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At TEG Rewards*, we believe that the greatest value you can bring to clients is service 
delivered with integrity. We believe in collaborative exchange and managing expectations. 

We believe in shared success, in partnership, honesty and in solid relationships.

We believe that quality is not a stamp, but is the combined result of hard work, proven 
processes, a deep respect for our members and delivering data you can trust. 

We know it’s more than just a numbers game – Contact TEG Rewards today!
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with consumers for the purpose of market research.
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PRESIDENT’S POINT OF VIEW

The heart of AMSRS – our people
We operate in an industry where our people are at the heart of our success.  

Attracting and retaining great talent is vital to the long-term 
success of our profession – all aspects of it.

As a Board we’ve just started working on the development of our next 
three year strategic plan. And as we embark on this process it’s very clear 
that people remain at the heart of AMSRS. The things that we’ve started 
to consider in our planning process are attracting and retaining great 
people, providing rich and contemporary learning and development 
opportunities for our members, and the role of AMSRS membership and 
our industry qualification QPMR.  

We’ve also started work on looking at how we optimise our relationships 
with other industry bodies.

 As this work develops in the New Year we’ll provide a range of ways 
for our broader membership to engage in helping shape our future and 
ensure that AMSRS remains a vibrant and pivotal body for research 
professionals.

LIZ MOORE, PRESIDENT, AMSRS  
@ms_lizzie

•	 Online	field	services
•	 Expert	client	team
•	 Australian	owned	and	operated
•	 Online	focus	groups
•	 Research	only	panels
•	 ISO	20252/26362

Discover	the	i-Link	difference	
P:	02	9262	7171	
E:	info@i-linkresearch.com	
www.i-linkresearch.com
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Cost is also a concerning factor with 
45 per cent of respondents agreeing 
with the statement ‘I am worried about 
the expense of Christmas’, which is 
consistent with last year (46%) but 
increased compared to prior years 
(41%).  

We’ve also consistently found a 
majority (67% in 2015) are unsure 
what presents they will be getting for 
everyone, and we all know how stressful 
this can be especially when left to the 
last minute.  

With a few weeks stil l remaining 
before 25 December, there’s still time 
to have a Merry Christmas. The stress 
always seems to be stemming from 

Ahhhh Christmas is coming! 
It’s supposed to be the season for joy, rest and good tidings, but according to the 
latest Christmas Stress Index (CSI)*, it appears that many Australians feel stressed 
as the festive season looms.

The annual survey conducted 
by Di Marzio Research with 

data scientists Nulink Analytics elicits 
a stress score, which is a number that 
indicates how the general public is 
coping stress-wise in the lead up to 
the silly season. 

T h i s  y e a r  S u r v e y  S a m p l i n g 
International (SSI) fielded the survey 
pro bono asking 2,020 Australians about 
their attitudes towards Christmas. The 
findings revealed an overall CSI score of 
52 placing us in the ‘high stress’ category 
– and it’s been that way since 2012.

The survey also found higher stress 
levels among females aged under 50 
(CSI score of 56 compared with 51 for 
males aged under 50 in 2015) which is 
not surprising given that many females 
play an integral role in planning and 
organising Christmas Day festivities.

In observing the detailed findings, it 
became apparent that many Australians 
see Christmas as just another thing we 
have to do, adding an external layer of 
responsibility, commitment and work to 
our already very busy lives.  

We’re feel ing underprepared in 
the countdown to the end of the year 
as most (54% in 2015) agreed that 
Christmas is coming on far too rapidly 
and 45 per cent haven’t even begun 
to think about this year’s Christmas 
season.  

pressures of t ime, money and gift 
buying. But if we remember what the 
festive season is really about — family, 
friends, good food and some much-
needed rest — then Christmas can still 
be a relaxing and enjoyable one. 

PAUL DI MARZIO, QPMR, SENIOR RESEARCH 
MANAGER, DI MARZIO RESEARCH

* The Christmas Stress Index was originally developed by Nulink Analytics in 2012, following anecdotal evidence that 
‘things are not as they used to be’ in the lead-up to the Christmas season.
Eight statements concerning attitudes to the Christmas season were devised, with responses being measured on a 
5-point agree/disagree scale. The index itself is computed as a weighted combination of the responses obtained and is 
rescaled as a score of 0 to 100. Four categories of stress were defined –  low (25 or under), medium (26-49), high (50-74) 
or very high (75+). 
Detailed analysis of the Index by different socio-economic and demographic sub-groups confirms its appropriateness as 
a reflection of underlying feelings regarding Christmas, and the stress associated with this time of the year. 

Special thanks to SSI for conducting the fieldwork, especially Juliana Tan and Jeff Glazer.

Christmas Stress Index (CSI)
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INDUSTRY NEWS

round to members and the public via 
our website.

AMSRS Directory and 
Yearbook factsheet
• Distribution: 2000+ copies, including 

400+ client-side subscribers

• 320+ companies listed

• 600+ unique online directory 
visitors monthly 

2016 AMSRS Directory and  
Yearbook new features
In 2016 we open Directory and Yearbook 
listing to businesses related or having 
interest in the market and social research 
industry, including software providers, 
recruitment, education, financial services 
and so on to make the Directory a powerful 
reference source for everyone involved in 
market and social research. 

Premium l ist ings and addit ional 
options, such as banner advertisement 
in the Online Directory will be available 
to users - build your listing to suit your 
budget and needs.

Bookings
It’s easy to book your listing online:  
www.amsrs.com.au/directories/list-in-our-
directory 

If you have any queries please 
contact Olena Sydorenko, AMSRS 
Marketing and Member Engagement 
Officer on: +61 2 9566 3101, email: 
olena.sydorenko@amsrs.com.au 

2016 AMSRS Directory & Yearbook

The AMSRS Research Company 
Directory is the market and 

social research profession’s premier 
reference d irectory  and a  f ree 
reference source for professionals 
who operate in the Australian market 
and social research industry. 

The AMSRS Directory exists in two 
forms: a printed Directory & Yearbook 
which is distributed to members and 
subscribers annually, and a searchable 
online Directory which is available year-

BOOKINGS
7 Dec 2015 - 29 Jan 2016

CONTENT SUBMISSION 
DEADLINE 
29 January 2016

PAYMENT DEADLINE 
29th February 2016

DIRECTORY RELEASE 
April 2016

BENEFITS 
FOR 2016 
DIRECTORY 
LISTERS:

 Ensure your organisation is 
among major players of the 
Australian market and social 
research industry

 Broad exposure over twelve 
months to industry colleagues 
and potential clients

 Printed and online listing

 Listing of your credentials: 
employee AMSRS membership, 
QPMR accreditation,  
AMSRO membership, ISO 
certification

 Coverage by AMSRS Surveyline

DISTRIBUTION 

2000+ 
COPIES

SUBSCRIBERS 

400+ 
CLIENT SIDE

LISTINGS 

320+ 
COMPANIES LISTED

 

600+
           MONTHLY 

UNIQUE 
VISITORS

ONLINE TRAFFIC 

HANDY A5
PRINTED FORMAT

PRINT DIRECTORY

SEARCHABLE 

ONLINE DIRECTORY

ONLINE DIRECTORY

Bookings for the 2016 AMSRS Directory and Yearbook listing and advertising are open 
from Monday, 7 December 2015 until Friday, 29 January 2016. Book now to ensure your 
organisation is among major players of the Australian market and social research industry.



Important dates for the Diary

DATES FOR THE DIARY

MOBILE
B2B
SCALE
RESPONSE
PEOPLE

What are you searching for?

Get the real picture.

THEORU.COM P +61 2 8922 9200

ORU0002 ResearchNews 2PH FA1.indd   1 18/09/14   3:34 PM

SUMMER 
SCHOOL 

3 online courses will be held over 4 weeks in February & March 2016. Registrations now 
open online at www.amsrs.com.au

WINTER SCHOOL 8 face-to-face 1 day courses will be available, to be held 21-22 July 2016. Registrations to open 
early 2016.

AMSRS 
NATIONAL 
CONFERENCE

National Conference will be held 8 & 9 September at the Grand Hyatt Hotel in Melbourne.  
We are delighted to advise that the chairs for the 2016 Conference are Dr Vicki Arbes from 
Whereto Research and Liz Duniec from Orima Research. The theme of the conference is 
FUSION. The Call for Speakers is now open and submissions will close 10 March 2016. 
Please see attached insert for the Call for Speaker information. Call for Sponsors will open  
1 February 2016.

RESEARCH 
EFFECTIVENESS 
AWARDS

Nominations for the RICA Research Effectiveness Awards are now open. Submissions close 
on 12 May 2016. Awards will be presented at the AMSRS National Conference. Sponsorship 
packages now available – visit www.researcheffectiveness.com.au

WEBINARS AMSRS has a webinar scheduled every month in 2016 for members. QPMR accredited 
members have access to an additional 6 free webinar in 2016. Visit amsrs.com.au/events for 
more details.

GIG GUIDE The AMSRS GIG Guide is emailed fortnightly to members and outlines all the events and 
activities that are happening in each division around the country.
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Market Research Career Paths:

PATH 1: CONSULTANCY AND 
COMMERCIAL LEADERSHIP

Step 1: Consulting Excellence
• Delivering authoritative, engaging and 

impactful outputs to clients

• Actively owning and developing both 
client and internal team relationships

• Maintaining a broad understanding 
of key (and emergent) tools and 
methodologies and knowing when and 
how to apply 

Step 2: Commercial Leadership
• Scaling commercially beyond yourself 

• Making a meaningful commercial 
difference to your client’s business   

PATH 2:  PRACTICE AREA 
THOUGHT LEADERSHIP

Step 1: Practitioner Excellence
• Delivering a narrower range of project 

types (i.e greater focus on practice 
area) to a broader range of clients 

• Delivering authoritative, engaging and 
impactful outputs to clients

• Advanced practitioner skills and 
building the full practitioner tool kit

• Networking and building commercial 
relationships with suppliers and other 
practitioners 

Step 2: Thought Leadership
• Push and advance the practice area 

via innovation, IP creation and /or 
codification of processes or practices.

• Formalised training and development 
responsibilities as well as up-skilling 
and mentoring of teams

• Building individual profile in industry 
or practice area communities 

FEATURE

After just four years of operation, in 2014 Fiftyfive5 won the inaugural AMSRO large employer of the 
year award. Providing clear, tangible career paths and ensuring that individuals feel they have a sense 
of momentum down their chosen path are fundamental to building a motivated and engaged team, 
writes Mark Sundquist.  

In the research industry there 
are basically two broad career 

paths, the ‘specialist’ and ‘generalist’.   
The challenge for the modern research 
business is to create an environment, 
culture and internal supports to 
empower and truly value both paths. 
The challenge for the modern researcher 
is to decide which path you want to 
pursue and then find an employer and 
working environment that provides the 
right opportunities, direction and 
support to get there.  
Most people when asked why they chose 
market research as a profession will tell 
you they sort of ‘fell into it’.  Rarely do 
people grow up aspiring to be a market 
researcher and fewer still have a ‘role 
model’ or concrete vision for what a great 
researcher actually is.  

The researcher - foundation years
For the first five to eight years most 

WHAT’S MY 
CAREER 
DESTINATION

& how do I get there?  

researchers are learning the tools of 
the trade, which typically, and broadly, 
involves developing project management 
skills, knowing how and when to apply 
various methodologies and sharpening 
practitioner skills.  

The career decision point:
With the foundation skills under the 
belt and hopefully an emerging interest, 
aptitude and passion for research, where 
people go next is, unfortunately in most 
cases, decided by forces other than self-
determination. Often researchers simply 
again ‘fall’ into the next stages of their 
career without actually recognising the 
critical decision point. They are lead into 
roles driven more by the nature of the 
company they may be working in at the 
time, the type of category, clients and/
or projects they are working on, or who 
they are working with or for. However, 
this is a critical career decision point and 
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To find out more about opportunities in Insight, Market Research & Analysis, contact Rowan Haylett, 
Gemma Lewis, Kelsie Bufton, Emily Moser or Jenny Dinh on 02 9258 1121, visit our website or email us 
at mail@resourcesgroup.com

Resources Group, Level 33, Australia Square, 264 George Street, Sydney 2000   

See the latest opportunities at www.resourcesgroup.com

Give yourself 
a fresh start 
for 2016!
They say a change is as good as a rest and there’s no better 

time to plan a change than now.

Resources Group is a team of recruitment specialists providing 

market-leading expertise across all Consumer Insight, Market 

Research and Data Analytics sectors.  With access to top 

agency and clientside jobs from people who know the market 

inside out, we will ensure you are first in line for the best career 

move in 2016.
 

So, don’t just wait for the right opportunity to present itself; put 

your New Year plans into action now and contact the team.

THIS MONTH’S 
FEATURE SPONSOR

Attracting and retaining talent
It’s tough and a consistent work in progress, 
says recruitment specialist Andy McLellan.
There’s three common complaints Andy 
hears when asking people why they left 
their current job. 

No training and development, I was 
working my butt off or my manager 
was a problem.

W i t h  b u d g e t s  i n c re a s i n g l y 
stretched, Andy says employers often 
fail to deliver on their promise to offer 
training and development. 

And they can be resistant to taking 
on someone brand new, with the initial 
outlay this requires – instead requesting 
one or two years experience.

“That’s why the (AMSRS Vic) 
traineeship is so important,” he says. 
“It’s our only vehicle for bringing people 
into the industry.”

Meanwhile he says the younger 
cohort needs to ditch the mindset that 

it’s time to move on after 18 months 
to two years, suggesting three to four 
years as a more beneficial time-frame.

He says lack of proper training can 
be particularly problematical when 
people are promoted to management 
positions. 

“I see it so often. You’ve been 
there five to seven years, you move 
up through the ranks. You’ re a good 
researcher, and by default you end up 
as a manager – but you’ve never been 
given any formal training.”

He says you want to have the right 
people, in the right slots, adding value.

“It’s about identifying those in your 
organisation, who have the ability to 
work with people and get the best out 
of them. It doesn’t necessarily mean 
they are the best researcher.”

one that will ultimately define future roles, 
opportunities in the industry and working 
life (and lifestyle).   

So what is the decision being made?  
Essentially it’s the decision to pursue a path 
to consultancy and commercial leadership 
OR to ‘practice area’ thought leadership. 

In summary
Research agencies, ask yourself whether 
the two career paths are both viable options 
in your business, and if so, are they tangible 
for your team to the point that you can 
have structured conversations around an 
individual’s desired career destination and 
their progress towards it. For researchers, 
I’d encourage you to take more active 
control of your career and start working 
with your employer to define your preferred 
career path and work towards ensuring the 
supports are in place to help you get there.  

MARK SUNDQUIST, PARTNER, FIFTYFIVE5
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Organisations are built by people for people. They 
are shaped by the generational values of the time 

and are built on partnerships between employees and 
employers, often bringing together multiple generations.  

Anecdotally speaking, intergenerational misunderstanding 
in the workplace is common. A quick Google search offers 
up articles such as Workplace warfare, Can Baby Boomers 
and Gen Y just get along? and Gen Y vs. Boomers workplace 
conflict heats up.

According to social researcher Hugh Mackay, the way to 
analyse each generation is to look at its formative influences.
Through this lens we are given clues about how the workplace 
may be shaped by Gen Y values. 

Same values, different expression
Examples of what most people want to get out of work include 
security, flexibility, mapped progress and loyalty. In our current 
workplaces, which have been shaped by the Baby Boomers, 
the traditional understanding of these values is job stability, 
work life balance, an annual performance review and years 
of tenure. 

The same values are expressed differently by Gen Y. 

10      Research News December 2015   

FEATURE

Whether you’re starting your 
own market research agency  
or preparing for your next 
career move, understanding 
what motivates employees 
goes a long way in building a 
successful business or career 
writes Teri Nolan.

 a Gen YPerspective

 a Gen YPerspective
The workplace of the future 

(Elements of this article were 
first presented by Teri Nolan 
and David McCallum at the 2015 
AMSRS national conference)
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• Security as mobility: Everyone wants security. For Gen 
Y career security depends on career mobility. We know 
that technologies are going to rapidly change. We know 
that our careers will likely outlive the organisations we 
are part of. If we don’t have mobility, we’re on unstable 
ground.  

• Flexibility as work life integration: Working late or 
bringing work home used to be seen as a sometimes 
necessary infringement on work life balance. Today’s 
younger generation is more comfortable blurring the 
lines between work and home. Work does not need 
to be restricted by place or time, and it’s not mutually 
exclusive with our personal lives. What we choose to do 
is homogenised – not compartmentalised into my job, 
my family, and my friends. I choose for my work to be important 
and my family understands that that sometimes I have to make 
concessions. But we also expect our employers to appreciate the 
importance of life outside work and make similar concessions. 
Because that’s a partnership.

• Mapped progress as real time feedback: It’s a fast world. 
We want to be proactive, we want to be responsive, and we 
need to keep the momentum going. So we want to be able to 
correct and improve in real time. Not in historical terms. Mapped 
progress may once have been about sitting down in an annual 
performance review saying ‘I did this, I did that’. Now it’s all about 
‘I’m doing this, I’m doing that, and how am I doing?’

• Loyalty as shared meaning: Future employers may need 
to prepare for higher staff turnover, because Gen Y needs 
mobility. But take the achievements, values and guiding 
principles of an organisation we were once part of and wear 
them like a badge of honour – because we shared in that. In 
her recent Sydney Morning Herald article, Gabrielle Dolan says 
Gen Y are looking to be inspired by authentic leadership.
 “The key to becoming an authentic leader is firstly to discover 

what you stand for; what you are passionate about, what you 
value and what you are prepared to advocate.” 

Great employers won’t measure loyalty in years of service, 
but in years of advocacy. Great organisations build great alumni. 

How will organisations respond to a 
changing business environment?
The pyramid above shows a traditional market research agency. 
The pyramid was highly effective and has produced great 
businesses and great leaders. The structure was exactly right 
to serve those values of job stability and loyalty through tenure. 

But the fixed and permanent structure doesn’t work for 

employees of the 21st century. The pyramid restricts mobility – it 
limits work/life integration. 

Moreover, Gen Y will have to reshape the skills, tools and 
structures of market research to fulfil changing client needs. If 
one of the fundamentals of 20th century business was building 
economies of scale, the mark of 21st century business will be 
adapting to rapid change. 

We live in an era where we embrace a sharing economy, 
leaving our taxi and hotel industry in a state of protest. 

Instead of the traditional choice between qual and quant, 
clients will face an increasing selection of solutions from the 
research toolbox. Clients will demand specialised skills and 
agencies may become more niched as a result. If that’s the case, 
young researchers will likely end up in organisations that offer 
a core competency and partner with other disciplines to meet 
client needs. 

The specialised market research agency of the future may be 
flat, collaborative and networked. A typical career path may see 
us moving horizontally across an organisation, in different roles, 
acquiring new skills and specialities along the way. Organisations 
could even become vehicles for alliances, rather than just serve 
the purpose of a centralised location for work. 

What does this mean for Gen Y?
Young researchers will have to learn a lot more and keep on 
learning. Ongoing professional development and life-long self-
education will be necessary to meet the complexity and diversity 
of tomorrow’s marketing challenges. 

And for employers of Gen Y? 
Understand that we want the same things from work as you. We 
share the same values, even if we express them in different ways. 

TERI NOLAN, CUSTOMER EXPERIENCE, ME BANK
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THIS MONTH’S 
FEATURE SPONSOR

The workplace of the future 
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THIS MONTH’S 
FEATURE SPONSORFEATURE

Having worked in small family businesses growing 
up, the basic economics and marketing of a 

company is something that I’ve always inherently 
understood. Despite this, the last nine months of rapid 
business growth has taught me many lessons about 
establishing and running a corporate brand, particularly 
as a young consultant. 

1. Have confidence in your area of expertise
It’s incredibly important to be confident in your skill-set and 
your unique perspective on how you view your craft. Being a 
relentlessly passionate and knowledgeable consultant who 
inspires confidence by explaining the underlying premise 
and rationale behind recommendations quickly overcomes 

age barriers. 

2. Get out of your comfort zone
In someone else’s company, it’s easy 

to avoid the things that you’re less 
comfortable with – particularly so 
for young consultants, who have 
not moved through multiple 
companies. Focusing on daily 

tasks and getting through the 
next ‘busy period’ also make 

it easy to underestimate 
or miss advances that 
are happening around 
you. It’s important to 

know what you don’t 
know. In starting 

At age 30, Amy Tildesley made the leap from 
employee to agency owner, co-founding the 
Melbourne-based consultancy Harvest Insights. 
Here she provides some key ‘must-haves’ for young 
researchers wanting to turn big plans into reality.

starting from scratch
 a Gen YPerspective

 a Gen YPerspective

your own business, don’t over-promise in areas that you are not 
as experienced in (as it does not take long for others to identify 
this) but do immerse yourself as much as possible in these worlds 
– you’ll often find the concepts and techniques are less daunting 
than you would expect. To push my own boundaries, I spent many 
months engaging in industry-specific immersion as well as gaining 
cross-industry inspiration from developments in design-based 
thinking and mobile technologies. While I won’t always use these 
skills in my day-to-day work, expanding my horizons has allowed 
me to better understand the pressures on others, and the scope 
of where a market research skill-set can stretch. 

3. Surround yourself with the inspired and inspiring
Keeping a team’s energy up when you’re navigating a million 
other micro-decisions can be difficult, so encourage those 
around you to be equally experimental and entrepreneurial, 
and celebrate all of the small wins together. The power of many 
like-minded individuals coming together to build a business is 
far greater than the sum of its parts.

4. Network without expectations
Unlearn the behaviour of networking with an agenda (this does 
not get you very far). Developing true friendships and engaging 
with others beyond the necessity of work will provide a more 
nourishing experience for both parties. One of my biggest 
surprises over the last nine months is the overwhelming 
support that has come from unexpected places – individuals 
willing to risk their personal reputation to use a new company, 
to make introductions, to provide feedback on ideas, or to 
teach in their area of expertise with no strings attached. 

Conclusion 
In starting an agency, be prepared to review and rewrite your 
plans often. You won’t always get it right the first time, but 
expect this – and learn from it. 

AMY TILDESLEY, FOUNDER, HARVEST INSIGHTS
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PHONE  (02) 9418 2824       www.qor.com.au       Dimitrios  dimitrios.casdas@qor.com.au       Steven  steven.davies@qor.com.au

To register go to www.qor.com.au/chuck

DR CHAKRAPANI IS RETURNING TO AUSTRALIA
COMPACT MULTIVARIATE ANALYSIS COURSE

LIMITED 
OPPORTUNITY

  About the instructor
Dr Chuck Chakrapani is President of Leger 
Analytics and Partner in its parent company 
Leger, the largest independent research 
company in Canada. Chuck is a distinguished 
visiting Professor at Ted Rogers School of 
Management, Ryerson University, the Chief 
Knowledge Officer of the Blackstone Group in 
Chicago, and a past President of the Professional 
Marketing Research Society (now Marketing 
Research and Intelligence Association). He was 
formerly the Editor-in-Chief of the Canadian 
Journal of Marketing Research and of Marketing 
Research, a quarterly publication of the American 
Marketing Association. He is a member of the 
Board of Directors of the Marketing Research 
Institute International and is Master Editor for the 
Principles of Marketing Research Course, offered 
in collaboration with the University of Georgia. 
For more information: chuckchakrapani.com. 
Chuck carried out the Summer School webinar 
on Consumer Behaviour in 2014, and will be 
teaching Segmentation at the 2016 AMSRS 
Summer School.

  Who is it for
This two day seminar is aimed at buyers and suppliers of research. It does not require that 
you have expertise in statistics, although some familiarity with basic concepts like mean, 
variance and correlation would be helpful. The purpose of this seminar is to impart a solid 
understanding of different techniques as they relate to marketing and research and when 
and how to use these techniques. Technical aspects will be kept to a bare minimum.

SPONSORED BY:

ANALYTICS FOR CONSUMER INSIGHTS
DAY 1  |  SEGMENTATION AND POSITIONING  |  SYDNEY, MARCH 31  |  MELBOURNE, APRIL 4

DAY 2  |  CONSUMER DRIVERS AND MOTIVATIONS  |  SYDNEY, APRIL 1  |  MELBOURNE, APRIL 5

QOR is proud to sponsor prominent research analytics expert  
Dr. Chuck Chakrapani who will be offering a two day course on analytic 
techniques: Modelling the Market and Modelling the consumer.

MODELLING THE MARKET

SEGMENTATION  
& POSITIONING
Covering techniques like:
• Factor Analysis

• Cluster Analysis

• Latent Class Analysis

• Classification Trees

• Perceptual Mapping

MODELLING THE CONSUMER

WHAT MOTIVATES  
THE CONSUMER?
Covering techniques like:
• Multiple Regression Analysis

• Discriminant Analysis

• Path Analysis, SEM and PLS

• Conjoint Analysis & choice modeling

• Maxdiff

• TURF Analysis 

DAY

2
DAY

1

Early Bird (Feb 29) After Feb 29

2 Day Course $780 $880

Your investment 

What the course includes:
» Seminar personally taught by Dr. 

Chuck Chakrapani

» Course binder

» Lunch, coffee on seminar days

» A copy of Analytics for Consumer 
Insights. (A small non-technical book 
privately published, not currently 
available in Australia.)
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The Single Source 
Panel of the future
Brian Fine says the research industry faces two major threats – losing clients to 
consultants not constrained by our code of ethics, and access to our consumers 
for research purposes (our greatest asset).

He describes migration to a solution of  ‘permission based’ linkage of observed or 
passive data on behaviour and usage with primary data collected through multi-
method questionnaires. He argues this future single source panel, will allow for 
greater insights of ‘cause and effect’, return on investment and return on research 
budgets.

Introduction
The industry has a history of migrating methodologies from Face-
to-Face (F2F) to CATI (Computer Assisted Telephone Interviewing) 
to online.  

Much of the shift has been made to increase speed, reduce 
cost and improve access. Challenges along the way have always 
related to access of the population, even with online.

Online, now the predominant quantitative methodology by 
number of interviews, certainly ticks the boxes on speed and 
reduced cost but discussion continues about how representative 
it can be:
• Those online do not represent 100 per cent of the population
• Those on online panels are only a fraction of those with online 

access
• Retention of those on online panels is one of the major issues 

facing the industry
Our livelihood as an industry relies on being able to get access 

to consumers and encourage them to respond to surveys. While 
some can criticise the low response-rate and representativeness 
of online panels, all methodologies today suffer from high refusal 
rates resulting in a very narrow segment of the population being 
accessible. The ‘do-not-call’ register has created an environment 
where a proportion of the population do not believe any 
commercial entity has the right to intrude into their lives, even 
though the research industry is excluded from the legislation, 
which applies largely to telemarketing. In addition, there is an 

increasing segment of the population without fixed telephone 
lines (mobile-only and even a few without access to either fixed 
or mobile), and the many households opting for silent numbers 
is further reducing the effective reach of CATI in accessing the 
population.

Increases in violence and robberies have also affected the 
willingness of consumers to open their doors for an extended 
interview, although some Government entities like the Census 
and commercial companies carrying out such studies as media 
measurement, still persist with random probability samples 
requiring door-to-door samples and interviews.

Weighting
Managing the responsive group to surveys, and weighting it 
to represent the broader population has become an art and 
a science. This includes managing the sources of recruitment, 
managing the quotas required and then managing any weighting 
that is required to correct for sample bias.

Techniques include propensity weighting, a cornerstone of the 
transition to online in the late 1990s by Harris Interactive. The 
essence of it was running parallel samples of CATI and online, and 
including in both a set of behavioural questions which allowed 
Harris to align the less representative, at the time, online panel 
to the sample accessed by CATI. This built the ‘bridge’ between 
them, enabling both sub-samples to be merged and allowing 
future surveys to be transitioned to online.
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If budget and time allowed, researchers should ensure that 
they also sample and interview the non-response population, 
which would identify how representative the sample is of the 
total target population. Weighting is not the only concern when 
we use multiple methodologies, as we have found that certain 
questions receive different responses and outputs can vary due 
to the bias of the method.  Certain types of questions tend to be 
influenced by social desirability effects. There is also potentially 
an acquiescence bias, the tendency to agree with an interviewer 
to avoid any confrontation or to please the interviewer. Online 
surveys have no interviewer to clarify ambiguous questions, which 
can lead to different outputs. All of these need consideration 
when merging data collected with differing platforms.

Completion rates of surveys, using different methodologies 
can also vary, again leading to possible differences in response.

This gives rise to a need for calibration processes, to align 
responses across different methodologies, and also across 
different platforms. The outputs observed on questions completed 
on a PC and a smartphone can vary, unless the questions and 
formats are designed to work with consistency across both 
platforms. Both the questionnaire design and software used need 
to take account of this. It also applies, to some extent, to designing 
CATI surveys to allow for consistent responses across both fixed 
lines and mobiles. Understanding the implications of interviewing 
respondents using different platforms to different methods is 
critical in being able to manage the data.

In tracking studies, consistency is important to ensure that 
any changes are ‘real’ and not an artefact of sampling error or 
methodology and platform inconsistency.

Need for ‘permission-based’ responses
The common denominator across all research, no matter which 
method is used, is to obtain respondent permission to be 
interviewed, to engage them and ensure they do not drop out 
during the process. The questionnaire needs to ensure they 
maintain focus and are able to discriminate their responses and 
not ‘speed’ or ‘straight-line’ for convenience.

A continuing abuse of the respondents in the population, with 
too frequent contact and questionnaires which are far too long, 
and not engaging, has the potential to substantially diminish 
the pool of willing respondents who will participate in research.

Over-use of a diminished pool runs the danger of creating 
‘professional’ respondents who have had recent exposure to 
the category, the questions and how the process of such things 
as ‘skip’ instructions work. 

This could create concerns about the validity of responses, 
particularly on spontaneous and open-ended questions.

There are many debates between CATI providers and online 
panels about the most relevant method to use. The truth is that they 
both have strengths and weaknesses, which need to be understood, 
and as a result managed, for the good of the client and the industry.

As the dust is settling, there is an increasing acknowledgement 
by researchers that often the best and most representative 
samples need to include a hybrid design which combines both 
interviewer (F2F or CATI) and online methodologies.

Mike Cooke of GfK in the UK conducted a benchmark study 
which was carried out for the UK financial sector, which looked 
at migrating its syndicated tracking survey from F2F to online. 
Sensibly, they did not wish to do this without thoroughly testing 
the implications.

Parallel work using both methods was validated by market 
share data provided by the banks.

The conclusion reached was that the best approach going 
forward was to conduct a hybrid study, which included both 
F2F, to reach the older population and those not online, and 
online research to reach the younger population. The resultant 
representation and data quality and validity was far more aligned to 
the market shares than either method could provide individually.

The future
Given all we know and have learnt, it seems eminently sensible 
to consider building ‘permission based’ panels that are agnostic 
to method. Permission will be sought to reach this population 
by online, telephone, F2F or mail when required. They will also 
be pre-screened to participate in qualitative research such as 
depth interviews and focus groups.  

A reliable, consistent panel, with limited churn, should 
also allow for collection of both interview or ‘declared’ data 
and observed or passive data. Collection of data from ‘river’ 
or dynamic samples does not necessarily allow the panel to 
establish a relationship and sense of trust. A combination of both 
declared and observed data should  be able to provide a more 
holistic picture of the market, with behaviour data providing the 
‘what’ and survey data providing the ‘why’. It is this combination 
that will also drive the growth in analysis of Big Data, which very 
often begs information on the ‘why’.

To achieve this combination of data collection, high levels of 
engagement and trust are prerequisites for panellists to allow 
the researchers to collect passive data from their computers. It is 
likely that specific software or an App will need to be installed by 
the panellist, to allow for passive monitoring of online behaviour. 
Included in this category of observed data is the access to the 
GPS (Global Positioning System) data of respondents on their 
mobiles when shopping or travelling. This could add enormous 
insight to data analysis and indeed allow for time and location 
based surveys to be administered to capture experiences, eg. 
just after departing a Coles/Woolworths/Aldi supermarket. 

Some consideration is needed by the researcher to ensure 
there is total compliance with all privacy legislation, when using 
observed data.

Additionally, there are ramifications for weighting the data 
collected passively. There could be a bias in the segment of the 
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sample who are ‘willing to install this software’, meaning these 
people can differ from the total panel and/or the total population. 
Knowing about potential impacts, whatever they may be, allows 
us to manage them.

We should even be able to explore ‘mystery shopping’ using 
the ‘real people’ from our future panels. They could be selected 
based on their relevance to the categories surveyed, such as a 
Honda car owner auditing the service of his or her local Honda 
service centre or dealer. This group will be in a position to 
conduct retail audits and report back on retail performance, 
from in-store to telephone experiences. Other applications 
include the use of the panellists to audit catalogue drops at 
households, promotional material sent by utility companies and 
photographing and emailing back to the researchers pictures of 
products purchased, grocery shelves in the pantry, items in the 
refrigerator, receipts and other visual materials that enhance our 
understanding of what they have been exposed to and validating 
their purchases and usage.

It will mean supplementing the recruitment process to reach 
population sectors that are not online or do not have fixed lines, 
to ensure that all segments of the population can be accessed. 
This could include CAPI interviews (Computer Assisted Portable 
Interviews using iPad or other brand portable computers, often 
with internet access). These allow the online platform to be 
administered in F2F and shopping mall and street intercept 
locations. Panellists could even be sent text invitations on their 
mobile phones (feature and smartphones) inviting them to visit 
a local internet café or library to complete a survey online in 
return for incentives, which could include free internet access 
time paid for by the research agency.

The registration profiles will include deep profiling on the 
respondents, to allow for quota management to represent 
key target groups. It will also include identifying how they can 
be reached with contact details for F2F, telephone fixed line, 
telephone mobile and email address. To help ensure we do not 
‘burn’ this panel needlessly, their preference for contact method 
will also be recorded.

Imagine the benefit to the researchers of being able to weight 
the samples to the Census on multiple dimensions, and to 
manage the process of calibration for hybrid samples.

With more attention to ‘relationship management’, the churn 
rate of panellists should improve, and we can start looking 
at meaningful extensions to our portfolio of data collection 
techniques. This includes utilising the panels for longitudinal 
studies, where we can monitor changes in behaviour and 
attitudes of the same individuals. Benefits of this include being 
able to mine previous data collected such as brand image and 
advertising awareness, to identify which components are key 
‘drivers’ of changes observed over time. This will provide greater 
validity in our ability to predict performance, and our value in 
providing clients with insights on the most appropriate strategies 

for improving their performance.
With a good representative panel, we will also be able to 

supplement primary data collected through questionnaires 
with observational data and behavioural measurement. 
Examples of this could be monitoring their online usage, by 
agreement, utilising software attached to their computers 
and technology devices. This integrated with primary research 
will go a long way to being able to look at ‘cause and effect’ 
measurement between online advertising and social media 
and the resultant brand perceptions, image and experiences.

A further step in helping us provide more meaningful data, 
is to obtain permission for data collected at an individual 
level, to be attached to client data on usage and purchase. 
As mentioned earlier, we can also obtain permission for GPS 
monitoring of shopping and behaviour, as well as for potential 
ethnography.

‘Permission based’ consent will circumvent many limitations 
in fusing primary data with ‘big data’. Some clients, in recent 
years, have been side-stepping the research industry to 
obtain this data fusion. Often consultants not subject to our 
ethical codes, or even the clients themselves conducting their 
own research with customers, are seen to allow for more 
actionable data. Quite often, customers give away their rights 
to privacy when signing up with a client such as a bank, which 
can later contact them and start linking primary research data 
to behaviour and usage data. Our research code of ethics 
prevents us from linking individual data to client data – it 
must be aggregated, and the best we can offer is to model 
the results for the clients.

Things have changed
While it is cliché, ‘things have actually changed’ in the marketplace!

There are a lot of new distribution channels, new media, new 
technology and  social media which all impact on our behaviours 
and processes and increase demands on our data collection, 
digestion and dissemination.

Clients’ needs have changed, and there is a demand for faster, 
cheaper and more relevant insights for decision making. Clients 
are not wedded to our profession, and will access advisors and 
strategists that allow them to achieve greater ROI (Return on 
Investment), with more accountability. Clients are even looking 
now at ROR (Return on Research) to drive their decision for 
research budget allocations. 

Market tests in real-time are replacing many pre-tests of 
concepts and advertising executions as well as NPD (new product 
development) research.

We need to recognise the paradigm shifts and provide data 
collection solutions that add value to clients. A single-source 
panel, with ‘permission based’ respondents would be a good 
start, and in five years this could be the norm if we are to survive 
and prosper as an industry. 
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Our education of researchers by industry bodies AMSRS 
and AMSRO, and further development of ‘new age’ research 
tools must recognise the need to move across platforms and 
methods, when relevant. The previous rigour traditionally applied 
to primary data needs to be equally rigorous when developing 
‘new age’ research tools. Questionnaire design, programming 
and analysis must all recognise that old fashioned, traditional 
approaches to collecting data may no longer solely apply.

There are times that each platform is of greater relevance to 
a research project, depending on the need to access consumers 
using any specific approach, as well as optimising utilisation of 
the benefits of each approach.

Online can be less intrusive, allowing respondents to 
participate at a time of their choice. This might be early morning, 
during the day at work or in the evenings or even late at night. It 
has benefits in allowing for more considered responses to some 
detailed questions, those that benefit from visual display and at a 
pace that suits each individual. Often sensitive questions can be 
more honestly answered without the bias introduced by having 
to interact with another human interviewer.

CATI and F2F interviewing can access many members of the 
population that are not online, and do not wish to be a part 
of an online panel. For in-depth interviewing and probing of 
responses there is no better approach than having a trained 
interviewer involved.

Mail surveys are still part of the research suite of tools, but 
they can create difficulties in management of response rates to 
the survey overall, within given time parameters, and managing 
quality control can also be an issue. Respondents may sometimes 
not complete all questions, and without the guidance and control 
of either the interviewer or the technology software online, there 
could be errors in skips and following correct question pathways.

Observation of behaviour using Big Data such as customer 
records of purchase behaviour or credit card transactions, online 
media usage, social media usage, actual travel patterns measured 
by GPS devices all provide valuable individual insights. These are 
enhanced when they can be linked to other consumer profile 
data and responses to interviews (known as primary research).

The integration of all of these methods, as appropriate, 
creates a synergy that will ensure the research industry is a key 
partner in understanding customer needs and behaviour and 
can demonstrate how these insights lead to greater sales, loyalty 
and advocacy.

The merging of ‘tried and tested’ research techniques, with 
the benefits and efficiencies of new approaches, suggests that 
a Single Source Panel is a desirable solution.

While there could be further advances in the research ‘toolbox’ 
over time, the one constant is that we will need to interact with 
consumers, and our panel can be updated and fine-tuned to 
keep up with new advances and technology and to the pace 
required by clients.

Our management of our scarce population resources, (those 
still willing to participate in research), will need to be tightened.

In the future there will be greater emphasis on collecting 
representative populations, ensuring they are not ‘over-used’ 
and ‘burnt-out’ and that they are adequately incentivised in 
both a monetary sense and sense of fulfilment, recognition and 
panel relationship.

This is one vision of the panel of the future – “permission-
based, with multiple access” options.

Brian Fine
Brian is currently chairman of Quality Online 
Research [QOR] which runs consumer, mobile and 
business panels.

He is also CEO of Australia Online Research 
(AOR) and Adjunct Professor at the UTS Business 
School. Brian is a Fellow of AMSRS and QPMR 
accredited, and is current chair of the AMSRO 
Quality committee and on the AMSRO National 
committee. Brian is a past president of both AMSRO 
and AMSRS, and was recently on the international 
task force to update the ESOMAR/GRBN Online 
Research Global Guidelines, which has just been 
released. Brian has written numerous research 
papers, presented at international and AMSRS 
Conferences, and was nominated for best paper 
at the 2006 ESOMAR online conference, as well 
as being jointly awarded best paper at two AMSRS 
conferences in the past few years.
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The background
Following a series of organisational restructures and 
acquisitions, staff attrition rates – 20 per cent by 2013 – had 
reached a level of concern for the GfK ANZ leadership team. 

This led to some introspection as GfK sought to improve 
retention and workplace culture.  

In 2015 staff turnover has halved due to the implementation 
of a number of programs based on employee user experience.

The thinking and tools
From the employee’s point of view, the workplace ‘user 
experience’ includes the physical space, social and cultural 
elements, and organisational processes and routines.

A good starting point was the annual GfK global employee 
survey, which is conducted across all markets – but we felt we 
needed to dig deeper.

So the Australian qualitative team ran a one week online 
community, which was open to all employees and attracted 
nearly half of the GfK ANZ employee base. Participants were 
able to anonymously document their day and the elements 
that made it great, or not so great. 

GfK’s HR director Simon Coles also ran workshops – 
essentially focus groups, designed to understand and engage 
in order to feed the planning process. 

He started by asking employees what they liked (and didn’t) 
and what was working (and not), along with what they’d like to 
see in the elements of physical space, across processes and 
in the social and cultural sphere.

The challenges
Over the past two years, GfK has embarked on a physical and 
operational integration of its point of sale tracking, customised 
and audience measurement businesses. Integrating the GfK 
business is a globally strategic move.  

This in itself is a challenge, as diverse work groups are 
relocated, teams are co-located and sector client servicing 
teams are dealing with quite different client issues.

On top of that, the GfK ANZ business has one of the most 
diverse employee profiles I’ve ever seen – with more than 30 
nationalities and ethnic backgrounds represented.

The need to be inclusive and provide something for 
everyone adds complexity to the mix.

The programs
Physical space
Collaboration and unity were heavily on 
the agenda, so GfK brought its two Sydney 
offices into one completely re-designed 
facility in North Sydney.  Care was taken 
to provide staff with a range of formal and 
informal individual and meeting spaces, including 
quiet rooms and reading corners, as well as communal tables 
and benches. Similar efforts were made in the Melbourne 
office.

State-of-the-art focus group rooms were designed, and 
these also double as client and internal meeting rooms.

Frequent comments from clients about how ‘cool’ our 
offices are, give staff an even greater sense of pride in their 
physical workplace.
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Turning  
the tables 
Catherine Eddy explains how turning user experience 
research tools inwards has helped reduce staff 
turnover and improve workplace culture.

Tenure desk bomb decorations.
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THIS MONTH’S 
FEATURE SPONSOR

Social and cultural events
Our ‘Orange Spirit’ philosophy considers our employees’ total 
experience – social, financial, health and well being.

The proof points are a social and cultural events calendar, 
health and nutrition programs that change seasonally and 
range from bootcamp to pilates to walking challenges and a 
staff retail discount rewards program.

There’s also a quarterly budget for a team building or social 
activity per team. 

Social events
The culturally diverse workforce is reflected in the events 
organised by staff. Recent examples include special-themed 
happy hours with trivia and games (eg. Oktoberfest and 
Halloween), lunchtime social events including International 
Food Day, with staff contributing from their country of origin, 
and participation in charity events such as Pink Ribbon Day. 
Birthdays are recognised with a choice of flowers, charity 
donation or (most popularly) shared cake.

Recognition
Tenure of five, 10, 15 and 20 years is publicly acknowledged 
with gifts at quarterly ‘Town Halls’ and unofficial ‘desk bomb’ 
decorations.

Meanwhile, our quarterly ‘Kick Ass’ award goes to nominees 
reflecting integrated and cross-team behaviour, working 
formally or informally and socially across teams and divisions.

Award nominations can be made by any GfK team member, 
with winners determined by members of the local executive 
committee.

The last word
We’ve got some really great people who look forward to 
organising or being involved in the next event, and also  
ensuring that GfK remains a great workplace, and one that 
continues to challenge everyone intellectually. In the medium 
term, we expect an increase in average staff tenure as a 
result of all the work everyone has done getting feedback and 
executing our people initiatives. This is a collective effort and 
can never be a purely top down approach.

CATHERINE EDDY,  
MANAGING DIRECTOR, GFK ANZ

Organisational processes  
and routines
Initiatives include:

> Quarterly ‘Town Halls’, with a focus on 
transparency of results and what needs to be 
done – the good, the bad, and the ugly.

> Frequent formal and informal communications 
from the MD.

> A quarterly update on how GfK ANZ has featured 
in various media. 

> Changes to the quarterly training calendar, now 
mostly consisting of one-hour information and 
workshop sharing sessions, with any employee 
able to add a training or sharing event to the 
calendar.

Results and advice
By 2015 there has been a significant reduction in 
attrition and the creation of a culture of advocates 
who recommend GfK as a place to work. 

While GfK sees this as a very positive outcome, 
it’s not where the hard work finishes. Some of these 
things were in place already. We just needed to talk 
about it more and work harder to make sure that 
when the pressure is on, this is not the stuff that is 
let go first.

Learnings for next time  
and advice for others:
> A less complicated and time intensive online 

community. We had some great participation but 
might have gone a little overboard with the tasks 
because it was so interesting to hear what people 
had to say.

> Make initiatives 
as organic and 
involving as 
possible. Get 
suggestions from 
employees and 
let them take the 
lead in driving 
events and 
programs.

International food day.

Oktoberfest 
celebrations.
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ready’ and understand the importance of 
scientific rigour, the process of designing 
replicable research projects, and collecting 
and analysing data. 

During the PhD process, candidates 
typically gain exposure to a range of 
different methodologies, and may even 
develop innovative research methods. 

The PhD process helps develop 
distillation skills to consolidate data from 
disparate sources, which can be essential 
for data analysis or desk research on 
commercial projects.

The PhD process also helps develop 
valuable non-research skills, including:
• Project and budget management . 
• Collaboration and communication skills. 
• Critical thinking, self-education, and 

problem solving skills.
And depending on the focus of their 

PhD research, a graduate may also bring 
expert knowledge of a useful field with 
commercial application (such as tourism 
or healthcare).

Yet there are operational differences, 
which stem from the fact that research in 
academia is personally motivated, while in 
MR it is client directed. This can present 
some challenges.

Both fields have very different KPIs – for 
instance academia focuses on publications 
and citations whereas in MR it is more likely 
to be deadline achievement, sales targets or 
client relationship building. The fields also 
have very different vocabularies, with terms 
such as, communities and MGBs being 
common in MR as opposed to ARC grants 
and the lexicon of their dissertation topic. 

T h e s e  c h a l l e n g e s  a r e  e a s i l y 
surmounted with good mentoring and 

Should I do a PhD?  
And who will hire me?

This includes graduates from 
fields such as psychology, 

business, and marketing, who spend 
years developing research skills relevant 
to the MR industry. 

Yet there seem to be negat ive 
perceptions around hiring and using PhDs, 
perhaps stemming from a widely-held 
belief that PhD graduates are: 
a) only focussed on a niche research area, 

and: 
b) are stuck in the theoretical thought 

s t r e a m ,  l a c k i n g  t h e  p r a c t i c a l 
requirements of MR. 
However, such beliefs do not holistically 

consider the research skills which are 
developed by undertaking a PhD, and 
which have commercial application.  

PhD graduates are typically ‘research 

Almost 80 percent of PhD graduates eventually end up 
choosing careers outside of academia writes Clifford Lewis.

a systemic approach to enhance the 
transitioning process. 
• Employers could provide PhD graduates 

with training and support to expose 
them to the nuances of commercial 
research. 

• Industry associations and universities 
could offer bridging courses, focussing 
on the commercial realities of research, 
discussing KPIs and how they can 
be achieved, and building cl ient 
management skills.

• Universities could also assist by 
providing opportunities to audit courses 
on commercial research, inviting in 
research companies to talk about the 
skills and experience needed, and by 
developing relationships which allow 
candidates to partner with companies 
during their PhD research.
While cultural ‘fit’ is essential, MR 

companies should also consider the 
following:
1. Providing graduates with training and 

mentorship from senior employees, 
including help to re-calibrate and re-
orient their thinking to suit the KPIs of 
the company. 

2. Utilising their thinking and design skills 
to innovate, design, pressure test and 
challenge. 

3. Encouraging them to present at 
conferences or participate in industry 
associations, which not provides an 
opportunity to learn from what’s going 
on in the industry, but may also result 
in them bringing back new ideas and 
thinking.

DR CLIFFORD LEWIS, PROJECT MANAGER, 
RUBY CHA CHA

A client-side POV
I think it really comes down to the ‘fit’. 
We recently advertised a junior level 
position where we wanted someone 
who was highly adaptable as well 
as happy to do a lot of very basic 
support work for the team while they 
developed their skills. We had some 
PhD applicants, but in many respects 
they just didn’t meet the brief as well 
as some of the other candidates.  We 
also had concerns that they might 
become bored or frustrated with some 
aspects of that particular 
role.  Consequently, 
w e  o p t e d  f o r 
someone with a 
different skill set 
on that occasion. 
– Virginia Miekle
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FEATUREYOUR SAY

How do our future stars perceive us? 

actionable insight that can benefit the 
business, rather than  long reports that 
few people read.

The use of technology and smart 
research can allow young professionals to 
be leaders in their profession much more 
quickly. When market research is seen as 
a strategic role, young professionals have 
more opportunities to move up the ladder 
faster – making it a more enticing career 
path for new grads.  

Solving business problems is a lot more 
interesting than simply providing data. 

2. Lead the company towards 
customer-centricity

Customer-centricity makes a lot of business 
sense. Companies focused on the customer 
are 60 percent more profitable than those 
that aren’t. However, most companies lack 
the culture to foster customer-centricity. 

Because market research engages 
with customers on a regular basis, it’s in a 

Market research and millenials 
– why the disconnect?
In a 2015 survey, tech has once again dominated the list of companies that millennials want 
to work for – with employers like Google, Apple and Microsoft featuring in the 
top 10. Media brands like Walt Disney Company and DreamWorks Animation, 
and food and beverage (including Starbucks) were also in the top 25. 

Missing from the list entirely, is 
market research.

Often viewed as a low-paying, unsexy 
career path, awareness also seems to 
be part of the problem. Young market 
research professional Katie Aylward told 
RW Connect she was completely unaware 
of the industry until a graduate recruiter 
introduced her, by matching it with the 
specific skills she had learned at university.   

“Many university courses provide 
students with essentially a ready-made 
skillset for market research – we just 
aren’t made aware of it.” 

The industry needs new graduates to fill 
the talent gap as boomers start to retire. 
Millennials also bring fresh perspective to 
the practice. As the rise of tech companies 
show, harnessing the knowledge and 
skills of young graduates can help drive 
innovation in the industry. 

Critical steps to building the reputation 
of market research as an attractive career 
path include:  

1. Elevate the role
In the age of the empowered customer, 
the role of market research has never been 
more important. 

Companies need customer insight to 
produce innovative products, improve 
marketing and build customer loyalty. But 
for the most part, market research still lacks 
real influence. 

Smart market researchers realise they 
need to become a central, indispensible 
department in the company, providing 

good position to lead customer-centricity 
efforts. By ensuring that the voice of the 
customer informs everyday decisions, 
market researchers can help change 
the culture of the organisation. Market 
research can provide the necessary 
information companies need to become 
truly customer-obsessed. 

Millennials are attracted to work that 
has a purpose, and leading customer-
centricity gives them that – by helping the 
company produce products and services 
that customers are looking for. 

Conclusion 
The survival of the market research 
profession relies on our ability to attract 
young talent. But if we are not a profession 
in growth, using tech to its limits, why would 
business graduates want to join us? 

PETER HARRIS, EVP AND MANAGING 
DIRECTOR, VISION CRITICAL, ASIA PACIFIC

When it comes to skills needed to be successful in advertising, students seem to think you 
need all the fun stuff - imaginative and innovative (58%), social (40%) and smart with good 
problem solving skills (26%).
When asked to think about market research, the response from students was a mix of 
emotional and rational perceptions.
MR seems to be viewed as interesting, rewarding and fresh (34%) and they’re 
pretty sure it would be informative, allowing you to make some pretty 
cool discoveries (25%).  Equally ‘mixed’ were students’ thoughts on the 
skills needed for a career in market research.
- Sally Joubert, CEO Luma, reporting interview results

This is an edited extract of Sally Joubert’s article Extreme Research Makeover From Geek 
to Sleek…which can be accessed via the text version of Research News online.
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LETTER TO THE EDITOR

Enhanced IT training the key to 
quantitative research in Big Data era
In the last twelve months I have read some thirty or forty papers and learned articles 
on Big Data, and its potential effect on the research profession, so I was interested 
to see last month’s edition of Research News tackle the topic.  

A key article was by Nature MD 
Chris Crook, (RN November, pp 

20-21) and I enjoyed and agreed with 
the greater part of this paper. But 
where I would part company with 
Crook is his assertion that we shouldn’t 
focus on the IT issues, which in my view 
are the operational characteristics and 
the source of research opportunities 
for Big Data research. 

Quantitative researchers in the future 
will need to understand both the curative 
issues associated with data warehousing 
and the evolving analytical methods that 

can both link separate data sources and 
utilise the concept of updated information 
in real-time. A failure to understand 
the logic and developments in these IT 
ambiences will mean researchers become 
little more than black box managers! 
Worst of all, the great information services 
of the future won’t benefit from the 
accumulated knowledge of professional 
researchers, but will be the product of a 
direct dialogue between the user client 
and some IT mega-enterprise. 

Like Crook, for the moment I believe 
market researchers are best suited to 

translate clients’ needs (which they almost 
uniquely understand) into data solutions 
(implying an awareness of the specific 
opportunities of technology) which they 
can reliably interpret.

But for how long  
will this be true?
In the same edition, Rami Mukhtar 
provides an answer from the other 
side. But his solution, which involves 
delegation of the Big Data opportunities 
to specialist IT companies such as his own, 
answers only part of the IT resource issue. 
The identification and procurement of 
relevant data sources and the integration 
algorithms also require skills currently in 
short supply within the industry. 

In the short term, the solution may 
also involve specialist agencies and 
consultants. If, as Mukhtar suggests, the 
role of the quantitative research agency 
is merely providing source linking data 
via online surveys, then in the longer term 
the future may indeed be bleak, as more 
and more of our potential clients start 
believing they can do their own surveys 
with the aid of online services.

Mukhtar’s contribution is actually 
very helpful and may be seen as a 
timely call to arms. As he asserts, cloud-
based analytics are not just here to 
stay, they are increasingly changing 
the way in which data is turned into 
information. Researchers need to have the 
technological sophistication to manage 
and develop information streams that take 
advantage of this virtual resource. 

JONATHAN JEPHCOTT, MEDIA AND MARKET 
RESEARCH CONSULTANT, FAMSRS, QPMR
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CAREER MOVES 

Adam Rowland

TO: Executive manager, 
National Centre for 
Longitudinal Data (NCLD)
FROM:  Director, strategic analysis 
and reporting, Federal Department of 
Health

Adam Rowland now leads the National 
Centre for Longitudinal Data (NCLD) 
which he recently joined as executive 
manager.  The NCLD plays a leadership 
role in national longitudinal survey and 
administrative data, and currently oversees 
four longitudinal studies: HILDA survey, 
LSIC, LSAC and BNLA.

Dennis Wong
TO: Managing director, 
Australia, Added Value
FROM:  Director and head 
of brand development, Added Value

Dennis has been promoted to the position 
of managing director, Added Value, 
Australia, working with a director team 
which includes Colin MacArthur, who joined 

Added Value from Jigsaw in June. 
Dennis first joined Added Value in 2008. 
Since then he has led partnerships with 
businesses including Diageo, McDonald’s 
and Goodman Fielder.
Wong replaces James Pike, who has moved 
to fellow STW Group agency Bohemia. 

Dr. Vito Brancaleone
TO: Senior research 
consultant, EY Sweeney
FROM:  Senior researcher, 
Pay Equity Unit, Fair Work Commission

With more than a decade of research 
experience, Vito joined EY Sweeney in 
September 2015. With a strong academic 
and research background, and with both 
quant and qual skills, Vito has worked in 
the public and private sectors across all 
aspects of research and has a particular 
passion for questionnaire design and data 
visualisation.

Belinda Rogerson
TO: Senior research 
consultant, EY Sweeney
FROM:  Account director, 
Colmar Brunton

Belinda Rogerson joins the EY Sweeney 
team in Melbourne bringing with her almost 
10 years experience in market research on 
client and agency side, both here in Australia 
as well as several years in the United States. 
With experience in both qualitative and 
quantitative methodologies, Belinda has 
worked across a diverse range of industries 
(government, not-for-profit, education, 
health, finance, utilities, FMCG) and projects 
(marketing and communications evaluation, 
new product development, brand tracking, 
customer research, and program evaluation 
research).

Joanna Mohr
TO: Account manager, 
Vision Critical, Sydney
FROM:  Account co-
ordinator, Vision Critical Minneapolis

Jo joined Vision Critical’s Minneapolis office 
in 2012. She was transferred to the Sydney 
office in September 2014, and delivers 
Insight Community projects for some of 
Australia’s leading brands.

Daryl Tan
TO: Research manager, 
Vision Critical
FROM:  Research 
executive, Lonergan Research

With over five years experience in a variety 
of research methodologies, Daryl provides 
qualitative insights to a variety of clients 
in the telecommunications and retail 
banking sector.

Liz Berks
TO: Research director, 
Vision Critical
FROM:  Account director, 
T garage

Liz has worked in customer insights and 
marketing for a decade, with extensive 
qualitative and quantitative experience 
across the FMCG, service and finance 
industries.  
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HR & LEADERSHIP

Consumer Behaviour  
has moved to new  
premises in Kew East in 
Melbourne’s inner east.
Consumer Behaviour is a 
boutique agency offering 
integrated qualitative and 
quantitative research.  

The new premises include 
a state of the art group 
room with active-speaker 
HD video streaming.  

www.consumer-behaviour.com.au

Greg Wayman retires 
ORC International has announced the retirement of Asia Pacific 
managing director Greg Wayman as of December 31, 2015, and the 
recruitment of Oliver Rust as his successor.

When Greg Wayman and Paul Chong sold their firm, NWC Research 
to ORC International in 2007, both became members of ORC’s global 
leadership team. Greg stayed in Melbourne, responsible for the AP 
region, solidifying ORC’s position and driving significant growth in 
revenues and profitability.  

ORC International CEO Simon Kooyman said acquisitions of 
entrepreneurial marketing services firms were often followed by 
the exit of the management teams soon after the earn-out period. 

“We have been lucky and privileged to see the NWC team continue 
to take a leading role in the global development and growth of the 
company. Not only the Asia Pacific region, but ORC as a whole has 
benefited tremendously from the inspiring leadership of Greg. On a 
personal level, working with Greg has been a real pleasure and I am sure 
that all in and around ORC are wishing Greg a splendid time ahead.”

Q. Everyone says people are key to 
business, but what does this actually 
mean?  A   A driven, passionate team is 
at the core of business success and this 
requires one’s leadership style to be whole-
heartedly based on enabling employees 
to find their own career path. In turn this 
grows their ability to deliver meaningful 
contribution to the company goals. Without 
sincerity, this can fall by the way-side and 
potential talent can be diluted or lost.

Q. How do you successfully identify 
talent?  A   That is a broad question as 
each and every individual is different and 
it is important to consciously avoid a strict 
tick box approach. Talent is varied and 
embracing this variety is essential when 
it comes to building your Talent pool and 
inviting new talent in. I love to be surrounded 
by people who are different to me and 
to bring and share new perspectives and 

stay with, and spread the word about. Of 
course, this needs to be aligned with fair 
pay and opportunity to climb the ladder, but 
the secondary level of engagement is what 
will drive the business and the talent to all 
round success. 

Q. Any particular piece of advice or 
Leadership message that stands out?    
A   To quote Antoine de Saint-Exupery: “If 
you want to build a ship, don’t drum up the 
men to gather wood, divide the work, and 
give orders. Instead, teach them to yearn 
for the vast and endless sea.” Collaborate 
with team members about direction 
changes and opportunities, offer feedback 
on successes and challenges, ask for ideas 
and input and, critically, remember you 
work with people. In other words, ensure 
the team truly feels that the journey is 
theirs by design and theirs to successfully 
complete.

approaches. Being open to this, and not 
making the mistake of knowing it all because 
of your stature or years of experience gives 
you the mix of talent that offers learning 
throughout the ranks, forms succession 
options and creates a collaborative working 
environment where talent can grow.

Q. How can companies create a 
competitive people advantage?  
A   A mix of training and development, 
career path, salary and benefits. However, 
it is easy to mistake promotions and pay 
increases as the only opportunities staff 
will value. In my experience, employees 
who seek engagement through new 
challenges, extended exposure and learning 
opportunities are the ones who will make 
the biggest impact to the business and 
clients. If you drive this understanding 
of contribution and passion then the 
environment is one that people want to 

People and passion prevail
Martin Filz, previously of Research Now APAC and most recently 
Lightspeed GMI EMEA, has returned to the region this month to 
assume the leadership of Lightspeed GMI APAC. Here he shares 
his views on how to manage and grow the talent pool. 
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PROFESSIONAL DEVELOPMENT PROGRAM

The Society wishes to thank Orima Research, the major sponsor 
of the 2015-16 Professional Development Program (PDP)

For full course information and to register visit: www.amsrs.com.au

NOTE: ALL PRICES INCLUDE GST

1. A total framework  
for qualitative research

Recognised for her broad qualitative research 
experience in North America, Margaret Roller will 
lead this workshop, covering the following:
- four modes of the In-Depth interview method
- three modes of the group discussion method
- ethnography in the digital age
- qualitative content analysis
- process in case-centred research

2. Brand and communications research
Partner at The Nursery in the UK, David 
Alterman will examine the role of quantitative 
research throughout the brand and 
communications planning cycle. Topics include:
- role of research in the planning cycle
- researching and optimising brand propositions
- pre-testing creative
- tracking

3. Techniques for segmenting
Leger Analytics President and Distinguished 
Visiting Professor of the Ted Rogers School of 
Management in Canada, Chuck Chakrapani will 
share his expertise in segmentation, covering 
the following areas:
- theoretical basis of market segmentation 

techniques
- principal considerations in market 

segmentation
- strategic development using market 

segmentation
- where market segmentation techniques 

are heading
4. The big opportunity with Big Data
Managing Director of Verve Ventures and 
previous Head of Industry for GfK in the UK Colin 
Strong will take us through a series of workshops 
on how to capitalise on the opportunities that 
Big Data presents for researchers. The following 
areas will be covered:
- how we can access, store and manage Big 

Data as well as creating plans for generating 
insight and understanding.

- the common perils and pitfalls of exploring 
data are examined and how we can move 
beyond merely describing consumers’ activities.

- case studies and provocations to inspire 
as well as provide some practical guidance, 
including behaviour change (‘nudge’) programs.

- the implications of our data mediated world 
for consumer behaviour.

We will cover two major themes – 
personalisation, which is set to have a major 
impact on our lives, versus privacy, which is 
increasingly stretched.
Overall, this course will provide participants 
with the tools to start considering ‘Big Data’.

Each course will attract 50 QPMR points.

Summer School 2016 will offer online 
courses for experienced research 

professionals, utilising US, Canadian 
and European presenters.

EMOTIONAL 
MEASUREMENT 

NAT    TUES 19 JAN 2016 
COST   $88 AMSRS MEMBERS WEBINAR  
 $120 NON-MEMBERS

It is difficult to measure emotions. This is 
because directly asking respondents about 
their emotions requires them to cognitively 
retrieve their feelings. While this is not 
necessarily disastrous, it has the potential to 
impose a cognitive filter over the construct. 

In this webinar Professor John Roberts 
will address the stimuli required to measure 
emotions, techniques for measuring 
emotions and the limitations of each of 
these techniques and the application of 
emotional measurement to brand audits 
and for assessing the effectiveness of 
elements within the marketing mix.
QPMR recognition: 5 points 

BRAND CONNECTION IN 
THE DIGITAL AGE

NAT    TUES 23 FEB 2016 
COST   $88 AMSRS MEMBERS WEBINAR  
 $120 NON-MEMBERS

Sue Phillips will address the techniques by 
which brands can connect with consumers 
in the digital age, the ways in which research 
can facilitate and then measure this level of 
brand connection and finally, the limitations 
in using traditional research techniques for 
assisting with the establishment of brand 
connections in the digital age.
QPMR recognition: 5 points 

EFFECTIVE SAMPLE SIZE
NAT    TUES 8 MAR 2016 
COST   $88 AMSRS MEMBERS WEBINAR  
 $120 NON-MEMBERS

This webinar from Dr Phil Hughes is aimed 
at those researchers who have a basic 

understanding of sampling and would 
now like a greater understanding of the 
concept of effective sample size, including 
the meaning of effective sample size, the 
relationship between the sample size and 
effective sample size, sample design issues 
which can affect the effective sample size 
and methods of calculating the effective 
sample size, including an approximation 
based on the Weighting Effect (WEFF).
QPMR recognition: 5 points 

FUNDAMENTALS OF 
QUALITATIVE RESEARCH

NSW    TUES 15 MARCH 2016 
COST   $330AMSRS MEMBERS COURSE  
 $660 NON-MEMBERS

This course provides an overview of qualitative 
research. Content includes the logistics 
involved in running a qualitative project, the 
main types of qualitative data collection, the 
role of the moderator and how to create the 
right environment for respondents, different 
ways of eliciting a deeper consumer response 
and the process of analysis and report writing 
for qualitative research. Designed for those 
who are new to qualitative research – on the 
buyer or supplier side.
QPMR recognition: 30 points 

FUNDAMENTALS OF 
QUANTITATIVE RESEARCH

NSW    TUES 22 MARCH 2016 
COST   $330AMSRS MEMBERS COURSE  
 $660 NON-MEMBERS

The purpose of this course is to provide an 
introduction to the role and basic methods 
of quantitative research. An overview of 
how quantitative research can help solve 
marketing and business problems, what 
methods of quantitative research are 
available and how to choose which is the 
most appropriate. Designed for those who 
are new to quantitative research – on the 
buyer or supplier side.
QPMR recognition: 30 points 

PDP COURSE & 
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PROFESSIONALS.
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