be innovation-
focused or were representative of a particular method or
technique that is marketed as an innovative approach.

The volume of response related to information-sharing
and big picture initiatives indicates a hunger for content
and a need for direction. While it has been previously
noted that the industry is in a state of transition, the
direction often remains unclear. Therefore, it seems
likely that influence to a large extent depends on how
an organization helps others navigate change, and
whether it offers a road map towards the future.

When looking at the breakdown by clients/suppliers, a few
interesting findings jump out: Clients and suppliers were
generally equally focused on "information sharing, variety of
topics, and reach/inclusivity as being key drivers. Clients also
emphasized quality/relevant information, keeping informed
& up to date, and the reputation and professionalism

of the organization. Unsurprisingly, suppliers put more

stock in networking, innovation, and commercial focus.

www.greenbook.org/GRIT



When we look at the geographic breakdown, a few surprising differences emerged as well:

North America Europe Rest of World
. Variety of Topics & Big i
Info. Sharing & Access 23% . o 19% Info. Sharing & Access 33%
Picture thinking
Variety of Topics & Big Networking & Respected & Professional
. Lo 19% 15% 19%
Picture thinking Connectedness Org.
Quality/Relevant Info. 14% Info. Sharing & Access 13% Quality/Relevant Info. 10%
. . Organization Reach and
Focused on Innovation 12% Quality/Relevant Info. 10% o 10%
Inclusivity

Organization Reach and .
. 10% Commercially Focused 10%
Inclusivity

Drivers of Influence - Geography

23 I
info. Sharing & Access 13 |
33
, g Bi I
Variety of Topics & Big 19
diearalpty |
Picture thinking o
5
14 I
Quality/Relevant info.  10% |
10% [
. » N
Networking & K
comectedness 15% I
5% |
- %
Organization Reach and 7%
o 10 I
|nC|USIVIty D
10% Influence to a large extent
- depends on how an organization
» I :
Focused on Innovation &% helps others navigate change
5% _ and whether it offers a road map
towards the future.
o ey
Keeping me informed and
ptodate 7 NN
0%
. o NN
Respected & Professional 30/0 _
O 1ox I
1%
Interesting/Fresh Content 8% _
s% [
0% B North America
Commercially Focused 3% [ B Europe
10% B Rest of World

Q1-Q2 2014; Base: 116 North America; 115 Europe; 21 Rest of World
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Top Performers

For this analysis of this study, the concept of influence was
divided into three basic areas: connectivity & reach, thought
leadership & information sharing, and innovation. A further
assessment was done on the level of influence associated
with each entity, which is demonstrated in the size of the dot

Top 20 Most Influential Organisations and Key Drivers of Influence
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GRIT Commentary

Connecting the dots
Integrated Systems for Research & Innovation

Innovation, as a buzzword, has become very popular in the last five or so
years. The truth is that it's always been critical for businesses. Innovation
means new ideas and products, and without innovation, companies

die. What do companies need to do to generate an environment that is
“innovation" friendly?

Consider Thomas Edison and the invention of the electric lightbulb. The
first lightbulbs used platinum wire, and this was not practical for mass
usage due to the cost. He needed a cheaper material that would generate
light, and systematically tested thousands of materials until determining
that a carbonized filament derived from bamboo worked best. He said
that, "Genius is one percent inspiration, ninety-nine percent perspiration.”
For Edison, innovation was a process.

Innovation and Market Research

The call for innovation in market research is constant; the response to this
is less so. It can be argued that the vast majority of market research is the
same as it was 20 years ago. There are still mountains of cross tabulations
in market research, although they are generally not printed out now.
Survey styles have not changed very much. For the mobile platform, there
has had to be some adaptation to the smaller screen format, but it is still
possible to see complex grids presented in a mobile browser. These are, of
course, totally unusable.

A big opportunity for change is the end to end process of research, and
integrated software tools can help this. It bears to remember Edison in this
context - he saw his genius as having a lot of process: the 99% perspiration.

Agile Innovation

Agile research is a concept that has been discussed recently. The concept
of "agile management" is derived from a methodology which has

been widely adopted in software development. In the past, software
development was usually carried out via what | would term “big design up
front" (BDUF). Agile development, on the other hand, emphasizes constant
feedback from the user at all stages of the development process and uses
this feedback to implement changes to the software.

Applying agile development principles to market research means that
research problems or the search for answers can be carried out in a rapid
cyclical manner. Constant feedback on the research outcomes means that
numerous small projects need to be carried out. The idea that one, large,
research project will solve the research problem is replaced by a series of
smaller projects, all the time evolving towards a solution.

Eliminate and Innovate

Innovation usually carries the connotation of something being changed,
either a process or product. But eliminating a product or process is just as
much an innovation as adding something new. Research can be victim to

www.greenbook.org/GRIT
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the old advertising saying from John Wanamaker: "Half my advertising

is wasted, | just don't know which half." Very often, this is the case with
market research. This is where integrated systems can help by allowing all
of your survey results to be available within one system. This speeds up
the process of comparison and elimination tremendously to enable the
experimentation with new methodologies.

Better Mousetraps

There may be twenty new versions of a product to be evaluated. Being
able to test each one quickly hastens the emergence of the best version.
It may not be feasible to change the management of a research project
to use agile principles. However, by using an integrated software platform
for data-collection, access, communities, and dashboard - the execution
of a research project can become far simpler. The use of panels or
communities remains strong, as well as the usage of mobile research.
We've seen how process is needed to foster innovation, and in this respect,
integrated research platforms are a great tool. In any creative process, the
tool set used has significance. You can have many complex tools, but very
often all these do is increase the difficulty of the task at hand - they do
not necessarily help innovation.

Conclusions

Highly integrated research software systems have the potential to promote
innovation in a very concrete way. Firstly, they can be used to implement
more iterative approaches to research, which can explore the problem
space being investigated more efficiently. The need for complex research
specification up front can be mitigated by the flexibility that integrated
research software systems provide. Secondly, the ease of use of such
systems, which can contain facilities such as panel management, data
collection and data analytics in one environment, makes the research
process less of a cognitive load on the researcher. The logistics of a research
project can be greatly simplified - this is a very significant advantage.

GRIT
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The Drivers of Change
In Data Collection

We asked respondents to assess different issues that may 80% of GRIT respondents cited use of mabile
have "prompted change in how you collect data" for market devices as a factor prompting changes in
research. Clients and suppliers alike first indicated if each their data collection methods.

of the proposed issues prompted a major change, a minor

change, or no change in the last year. They subsequently

selected the "one issue that has had the greatest impact”

on data collection changes. The figure below shows the

summary responses. Issues Prompting Change: Q1-Q2 2014
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| Prompted major change

Other issues  58%

42%

Q1-Q2 2014; Base: 379 to 539 | Prompted minor change Q1-Q2 2014; Base: 1007

Has not prompted change

Interestingly, two of the top four issues in the figure above In order to get a more complete picture of the issues

are related to managing the substantial impact of new driving changes in data collection, it is instructive to look
(mostly mobile) communications devices growing rapidly at the choices respondents made when selecting the one

in popularity/usage. Tablets and smartphones have become issue that had the "greatest impact,” as reflected in the
ubiquitous, and researchers are finding that they must right-hand portion of the figure above. In this "single
accommodate these devices if they want to reach highly- issue"” analysis, we can collapse our issues into categories as
valued respondents. In fact, 80% of GRIT respondents cited shown in the table below.

use of mobile devices as a factor prompting changes in their
data collection methods, and nearly as many (77%) cited
general increases in mobile communications as a factor.
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Increased use of tablet computers and smartphones .
) o Devices/Technology 21%
Increased use of mobile communications

Client Demands for innovation

Desire for a more collaborative process with respondents .
) Evolving Processes 27%
Changes in response rates

Desire to avoid limitations of self-reported attitudes/behaviours

Issues Prompting Change: Client/Supplier

Increased use of tablet computers 29% IEEE——— gy I
and smart phones 35% [ — 12%
: N 5 I
Client budgetary constraints 32, 17
Increased use of mobile 257 I oy,
communications 34% [ — 1% —
: innovation 0% gy, I
Client demands for Innovation 31, o
The economy, business growth/ 16% [T 4% [
slowdown 25% [ 4% [—
ints 29% I 129 I
Internal budgetary constraints 19% 2%
Desire for a more collaborative 25% G 7%
process with respondents 20% [ 4% —
: I I
QLY o Sl 107
. ] I
Changes I same Costs 3 — % —
. ] I
Cnanges I response rates 1 10% ——
N [
Changes in staffing or layoffs %g’é ] ‘;’;2 -_
Desire to avoid limitations of self 20% I 8% I
reported attitudes/behaviors 13% [ 4%
: 9% I 1%
Other Issues 12+ | — %
Changes in salaries/wages/costs g§= %é =
Availability of non-US sample g¥= %é -
M client
Availability of US sample ;3% -_ —— & I
upplier I

Q1-Q2 2014; Base: 0 to 144 Client; 343 to 399 Supplier
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From the table, it becomes apparent that, while “Devices/
Technology" issues are still important, more GRIT respondents
actually selected a "Resource Pressures” or "Evolving
Processes” issue as the single most important factor driving
changes in data collection. The residual effects of the
recession remain as a strong influence on the industry. And
perhaps as a result, we see considerable pressures to adapt
research methods to be more innovative and responsive.

There were some apparent differences in what clients

and suppliers cited as important drivers of change in data
collection that, in reality, were quite consistent (see figure
below). Yes, suppliers were significantly more likely to claim
that the economy, business growth/slowdown was a major
issue. But [new call-out:] clients were more likely to mention
internal budgetary constraints, while suppliers often cited
"Client budgetary constraints.” The net result is that both
groups recognized that corporate budgets have been under
pressure to reduce research expenses.

Issues Prompting Change: Geography

From a worldwide perspective, we can see that North
American and European GRIT respondents were quite
similar in their views about issues driving change in data
collection, with only one issue showing significant issues
between the groups - availability of sample - and this was
an issue of relatively low importance. Respondents from
the Rest-of-World, however, differed considerably from
their North American and European counterparts in several
notable areas. They were more likely to note that quality of
sample, changes in response rates, and client demands for
innovation were substantial drivers of change.

Suppliers were
more likely to claim
that the economy,
business growth/
slowdown was a
major issue.

Clients were more
likely to mention
internal budgetary
constraints.

[ 00000000000 |
Increased use of tablet computers and %g;’z — ]

13%
9%

smart phones ¢ o, [ 9%
25% I 14%
Client budgetary constraints 34% ] 15%
420 - 11%

: |
Increased Use of Mol 3. "o
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31% I 10%
Client demands for innovation 29% EE— 7%
419 16%
h ] %
The economy, business growth/ 14% ] 270
slowdown 277 %
349 7%
24 I 5%
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199 4%

) ) [ ]
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187 I 12%
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41% 14%
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29% I 3%
18% I 10%
Changes in response rates 10% IR 10%
38y 5%
18% I 2%
Changes in staffing or layoffs 14% 1%
21% 3%
Desire to avoid I!mltatlons of §e|f ig;ﬁ ] Z;/Z
reported attitudes/behaviors 16% 29
149 I 0%
Other issues 11% [ 1%
9% A%
9% I 2%
Changes in salaries/wages/costs 9% 1%
5% 1%
13% I 2%
Availability of non-US sample 5% [ 2%
9% I B North America 0%
14% I [ ] 4%
Availability of US sample 5% [l Europe 9%
10% I— M Rest of World 5%

Q1-Q2 2014; Base: 71 to 124 North America; 93 to 151 Europe; 32 to 43 Rest of World
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Steps Taken: Q1-Q2 2014

Exploring new technologies
Exploring new methodologies

Doing more with same resources

Exploring new partner relationships with non-
traditional research partners

Investing in more in-house technology
Close partnering with quality access panels

Working longer hours with less staff

Opening direct channels of communications
with customers

More diligent validation

Spending/charging less for the same services

Changing ratio of insourcing vs. outsourcing of
research functions

Negotiating discounts or shorter timelines with
vendors

Recommending higher respondent incentives
Asking for sacrifices from employees
Asking for sacrifices from vendors

Other

Q1-Q2 2014; Base: 988

Steps Taken: Trend

41%
39%
21%
21%
20%
18%
12%
11%
9%
8%
8%
7%
6%
6%
6%
9%

Exploring new technologies  50% I —

Exploring new methodologies  56% [ ——

Doing more with same resources  34% I

Exploring new partner relationships  21%
with non-traditional research ~ 29% I
partners  23% I

Investing in more In-house ., o —
technology 3y, E—

Close partnering with quality access o
18% I—
Panels 5 1o, I——

Working longer hours with less staff ~ 18% I

Opening direct channels of
communications with customers

More diligent validation — 11% .

Spending/charging less for the same 18% I

Services 1 o, I—1
Changing ratio of insourcing vs. 13;’2 __

outsourcing of research functions

11%
Negotiatin'g digcountg or shorter 12;2 __
timelines with vendors 129,

Recommending higher r?:?é):t?\?gg 10% I
10%

Asking for sacrifices from employees  10% I

Asking for sacrifices from vendors ~ 11% I

Other 5% I

M q1-02 2014
M q3-04 2013
M q1-022013

Q1:2013 to Q2:2014; Base: 988 Q1-Q2 2014; 2188 Q3-Q4 2013; 1370 Q1-Q2 2013
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What steps have companies taken after facing the issues
noted above? The figure below shows that, without question,
the response has been to actively explore new, alternative
approaches to meet marketplace needs. While some GRIT
respondents indicated they were “circling the wagons"

by doing more with the same resources, working longer
hours with less staff, or asking for sacrifices ..., many more
reported that they were looking for new, technology-based
solutions.

What we see is less activity - a lower rate of
reactionary response - around the drivers of
change in data collection methods.

It should be noted, however, that while the propensity to
“explore” alternative methodologies dropped significantly

in the current wave of GRIT (see below), this drop was
commensurate with that same trend across all "steps taken."
What we see is simply less activity - a lower rate of reactionary
response - around the drivers of change in data collection
methods. This implies either that, a) the pressure to adapt to
these changes is lessening, or b) companies have begun to
complete the changes they are willing to make, and have now
settled into more of a routine with the new structures.

Finally, there were several notable differences in the reactions
of select respondents to these data collection issues. Clients
were more likely than their supplier counterparts to note that
they are doing more with the same resources, opening direct
channels of communications with customers, and changing
the ratio of insourcing vs. outsourcing of research functions.
Suppliers, on the other hand are more likely to be investing
in more in-house technology, partnering closely with quality
access panels, and charging less for the same services. And
respondents from outside of Europe and North America

were generally more likely to still be “exploring” alternative
technologies and methods.

www.greenbook.org/GRIT



GRIT Commentary

Business-to-Business Participants

Ready For New Ways To

Share Opinions

As little as five years ago, our clients in building materials/construction,
food and beverage, packaging, and manufacturing industries frequently
opposed online data collection methods for business-to-business
respondents. “My customers aren't available online” “My customers
aren't tech savvy."” "My customers can only be reached by mail." “My
customers don't use smartphones” Today we know these business-to-
business respondents are online, they do understand mobile and digital
technologies, and most importantly they want to share their experiences
to help reshape their industries. Not only that, research done online is
becoming more effective.

In reviewing the 2014 GRIT report findings | was pleased to find
roughly two-in-five researchers are exploring new technologies and
new methodologies. These areas of exploration are reportedly driven
by increased use of tablet computers/smartphones, increased use

of mobile communications, client budgetary limitations, and client
demands for innovation. Another valuable reason worth considering
is the impact the inclusion of new technologies and data collection
methodologies may ultimately have on the respondent's ability to
share their opinions, experiences, and industry insights. Providing
business-to-business respondents with more engaging data collection
approaches, may yield more engaged research participants and
therefore, better quality information.

Mobile device usage, acceptance, and technological advancement
experienced a strong upward trajectory in recent years, enabling
employees to remain connected at all times. While some employees make
a conscious choice to disengage upon leaving the office, the new norm
appears to allow for your work and personal life to blend. Today we find
that offering business professionals an online survey appears to be a
welcome distraction.

While traditional data collection methods are often relied upon to achieve
industry feedback, it's time for researchers to better assimilate their
approach to better reflect how many of today's business professionals
communicate on a day-to-day basis; email, instant message, text, Skype,
Twitter, Facebook, and LinkedIn to mention just a few. By incorporating
some of these communication methods into research experiences
respondents will likely become more engaged, as they think about the
industry they are passionate about from a different perspective. Our
experience shows that many business-to-business professionals are
delighted to share their knowledge IF the survey tool is well designed;
they believe they have something meaningful to contribute; it's
conceivable that the results will be used to drive industry change; and
they benefit (topline research findings, individual incentives, charitable
contributions on their behalf, etc.).

www.greenbook.org/GRIT
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Historically, concern around the quality and security of information
collected online has been at the forefront. How do you know who is
completing the survey? How can you ensure they only complete the
survey once? How do you protect confidential information from being
publically shared? These concerns still resonate with organizations,
research suppliers and clients as evidenced in the 2014 GRIT report.
While we still must proceed with caution, some of today's online survey
platforms do effectively aid researchers in ensuring data quality and
data security by verifying and validating survey respondents, providing
respondent specific watermarks to discourage printing/downloading/
sharing of confidential images, providing pop-ups to discourage
speeders, and being able to identify repeat survey participants. With
the quality control piece being addressed, researchers can focus their
attention on survey experience enhancements such as image/ video
incorporation which can be applied to both quantitative and qualitative
online methodologies.

The survey platforms and surrounding technologies of today will continue
to evolve, enabling high quality data collection in a secure environment.
It's up to the research community to take a chance, be creative, be
engaging, and provide respondents with the most positive, dynamic,
meaningful experiences possible. The fruits of our labor will provide
superior data quality and actionable information; which may result in
additional information needs and ultimately more market research. It
will be interesting to see where our efforts take us in the next five or
ten years. Will the market research community focus more on providing
creative, strategic, engaging survey experiences that capture unbiased,
detailed information for strategic decision making? | know that's where
we are headed. Where will your focus be?
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Hacking Market Research

One of the highlights of the 2014 IleX Event in Amsterdam
was a group exercise called "Hacking Market Research”. The
goal was to have the attendees work together to develop a
{ list of issues impacting the industry and then collaboratively

- develop creative solutions.
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It was such a hit we decided to get as close as possible to
that approach in an online medium and incorporate it into
GRIT. In this section we'll explore what we uncovered.

As part of this wave of GRIT survey we ask participants

to identify the one BIG issue that the research industry is
currently facing and put forward ideas on how it should be
tackled. There were 1,100 comments and suggestions. This is
a summary of some of the main themes that emerged from
this feedback.

Analysis utomation
4% 1%
ehavioural

_— 6%

Training
1%

Survey Engagement
1%

Social Change
1%

Real-Time
Raport 1%

1%

Privacy
3%
Predictive
1%

___Client Understanding

0,
_Cost Cutting 3%

2%
Credibility
3%
\ ) DIy Diversity
euroscience 9
1% Monpolisation J 3% 3%
° 39,  Efficiency
2%

Q1-Q2 2014; Base 1,100
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Making Our Work Count

These were the three most commonly occurring themes
expressed by participants in this research and they all center
on the thought that we need to do more to make our work
count as an industry.
1. The delivery of actionable results
2. Creating research of real strategic value
3. Demonstrate the return on investment that

research can deliver.

____________________________________ There is a general sense that we are not doing a good enough
We need to do more  job at creating perceived value from our work. We need to
to make our work do more to reposition our services to focus on delivering real

count as an industry.  strategic value and promote what we do more effectively.
These are some typical statements made by participants:

e “Our ability to understand and sell our true value
to the world outside of market research”

® “Making an impact on business decisions”

e “Getting at the business problem - not just the
research problem”

®  “No real thought put into analysis”

e “Charts are not the same as insight”

e “Traditional quant/qual fails to deliver really
deep insights”

®  “Dumbing down of methodology due to rise
of DIY solutions”

® “Need to move away from cost-efficiency based
commoditised service”

Researchers need to become more business focused and
consultative in their approach.

@ GRIT
Fall 2014

The Need for a More
Consultative Approach

The main solution proffered was the suggestion that
researchers need to become more business focused and
consultative in their approach.

“We need to be more consultative” may be a cliche that
has echoed around the research industry for decades but
this message is perhaps reaching fever pitch. One in ten
participants referred directly to the lack of consultation:

® “We need to steal a few plays from the
consultancy industry”

® “A need a more consultative approach”

® “We need to act and think more like consultants”

There appear to be three strong underlying factors behind
this that were voiced in the feedback:

1. Recognising the supply shift: Research companies
used to control access to the people needed to undertake
research but now there is a more open market supply
and clients themselves are gaining better direct access to
their own audience.

2. Anyone can do basic research these days: To run
a research project you once needed a team of people
to create the surveys, distribute them, and process the
results. All that can be done today by any individual with
free or very low cost software. This has led to more DIY
approaches that are directly undermining the role of
research businesses.

3. The ways of doing research have proliferated
out of all imagination: Two decades or so ago, in order
to copy-test an ad, one was consigned to standing on
street corners with a clipboard asking “Do you like this?".
Today there are probably over fifty different methods
on offer and the most important point to recognize is
that many of these new techniques now sit outside the
bounds of traditional research companies.

In short, research companies used to control the supply of
research participants, provided all the resources needed

to undertake research and were the only real companies
offering research solutions. Today they don't. The market has
opened up. So the role of research companies has to change
to take account of this.

What is clear is that the need and desire to do research has
not changed, in fact you could argue that it is intensifying
rapidly. It's becoming fundamentally cheaper and faster to
do the basics, which potentially frees up resources for the
thought-end of the process.

www.greenbook.org/GRIT



Solutions

There was a wide range of solutions put forward to address
the problem of how we could become more consultative and
improve the impact of our work. However, many of these
suggestions could be described as platitudes. It remains to be
seen whether they can or will be actively implemented.

Generally there was a sense that we need to start to have
higher level conversations with clients about their broader
research objectives, think more like advertising agencies

do in the way they interact with clients and develop more
collaborative relationships with clients - thinking holistically
about their needs, focus on the decisions being made.

These are some examples of the solutions proposed:

® “Be more technique and methodology agnostic”

® “Break out of the cycle of cheaper, faster, better”

® “Turn to non-traditional sources of data and insight and
embrace these into our thinking”

® “Positioning ourselves more as strategic thinkers"

® “Expanding the skill sets within a research company”

® “Educate our professionals to ‘think business™

There was speculation that bigger MR firms might think
about buying up and integrating more consultancy type
businesses to help reposition their services.

There is a clear desire for more industry-wide self-promotion
to highlight the fundamental impact we have along the lines
of organisations like the IPA in the United Kingdom who
actively promote the value of advertising.

The Quest for a New Data Scientist

The second big theme was centered on how to make sense of
all the eruptions of data to which we now have access to.

This proliferation of data sources from which market insight
can be derived is creating a huge industry-wide demand for
data analysis skills for a new type of data scientist who can:

1. Mine insights out of totally unstructured data
Efficiently handle and merge disparate data sources

3. Synthesize data from a multiple data sources into an
interpretable format

Whether we can find these types of resources, or have the
ability to undertake these processes efficiently were also
issues raised by a many researchers.

Linked to this are a number of big data related warnings and
the growth of different data sources:

® “Big data overload lack of synthesis”

® “How to mine big data”

® "How to get insightful analysis of unstructured data”
® “How to integrate big data with traditional techniques”
® “Too much data but not enough insight”

www.greenbook.org/GRIT

To many the task looks unsurmountable but here are some of
the solutions put forward:

Solutions

® Segment data collection and data analysis - right now
the same people try to do both

® Wholesale shift of budgets and time allocation to analysis

® ME&A activity: Integrating big data businesses with
research businesses

® |nvest in more data scientists

® Understanding the drivers for Big Data as a new asset
base within companies

® |ntegrating IT and analytics teams into discussions re:
insight vs. just marketing

® Addressing “insight" as a multi-departmental lead.

® Create partnerships

This proliferation of data sources from which market
insight can be derived is creating a huge industry-wide
demand for data analysis skills.

>RIT
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The Need to Shift Towards Multi-modal Techniques

There is a general
recognition that the
simple days of “qual”
and “quant” research
are over.

Budgetary

Budget constraints
and the general
tendency to insource
some research
processes were
identified as another
widespread issue.

The cost of analysis
has been often
absorbed into

the cost of data
collection, reducing
its perceived value.
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There is a general recognition that the simple days of

"qual” and "quant” research are over. With the diversity

of methodologies and ways of gathering data our whole
approach to conducting research has to open up and embrace
a more multi-modal approach.

This means that the way market research companies are
structured needs to change. The idea of silos of specialists
working in one field or another has to change - we are

all going to have to become polymaths and develop more
cross-disciplined teams, think more adventurously about
the combination of solutions we offer and develop product
offerings that embrace a wider range of techniques.

These are some examples of how researchers voiced these issues:

® “Integrating new technology into existing methodology”

® “Relevant implementation of new technologies to improve
insight, to bring something new to the table”

® “Asignificant part of the business is still based on
methodologies or practices that are losing their relevance”

® “Adopting new technology and leveraging it"

® “Making sense of all these new ways of doing research”

® “The hybridisation of techniques and methods”

Suggested Solutions:

® Role of professional organizations and conferences
to share and evaluate new methods

® The need for case studies of what progressive companies
and progressive teams are doing

® Including more experimental research with
standard research

® More experimentation generally & fostering business
built around experimentation

® Focus on incorporating new ways to obtain data into our
products and services

Constraints and the Insourcing of Research

Budget constraints and the general tendency to insource
some research processes were identified as another
widespread issue, with remarks such as:

® “Shrinking budgets”

® “Budgets not big enough to do a decent job"

e “Cheaper / faster mentality”

® “Having access to the best tools with limited budget”

® “Lack of funding to do anything innovative”

® “Research needing to provide more, for less money”

® “free research tools make it possible for our clients to
conduct the research themselves.”

e “DIY innovation squeezing from the bottom, large
corporations cutting costs on the top.”

e “Clients not willing to pay for proper research”

e “The dramatic reduction in cost of data collection has
led clients to believe things can be done more cheaply.
but human analysis and strategy is hugely important,
and those costs are not going down.

® “More data but nobody costing for the work involved in
properly analysing it"

The final comment probably sums up the issue most
effectively. Just because data is becoming cheaper to collect,
this does not mean that the analysis of this data can be done
more cheaply too.

To compound this, historically, the cost of analysis has been
often absorbed into the cost of data collection, reducing its
perceived value.

Suggested Solutions

e Using innovative technologies to reduce costs

® Re-position research as an intrinsic part of the
strategic process

® Communicate “value”

® Market consolidation - fewer providers delivering
higher impact solutions

® New methodologies and partnership

® Educating clients about the true costs of research

www.greenbook.org/GRIT



Client/Researcher Relationship Problems

Perhaps some marriage counselling might be in order

to patch up the relationship between researchers and
their clients as from both sides there were a number of
frustrations being voiced. A general sense that it is all the
other side’s fault...

“Clients briefing research

companies about a specific

“Over-selling and
under-delivering by
research vendors”

Shallow researchers’ T P p———

understand research”

question not the big picture!”

“Research companies not
smart enough to see or think
about the big picture!”

“Thoughtless
researchers”

“Research companies stuck
in their old ways”

“Research companies chasing
shinytnewstechniques™

“Inertia within clients”
“Unimaginative clients”

“Clients scared
of change”

“Clients' lack of
fearlessness”

Summarising the main complaints by research
companies, they focus on:

e C(lients demanding more consultative
solutions but not engaging in the process °
® C(lients expecting to pay little and then

complaining when they don't get what they
thought they were getting

® C(lients' preconception about what MR is,
combined with a lack of understanding
around methodologies and validity

® The reliance on procurement departments
to set standards of conduct between client
and agency

® We are pitched questions that don't answer
the problem

www.greenbook.org/GRIT

“Lack of market research
expertise within client
organisations”

“Research companies'
lack of confidence”

Summarising the main complaints of clients:

Research companies not truly understanding
our business

No real thought put into the analysis -
charts are not the same as insights

Research companies not keeping up with
range of new techniques that we see out
there or alternatively getting distracted

by shiny new unproven methods and not
focusing on getting the basics right.

“Lack of imagination
amongst research
companies”

Suggested Solutions

® Be more open about failure from which
lessons can be learned

® Read Good to Great by Jim Collins

® Ask more interesting and tougher questions

® More conversations with chief
marketing people

® Research companies putting imaginative
proposals on the table for a better ways of
us working together

® Sit down and chat!

GRIT
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Panel/Respondent Quality Issues

Suggested Solutions

A number of participants focused on the panel quality issue,
the declining levels of active participants in surveys and our

inability to engage respondents.

e “Lack of honest panellists/respondents.”

®  "Younger people not participating in research”

e "WV are losing touch with respondents who have far
better things to do these days on their computers and
mobile phones than completing a survey”

® “Designing surveys that engage respondents and work
on any device"

e “Consumer/respondent fatigue”

e “Extremely long, complex surveys designed to
measure every attribute. We are sacrificing data
quality and insights at the expense of gathering

Setting some industry standard maximum survey lengths
Shorter “in the moment"” mobile surveys on a more
frequent basis

Making research more "participant-centric” rather than
client-centric so that participants are more engaged and
easier to recruit

Change the pricing strategy - panel companies rewarding
research companies that produce shorter and more
engaging surveys and those that produce long dull
surveys get penalized

Realizing we are all in this together - poor quality
panels result from poor surveys and clients buying
mostly on price

unnecessary metrics”
® “Flooding the world with too many surveys, most just
annoying, there will be “surveyphobia” soon”

Insightinnovation.org is the
home of all Insight Innovation
eXchange events. Videos and

presentations from previous lleX

conferences are already there,
and content from new events is
being added all the time!

Insight _
Innovation

Insightlnnovation.org

@ GRIT
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GRIT Commentary

Key Observations

for MR Industry

As always, reading the GRIT report provides a sense of the
next wave of evolution we're experiencing in our industry.
Over the last few years, we've seen ‘emerging trends' quickly
become commonplace for market researchers. Finally, I'd

like to think that market research can start to discard the
generalization that our industry is conservative and slow to
adopt new approaches.

A few years ago, at the annual CASRO conference, Simon
Chadwick opened his presentation with a slide that simply
said "Market Research is Dead." Interestingly, quite the
opposite has transpired for us - we've adapted. Market
Research is certainly not dead; we've seen our industry
rise to the occasion, and become expert at identifying new
opportunities to leverage new technologies, new forms of
data, and provide clients with more complete information.

When we look at areas of growth within this year's GRIT
report, we see that Social Media Analytics, Big Data
Analytics, Crowdsourcing, Research Gamification, Mobile
Qualitative, Prediction Markets, Behavioral Economics Models
and more are the market research techniques that we feel
will continue to grow in the future. Some of these practices
are entirely new disciplines and their emergence suggests
that the patient isn't on life support but is experiencing a
new lease of life. Furthermore, market research professionals
are now looking beyond the traditional quantitative or
qualitative approaches to and themselves as “Advanced
Analytics," or "Social Media Researchers,” embracing new
roles, and again, evolving our perception of market research.

www.greenbook.org/GRIT
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In touch with people

Mark Simon

Managing Director, North America

Email:

LinkedIn:  https://www.linkedin.com/in/marksimon1
Twitter: TolunaGroup

Website:  www.toluna-group.com/

When we think about 'Big Data; we are just beginning

to take steps to better leverage available data within

our research programs. | believe that market research
professionals are well-suited to assume the responsibility
for harnessing the potential that ‘Big Data' provides, but
we have a lot to learn. For many of us, this means that we
need to ‘change the tires while driving the bus! In other
words, how can we harness the potential of Big Data while
simultaneously designing systems and processes that will
enable better business decisions? We should be aware that
cutting through data paralysis is top of mind for many
client-side decision-makers, and the professionals that best
accomplish this will have a better seat at the boardrooms
around the world.

What is clear is that technology provides the means by which
we can work faster, and smarter. We operate in an industry
where insight is valued, but cost is a primary driver for
decision-making purposes. Technology and DIY are critical
as more and more time is to be spent on insight generation,
and less and less time, or money, spent on data collection
and fieldwork.

After reading the report, | am energized by the opportunity
that presents itself. We continue to work in a dynamic,
ever-changing environment. Our outlook for 2014 is one
of growth, and it seems that market research professions
with longstanding careers continue to challenge themselves
to adapt to the new world order. | see us evolving our look
at market research to adapt to these changes, and this
report covering emerging topics such as the internet of
things, 3D printing and smart device measurement in the
not so distant future.

GRIT
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The Future of Research

Amongst clients, only 22% expect ‘A lot’ or ‘Tremendous’
change (compared with 33% for suppliers).

We asked participants "Thinking ahead five years, how much

of a change do you expect in the kinds of services and

products you deliver?"

Very little

Some

Quite a bit

A lot

Tremendous

Very little & Some

A lot & Tremendous

3% 3% 3%
32% 27% 30%
33% 33% 31%
25% 31% 29%

6% 6% 7%
35% 30% 33%
31% 37% 36%

Q1-Q2 2014; Base: 924

The Researcher of the Future

Workers of the Future: Client/Supplier

Designers and Data 49% [
Visualization Experts 62% I
; ; 53% [
soctal Media Experts o
Marketing or 51 [
Business Strategists 52

— 6% [

pata scientists 45

Bilingual (or Poly-Lingual) 465 [

Employees 42% [
Experts in the Mechanics & 27% [
Technologies of Data Collection 0% [
o s% [
Neuroscientists 10% [
Process (eg., supply chain) 21% [N
Strategists 6% Il
Sociologists or Anthropologists 1 1
10% [N
Moderators or [ e B client
Field Interviewer [N -16% B supplier

Q1-Q2 2014; Base: 207 Client; 707 Supplier
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Views about changes in the market research industry divide
neatly into three roughly equal groups. One-third expect
very little change, one-third expect lots of change, and one-
third are in the middle, expecting ‘quite a bit' of change over
the next five years. There has been a small shift between the
last wave and the current wave, with the expectations for
change having diminished a little - but the pattern of one-
third, one-third, one-third seems to be holding across time.

One interesting exception to the one-third pattern is shown
by the views of the clients, who seem to expect less change.
Amongst clients, only 22% expect ‘A lot' or ‘Tremendous’
change (compared with 33% for suppliers), and 47% expect
‘Very little' or ‘Some’ (compared with 32% for suppliers).

Closely behind designers and data visualization experts
come strategists, social media experts and data scientists.

Faced with the change confronting research there has

been a growth in assessing where the recruitment plans of
companies and the industries need to be tweaked. A new
question for the GRIT study asked about the mix of people
working in your organization in the future. For each type of
employee, respondents could pick more, the same, or fewer.

The table below shows the net predicted change, i.e. the
decreases subtracted from the increases.

The top item in the list relates to the way data is expressed
and represented, i.e. the need for designers and data
visualization experts. The growth in this item is strongest
among suppliers, with nearly two-thirds picking it - but it is
also strong among clients.

Closely behind designers and data visualization experts come
strategists, social media experts and data scientists. Clients
seem a little keener on people with language skills, but there
is a strong demand among suppliers too.

www.greenbook.org/GRIT
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Changes are needed
in the human capital
strategies employed
by the industry.

At the bottom of the list are field interviewers, and the
consensus seems to be that there will be decline among this

group.

The table also shows the perceptions/needs of clients and
suppliers sometimes differ. In general, clients and suppliers
have similar views, but clients are more bullish on process
strategists, and even more doubtful than suppliers about
neuroscientists, sociologists, and anthropologists.

The Skill Gap in Market Research

e
.‘,._mm‘n—' ‘M-T‘. E:-—-
%»msu;z !Skllzﬂ m"‘:"_';""-n:n::-
X e ooy Vol E "oy gnalysis T
’g,g Rbilty [ €. ol S et T2
=ik it v m— ille! o= &2
I][]u Egsé_msm§§§'§ sg":rg,
r 1= =0 'S
NEW ™ i @€l COIEZ w
e i e e [ [ €2
st Pt undelr]';sttarllqmg (<%= I -t
i Data

. X Survey anguage skills euroscientists
. Predictive analytics __copywriters/ 1y
Psychologist & o behavioral ecohomists 17
. . 2% desi
socialolgist knowledge esigners,, 1%
2% 2% \
Creative people Data scientists

3% 19%

People skills
3%
Data Visualisation
skills

%
Social media experts

o ~——__technologist
0

10%

Business skills __—
6%

—__Adaptable/Polymaths

consultancy skills 10%

8%

multi mode expertise
Communication skills ___—— T 10%

9%

Q1-Q22014; Base 438
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In addition the skills listed above, respondents were asked
identify a new or emerging skill necessary for the future of
market research.

The key words that emerged were:

e Analytics

e Storytelling
e Flexibility

e Strategy

® Business

Educating the Market Researcher of Tomorrow was a topic
of a symposium hosted by the Michigan State University
Master of Marketing Research program earlier this year.
Coming out of this event, one of the suggested next steps
was to include a question in this edition of GRIT related to
the skills necessary for success in the future: “If you had

to identify one new or emerging skill necessary for the
researcher of the future what would it be?"

The results are interesting, but not too surprising overall
considering how much this topic has been discussed.
However, seeing it at this volume of responses (438 unique
responses) brought clarity and a level of detail that has been
missing so far.

The responses yielded 19 codes that paint a clear picture of
the skills GRIT participants think are vital for success in the
researcher of the future:

All of this indicates that several changes are needed in the
human capital strategies employed by the industry, including:

® Making the industry financially attractive to candidates

® Making the industry interesting and exciting to candidates

® Developing clear available career paths

® Engaging with academia

® Developing mentoring & training programs

® Employing early talent identification and nurturing programs

e Changing business models and cultures to reflect the
expectations of in-demand workers of the future

In order to be successful, this effort must be led by all involved,

meaning clients, suppliers, trade organizations, educational
institutions, and media.

www.greenbook.org/GRIT



5 Key Questions on the Future of the Industry

A total of 108 GRIT respondents answered the following sentence-
completion exercise requesting that they consider the future of the
market research industry:

In 30 years, market research will be ...

There were diverse expectations expressed by those who
offered their opinions. About a quarter of the group

(23%) commented only on the anticipated stability of the
industry, with 6% expecting things to be the Same, but 17%

expecting Different. There was also a group predicting basic
obsolescence (13%) who expected the industry to be Dead
or Devalued.

Accurate Aytomated

5% /5%
Consultative
/_ 4%

Predictive
1%

Devalued

Monopoly 2%

2%

Moderated
1%

Instant
3%

Q1-Q2 2014; Base 108
Healthy
8%

Diverse
6%

The remainder offered specific expectations for the future,
and these could be loosely grouped into two camps. The
first camp anticipated a technology-driven view of market
research, where much of the activity would be relegated to
controlled systems. This group, accounting for 37% of all
responses, included those who perceived a future that was

The two views of market research in the future, tech-
based and vibrant, are not necessarily exclusive. It is very
reasonable to predict a future in which select elements of
the MR process have become highly automated, with data
collection and analysis algorithms that capture and report
on a wide range of human actions and perceptions. At the

The two views of
market research in
the future, tech-
based and vibrant,
are not necessarily
exclusive.

Automated, Instant, Integrated, Passive and/or Monopolistic. ~ same time, there could also exist a (vibrant) aspect of market
research that is dedicated to uncovering insights that are
non-obvious, that are the insights which emerge only when
viewed through the lens of complex human interaction. And
itis likely to be the case that these insights, mined through
innovative theoretical and practical endeavors, will provide

the competitive advantage that businesses seek.

The second camp of respondents - a total of 26% -
perceived a vibrant industry. They predict a market research
industry that will be Predictive, Accurate, Consultative,
Diverse, Healthy, and/or Grown in 30 years.

GRIT
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Another GRIT sentence-completion task asked respondents to consider:

The one thing that will most impact the industry is...

Inspection of the graphic below reveals a clear single of the industry at once. Technology, of course, is pervasive,
conclusion: There is no one single thing that will most impact  and can impact research design, data collection, analysis,
the market research industry. Answers in this exercise were and reporting as elements of MR, but can also impact the
diverse, but sometimes unique and sometimes overlapping. very things that MR strives to measure. Big Data Is both a
Only three responses - Big Data, Mobile and Technology - source of insights and an input to analytics. And Mobile will

garnered double-digit consensus as the thing that will most certainly influence marketing, marketing communications,
impact the industry, and each of these cover multiple aspects  research methods and research usage.

1%
° Behavioural

6%

Training - Analysis utomation
o 4% /A

Survey Engagement
1%

Social Change .

1%
Real-Time
0
Raport 1% —\
1% \
Privacy
3%
Predictive
1%
Client Understanding
3%
\Cost Cutting
Credibility 2%
3%
Diversity
Neuroscience DIy 3%
1% o 3%
Monpoilsatlon Efficiency
3% 2% Q1-Q2 2014; Base 102
There is no one single thing that The other suggestions as things which will impact MR
will most impact the market are certainly worthy of attention, as well. Issues such
research industry. as Behavioral theoretical models and practice, DIY,

Neuroscience, Panels, Passive measurement, Privacy and
Real-time will doubtless impact the industry in real ways.
Research practitioners will need to integrate new approaches
into their toolboxes that accommodate developments in
each of these areas. Research firms will need to continuously
adapt, and this means keeping up with developments and
making strategic decisions about the investments needed in
order to remain competitive.

@ GRIT
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As was the case when GRIT respondents indicated the “one thing" most likely to impact MR, we
again find a very diverse set of responses when completing the sentence:

The most exciting thing emerging now is...

Once again, Technology, Big Data, and Mobile were among
the list of most common responses with 8%, 13% and

13% of the mentions overall. Other suggestions that were
prevalent included Passive and Diversity. But beyond this,
mentions were varied and for the most part unrelated. New
research methods (e.g., Communities, Gamification, Geo-

fencing, Neuro, Passive Social Media, Text Analytics and Advice to the research practitioner and user

Virtual Reality) did show up in abundance, but there was is: monitor, and invest wisely.

little consensus about which of these was most “exciting.”

Video Interview Virtual Reality Analytics

Traditional 1% N% ~ 2%
% 0 T

Text Analytics

1%
Structure
3% Communities
Social Media )
3% ! Consulting

1%

Results
2% Cost Cutting
Privacy 1%
1%
Predictive /
1%
%
Gamification
1%
Panel Engagement \Geo Fencing
Global
0, \_ 0,
1% 19% 4%
Innovation Google
1% 1%

Once again, the potential interpretation of this diverse set worldwide need only find those of interest in order to
of responses could be either encouraging or alarming. One prosper. Given the rate of innovation in MR today, it is likely
might decide that the industry faces a troubled future, due that, while some of these “exciting things" will experience

to the fact that there is no single “"thing" on the horizon that  fading interest and largely disappear, others will quickly rise
will marshal the troops and bring enthusiasm to the industry.  to fill the void. And so the advice to the research practitioner

Or, one might conclude that there are myriad exciting and user is: monitor, and invest wisely.
“"things" waiting to be picked up, and that researchers

www.greenbook.org/GRIT
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A total of 95 respondents in the 2014 GRIT survey completed the sentence:

In 5 years | can’t see much demand for...

©

Social Media
2%

This exercise reflected opinions about waning research
practices in MR, and several prominent candidates stood
out. Top mention was Telephone, with 20% of the votes. It
is unclear, however, whether this comment included mobile

respondents were anticipating only the demise of standard
landline telephone surveys, or rather were expecting all
verbal remote Q&A to fall from favor, with online and
passive filling in.

phones and smartphones. That is, we cannot be sure whether

Research Agencies

GRIT
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5%

If we assume that demand for standard telephone surveys will
be largely gone in 5 years, then we could conclude that survey
research, in general, is losing broad support as a research
method. Consider these responses from the chart above:

Telephone

Surveys

Long Surveys

Mail Surveys

Offline

Non-tailored Surveys
Advert Surveys

Trackers

Trackers
3%

Reporting |

1%

20%
17%
5%
2%
3%
1%
2%
3%
53%

dvert Surveys

ata Suppliers

0,
2% 6%

Gamification
1%

LMa rge

Projects

Surveys 3%

5%
Mail

Neuro Non- Surveys

2% q 2%

Tailore
One Offs Offline  Surveys

[v)
1 A 3% 1% Q1-Q2 2014; Base 95

The combined mentions around traditional survey research
account for over half of the responses in this exercise. It would
appear that this staple of the research industry is rapidly losing
favor, and could disappear altogether if alternative sources of
insight prove to be adequate replacements.

www.greenbook.org/GRIT



GRIT Commentary

THE FUTURE OF SURVEYS -

A Smarter Way to Capture True

Consumer Intention

“In our brave new mobile culture, the idea that a 30+ minute PC-based
survey is going to be viable even three years from now is an increasingly
absurd belief." (Greg Heist, GreenBook)

Our industry is often caught musing about the future of surveys.
Research providers must be willing to meet respondents in the most
convenient place if they want them to engage in their spare time - and
this is increasingly on their smartphones with shorter surveys optimised
across all devices. Such trends are simply mandatories in today's digital
landscape, and reflect the 33% of us that told GRIT we triggered mobile
surveys in the past year.

Brand expectations of research are becoming increasingly advanced,
making the issue of ensuring sample quality and obtaining meaningful
insights something that can no longer be ignored. Research approaches
must evolve to attract the real people who care about the products and
services we are trying to shape.

So if the traditional survey is on the decline, where does
this leave us? What is the experience we need to be
cultivating to gain true and meaningful insights?

User generated data is exploding and we all recognise the power of
volunteered responses to guide our business strategy. Now we must
consider how to obtain authentic answers via experiences those
consumers actually want to take part in. Ever- increasing budgetary
pressures on both the client and the agency mean gathering the right
data to understand consumer intent is more important than ever. And
here's why:

Not all data is good data. Nor is it real data.

A simple Google search for "get money via online surveys" returns more
than 12 million results, including promises to reveal how to earn $200 a
day or more. Getting through enough questions to earn this amount can
only result in poor-quality responses that are inaccurate and often not
reflective of actual intent.

Concerns over respondent quality are not new. But the
ways you can tackle them are.

As far back as 2006, bigger brands began to question the integrity

of online panel insights. Now, customer engagement solutions are

more sophisticated, allowing us to filter out the actors and combine
volunteered personal information with social and behavioural data to
provide a real-life, real-time snapshot of each respondent.

www.greenbook.org/GRIT
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Not all survey respondents want to be rewarded in the
Same way.

Were you one of 20 million people who viewed BuzzFeed's “What city
should you actually live in?" quiz? This viral content encouraged each
user to invest time and thought into responding to a survey - simply to
gain an insight into themself. In today's digital climate, the currency of
information is just as important as hard cash. To gather rich, insightful
data it's no longer enough to incentivise survey participation with
points, vouchers and financial-based rewards alone. Giving feedback,
building individual relationships with customers and showing them their
participation makes a difference is equally as valuable.

If you don't care about who's on your panel, why should
they care about you?

If someone is only engaged in a one-time "l respond, you reward"
interaction they have no reason to care about what happens to their
information once they hit submit. It's time to deliver a true value
exchange and share the rewards between both the client and the
participants.

Technology now enables us to know, not guess, what customers want -
but it's our collective challenge to deliver world-class research experiences
on a scale so that respondents will remain valuable way beyond the
lifecycle of one survey.

At Pureprofile we see each respondent as a distinct individual, engaging
them in an ongoing conversation, and linking their responses to their
own unique and genuine profile. Participants need to know their
opinions matter. Our longitudinal approach allows brands to follow
respondents throughout their decision-making journeys to the point of
purchase and beyond.

So how could you respond to this new consumer landscape? We
encourage you to invest with your clients in app-like experiences to
create real data over time. You'll find this has a multitude of strategic
benefits, most of which is high quality, valuable and genuine insights.

GRIT
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GRIT participants were asked to consider one additional question about the future of MR, completing the sentence:

In 5 years it will all be about...

This item received 78 open-end responses in the survey, and
many of these reflected topics that had appeared in other
future-oriented inquiries. But interestingly, the top response
was a newcomer. [nsights, which received 14% of the
mentions, had not appeared in any of the other sentence-
completion exercises. One might argue that this finding
supports the notion offered earlier, that the direction for
the industry is still largely unmapped, but that the future
solutions that emerge and dominate will be those that

Surveys ) . Virtual Reality deliver on the substantial need for insights from clients of
1% Text Analytics Tracking Behavouiral . ’
° the research industry.
1% Technol 1% 1% 4%
Structure a

3% - I
3%

Social Media
3%

DIY
1%

Privacy

Panels
4%

Engagement

—

1%
Generational
Global Understanding
1% 1%

Q1-Q2 2014; Base 78

What does it all mean?

This wave of GRIT paints a picture of an industry that continues to be in a state of transition while reaching something like
equilibrium in some respects (new technology and methods adoption) while still struggling to find its ultimate role in a data
rich and disrupted world. The good news is that it's filled with passionate professionals who are asking the right questions,
sharing ideas, and leveraging many channels to look for solutions.

All'in all, GRIT shows us an optimistic industry with a very bright future ahead and that is the best trend of all.

@ GRIT
Fall 2014
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Special Addendum:

Client Views On MR Impact Study

Niels Schillewaert, PhD, Managing Partner InSites Consulting USA
Katia Pallini, Senior Research Innovation Consultant InSites Consulting

FACT 1

WE ARE NOT AN
ADAPTIVE SYSTEM

While survey
research is mainly
conducted online,
there is a platform
gap. Even though
19% of consumers
fill out surveys on
a mobile device
(GRIT study 2014,
Greenbook), only
5% of all surveys
are actively
programmed to be
fit for mobile.

e GRIT
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As a special addendum to this wave of GRIT, we wanted to get a deeper understanding of the impact and effectiveness of

market research studies from the client side perspective. We partnered with InSites Consulting and Gen2 Advisors on this special

“MR Impact Study" addendum. 185 market research users (marketers and insights managers, excluding professional research

providers) participated in our survey and reflected about their most recent market research study as well as their ideal study’.

We share the results of this fascinating study around 3 uncovered facts linked to our profession.

An adaptive system is a flexible organism

that changes its behavior in response to its
environment. Such change is often required

to improve performance or increase chances

of survival. Consumers (our context and

most important resource) have changed their behavior
significantly over the last years. The surge of social media
and mobile has been a major driving force behind consumers
gaining power over brands. Accompanying consumer
behavior (as a cause and result) such as participation,
information contribution and sharing, social networking,
brand liking, product reviewing, user collaboration and
co-creation... has become the new ‘normal’ when it comes
to consumer behavior. Gradually, we see digital companies,
marketers, software providers... move up to collaborate

with consumers and achieve goals through them. Gone

are the days when we sent out a message and waited for
people to respond. Today, marketers need consumers to
want to participate in brand activation and market through
them, not to them. With 6 in 10 research users indicating
they believe in proven and traditional methods, our study
indicates that research and the use thereof may not have
made that shift to the same extent and has not aligned with
contemporary consumer behavior.

While survey research is mainly conducted online, there is a
platform gap. Even though 19% of consumers fill out surveys
on a mobile device (GRIT study 2014, Greenbook), only 5% of
all surveys are actively programmed to be fit for mobile.

1 The study was global with 46% of its participants based in the United
Stated, 17% of the sample from Europe and 11% from Asia. The majority
of our participants work in a consumer environment and 37% are
focusing on only B2B clients. 4 out of 5 participants are active in market
research or have a consumer intelligence role for a brand or company,
while 19% have a more marketing-oriented function. As for sector spread:
31% were active in professional services; 1 in 4 of the participating
professionals came from the financial industry; 22% from CPG | FMCG
and 21% in technology.

Qualitative research is mainly conducted offline. 1 in 2
research users still work with traditional focus groups
or in-depth interviews. Online research communities
are growing as a method, but only 19% of researchers
actually uses research communities to learn from and
collaborate with consumers.

CONSUMERS FILL OUT SURVEYS
P
l USING THEIR MORBILE DEVICE

4

DHLT
ACTIVELY
FOR MOBILE DEVICES

URVEYS

It is not only the channels or platforms that are lagging

but also the techniques and tools. Only 9% of quantitative
projects apply creative research techniques - at best, surveys
use graphical scales (36%). Despite the fact that gamification
has been in vogue for quite a few years, leaderboards,
badges, challenges and tasks, feedback systems or social
interaction are hardly used in surveys. Still, gameplay, audio-
visual or creative techniques allow getting a better and
deeper understanding of consumer behavior. Such tactics
allow for better engagement with participants which leads
to a richer consumer understanding. The latter might explain
why the picture is different in qualitative research: 81%

of research users feels that qualitative research helps them
engage with how consumers really live, while only 1 in 3
believe surveys are capable of bringing consumers to life.
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4 in 5 research users stated that the research output was
actionable and readily usable for their marketing teams.
An overwhelming 92% reported their research projects
generate insights worth sharing with their colleagues.
Great job, right? Yet only 65% actually share the results
of their research internally. So it seems there is a lot of
unused potential when it comes to leveraging research
internally. In fact, the research we conduct does not seem
conducive to telling a good story and it is not the start of
a conversation. The majority of researchers use PowerPoint
reporting to present the research results: 86%. A mere
22% have an interactive workshop to discuss the research
findings and less than 10% use creative reporting formats
such as interactive videos or infographics.

Related to our first fact, it would be better if research

relied on content-rich methodologies and used creative
communication channels to convey research results. All too
often, we rely on numbers and text as well as single media.
We need to combine video, photos, physical spaces (e.g.
exhibitions), (private) social media, quizzes, infographics and
apps. It would be so much more enriching to have consumers
upload pictures and complete a mini-ethnographic self-
description in a survey. Make sure you have the ingredients
to tell a good story: use consumers as characters, describe
their ‘who, what, when, where' and also explain the ‘why
(not)" of their behavior.

The first two facts about the status of market research are
linked to that fact that our profession is far from adaptive
and lacks creativity in the way research projects are
conducted; furthermore the (presentation) output is far from
inspirationa