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MESSAGE FROM THE AMSRS PRESIDENT

Message from the AMSRS President
Membership of the AMSRS brings
many benefits, but key amongst them
is that it helps you take charge of and
develop your careers. Looking back, the
AMSRS helped me build my ‘brand’ as a
researcher (through AMSRS publications,
Research Effectiveness Awards and the
opportunity to present papers at the
Conference); introduced me to key industry
people; helped me develop and share my
skills; and kept me up to date with standards
and practices. The annual membership fees
have been the very best investment I could
have made in my career.
Earlier this year we called on members for
ideas and we were delighted with the depth
and range of positive suggestions you fed
into this process. The Board has used these
insights to shape a thorough review, and we

Online field services
Expert client team
Australian owned and operated
Online focus groups
Research only panels

have now approved a raft of bold changes you
will see roll out over the coming months. We
can’t yet divulge all the details as things are
currently being finalised.
Not all of you will like every change we
have made. However, significant funds
have been invested as we believe the time
is right to ensure the AMSRS continues to
support the careers of all our members. We
can announce a major investment in a new
software platform to deliver a more flexible
interface for members as of 2020. We can
also announce more flexible costing for IRG
members who want to become Company
Partners. Keep an eye out as we roll out the
rest of these changes over the coming months.
These changes are all about ensuring the
AMSRS continues to deliver when it comes
to growing your careers.

VICKI ARBES,
PRESIDENT, AMSRS

REAL SERVICE
REAL RESULTS
THINK i-LINK

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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In other news, the Conference was again
a big success with good numbers and high
levels of delegate satisfaction. Thanks to all
who attended and supported the event.
Finally, thank you to my fellow board
members Tiina Raiiko, Peter Harris, Sue Bell,
Lyndall Spooner and Gail Thomson, and to
Con Menictas who recently stepped down for
personal reasons. A warm thank you to all for
your time, passion and energy on behalf of the
AMSRS community.
I hope to see many of you at our AGM
this year. And best
wishes for the festive
season and the new
year – 2020 is upon us
already!
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58% of Australian
consumers declined to
participate in surveys
almost

40% due to

privacy concerns

as an information source

25% look to

consumer reviews,

BUT

30% look to

family and friends

at

23% mobile survey

taking is noteworthy even
among Baby Boomers
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INDUSTRY NEWS

ACMA report reveals decline
in fixed-line phone connections
The household landline telephone has continued its
decline, with new ACMA data showing that for the first
time more than half of Australian adults rely solely on their
mobile for making and receiving voice calls at home.
The ACMA Mobile-only Australia: Living without a fixed line at home report
shows that the trend is being driven by younger Australians, with 79 per
cent of those aged 25–34 forgoing fixed-line phones at home in favour of
mobiles only for voice calls—an increase of 27 per cent in just five years.
Overall, more than five million Australian adults have become ‘mobileonly’ for voice services at home since 2014. That has led to 51 per cent of
Australian adults being ‘mobile-only’ for voice at home in the 12 months to
June 2019, compared to 27 per cent in the year to June 2014.
Visit the ACMA website to view the interactive report acma.gov.au

Final events
for the year
PERTH
DEEP DIVE WORKSHOPS
NOVEMBER 21TH 2019 – 1-5PM
$120 AMSRS Members; $200 non-members

COST

Workshop 1:
Building Business Impact with Andrew Cannon
Workshop 2:
Beyond Actionable Research: A workshop to practice
delivering business solutions with Sara Garcia

Research industry granted access to
Integrated Public Number Database
(IPND) allowing access to mobile numbers
IPND was a joint initiative between AMSRO and AMSRS
from 1998-2017. We take this opportunity to congratulate
AMSRO on bringing this to fruition in October.
More information on IPND is available on ACMA’s website at:
https://www.acma.gov.au/theACMA/ipnd-access-arrangements

MELBOURNE
ANNUAL GENERAL MEETING
AND END OF YEAR EVENT
NOVEMBER 20TH 2019 – 6-8PM
• AGM – free to members
• Presentation and networking
$30 for members, $50 for non-members
Presentations by Lisa Lewers, Managing Director, Lewers
Research and Andrew Cannon, Executive Director at GRBN
COST

BRISBANE

New Fellows

AMSRS & AES SYMPOSIUM
- FROM THE INSIDE OUT –
CHALLENGING SOCIAL ISOLATION
AND THE REPURPOSING OR PROFIT

Our congratulations to the six new
AMSRS Fellows, announced at the
annual conference in September.

NOVEMBER 27TH 2019 – 6-8PM

• Adam Allanson

Partner, ORIMA Research - ACT

Adam Allanson

Rebecca Huntley

Suz Allen

Sue York

• Suz Allen

Director, Sensory & Consumer Science, Asia Pacific &
International, Campbell Arnott’s Pty Ltd

COST

•
•
•
•

AES and AMSRS members: $150
Student members: $150
Non-Members: $240
Student Non-Members: $150

• Mike Beder

Managing Director, Qualitative
Recruitment Australia

• Rebecca Huntley

SYDNEY
PLEASE NOTE There will be a Networking and Christmas
drinks party for NSW members in December. Venue and
date to be confirmed via email.

Research Supplier and Consultant, Cultural
& Indigenous Research Centre Australia

• Sue York

Social and Market Research Consultant, Queensland
University of Technology (QUT)

• Mark Zuker

Managing Director, JSW Research Pty Ltd
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Mike Beder

Research News November 2019 - January 2020

Mark Zuker

www.amsrs.com.au

02 9566 3100

RESEARCH NEWS TOPICS 2020 - CALL FOR CONTRIBUTIONS

Topics 2020 and Call for Contributions
Feb-April 2020

CX and research design edition

May-July 2020

Data analytics

Aug-Oct 2020

Conference edition

Nov 2020 – Jan 2021

Delivering research findings

We would like to thank
all our advertisers,
contributors and the
Editorial Advisory
Committee for your
support over the year.
We wish you a safe,
enjoyable and relaxing
festive season and a happy
new year.

We are looking for contributors on these topics and welcome articles from our members.
Articles appear in the magazine and are reposted to the Research News Live site allowing
authors to broadly share their ideas and perspectives. We are also looking to include
articles on the skills now required to work in our evolving industry as per the topics above.

See you
in 2020.

Information on how to contribute and submission deadlines can be at
www.amsrs.com.au/publicationsresources/research-news
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FEATURE

When it comes to the quality of research
reports, why is there such a large gap between
what clients want and need, and what agencies
deliver? Mike Sherman and Neil Gains summarise
a recent survey into report quality and make
suggestions about closing the gap.

Ever since we first joined the market research industry in
the late 1980s, clients have complained about the quality
of reports and agency personnel have appeared to
underestimate the problem.
Yet, although there are many anecdotes about poor reporting
from clients and agencies, how big an issue is report quality?
And, given the improvements in presentation and visualisation
software, and the increased professionalism of the insights
industry, have things improved?
In March 2019, NewMR were kind enough to work with us to
conduct an online survey of report quality. A sample of more than
500 participants including clients,
agencies and other service providers
took part, including both those who
create and write reports and those
who receive and use them. These
participants were drawn from around
the world, including over 40 from
Australia and New Zealand.
‘Houston, we have a
problem’: the quality gap is
substantial

As shown here, we found a
disturbingly large divide between
clients and agencies, with a 33 per
cent gap in perceptions. Report
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creators think that 64 per cent of their reports are ‘very good’ or
‘excellent’ compared with 31 per cent of report recipients. Ratings
of both report quality and the gap are consistent across different
regions.
Reports are too long and lack practical answers

To understand the drivers of this gap, we collected verbatim
responses about aspects of reports that were good and those that
were poor. The most common complaints about reports were
that many are too long, with too much data and not enough
insights. Or, as one Australian researcher wrote, ‘the report met the
client’s stated needs’ but was ‘boring,
paint-by-numbers, way too long, not
actionable.’
It is clear from these results, and
from talking to many clients, that
they want reports that are endresult focused and concise. Research
agencies know this too, as they agree
with clients and end-users of reports
that the most important feature
of an ‘excellent’ report is that it is
‘insightful’ (more than 90 per cent
of all participants agree on this one
thing). ‘Concise’ and ‘practical’ were
also both chosen by more than half of
participants as the second and third

FEATURE

most important aspects of an ‘excellent’ report.
the all too common syndrome of ‘boiling the
Other attributes such as ‘objective’,
ocean’.
‘rigorous’ and ‘detailed’ were considered
Report quality is also a shared
Clients like
less important by the majority.
responsibility between clients and
visualisation of data
If everybody knows what a good
agencies. As one New Zealand
report looks like, why is there such
researcher noted: ‘Hard to bridge
and ‘pretty’ reports.
a disconnect between clients and
gap between a story for the room
However, the most
agencies? A crucial part of the
and the detail around the report the
problem is understanding the
client sought.’
important thing they
client’s business and specifically
want is a clear, succinct
the question that prompted the
The good news: reports are
research.
improving
answer to their
One Australian client wrote: ‘Didn't
Happily, both clients and agencies
business question.
understand the actual purpose of the
agree that report quality has improved
research so targeted the wrong audience
over the past two years, although clients are
with the wrong questions - researcher didn't
a little less positive than agencies and Asialisten.’ A New Zealand client echoed this, saying
Pacific is a little less positive than other regions. One
‘Despite a solid briefing in writing and face to face, the writer
Kiwi noted: ‘I'm often disappointed by how little reporting has
had not really taken the time to understand the specifics of our
changed over the years.’
business, so the findings and recommendations were not 100 per
Verbatims in the survey suggest that visualisation of data
cent relevant.’
has improved, even if the underlying content has not, with many
comments similar to this one: ‘Graphics used were nice’ but ‘too
Reports need to answer business questions
much data and lacked a clear storyline.’ One Australian noted: ‘As an
A report should answer an important business question.
industry, we're struggling a bit to compete with CX/UX and other
Business objectives should not be confused with research
“design professionals” who put together slick reports that have an
objectives when writing a report, although (as pointed out in many authoritative tone and professional graphics yet are often based on
verbatims) they often are.
barely adequate to outright bad research and information.’
One test we use to discern good business objectives is to
channel Jerry Maguire in the movie of the same name and ask if
Better visualisation is good; actionable, clear and
the answer will ‘Show me the money’. In other words, will it build
succinct business answers are better
market share, raise prices (capture surplus), grow the market or
Clients like visualisation of data and ‘pretty’ reports. However, the
reduce costs? If not, we believe the outcome will be of little interest
most important thing they want is a clear, succinct answer to their
to senior management.
business question. It’s time for agencies to improve report quality
It is often necessary to redesign the process of writing a report
with more insight, practical answers and focus on business outcome.
to answer a business question. It means starting with a clear
It’s not enough to be ‘readable’, they must also be ‘actionable’.
business objective rather than turning to it when writing the
MIKE SHERMAN IS AN INDEPENDENT
last page of the report. When the business objective is not clear,
CONSULTANT ON MARKETING, INSIGHTS
AND BIG CUSTOMER DATA
researchers need to ask more questions and challenge clients,
NEIL GAINS IS MANAGING PARTNER
something many find difficult.
AT TAPESTRYWORKS AND ADJUNCT
We also need to understand why this is the case: Is it a
LECTURER AT SCHOOL OF GLOBAL
STUDIES, THAMMASAT UNIVERSITY
structural problem for research agencies in the way their business
model allocates the time of senior and junior staff or a more
For more info:
You can find more details of the survey, and two
serious problem with researchers not having a business mindset?
webinar presentations of the findings at NewMR.
org. If you want help with training, please get in
Additionally, the hypotheses to be tested in the research must
touch with us at neil@tapestry.works and Mike@
mikesherman.net.
be clearly identified. Building this understanding should be a
For a good discussion of the difference between
business and research objectives, see the recent
part of the briefing process and questionnaire design, which then
NewMR blog by Ray Poynter at https://newmr.org/
blog/business-and-research-questions/
allows the analysis and reporting to be similarly focused, avoiding
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The unrealistic
optimism of Asia?
Our beliefs can act as self-fulfilling prophecies, which underscores how
crucial it is for us, as an industry, to upgrade our mindset and let go of
some preconceptions we have about the world. Jennifer Serrano reports.

When thinking about the world, most people
believe there is a divide between the ‘rich west’ and
the rest of the world, which is poor. However, the late Hans
Rosling, Professor of International Health at Karolinksa
Institute, revealed this to be an outdated preconception.
Using population and income data, he illustrated how the
divide used to be like a Bactrian camel’s back – two humps
– with a big gap between the developing and the
industrialised world [figure 1]. This gap, he said, created a
linguistic mindset that we still use today when we talk
about the west and the rest; as rich and poor.
But the world has changed since 1975.
The world population since then has doubled. At the
same time, the most successful developing countries
have forged ahead and have become the emerging
economies. What used to be a Bactrian camel is now
a Dromedary; a world where most people live in ‘the
middle’ [figure 2].
Rise of the Asian middle classes

Nowhere is this happening with greater impact than in Asia.
According to a 2017 study by the Brookings Institution, Asians
will account for nearly 70 per cent of the global middle-class
population by 2030.
Much of this transformation reflects the tremendous
growth of China. But it is not the only one shaping the
global economy today, around 40 per cent of the next
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Number of people by income

Number of people by income

Figure 1.

Figure 2.

billion entrants into the global middle class are expected to live
in India.
Looking at how the overall spending of this group in Asia can
overtake their counterparts in the UK or even the USA, we can
see why the emerging middle class and above are of interest to
marketers and global corporations.
Starbucks, for instance, is adding a new shop about every 15
hours to their more than 3,000 stores in 136 cities across China.
Luxury watch maker Hublot, alongside other international
brands – Gucci and Burberry – is opening its first boutique in
India and plans to add more in the years to come.
But who exactly are the middle class?
While Homi Kharas (among many others) defines middle
class in terms of income range, most analysts think about them
in terms of values.
For centuries, they were thought of as the source of
innovation and input for growth in a modern economy, with
their high regard for education, hard work and thrift.
A report by the McKinsey Global Institute in 2007 also
highlights that these groups will choose what they will
consume, rather than be driven by the necessities of life. Their
beliefs and their perception of the world around them will drive
these choices.
This way of looking at the broader context has never been
more important in market research. For this reason, Dynata
conducted a global study this year examining the behaviour
and sentiments of people across the globe including China,

India, Japan, Singapore, Australia, New Zealand, US, UK, France,
Germany, Netherlands, and Canada.

1975

2014

Source: Gapminder

Unrealistic optimism?

One interesting finding is the remarkable optimism levels
among Chinese and Indian people.
When asked about their personal finances, around 74 per
cent of Chinese and Indian participants expect their financial
prospects to be better in five years’ time, compared to 50 per
cent in the US [figure 3]. While it is true that it is likely they will
experience increased prosperity in the years to come, might
they also be over-optimistic?
Professor of Cognitive Neuroscience, Tali Sharot, has
defined ‘optimism bias’ as the tendency to overestimate the
likelihood of good things happening to us. She highlights that
while it may negatively impact our decision making, optimism
increases explorative behaviour and innovation. She further
explains that people who experience optimism bias not only
believe things will magically work out but also think they have
the skills and the ‘know-how’ to make it happen.
This is exactly what we found in the data – 64 per cent of
Chinese and Indians consider themselves to be quick adopters
of technology – way ahead of all other countries studied.
It’s not surprising to see how they are also predisposed
to look on the bright side when it comes to automating the
OVER PAGE
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Personal Finances (5 yrs time)

Figure 3.

Source: 2019 The Dynata Global Trends Report

The World if All Work Were Done by ROBOT/AI
- Very Much/ Somewhat Better

Figure 4.

Source: 2019 The Dynata Global Trends Report

workplace. Over 40 per cent of Chinese and Indian participants think that the world
would be a better place if artificial intelligence (AI) or robots took over jobs. In
contrast, just 25 per cent of Americans and other developed countries look at this
prospect through such a rosy lens [figure 4].
Our beliefs (even overly optimistic ones) can act as self-fulfilling prophecies,
which underscores how crucial it is for us, as an industry, to upgrade our mindset
and let go of some preconceptions we have about the world. For example, there is
a divide between the developing and the industrialised world. There is no longer
any gap. There are people on all levels and most of them live in the middle. As the
Asian middle-class becomes more educated, urban, and tech-savvy, we need to start
listening differently and adopt better ways such as having
mobile or other tech-enabled surveys to reach and engage this
new consumer society. What we choose to believe to be true
will either force us to keep everything as it is or move us closer
to their reality.
JENNIFER SERRANO, KNOWLEDGE MANAGER, APAC, DYNATA
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MEDIBUS

A fast and cost-effective way to survey Australian healthcare professionals

Gain local insight into what
healthcare professionals
think about your product
or service in a quick and
targeted way.
Medibus is a monthly omnibus
and results are turned around
within two weeks.
We survey 20 healthcare
professionals and specialist
groups, including:
GPs

Nurses

Dentists

Pharmacists

Dietitians

Cardiologists

Dermatologists

Endocrinologists
Medical Oncologists

Medibus is the solution for you
to provide quick and targeted
healthcare market research.

Contact us today
to find out how
Medibus can help
medibus@iqvia.com
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INVITED COMMENTARY

The Chatbots
are coming
What do you need to know?

Recently, we have seen an increasing interest among researchers in the
use of chatbots for market research and the number of providers offering
chatbot solutions is growing. It is important to keep in mind that chatbots
are used far more extensively outside market research than within.
What is a chatbot?
The Oxford Dictionary defines a chatbot
as “A computer program designed to
simulate conversation with human users,
especially over the Internet”. While IBM
provide a more tech-focused definition:
“A chatbot is a computer program
that uses AI to have a conversation with
humans. Users can ask questions, make
requests and respond to chatbot questions
and statements using natural language.
A chatbot could support text input, audio
input, or both.” (IBM Cloud Education, 2019)
There is some disagreement as
to whether chatbots use AI, but
this disagreement tends to relate to
the definition of AI. This is largely a
philosophical issue. The key point is that
if a chatbot is being used to conduct
research with participants it is likely that
adaptive scripting (or programming) is
being used (which can be considered a
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form of AI, or not). It is the functionality
that is important, not the name.
A key benefit of using chatbots to
gather research information is that they
are scalable, potentially lowering the cost.

How are chatbots used in
market research?
Chatbots are currently used in both
qualitative and quantitative research, with
both small and large samples, using both
text and voice interfaces. Chatbots are
being used in quantitative studies as an
alternative to a traditional questionnaire
and to conduct qualitative response
probing. Some researchers report that
chatbots can be used successfully, but some
also report challenges.
In January 2019, NewMR partnered
with Wizu to conduct an experiment (York
& Powton, 2019) into the use of a chatbot
as a tool for conducting a structured

Research News November 2019 - January 2020

interview. The study was conducted with
a convenience sample of researchers
drawn from the NewMR community. The
interview commenced by asking three
closed questions and these were followed
by a sequence of open-ended questions.
Some conditional branching questions
were included in the design, but for many
participants their responses did not
activate the conditional probing questions.
This implementation of a chatbot could be
described as a traditional questionnaire
with a conversational style and interface.
In addition to the chatbot experiment,
a number of conversations about
chatbots were conducted with market
researchers and insight professionals via
social media, particularly LinkedIn, and
these helped reveal opinions about using
chatbots in research.
It would appear that within the market
research space a number of schools of

INVITED COMMENTARY

thought exist. I have summarised these
elsewhere as:
• Chatbots should mostly be used for
qualitative research;
• Chatbots can be used to make existing
surveys more engaging for participants –
even if they do not produce better data;
• Chatbots should only be used if they
produce better data;
• Chatbots should be used in a MVP/
Agile way to develop better platforms
and approaches;
• Chatbots should only be used when
they are substantially more developed.
(York, 2019a)

What are the learnings
to date?
The growing interest in the potential
of chatbots for research has led to
researchers conducting pilot studies, tests
and research-on-research. Fortunately, a
number of these studies have been shared
with the research community.
The research, at this stage, tends to
explore questions such as:
• How to use chatbots in research;
• The strengths and weaknesses of this
mode; and
• The opportunities that lie ahead.
The findings from a number of studies
that examined chatbots as a research
tool such as Ayoub (2018), Reid (2018),
Wizu (2018), York & Powton (2019) can be
summarised as follows.
• Participants have reported higher
levels of engagement and satisfaction
when taking part in chatbot studies,
compared to traditional research
activities.
• Participants tend to take a longer time
to complete chatbot surveys, but this
has not been viewed negatively by
participants to date.
• Chatbot approaches have been shown
to result in longer open-ended answers
to questions compared to openended questions in questionnaires (as

measured in number of characters and/
or number of words).
• The use of conditional or adaptive
probing in chatbot conversations has
been shown to increase the possibility
of both meaningful and flawed
interactions. A flawed interaction refers
to a situation in which the probing
‘goes wrong’. This issue is discussed
later in this article.
It should noted that most of the research

If you are a
researcher who
likes to keep up to date
with new developments
in research and insights,
you need to be aware
of what is happening
with chatbots.

has been conducted on studies using
relatively short chatbot interactions, (for
example, less than five minutes). Work is
needed to understand the impact of using
chatbots in longer research interactions.

What are the market
research use cases for
chatbots?
Chatbots as a research tool are currently
considered to work well when the
‘conversation’ content is relatively easy to
predict. This may be because the area or
topic is well understood or because the
research is being conducted in a narrow
and/or specific topic area and it is easier to
predict the types of conversations, topics
and language that will be used. If these
conditions are not met, it may be possible
to improve your understanding of the topic
and the predictability of response content
by conducting exploratory or preliminary
research. This could involve desk or

secondary research, qualitative research or
a small pilot study.
Currently, the evidence suggests that
chatbot research studies are more engaging
or enjoyable for research participants. Of
course, this may be due to the novelty
of the chatbot approach and this impact
may decline over time. However, for the
time being chatbots have a role to play
in situations where participants are not
engaged by or are bored with current
methods or are suffering from survey
fatigue (York & Powton, 2019). Similarly,
when traditional quantitative surveys lack
appeal to your potential participant group,
a chat format that more closely replicates
regular online communication behaviour
may provide a more appealing or engaging
experience for research participants (York &
Powton, 2019).

When to avoid using
chatbots in research?
Currently, it will be more difficult to use
chatbots in exploratory research or where
the topic language is not well understood
or where the alternative responses are
not already specified and are not easy
to predict. However, as discussed earlier,
incorporating a prior research phase to
gather data and insights could be used to
improve the design of a chatbot study.
Much of the research undertaken
to date shows that when research is
conducted via chatbot it takes a longer
time for a participant to complete a task
compared to other traditional approaches.
To date, this has not been seen as a
negative consequence as participants find
the experience enjoyable and are known
to provide longer open-ended responses.
However, there are some research contexts
where the actual length of time taken to
complete a survey is important, as can be
the case for in-the-moment or intercept or
exit surveys. In situations where the length
of time taken to undertake a research task
OVER PAGE
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is an important consideration, a chatbot
may not be a preferred or suitable option.

Flawed Interactions
One of the challenges for chatbots is in
the area of adaptive probing. Chatbots
offer the ability to provide customised or
adaptive responses and current research
indicates that while this can improve the
experience it also increases the likelihood
of a flawed interaction (York & Powton,
2019), which can impact negatively on
the research experience. For research
projects where an inappropriate follow-up
question or probe may lead to the risk of a
significant negative reaction such as when
researching sensitive topics, chatbots may
not be the most suitable research tool.
Two examples illustrate a successful
and a flawed interaction.
A participant indicates that they like
an advertisement. The chatbot might then
ask “Why did you like the advertisement?”
and the participant says “The cat was
funny” and the chatbot follows up with
“You did not mention the music. Can you
tell me what you thought about the music
in the advertisement?” Here the interaction
works well.
A participant indicates that they like an
advertisement and the chatbot asks “Why
did you like the advertisement?” and the
participant says “I liked the cat and the
backing track” and the chatbot follows
up with “You did not mention the music.
Can you tell me what you thought about
the music in the advertisement?” This is a
flawed interaction.
There tends to be a relationship
between how ‘intelligent’ the probing is
and the number of flawed interactions
(York & Powton, 2019). Currently, attempts
to design more adaptive interactions
increase the chance of flawed interactions.

Chatbots or not?
As the responses in the NewMR and Wizu
study showed, some researchers contend
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that chatbots “are not yet suitable for
research” (York, 2019b, p.35) and that
there are methodological challenges to
be explored and that further research and
development is needed before they are
used in live research projects.
Additionally, consideration will need
to be given to the impact on sample
composition as researchers transition to
chatbots. Where benchmarks are used they will need to be updated. Of course,
researchers have dealt with this process in
the past, for example, “the transitions from
paper to CATI, CATI to online, and online to
mobile have all required these issues to be
addressed” (York, 2019b, p.35).
However, there is a compelling use
case for chatbots. In the online ecosystem,
the popularity of chatbots is growing. For
many potential research participants, a
chat-style interface is more familiar and
comfortable than other methods being
used in research (e.g. clicking on radio
buttons), and it provides a fit with modern
communications styles and studies
show an initial positive response from
participants (York, 2019a; 2019b).
Currently there are many chatbot
solutions and it is likely there will be many
more launched over the next year or two
(York, 2019b). Some of the current uses
of chatbots are for qualitative research,
notably online and mobile qualitative
research. The application of chatbots to
the task of conducting qualitative research
at scale combined with analysis using AI, is
an area generating strong interest. The use
of chatbots as an alternative approach to
online quantitative questionnaires is also
receiving attention.

Process and workflow
challenges
The current designs of many chatbot
platforms do not match typical research
process workflows. For example, chatbots
designed as a replacement for an online
quantitative survey do not typically
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produce a traditionally formatted
questionnaire and tend to have limited
data exports available to the user.
Researchers will need to consider this.

Ethical Considerations
There are, of course, ethical issues when
using chatbots for research. One of the
obvious ethical considerations is that
participants need to be informed as to who
(or what) they are talking to.
We should also consider and debate
a range of issues that have ethical
implications. Questions such as:
• Should a research chatbot display
human characteristics? And how
human should it be?
• Should chatbots display personality
characteristics?
• What if participants form bonds
with chatbots (with a personality),
particularly in longitudinal studies with
repeated interactions?
• Are there types of research or
participant groups where chatbots are
not suitable?
• What are the implications of chatbots
responding to a participant?
It is also likely that researchers will
revisit some familiar research principles
and practices through an ethical lens
in light of a chatbot asking questions.
For example, questions such as what
constitutes a leading question for a
chatbot? Is acquiescence bias an issue?
Researchers will also need to assess
whether honesty is impacted in chatbot
interactions. Are answers given to bots more
or less honest than when talking to a person?
Are these answers more or less honest than
those provided in online questionnaires?

Data and data analysis
considerations
Researchers and data analysts often ask
what the data that comes from chatbots
will ‘look’ like. The answer is ‘it depends’,
for example, it depends on the design of
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the chatbot and the platform used. If you
are planning to conduct a chatbot study,
questions about what your data will look like
should be asked very early in the process.
Currently, many chatbot platforms tend to
be limited with respect to data exports. The
process of exporting data from a software
platform and importing the data into a
standard market research statistics package
may not be an option that is available by
default. It is advisable to think about what
you need and talk to your chatbot provider.
They are likely to offer files in CSV or
spreadsheet formats, but they are less likely
to support formats such as SPSS or other
market research software formats.
Researchers may also need to think
about their data analysis differently. One
of the key considerations is whether you
are undertaking qualitative or quantitative
research and your analytic approach
should reflect this.
One particular challenge, that is already
emerging, relates to the less structured
nature of chats when compared to surveys
and is exacerbated when conditional probes
are used. If the same concept or theme is
mentioned at different points or levels in
different participant’s chats the quantitative
analyst needs to think about how these can
best be reported and compared.

In conclusion
It seems very likely that the rise of
chatbots will continue in both the research
space and online environments more
generally. If you are a researcher who likes
to keep up to date with new developments
in research and insights, you need to be
aware of what is happening with chatbots.
The approach is still in the early stages
of its development as a research tool and
there is much work to be done to develop
the approach as a methodologically sound
option.
If you want to contribute to the future
of chatbots, in research you could address
one or more of the following questions.

• How human should a chatbot be?
• Should a research chatbot have a
personality?
• What ethical issues need to be
considered? And how can these issues
be addressed?
• How does the quality of data obtained
from chatbot approaches compare to
current approaches?
• How do chatbot design decisions
influence the results?
• How does the use of a chatbot impact
sample representation? Does the use
of a chatbot allow us to reach new
people? And are there participant
groups that will not be reached?
This list is by no means exhaustive.
If you do conduct research-on-research
in the chatbot space, please consider sharing
your findings with the research community.
Finally, remember that chatbots in
research are still in their infancy and are likely
to continue to evolve and this evolution may
happen quite rapidly. The platforms will
improve and change. However, they will also
be less novel to research participants and
this may impact how they are perceived by
participants in the future.
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Are bots the
key to more
conversational
research?
If the interaction between researchers and participants were a date,
researchers would be dumped before the main course, claim Alina
Stanci and Katia Pallini.
Consider for a moment the typical research experience
for a participant. Upon introduction we bombard them
with questions: asking for their name, socio demographic
details and occupation (even if they have probably already
answered these on a previous occasion), in a very formal and
distant tone of voice. How would you react if your date asked
‘what’s your name’ after the fifth encounter?
The conversation is also mostly one-way, where we
follow a clear scenario of questions (almost interrogating
the participant), not allowing for any digressions or giving
them the opportunity to ask questions in return. One would
almost have to conclude that researchers are impersonal,
disinterested creatures suffering from a heavy form of
amnesia, while in reality, many entered the research industry
with a drive to understand why people do the things they do.
The paradox of research?
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Enter conversational research. Conversational research is
a dialogue-driven approach, creating and nurturing genuine
conversations and real relationships with people participating
in market research. The premise behind conversational
research is that more meaningful connections with research
participants will lead to better and more sustainable research.
The principles behind conversational research link closely to
those applied in conversational marketing:
1. Personalisation – you have a one-on-one customised
interaction with people by smartly incorporating previously
shared information or by giving people the possibility to
choose which parts of the research they wish to complete.
2. Active Listening – instead of responding with another
question, conversation researchers really listen to what
people are sharing by making room for reflection on what
has been said.
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3. Conversation Fluidity – a research project does not have a
clear beginning or ending in conversational research, and
its duration depends on when both the researcher and
participants feel that everything has been said, with the
understanding that the researcher can easily go back to
the participant afterwards to continue the conversation
if needed. Moreover, the research happens at the
participant’s pace.
4. Agnostic – in our day-to-day conversations, we blend topics
referring to the what, where, who, how and why. Similarly,
in conversational research we effectively blend quantitative
and qualitative research into one, rather than organising
it in subsequent stages. Furthermore, there is a freedom
of format expression, with people having the flexibility to
converse with textual, visual and even numeric answers.
Bots are the ideal research partner in a conversational
research scenario; with their endless ability to record and
recall previous answers, they not only reduce the frustration
of question repetition, they also customise the participant

experience based on previously given responses. Being
operational 24 hours a day, they can connect with participants
at the time and pace they want.
At InSites Consulting we have been experimenting with
bots for a few years now, running different A/B experiments
in our proprietary online community platform, the Consumer
Consulting Square. Each of these experiments compared
a classic route, with the standard human moderation
methodology, with an experimental route using our chatbot
Toki, where we applied the principles of conversational
research:
• In 2017 we ran our first bot experiment on a project with
and for Heineken. Alongside a classic track with a human
moderator, we introduced a bot to moderate a topic in a
tactical qualitative challenge focused around optimising
a new potential concept.
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...Bots could be
effective assistants,
extracting the first
layer of information, and
thus allowing the human
moderator to focus on
digging deeper, connecting
the dots and building
richer insights.

• In our bespoke Nomad Foods community, connecting
1,040 enthusiastic males and females aged 18 to 70, we
compared bot vs human moderation when researching
how to improve the in-market performance of their
Veggie Bowl range, a frozen healthy vegetarian meal.
• For Nestlé Australia, we compared human vs bot
moderation in a two-week community on the consumer
understanding of sustainability and recycling.
Can bots create human-like experiences?

1. Research results: When comparing the conversational
conditions compared with the classic conditions the
project deliverables - the research results and lessons
we learnt - were similar. However, we did find that the
involvement of our bot Toki led to more contextual
results, as the probing resulted in more in-the-moment
and more detailed answers.
2. Research efficiency: The Heineken experiment taught
us that bots lead to up to 80 per cent more agile
research and we found similar efficiency gains in the
other experiments. The turnaround time of qualitative
challenges research was higher in the conversational
condition, since all the questions were available, and
people could choose the project rhythm for themselves.
3. Participant experience: But what about the research

PAGE 20

Research News November 2019 - January 2020

experience in itself ? The bot approach was perceived by
participants as different, unique and more fun. While the
participation time was longer for the bot condition (for
all the probing questions), participants perceived that
the conversational condition required less effort. Yet, the
research also reconfirmed that bots will never replace
humans, since people indicated they felt less connected
with bots than with human moderators.
Reviewing the outcomes of the experiment, we can conclude
that although the results are promising, bots aren’t the holy grail.
In times of global warming of online access panels, and the huge
pressure in our industry to find and recruit fresh samples, bots
can definitely contribute to participant engagement. Moreover,
bots could be effective assistants,
extracting the first layer of information,
and thus allowing the human
moderator to focus on digging deeper,
connecting the dots and building richer
insights. No longer limited by time or
scale, bots have the potential to fuel the
next level of conversational research
(and perhaps also to make sure we get
to go on a second date).
ALINA STANCI AND KATIA PALLINI,
INSITES CONSULTING

name and
mobile number?

+61 2 94098661
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Dispatches from
Access to childcare is crucial for attracting skilled employees to
inland Australia, writes Susan Frater-Sims.
A special hello to you if you are reading this Research
News lying on or near a beach. Are you finding the
waves are really loud, there is salt in your eyes and the gritty
sand is making it hard to turn the page?
I don’t have those ‘problems’, because I live and work inland.
There are lots of positive things to say about it too. As an
independent researcher in regional New South Wales, I enjoy
contributing my skills and experience towards tangible projects,
such as a recent project to help Gunnedah Shire, which is located
in north-west NSW, attract more skilled employees.
It was a team effort, with the local chamber, council and
employers working together. The Gunnedah and District
Chamber of Commerce and Industry was named 2017’s Best Local
Chamber of Commerce by the state’s peak business organisation,
the NSW Business Chamber, which is a significant achievement.
Representatives from a targeted range of Gunnedah
businesses and support services were originally invited to a
‘Skills Round Table’, a facilitated meeting to develop strategies
to attract even more skilled staff to the region. During the
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meeting, participants expressed concern that perceptions about
the availability of childcare and suitable accommodation stock
might constrain success. As a result, Gunnedah Chamber sought
funding from the Gunnedah Shire Council’s Business Partner
Program and advertised for expressions of interest to undertake
the research necessary to size and scope the issue.
Looking at both sides of the coin

The research project was undertaken over three weeks and
covered demand-side and supply-side face-to-face interviews.
Paper questionnaires were dropped off (by appointment) and
telephone surveys were conducted. These methods were time
consuming but ensured responses came from a wider range
of businesses and service providers than just those engaged
Chamber members responding to the invitation to opt in.
Also, the Chamber executive had noted reduced response
rates to online surveys and there were other government and
business chamber surveys out at around the same time, so
survey fatigue was a risk. To achieve our desired sample of
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57 per cent of employers
surveyed reported staff
had missed work in the last
six months due to lack of
availability in childcare.

in our local health services or in the mining and support
industries.
The research revealed structural issues need to be
addressed, including the staffing of the childcare centres. The
national standard ratio of educators (skilled staff required) to
children depends on the ages - it’s one to 10 pre-schoolers and
just one to four babies, so staffing costs for babies are much
higher. Importantly, to train new staff or to upskill required
them to travel away from Gunnedah for training, a further
impost of time and money. At the same time, it was necessary
to backfill their role to ensure local
families’ day care needs were still met.

Gunnedah
different-sized employers, our team door knocked main street
shopfronts as well as businesses in the industrial and outlying
areas, made appointments to see human resource managers
and tracked down information from central head offices where
necessary. Using local researchers engaged in making their
region even better – there’s nothing like it for commitment.
The results of the research into demand for child care was
actually quite startling: 57 per cent of employers surveyed
reported staff had missed work in the last six months due to
children being unable to be cared for and 22 per cent reported
staff had declined work in the last six months due to not being
able to access childcare. Childcare constraints were no longer
anecdotal; they were seriously impacting businesses and
families. These research findings have since been credited with
encouraging positive change at a faster rate.
Our supply-side research involved surveying the 14
childcare providers in Gunnedah Shire (including the
surrounding smaller centres). Overall, they employed 120
people and provided 420 places across home care, day care
and pre-schools, separate from outside-school-hours and
holiday care. We found there was good availability for places
for children aged three to five, but there was demand for more
places for those aged under three, particularly babies, and for
24/7 options, especially for parents who were shift workers

Implementing the insights

The results of the childcare research were
shared in a follow-up workshop with
childcare providers, while the outcomes
and recommendations were shared with
Chamber members, survey participants
and Council. The Chamber was able to use
the research and workshop outcomes to
provide information to key state government stakeholders and
representatives.
As a result of the research, the following changes have been
implemented to date:
• TAFE Gunnedah is now delivering the Certificate III and the
Diploma in Early Childhood and Care locally
• Employers have access to information to assist current and
potential employees with sourcing childcare
• There has been at least one application for a new childcare
centre and there are more qualified in-home care operators
and new nannies resolving family childcare needs.
These are all great outcomes from a really enjoyable
research project.
I trust you have similar rewards with your projects in 2020
and if you are ever coming through Gunnedah, give me a call
and we’ll have coffee!
SUSAN FRATER-SIMS IS THE
RESEARCH PRINCIPAL OF WIXIM
CONSULTING BASED IN THE
GLORIOUS GUNNEDAH SHIRE.
SUSAN APPRECIATES THE EMAIL
COMRADERIE OF THE INDEPENDENT
RESEARCHERS GROUP (IRG) AND
HOPES EVERYONE WHO WANTS TO
CAN ENJOY A LITTLE SEA-BATHING
THESE HOLIDAYS.
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For the
greater good
Horst Feldhaeuser reveals how a partnership between market research
leaders and bright student minds benefitted the community.

As part of its curriculum, the
University of Auckland Business
School works closely with market research
industry leaders to provide students with
real-life projects. Each year, the students
work on a research project for a deserving
organisation, and in 2019, the New Zealand
Housing Foundation was selected.
The Housing Foundation is a not-forprofit, charitable trust that assists people in
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finding affordable secure, stable and healthy
homes. Through its housing programmes,
the Foundation provides options to get
people into new homes and help them
manage their finances so that, over time,
they can become independent homeowners.
This project represents not only the
partnership between the business world
and academia, but also has the charitable
element of working with a non-profit group.
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It gives students hands-on experience, gives
businesses a chance to work with the next
generation of researchers and gives back to
the community.
The students

Broken into small groups, around 60
students conducted an intensive 12-week
project that brought the process of market
research to life, including hands-on work in
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"We know that
students typically
attain higher levels
of achievement when
they are engaged
with course material
and feel that they can
apply their knowledge
and skills in future
employment. Social
and community
engagement is a
big driver for our
university."

stages like client briefing, research design,
fieldwork (qual and quant), analysis and
presentation of results. This gave students
invaluable work experience they can now
take with them into their careers.
In addition, the students worked sideby-side with seasoned industry mentors,
who represented a cross-section of the
business and market research community.
Being a mentee has long been held up as
a fantastic way to expand knowledge and
skills, gain valuable advice from a more
experienced person, and build professional
networks. The programme takes this one
step further by offering future career
opportunities through ‘speed-networking’
interview sessions with the local business
community.
We found that student loved this
opportunity to give back to the local
community. Some of their comments
included:
• ‘The fact that it was a real-world client
with an important mission made the

research project more than just an
assignment.’
• ‘I loved that the organisation was a
charity with a good cause.’
• ‘I really loved that it was a real-life
organisation with real data.’

This research project
was honestly the coolest
assignment I’ve had to do
in the four years I’ve
been at uni.

The business partners

The involvement of the business
community has been vital in bringing this
project to fruition. Key industry partners
for this year’s program included Dynata,
providing the data collection platform,
and Infotools, who made their cloudbased analysis and visualisation platform,
Harmoni, available to students for free.
As with being a mentee, mentoring
itself provides a host of benefits to the
mentors themselves. It helps them improve
communication and management skills,
as well as providing a sense of fulfillment
and growth. Mentors can create a two-way
feedback loop, learning from the students,
just as the students learn from them. Many

who mentor say there is a freshness to the
perspectives the students bring, as well as
a challenge to start thinking about things
differently.
Students are judged by a panel of both
client and industry experts, culminating in
the ‘Market Research Day’ presentation for
three finalist groups. Because they are doing
the work for a real-world project that supports
decision-making for non-profit organisation
initiatives, the students can see the results of
their labour at work in the community.
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The non-profit organisation

she says: ‘We know that students typically attain
The groups’ projects resulted in data the New
higher levels of achievement when they are
Zealand Housing Foundation could actually use
engaged with course material and feel that
to understand the perceptions and awareness
they can apply their knowledge and skills in
of their organisation in the community, and to
future employment. Social and community
I like that we got to
understand the housing needs in the region.
engagement is a big driver for our university.
work with mentors who
The data collected covered a wide range
We are proud of the impact this ongoing
work in the market
of topic areas, including audience profiles
program has both for our students and the
research industry.
for the organisation’s services. Some of the
participating non-profit organisations, and
insights concerned:
the research agencies.’
• Basic demographics such as ethnicity, gender,
age and household income
In conclusion
• Perceptions of ‘social capital’
This programme was presented at the most recent
• Feelings of safety in current neighbourhoods
Research Association New Zealand conference in
• Likelihood of future home ownership
Auckland, and won the Best Paper Award, sponsored by ESOMAR.
• Brand awareness among target audiences.
This honour helped bolster the belief that this partnership and
The New Zealand Housing Foundation will use these dataprogramme is on the right track. Because the work that resulted
driven insights to help shape future programming and services.
from the partnership supported decision-making for a worthy nonThe research also included recommendations for ways to connect
profit, everyone involved will be able to see
with audiences by addressing their challenges and ‘pain-points’ as
the results at work in the community. This
identified through the research.
model can be replicated across the globe at
University of Auckland senior lecturer Dr Catherine Fretheyuniversities and with business partners, all
Bentham may sum up the benefits of this programme best when
for the greater good.
HORST FELDHAEUSER, GROUP SERVICES
DIRECTOR, INFOTOOLS

If you need multicultural participants for your focus groups,
surveys or interviews, or bilingual moderators to conduct
in-language research, call Multicultural Marketing
& Management (MMM) to assist your team.
MMM has: 20+ years' experience, a nationwide research panel
with multicultural participants, multilingual CATI and CAPI
capacity, trained native-born bilingual moderators and interviewers
from 70+ language groups, and nine industry awards.
Contact MMM at 1300 863 896
info@multiculture.com.au
www.multiculture.com.au
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Vale Stephen Jenke
Stephen Jenke arrived at Yann Campbell
Hoare Wheeler (YCHW) with that shy
grin and a certain vagueness about
his qualifications and experience. On
questioning about his skills, it seemed
that nothing was beyond him, if we were
willing to give him a go. Thankfully we
took him on, and this proved to be the
case – if he didn’t know anything about it,
he would know all about it by tomorrow.
Long afterwards, I learnt that his
vagueness about his qualifications was in
part due to the tentative relevance of his
experiences in the New Guinea highlands
to marketing research, but more to do
with his modesty; he was the last person
to boast about or even admit to his
knowledge bank. He let his results and his work speak for him.
Steve ran the Operations part of YCHW (later Millward Brown)
from the early days of struggling with the first computers, through
the evolution of desk top MR software, the building of the first
Computer based call centres, the birth of Newspoll, SensoMetrics,
and YCHW offices around Australia and in Japan. He was the go-to
man for everything that was needed, especially when it was needed
yesterday. There were many hard-working people contributing to
this growth and transformation, but probably only Steve could
claim to be involved in every aspect of it.
As those who know him will attest, perhaps his greatest skill
was diplomacy. How quickly were the troubled waters of some
fieldwork nightmare soothed and how well did his charm and
wit break down the frequent cultural clashes between Sydney
and Melbourne offices. He was the critical pin in the YCHW joint
venture.
I know that I am very far from alone in owing Steve a great
debt for his dedication, friendship and support when it was
sorely needed. Old age is the time for reflection, when we will all
eventually ponder the question of whether we made a difference.
Would the world be the same if we had not existed? Did we make
a difference?
Stephen Jenke can justly make that claim – he made a difference.

The market research world has lost an
outstanding researcher and for those who
knew Stephen, we have lost a wonderful
friend. Younger researchers in KANTAR
have lost a highly knowledgeable coach
and mentor. And peer colleagues have
lost the person they sought out when
seeking advice and direction as well as an
understanding ear.
Stephen passed away in September
after an outstanding career domiciling
in Australia, the UK and Asia Pacific.
His history over the last 25 years mainly
centered around KANTAR companies
(Millward Brown and TNS). In the 90s,
Stephen managed Millward Brown in
Australia and New Zealand, then moving
to Millward Brown in Warwick, UK before returning to Australia with
Millward Brown in 2000. One of Stephen’s most important roles was
undoubtedly when he located to Malaysia in 2005 to manage the
TNS Operations units in APAC, and across LATAM and the Middle
East and Africa. After making a great success of managing operations
across three quarters of the World, Stephen was promoted to global
Head of Operations, managing the world from Kuala Lumpur! That
was no easy task of course as it meant conference calls at unholy
hours and numerous times a week. Yet in true Stephen style, it was
never an issue.
Stephen has been a long-time member of AMSRO and AMSRSdating back to 1988 and he received the accolade of AMSRS
Fellowship in 2016 for his immense contribution to the profession.
Throughout the 1980s and 1990s, Stephen was the driver in setting
new MRQA standards and was President of MRQA in 1997. Over the
years Stephen contributed on innumerable occasions to training
and development, especially in ethics and quality standards across
media and the gamut of quantitative research methods. Stephen
also assisted AMSRO in measuring the size of the Australian Market
Research market for the Annual ESOMAR report as well as advising
ESOMAR on matters of privacy and ethics. In this role, Stephen was
virtually irreplaceable.
Stephen leaves behind his wife Lyndall, and sons Ben and Will.

WARWICK HOARE, DIRECTOR, THE SPICE AGENCY

JOHN SMURTHWAITE, CHAIRMAN ASIA PACIFIC, TNS MALAYSIA &
AMBASSADOR APAC, ESOMAR
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PEOPLE MOVES
MICHAEL FRYDMAN

RAY POYNTER

GREG SAMPSON

TO Senior
Commercial Manager –
TEG Insights

TO Chief Research
Officer, Potentiate

TO Head of
Melbourne Custom
Research and Analytics,
GfK

Senior Account Director –
National Field Services
FROM

Michael joins TEG Insights with
over 20 years of experience in
market research across operations,
technical data and client servicing
roles. Michael has a strong
appreciation for quality data, and
brings a wealth of experience, with
success in achieving hard-to-reach
sample targets and managing
challenging projects to completion on time and to budget.

Ray is a global leader
in the area of innovation and
technology led market research.
Ray’s role with Potentiate focuses
on the creation of a fully integrated
research offering that combines CX,
online communities, and advanced
analytics.

FROM

Business Director, TRA

Greg has over 20 years multicountry agency and client-side
experience across Australia, New
Zealand, UK, Europe and USA, and
a wide range of sectors including
FMCG, Banking and Finance,
Professional Services, Government
and Telecommunications. He brings
expertise in both traditional MR
techniques and new approaches
supported by advances in data
technology and human behavioural
understanding.

Looking to take
your next step?
If you are considering a career move, you’ll probably know that there is an
overwhelming choice out there. But fear not! Whether you are looking for
agency or clientside, Australia or beyond, you can be assured that the team at
Resources Group will take the time to understand your goals and where you are
heading in your career. That way we will put you in touch with only the very
best and most suitable opportunities.
So, if you are looking to move right now, or perhaps just dipping your toe in the
market, put your best foot forward and contact the team who will point you in
the right direction.
For details contact the team: Rowan Haylett, Gemma Lewis, Emily Moser
or Jennifer Besanvalle on 02 9051 9966, mail@resourcesgroup.com

www.resourcesgroup.com
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OUR LATEST QPR MEMBERS
Congratulations to our latest QPR accredited members
David Briant, Edward Elias, Panos Kerasiotis, Danny
Meisls, Asma Qureshi, and Carlos Ortegon. All gained
their QPR via the new QPR entry pathways.

David
Briant

Edward
Elias

“

There were three
key reasons I decided to
apply for the QPR accreditation.

Director, Research
& Insights, ACT
Government

Panos
Kerasiotis

Associate Director,
Ergo Strategy

Obtaining my QPR
has been a long-term goal of mine
having worked as a government
research specialist for over 10 years.
I have been very fortunate to work
on some fantastic projects in that
time including establishing and
operating an online research panel
for Parramatta City Council and
more recently the ACT Government.
Having moved from Sydney to
Canberra and starting in a new role
within the ACT Government, I felt
that gaining QPR accreditation
would be a fantastic way for me to
demonstrate my commitment to my
ongoing professional development
and meeting ethical industry
standards to my new colleagues. It
is also a practical way of promoting
the AMSRS and raising the profile
of the research practice across
government.”

Associate Director
– Ergo Strategy

“

“

First, it demonstrates expertise
to clients and potential clients.
That is particularly important as
the research industry becomes
increasingly commoditised, and
research is taken in-house (and
sometimes managed by those with
limited research experience). Second,
it gives confidence to our clients
and partners, because they know
that we’re adhering to the highest
professional standards. Third, it’s a
way I can maintain my professional
development in an evolving industry,
allowing me to grow my skills and stay
informed about the latest research
techniques, trends, and requirements.
The application process was
straightforward and helped me to think
about my research experience in a
more structured way. It was also good
to be challenged on some elements
of research I had probably neglected
recently! I’m now looking forward to
using the AMSRS tools to help me
maintain my QPR status in future.”

www.amsrs.com.au

I have been
working for more
than 5 years in market research,
bringing together rigorous statistical
approaches with innovative marketing
theory, to deliver creative and
actionable solutions for my clients. I
am working across a broad range of
sectors including financial services,
telecommunications, and retail,
including looking at how they are
being disrupted by new technological
improvements and innovations.
Today, we operate in a business
environment in which good research
is needed more than ever. We see a
complex environment that changes
quickly and intense competition.
More and more people understand
the importance of market research,
but at the same time not all market
research professionals have the skills
to deliver good research. In this
environment, QPR is very important, it
is a way for our clients and peers to be
able to identify those highly qualified
researchers, as well as a commitment
from the researchers to high standards
and continuous development.”

02 9566 3100
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Danny
Meisels

Senior Research
Analyst, Australian
Communication
and Media Authority

“

The ACMA
is Australia's regulator for
broadcasting, the internet,
radio communications and
telecommunications. Our research
work relates to the changing use of
digital media and communications,
sensitive investigations and
significant evaluations of the ACMA’s
programs and regulatory activities.
Although I have extensive
experience on both the agency
and client sides and have been

committed to learning and
development throughout my career,
I have struggled to find the time
to achieve the formal recognition
that QPR accreditation represents.
However, since the new pathways
to QPR entry were introduced, it
has become easier for experienced
researchers like me to qualify.

Carlos
Ortegon

I trust that achieving and maintaining
QPR will help assure my research
clients, stakeholders and users that
I have the knowledge, skills and
experience to provide quality advice
on any aspect of research which
leads to more informed business
decision making. “

I have worked in research
working both on the client and
supplier side of the Marketing,
Market Research and Management
Consultant industry. I have been
involved designing, implementing
and presenting studies to support
companies, organisations and
governments to make informed
decisions. I have participated
in quantitative and qualitative
studies in many industries including
customer and industrial products,
energy and resources, financial
services, education and the public
sector.

Dr Asma
Qureshi
University of
Queensland

“

My experience
is in policy research,
marketing, customer experience/
research, consumer behaviour, and
consumer decision-making in the
academic, applied and consulting
research sectors. I am especially
interested in understanding how
human beings make decisions and
how they determine preferences
through methods such as MaxDiff
(Best-Worst), Conjoint analysis and
other contemporary market research
tools. I was particularly interested in
gaining QPR accreditation as a way
of achieving recognition within the
Australian market research industry.”
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Research and
Data Analytics,
The Royal
Australian and New
Zealand College of
Psychiatrists.

“

Implementation of research that
requires strong project management
skills is my strength. My professional
skills include design, management
and reporting quantitative studies,
questionnaire development, data
interpretation, segmentation,
multivariate analysis, among others.
Getting the QPR accreditation
was an essential step in my career
to work towards the common
goal of promoting and improving
the quality of research. The QPR
accreditation gives me a competitive
advantage to be active and an
informed member of the industry.
The QPR accreditation is a mark
of professional distinction and
the possibility to demonstrate
commitment with the profession
and willingness to invest in my
development.”

02 9566 3100

PROFESSIONAL DEVELOPMENT PROGRAM
COURSE & WEBINAR INFORMATION

WEBINARS

ONLINE MASTER
CLASSES

THESE ATTRACT 10 QPR POINTS.

$88 AMSRS members
$120 non-members

COST

THESE ATTRACT 50 QPR POINTS.

COST

THE POWER OF ANTICIPATION AND
INFLUENCE ON HUMAN BEHAVIOUR
TUESDAY 3 DECEMBER 2019

$550 AMSRS members
$880 non-members

ONLINE QUAL TOOLS

Jason Martuscello USA
This webinar examines how anticipation
and influence can be used for acquiring
customers. The same elements can also be
used for converting customers to brand
loyalists.
The concept of triple jeopardy is then
introduced, based on anticipation,
experience and memories.
In so doing, we will consider a number of
practical examples of how researchers
can unlock these mechanisms to provide
a roadmap of influencers for enabling a
client’s brands to grow.

THURSDAY 21 & 28 NOVEMBER 2019
Layla Shea and Bronwen Ward,
Upwords, Canada
This Masterclass, over 2 sessions, will
teach you how to use online qualitative
research to engage and inspire candid
responses from participants and enable
deep and agile learning to help make
decisions with clarity. We will learn
using new, leading edge online qual
technologies. This is a highly interactive
workshop that will have participants
actually working on a number of
different online qual platforms.
EVENT FORMAT: 2 SESSIONS X 2 HOURS.

srs.com.au
Go to www.am info guide
ur
to download yo DP events
P
to upcoming
er 2019
July-Decemb

UPCOMING
YOUR INFO GUIDE TO MBER 2019
PDP EVENTS JULY-DECE

WEBINARS
Webinar topics in the 2020
PD program include:

Semiotics fused with Digital
Media Analytics
Design Thinking
Cultural insight for gender
portrayal
Text message surveys
Text analytics
Best practices in survey
research

MASTER CLASSES

Professional
Development
Program

LEARN.
DEVELOP.
BE GREAT.

Coming to the
Professional
Development
Program 2020

Online Master Classes in the
2020 PD program include:

Insight sense making
Use of technology in research
Research methodologies used
in management consulting
Research and innovation

PROFESSIONAL
STANDARDS &
CREDIBILITY

Twitter

@amsrs_au

RECOGNITION &
ACCREDITATION

LinkedIn

AMSRS Group

STAY
INFORMED

ENHANCE
PROFESSIONAL
SKILLS

Facebook

facebook.com/AMSRS

PROMOTE
YOUR
BUSINESS

Instagram
#amsrs

POWERFUL
ADVOCACY

CONNECT WITH
OTHER THOUGHT
LEADERS

Using research to make better
decisions

MEMBER
DISCOUNTS

www.amsrs.com.au1

Questionnaire design

For full course information and to register go to
www.amsrs.com.au/eventsinformation/training-program
NOTE: ALL PRICES INCLUDE GST

Research News November 2019 - January 2020

PAGE 31

New Fair Data
Portal Launched
The Fair Data trust mark demonstrates that companies handle their customer’s
personal data securely and in line with Australian Privacy Law and GDPR
requirements. A Fair Data company must meet the 12 Fair Data Principles.
The Fair Data certification is audited remotely through the new online Fair Data
portal by an independent third party certification body – ISO Experts.

In July 2019 the AMSRS launched a new Fair Data Portal to assist
members obtain the Fair Data certification. The online automated portal
is a process management system from initial registration to Fair Data
certification.

The new Fair Data Portal is a
management system that provides:
• Guidance with the questions and information required for each of the
Fair Data Principles, including fields to upload support documentation
and hyperlinks to material on the client’s website;
• Information about each of the Fair Data Principles and how they relate
to other regulations - including the Australian Privacy Principles, the
AMSRS Code of Professional Behaviour, the International standard for
market and social research, ISO 20252 and now the European Union
General Data Protection Regulations (GDPR).
• A process to initiate a new audit year and to submit the materials for
auditing;
• An alert and response system so that applicants can review auditor
comments and additional requirements to complete Fair Data audits;
• An alert and confirmation within the portal once audits are complete,
and access to a downloadable Fair Data accreditation certificate for
those organisations that have successful audits;
• A link to seek consultative assistance in completing audits; and
• A help video.

Fair Data will give research, insights and
analytics organisations the following benefits:
• Confidence of an internationally recognised trust mark for
consumers and clients;
• The ability to measure compliance to the APPs, AMSRS Code of
Behaviour and GDPR through an independent third party Fair Data
audit process;
• Strengthen your brand reputation as a data champion;
• Aligning your organisation with an existing international data trust
mark reinforcing your global credentials.

The Fair Data certification costs
Micro 1 - 5
Employees

Medium 6- 50
Employees

Large 50 +
Employees

Fair Data (Remote Audits)

$750

$950

$1200

ISO 20252 Certification

$1800

$1900

$3500

ISO 20252 & Fair Data

$2200

$2500

$3900

Program

Fair Data certification is available to all businesses and organisations
– including research, insight and analytics organisations.
For more information please contact the AMSRS CEO, Elissa Molloy elissa.molloy@amsrs.com.au

www.fairdata.com.au

02 9566 3100

fairdata@amsrs.com.au

