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With increased international participation, the percentage What is the range of your company's annual market research billings/
of respondents from North America is 45%, the next budget for primary market research (in USD)?

largest segment is Europe at 38%, Asia comprise 9%, Latin
America makes up 4%, and all other geographies combined
contributed less than 4% of the sample.

2
. . : o
Due to the relatively small base sizes outside of North 0({6
America and Europe, we have opted not to show regional QQ;Q
breaks consistently other than where we think it ads ég}‘
comparative value, although as always we encourage all by
. 5 3
readers to make use of the interactive online GRIT dashboard < 26 12f1 <
to conduct additional analysis. 0 0 “Ci\*
| 4
=
o
(=]
]
S
S}

o 3
/‘—‘:"0,\ =
“Op
q?g =
Where is your market research organization based or headquartered?
North America. 45004 ' 510 &5 6500 ‘ 510
Europe - 380 e 2me | aw
Asia and Oceania | o 12001 | 8o 7 9%
South America . o P 20 o
ml;z-;cernational or M-i-gsing o - 2% . . 4%1'- b 34 3%
Middlc Eastand Africa T EY

Columnn | 2,229 1,374 818 | 4,421

In-depth Interviews with Client-Side Researchers

As a new component of GRIT this year, Ron * Tom Morder, Chick-fil-A Five participants were interviewed about

Sellers of Grey Matter Research conducted a * Kyle Nel, Lowe's Home Improvement research vendor marketing - how suppliers

series of in-depth interviews by telephone with * Kelley Peters, Post Foods market and promote their services, how clients

client-side researchers to explore their views on e Edwin Roman, ESPN learn about new vendors, etc. The other six were

vendor selection and adoption of new tools and ® Stacey Symonds, Orbitz interviewed about "NextGen" insights technigues

techniques. The participants included: ¢ Bill Tamulonis, Erickson Senior Living ranging from mobile research to biometrics.

® Brian Cain, Merck ® Marc Philippe Witham, Schneider Electric We've woven these in depth interviews into the

¢ Jill Capps, Gorton's e Dan Womack, Aflac sections "The Drivers of Supplier Selection” and

e Sylvia Choe, Marriott "Adoption of New Research Methods" within the
report to add nuance and context to the overafl
findings.
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Ran Sellers of Grey Matter Research conducted a series of five
in-depth interviews by telephone with client-side researchers
ta explore their views on supplier selection.

Although obviously there is no quantitative projectability

involved, it is still interesting to note how much agreement

there was. Participants report being inundated by vendaor

marketing, promotional and sales attempts. Unsolicited email

is the most common, followed by phone calls. However, for

clients, the preferred way of finding aut about new vendors is

word of mouth.

e “Everybody says they do great work. I'll listen to somebody
whose opinion 1 trust, so it's mostly word of mouth.”

e "'d say past knowledge and experience would be the
number one way."

The second way that clients learn about new vendors is at
conferences, particularly if the vendor is actually presenting.
At the same time, some clients did note that conferences
could be frustrating, because so many vendors target them
during that short time.

® "People that we see at a conference or a seminar. That's
how we ended up with our online software vendor. | had
known a little bit about them in the past, but | went to a
conference or workshop on online research, and they were
there giving the presentation. "

s "I think it's finding the right events and probably finding
the right ways (to approach people). Because the thing
that | find terribly frustrating at conferences is people
just out of the blue showing up, or literally bugging you
to death when you have that two or three days out of
the office that you rarely get to do something other than
work for a few minutes.”

Networking and personal relationships are critical for most of

these clients.

* "Vil be honest; the [people] that | generally meet and wind
up doing business with are the ones who aren't trying to
sell anything. They are doing something to give back to
the industry or contribute to the work we do as a whole.
And | get to know them through that, and over time |
get to know their business, and we find a way to work
together."

e "I would emphasize the social media aspect of it. If [ have
seen a good comment (on Linkedin), | have contacted the
persan. That was an element in choosing somebody for an
Ethnography study that we just completed.”

e “it's hard to differentiate between vendors. | think that’s
why, at least for me, it comes down to the personal
connection. If I am at a seminar and sitting at a table with
somebody , in my mind, that's going to give them a plus
over someone else | don't know. Meet me in person.”

"Get to know me first and worry about the sale after that."

derstanding Client Views on Supplier Selection

Clients reported that the is the peaple behind a company ar a

methodology are key.

® "I'm convinced that the individuals behind are the most
critical part."

There is very little feeling that research vendars have

differentiated brands. Some clients tended to differentiate a

few vendors by size or by methodology or specialty, but the

brands themselves generally had little real meaning to clients.

This is particularly true with services such as qualitative

recruiters, field centers, and other established methods

where there's not much that's revolutionary in terms of the

approach offered - clients really couldn‘t name many brands

that stand out to them in any way or have any equity.

e "If | were to think of a good brand of automobiles, |
can immediately think of a Mercedes. When it comes to
market research vendors, no, | don't think there are really
strong brands out there. "

®  "Very undifferentiated. It always surprises me, given the
work that we all do - you would think that we would
understand [brand differentiation] as well or better than
anybody. "

e "|'d say by and large it Jeans more toward the commodity
market.”

The perception that research brands are largely undifferentiated
goes hand-in-hand with the perception that research vendors
too often see potential clients as undifferentiated. These clients
complained strongly about how many times vendors approach
them in an entirely impersonal way, knowing nothing about
them or their needs (and yet still promising to solve whatever
those needs may be).

e “They don't even know if I'm sales or marketing or market
research. "

e “[Their biggest mistake is] not asking me what I'm looking
for first. They start talking about what they do and what
they offer without knowing what is on my plate or what's
keeping me up at night first."

e “Understand what my needs are a little bit better instead
of one size fits all. The target group is all heads or VPs of
insights, but we may not all have the same needs.”

Similarly, clients reported strongly feeling that too many
vendors don't treat them as people, but as potential accounts.
In short, there was a pervasive sense that too much vendor
marketing focuses squarely on solving the needs of the
vendor {for more sales), rather than caring at all about
actually learning and solving the needs of the client.

CRITReportorg



e "If on the rare occasion | am able to answer a call or get
on the phone with someone, and then | learn that they
are only trying to set up an appointment for me with
someone else, because they don't know crap about this
industry, that is incredibly frustrating.”

® “It's very generic. They don't really mention any specifics,
a specific need or a specific project. It's just very general.
You can tell they're just kind of fishing. *

® "l am talked to as though my needs are the same as
everybody else's. And it's all about the vendor and not
about me. Get to know me. If you're in the market
research and insights industry, isn‘t that your job? sn't
that what you're helping us do? So why aren't you doing
it yourself?”

o "Just try to be a normal person. Forget you're trying to sell
me something. Use normal interpersonal skills to keep the
relationship open. Don't come to me and say, 'What's the
next project for us?' Treat me as a person as opposed to
the next client that they can check off.”

An extension of this problem is when vendors try to
circumvent the research department and reach out to other
people in the company, or just blanket as many people as
they can in the company. This really leaves a bad taste in
clients’ mouths.

e “We've had a few potential suppliers become non-
potential suppliers when they didn't reach the insights
team and they started branching out to every other part
of the organization. That only generates more phone calls
for me, because people internally will forward stuff or call
me, and we don't want a lot of research going on outside
the insights team. And here a company is trying to sell
just that."

* "It does not do a research company any good to btanket
our corporate e-mail system with cold e-mails! In our
organization, people will forward those to me, and then |
get to chuckle at the duplicated 'personal touch! It tends
to give me a feeling of the kind of attention my project
might get.”

There were also complaints about vendors that promise to

do everything. Specializing in everything usually creates the

impression that the vendor really specializes in nothing.

® "Pick a niche and just become known as a specialist or
an expert in a particular industry or market segment or
methodology. | guess those might be the three ways you
could differentiate yourself.”

e “[The most overdone message} for me it's that they'll do
anything and everything, it'll be a top-guality job, and
they haven't asked me what kind of work | might need. "

CRITReport.arg

These clients also largely dismissed vendor advertising as

bland, undifferentiated, and ineffective.

* "l don't think much of it. [n maybe ten years of looking
at Quirk's and other ones, | can remember one ad that |
really liked."

* "|t's not very effective. They all usually have a picture of a
person that's either the company president or supposed to
be like a respondent’ that kind of thing. "

The balance between vendors managing to keep their name
in front of potential clients and becoming an annoyance is
delicate. These clients acknowledged that unfess a vendor
stays in their view, they'll forget about that vendor, so they
recommended persistence. At the same time, they didn't want
to be constantly bothered. A substantial distinction between
“staying in touch” and "annoying me" is whether even a
modicum of a relationship exists. If the client has even a
slight personal connection to the vendor, “staying in touch”
can actually mean “staying in touch.” If the client is being
treated as the next number the vendor is calling, “staying in
touch” can quickly fall over the edge into "annoying me."
* "If { havc a relationship with them or | know them, of
course I'm going to respond to them.”

In terms of contacting potential clients with something of
value rather than just a sales call, content marketing also has
value for these clients.

* “Send me a little something every once in a while with
an interesting article you've read or an interesting white
paper you've written. Send me a story like that that sticks
in my mind or gives me something to remember you by."

e "[Content marketing] gives them a lot of credibility.

It gives me a sense of expertise, particularly when I'm

thinking about whitepapers. | like blog posts because

that shows me they're active in the dialogue of what's
happening out there."

* "The next best thing [to conferences] would be if they
publish things in industry publications. If they're sort of
out there as experts, then that sticks with me as well."

In short, these clients roundly criticized many of the attempts
at vendor sales, marketing, and branding as undifferentiated,
impersonal, and focused on what the vendor is selling rather
than on what the client may need. Some marketing messages
might get through, but primarily when fortune dictates that
the message comes at a time when they just happen to need
that service. The personal touch is critical, through high-
visibility activities such as participating in industry functions,
presenting at conferences, or being part of the social media
conversation, but also through the simple act of treating

the potential client as a human being rather than the next
potential sale. In an industry of relationships, clients want to
buy from and work with people rather than just companies.
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Reasons for Not Using Techniques

Techniques of the future: 2012/13 vs. 2013/14
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No client Ron Sellers of Grey Matter Research conducted a series

saw NextGen of six in-depth interviews by telephone with client-side

approaches researchers to explore their views on “NextGen" research

as complete techniques and tools.

replacements

for traditional The old joke is, "What do you have if you have one hundred
economists in a room?” (One hundred different opinions!)

techniques

it seems this applies also to a room full of researchers if the
topic is the future of the industry. This is true if you read

the GreenBook blog, Linkedin discussion groups, and all the
other chatter out there, and it certainly was true of the six
participating clients. These clients universally reported feeling
that the industry is changing with the plethora of new
techniques. But there are wide differences in how much they're

using NextGen methods, and even which ones they're familiar
with. As one client described it, “It's a professional mess.”
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Amongst the people who said they did not use a technique,
the reasons tend to fall into three groups. For older
technigues, such as Mail, Telephone, and Focus Groups, the
inhibitors tend to be that they are slow, expensive, and not
fashionable. For Online, a massive "newish" technique, the
inhibitions tend to be ‘old-fashioned clients" and lack of proof
it works.

For the newest techniques, such as Research Gamification,

Text Analytics, and Crowdsourcing, reasons tend to be lack of
knowledge, lack of proof, and technological limitations.

When respondents were asked to indicate for which approaches
they had experienced inhibitions, the results are illuminating.

The data in the chart shows that inhibitions were experienced
in the same main areas in the last year as in the previous
year. However, the data do not suggest that inhibitions

were necessarily the key reason when a methodology was
not successful. Three of the approaches most mentioned as
creating inhibitions were also the top three most adopted
approaches (Social Media Monitoring, Mobile Surveys, and
Online Communities).

However, this data does suggest that Research Gamification
and Crowdsourcing would benefit from approaches that made
it easier to learn about them and easier to implement them.

There is wide variation in terms of which methods are being

used by different companies, ranging from mostly traditional

approaches with a smattering of NextGen, to mostly NextGen
with a smattering of the traditional. No client saw NextGen
approaches as complete replacements for traditional
techniques. An analogy that came up a number of times was
adding tools to their toolbox.

* "l have trouble saying that any of [the traditional tools]
are invalid. | see the tools we have as a toolbox. So | still
see that they have applicability. | haven't ruled out any
of the 'older methods; not because I'm being stubborn
but because I'm trying to evolve older and new in a
purposeful way."

* "What's going on is more tools are being added to the
toolbox, and it's coming at a very rapid rate. | think that's
what a lot of folks are dealing with.”

CRIiTReport.org
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There were many comments about companies “putting a

toe in the water” with some of the NextGen approaches -

testing them to see whether they are valid. For many, the

jury was still out on some of the newer techniques. Only one
respondent had jumped in with both feet, and he admitted to
being an outlier even in his own company.

* "We started slowly, and we're deploying them to a greater
extent. We are understanding them. We first put them in
a test and control, and we're seeing benefits with those
different kinds of solutions.”

e "We'll often talk to potential partners about these more
non-traditional technigues and try something small. So
maybe like a small pilot test and see how it goes; a low-
risk, low-finance investment and see what happens.”

Although the consensus is that the NextGen techniques are not
wholesale replacements for traditional research approaches,
inevitably with more tools available, individual projects are
seeing some shift away from the traditional. This is especially
true of the long, cumbersome brand tracking studies.

® "Qur large trackers, they're completely gone now. We
replaced them with a five-question Google survey. A
micro-survey platform.”

* "What's the replacement for that? That's on my radar
screen to figure that out. But it's not an urgent,
immediate need. It's a transition. It's an evolution."

e | think traditional tracking programs will continue to
scale back, and | think they'll probably be reported on less
frequently or less granularly to make room in the budget
for things like social.”

Yet there generally is a belief that the traditional methods

will continue to be used as well.

e "l don't think it's about being dead or obsolete. It's about
evolving to stay relevant. Surveys need to be shorter. They
need to be engaging. They need to be mobile friendly. But
they’re not dead. And the same with focus groups.”

® "l think there’s still a role for the survey in the world
today. You can focus a person’s attention on something
for a period of time, where if you're in social media, you
have no control over what you talk about, how long it
gets talked about, how deep you go, or how much you
understand it."

s "l think some people are wholeheartedly embracing some
of these new techniques without knowing if they're
completely 100% reliable, accurate, and valid. At one of
these conferences recently a corporate side researcher said
a very jarring statement, something like 'surveys won't
exist’ or 'l won't be using surveys in five years, or something
like that. And | thought that was a little sensationalist.”

Everyone reported feeling that the industry is changing, but
there is widespread disagreement as to the rate of change,
the wisdom of some of the change, and what change is
actually taking place.

* “|t's going to be transformational. Maybe even
revolutionary. Data collection methodologies have got to
change to keep up with the consumer. "

* "“You're going to have convergence and divergence going
on at this scale that we've never seen before. | think
there's going to be a lot more convergence going on
between neuro-data and Big Data and social media and
all these things that will happen pretty quickly. "

® “| think marketing research is a relatively slow-moving
industry; probably too slow, to be honest. | think we are a
rather conservative bunch. So | don't see any radical shifts
or abandonment of traditional approaches. | see it more as
a gradual layering in of the new approaches.”

When it comes to individual techniques, there are many different
perspectives on what's valid and what's not. Some worried that
Eye Tracking and Neuroscience are unproven and don't explain
the "why," while others are excited about these techniques.
Some are using Google Surveys while others feel that there's

not much usefulness there. Some feel Social Media Analytics

are dangerously misused and over-rated, while others use them

extensively. Some are excited about Big Data while others feel it's

not strategic enough.

® [ think part of the problem is people over-rely on social.
People treat it as if it's completely representative. This idea
that almost anybody can do their own research because they
can just go on a forum or a blog or Twitter and extract their
own insights - | think that's a completely invalid way of
thinking about research."

e “We are doing social media monitoring. That one is now a
standard tool in our toolbox. It has joined the hammer, the
screwdriver and the wrench as foundational. Big Data is right
behind it, without a doubt.”

@ "There's so much hype about social media research and
text analytics and natural language processing. And there
are some cool things going on there. But ultimately, is it as
predictive as other things that we have? | don't know."

Participants were also quite open about the fact that they
simply lack experience and/or knowledge about some of these
approaches.

® "Neuroscience, I'm in the learning process there. I'm intrigued
by it. I think there's probably something there. Behavioral
Economics - I'm still trying to figure out what that means. I'm
still not certain | can even explain it to myself."

* "l would say some of those | think we're still all learning, so
it's hard to say whether they're completely valid or not. It's
almost like a lot of researchers are on the fence in terms of
wait and see what those things can potentially provide.”

GRITReport.org



There were also numerous comments indicating that

researchers have to be able to sell the approach internally.

e "l want to make sure I'm in tune with what my
organization needs and can tolerate, in terms of risk and
acceptance.”

e ‘“Isita methodology that our leaders would accept at face
value? It's like, ‘What? You put probes on people's heads
and you're watching brain waves? That's creepy to me.”

Clients didn't seem concerned about their own future in the
industry, although many could see a shift from client-side
researchers actually doing much of the research to them
managing specialists in various techniques who actually do
the work.

e “There's no threat to me at all. As a matter of fact, it's the
reverse. I'm excited about the opportunity. Just go find
the experts that | can trust as trusted partners. | just need
to know great people that do great work and orchestrate
that in a way that impacts the business with great
insights, conclusions, and recommendations.”

e "l don't feel too worried. But | do think that if you want
to go into research today, you should have a pretty broad
base to draw on. If you just learn traditional survey
questioning, that will probably set you up for failure.”

e "If | broadly look at what the skills required to be a
researcher are, they've evolved in some cases to much
more of a consultant or a business owner, being able to
manage outsourced agencies."

Many of the respondents are willing to use their existing
vendors for NextGen technigues, but there was a feeling that
the old-line vendors aren't adapting quickly, so the newer
specialists ultimately will benefit from increased business.

® “[think the new vendors bring more innovative ways
of thinking, certainly. But having the blessing of a
traditional vendor does bring more credibility in terms
of the validity of the approach and how it compares to
traditional research and, theoretically, a more objective
opinion of that."

e "I'dsay (I look to) the new vendors, the specialized
vendors, for sure. | like (the traditional vendors). | really
do. But their systems are so set up for the old way. It’s
not agile enough. It's too expensive. It's much more
time-consuming.”

® | think there will always be a place for the full-service
vendor, but | think they will have a more difficult time
maintaining that posture in the marketplace going
forward. The industry appears to be moving to more
boutique-ish, specialized areas.”

GRITReport.org

However, a danger for newer vendors is when they market a

NextGen approach as a complete replacement for traditional

methods. This was almost universally a major turn-off for

clients, even for those who are sold on NextGen techniques.

® "You know what? ! actually think it erodes their credibility
with me. | would never buy into that idea that there's like
one solution to everything.”

® “|'ve encountered that actually many times. Words like
‘replace’ or ‘these things don't have any validity or aren't
helpful anymore, those are the types of words that
actually will end the relationship before it even starts."

Overall, there was no consensus at all beyond the feeling that
the industry is changing and that many things are in a state
of flux right now. {t's important to note that clients generally
feel that their company's situation is unigue (specialized
target markets, products, customer decision points,
regulations, etc.), which can drive whether each approach

is valid and useful for them. This topic of NextGen Insights
was chosen in an attempt to help bring some clarity to the
plethora of opinions about NextGen approaches that appear
in blog posts and industry-related social media, but these
differing perspectives instead seemed to cement the feeling
that it's "a professional mess."

The participating clients ranged from one who felt that

the future of insights is almost entirely in the NextGen

approaches to one who relies mostly on traditional

approaches. This range of opinion can be encapsulated by
comparing two different comments from two different client-
side researchers:

* "(People) don't really know what causes the things we do.
So to ask what they think or why they do it or would do it
is largely irrefevant. My philosophical slant is to do as little
asking as possible. So where does that leave research? |
see a lot of traditional research groups that are just being
chipped away. And they don't even see it. They may get it
a little bit, but it's largely being wiped out.”

® " think quite honestly I'm a little tired of all of the
overblown new stuff that's out there. The truly new is
rare. The talk about the new is abundant.”

These views are amply supported within the quantitative
portion of GRIT as well,. Having these qualitative insights
as deeper context to the findings in the GRIT survey are
invaluable to adding nuance and putting a "human face” to
the numbers we are focusing on throughout this report.

There are

many different
perspectives on
what's valid and
what's not

Many see a shift
from client-side
researchers actually
doing much of

the research

to managing
specialists

A danger for newer vendors is when they market a NextGen approach as a

complete replacement for traditional methods
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www.aviranscription.com

Averbach Transcription specializes in making
qualitative researchers happy. Simple rates, fast
turnaround.

Bottom-Line
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www.bottormlineanalytics.com

Full service analytics consultancy offering
media mix modelling, brand equity modelling,
KPI dashboard development, cutting edge
social media language analytics and customer
segmentation. Our consultants have a total of
over 100 years of direct analytics experience
with major global blue chip clients.

Bdapresy

www.dapresy.com

Dapresy specializes in providing a business
intelligence tool specifically designed for
professional market researchers who want

to analyze, present and distribute dynamic
results from their research studies. Through
innovative design and customized InfoGraphics,
Dapresy provides visually engaging, easy to use

dashboards that deliver comprehensive solutions.
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www.decooda.com

Decooda’s SaaS enables brands to analyze

big data in real-time to identify the emotions
and drivers of behavior that brands can use
to predict and shape consumer behavior. Our
actionable intelligence supports the entire
product lifecycle, from brand development
to in-market performance. Decooda delivers
business results based on evidence, not
conjecture and speculation.
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www.gen2advisors.com

Gen2 Advisors tackle the issues generating the
most change, the most exciting opportunities
and the greatest traumas for insights
organizations. Through reports, advisory
services, and consulting, we lay out the new
ways of solving marketing problems. At Gen2
Advisors, we concentrate our business on
what's happening in insights. Nothing more,
nothing less.

GMI:

WWW.gmi-mr.com

From intelligent sampling to survey engagement
software to sample management and custom
reporting, GMI adds value at every stage of the
research process. With millions of deeply profiled
double opt-in panelists across 40 proprietary
panels, GMI offers a wide range of respondent
access in a single, trusted partner.
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www.greymatterresearch.com

Grey Matter Research is a consumer insights
company with a passion for research that

makes a difference. We believe in working as a
research partner rather than a vendor, providing
high levels of service and flexibility, employing
creativity to address your business problem, and
forming long-term relationships with the people
and organizations who depend on us.

0 research

softuare

www.g-researchsoftware.com

Q is analysis software for market researchers.
From basic tables, plotting and mapping to
segmentation with latent class and trees. Q is
quicker, smarter, better. Report by exporting to
PowerPoint or online dashboards.

U7 Researchscape

Wwwy.researchscape.com.

Researchscape International drives publicity
with PR surveys that help organizations

build awareness, demonstrate thought
leadership, and generate leads. Researchscape
professionals write the gquestionnaire according
to research-industry best practices, field it

to a representative panel of U.S. consumers,
and analyze the results. Researchscape clients
benefit from "Do It For You" research at "Do it
Yourself" prices similar to the cost of renting
survey respondents.

lFORBES

CONSULTING

www.forbesconsulting.com

Forbes Consulting provides its clients with
marketplace advantage, driven by superior
psychological consumer insight. With our
proprietary MindSight® Technologies, we
leverage neuroscience to uncover insights
about the emotional drivers of decision-making
and behavior - using a technique that is
affordable, fast and globally scalable.

VISIONCRITICAL
www.visioncritical.com
At Vision Critical® we power insight
communities, online groups of customers and
prospects that help you get to the heart of
how your customers think, and why they do
the things they do. Insight communities can be
local or globla, targeted or broad, short-term or

long-term, and can include hundreds, thousands
or even millions of people.
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