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EXECUTIVE
SUMMARY


Purity for Pragmatism


Anonymity for Transparency


General for Specific


Distance for Relationship


Control for Collaboration


Artificial for Natural


Randomness for Purpose


Looking Backward  
for Looking Forward


Pragmatic = Actionable


Transparency = Engagement


Specific = Relevant


Relationship = Candor


Collaboration = Creativity


Natural = Authentic


Purpose = Productivity 


Looking Forward = The Future








THE NEW ROADS TO 
QUALITY REQUIRE  
CHALLENGING OLD  
ASSUMPTIONS AND 
MAKING INFORMED  
TRADE-OFFS.


QUALITY IS AN URGENT ISSUE BUT THERE’S A MORE IMPORTANT  
ISSUE TO DO WITH WHAT NEEDS TO BE DONE GOING FORWARD,  
BECAUSE THE INDUSTRY ISN’T KEEPING PACE WITH THE CHANGE  
GOING ON AROUND US. PEOPLE ARE TOO FOCUSED ON  
QUALITY, PEOPLE ARE TOO FOCUSED ON PROBABILITY AND 
NON-PROBABILITY SAMPLES, PEOPLE ARE TOO FOCUSED  
ON RESPONDENT ENGAGEMENT—THIS IS ALL ABOUT MAKING 
MINOR CHANGES TO WHAT WE ARE DOING RIGHT NOW.  
THOSE ARE ALL NECESSARY, BUT THEY’RE NOT SUFFICIENT  
CONDITIONS FOR THE SUCCESS OF THE FUNCTION.  
“(COCA-COLA’S) STAN STHANUNATHAN ON WHY QUALITY DOESN’T MATTER,” 
RESEARCH., 22 OCTOBER 2009













PRAGMATIC = 
ACTIONABLE


MY CALL TO ACTION IS THAT WE WOULD FIGURE OUT THE 
WAY TO RETURN TO THE CONSUMER’S BACKYARD…WE 
HAVE TO REBUILD THAT TRUST AND WE HAVE TO GAIN 
MUCH BETTER INSIGHTS THAN WE ARE TODAY…WE NEED TO 
LISTEN TO THEM ON THEIR TIME, THEIR TURF, AND IN THE 
WAYS THEY WANT TO COMMUNICATE TO US, NOT IN WAYS 
THAT WE CHOOSE TO COMMUNICATE WITH THEM. AND WE 
NEED TO RE-ESTABLISH THE TRUST AND THE CONFIDENCE 
THAT THEY DESERVE TO HAVE IN US…  
KIM DEDEKER, ARF LEADERSHIP FORUM 2008


Delivers: 
Insight and Meaning


INTEGRATING CONSUMER- & RESEARCHER-CENTRIC APPROACHES 


Delivers:
Confirmation and Numbers


CONSUMER- 
CENTRIC DESIGN


RESEARCHER- 
CENTRIC DESIGN


Discovery
Exploring


Hypothesis generation


Feedback
Focusing


Hypothesis testing













SPECIFIC = 
RELEVANT


ON REPRESENTATIVE SAMPLES 
WE RECRUITED A COMMUNITY OF OUR MOST VALUABLE 
CUSTOMERS—A RELATIVELY SMALL POPULATION— 
FROM OUR CUSTOMER LIST. BECAUSE THE COMMUNITY  
ACCURATELY REFLECTS MY POPULATION OF INTEREST, 
AND BECAUSE THE PURPOSE OF THE COMMUNITY IS TO 
UNDERSTAND OUR MOST LOYAL CUSTOMERS, I BELIEVE 
THE RESULTS OF MY COMMUNITY’S RESEARCH ARE  
REFLECTIVE OF THE LARGER TARGET POPULATION. SO EVEN 
THOUGH IT’S NOT A TRADITIONAL PANEL, I’M COMFORTABLE 
USING THE COMMUNITY MORE QUANTITATIVELY. 
DAN COMENDULEY, PROJECT MANAGER, CUSTOMER METRICS & INSIGHTS, 
UNITED AIRLINES 













NATURAL = 
AUTHENTIC


ON INTIMACY
WE FORMED A COMMUNITY OF NEWLY DIAGNOSED CANCER 
PATIENTS AND PRIMARY CAREGIVERS WHO PARTICIPATED 
NO MATTER WHERE THEY LIVED, WHATEVER HOUR OF THE 
DAY AND REGARDLESS OF THEIR CONDITION. IN CONTRAST 
TO TYPICAL MARKET RESEARCH, THE RICHEST ‘AHA’S’ CAME 
WHEN THE PATIENTS AND CAREGIVERS INITIATED THEIR  
OWN DISCUSSIONS, AND WE HAD THE OPPORTUNITY TO  
REALLY JUST LISTEN—OBSERVING HOW THE MEMBERS  
SUPPORTED EACH OTHER AND LEARNING FROM THE  
STORIES THEY SHARED. WE WERE A FLY ON THE WALL  
IN THE TREATMENT ROOM, WHICH FOR HEALTHCARE  
MARKETERS IS VERY UNUSUAL.  
ALANA BRODY, FORMER SVP STRATEGIC DEVELOPMENT,  
NATIONAL COMPREHENSIVE CANCER NETWORK (NCCN)













ON ANONYMITY
WE FOUND THAT IN AN UNBRANDED COMMUNITY WE WERE 
CONTINUALLY CHALLENGED WITH TALKING DIRECTLY TO 
OUR MEMBERS WITHOUT REVEALING OUR IDENTITY, AND 
THUS BEING FORCED TO FIND ‘CREATIVE’ WAYS TO ASK 
QUESTIONS AND CONDUCT ‘DECOY’ RESEARCH. OUR  
REAL OBJECTIVE WAS TO HAVE A DIRECT DIALOGUE  
WITH OUR CONSUMERS AND GAIN VALUABLE INSIGHTS  
INTO THEIR NEEDS AS SHOPPERS. WHEN WE DID MOVE  
FORWARD AND UNVEIL OUR IDENTITY, BECOMING A  
BRANDED COMMUNITY, WE FOUND MEMBER ENGAGEMENT  
INCREASED AND CONVERSATIONS BECOME MUCH MORE 
RELEVANT AND VALUABLE TO BOTH PARTIES.
MICHELLE LASLO, SENIOR MANAGER,  
CUSTOMER STRATEGY AND INSIGHTS, PEPSICO


TRANSPARENCY = 
ENGAGEMENT













RELATIONSHIP = 
CANDOR


ON CANDOR
IN A PAST JOB AT A MAJOR FOOD COMPANY, WE HAD 
MEMBERS REACT TO A NEW PRODUCT CONCEPT EARLY 
IN DEVELOPMENT. INTERNALLY, WE REALLY LOVED THE 
CONCEPT WE WERE FIELDING, AND HAD HIGH HOPES 
FOR IT. MEMBERS RESPONDED QUICKLY TO THE CONCEPT 
TEST—WITHIN 72 HOURS—AND THEY HATED IT, TOTALLY 
REJECTING THE IDEA. BUT IT WASN’T JUST A GUT  
RESPONSE. BECAUSE THEY FELT THEY KNEW US, WERE 
INVESTED IN US, AND DIDN’T WANT TO SEE US SCREW 
UP, THEY ALSO PROVIDED US WITH AMPLE, VERY CLEAR 
FEEDBACK ON WHY. OUR LOYAL USERS SAW A FATAL FLAW 
IN THE PRODUCT THAT WE HAD MISSED IN OUR OWN  
EXCITEMENT. BASED ON THEIR RESPONSES, WE PULLED 
THE PRODUCT IDEA WITHIN THREE WEEKS, SAVING THE 
COMPANY COSTS ON FURTHER DEVELOPMENT. IN THIS 
CASE OUR COMMUNITY HELPED US FAIL FASTER, AND  
ALLOWED US TO FEEL GOOD ABOUT THE DECISION  
BECAUSE WE KNEW WE COULD TRUST THAT  
CRITICAL FEEDBACK. 
ADRIAN C. BING-ZAREMBA, CONSUMER INSIGHTS AND MARKET INTELLIGENCE, 
BOEHRINGER INGELHEIM CONSUMER HEALTH CARE PRODUCTS













PURPOSE = 
PRODUCTIVITY


ON PRACTICE
I LIKE PROBLEM SOLVING, AND THIS COMMUNITY IS ABOUT 
PROBLEM SOLVING, IN TERMS OF IDENTIFYING WHAT PEOPLE 
NEED, WHAT THEY WANT TO SEE DONE DIFFERENTLY, AND 
HOW YOU CAN MEET THEIR EXPECTATIONS. 
 
AFTER A FEW MONTHS, I GUESS THE [INCENTIVE] BECAME 
TIRESOME AND THE CONVERSATION KIND OF ADDICTIVE.  
I LIKE MANY OF THE TOPICS AND HEARING GUYS’ THOUGHTS 
ON THEM, AS WELL AS HAVING THE OPPORTUNITY TO GIVE 
MY OWN PERSPECTIVE. 
MEMBERS OF TWO COMMUNISPACE COMMUNITIES













COLLABORATION = 
CREATIVITY


ON INFLUENCE
WHEN GSK CONSUMER HEALTHCARE INTRODUCED ALLI, WE 
DID SO KNOWING THAT THIS WAS A PRODUCT THAT COULD 
ELICIT SOME INTENSE EMOTIONAL RESPONSES. OUR PRIVATE 
COMMUNITIES GAVE US A CHANCE TO POSE QUESTIONS OF 
USERS AND NON-USERS ALIKE, BUT MORE IMPORTANTLY, TO 
SEE WHAT QUESTIONS ALLI NON-USERS POSED OF USERS, 
AND OF HOW PASSIONATE ALLI CONSUMERS ANSWERED 
THEM, DESCRIBED THEIR OWN EXPERIENCES, AND MADE 
THEIR OWN RECOMMENDATIONS. I’D LIKE TO THINK THAT WE 
WERE VISIONARY MARKET RESEARCHERS DOING CUTTING-
EDGE WORK, BUT HONESTLY, I THINK WE WERE JUST BEING 
REALISTIC ABOUT THE FACT THAT CONSUMERS HAVE  
UNPRECEDENTED OPPORTUNITY TO INFLUENCE ONE  
ANOTHER ONLINE. SO OUR GOAL WASN’T TO PRE-EMPT 
‘GROUP THINK’ SO MUCH AS TO UNDERSTAND IT, TO SEE  
THE PEER-TO-PEER INFLUENCE PROCESS IN ACTION AND 
LEARN FROM IT. 
ANDREA HARKINS, MANAGER, INTEGRATED INSIGHTS,  
GLAXOSMITHKLINE CONSUMER HEALTHCARE













LOOKING FORWARD = 
THE FUTURE


ON CO-CREATION
SCHOLASTIC BOOK CLUBS RECENTLY WON A FORRESTER 
RESEARCH GROUNDSWELL AWARD FOR OUR WORK WITH 
A CUSTOMER COMMUNITY COMPRISED OF PARENTS AND 
TEACHERS. OUR GOAL WAS TO REDESIGN THE BOOK CLUB 
FLYER IN AN EFFORT TO IMPROVE THE WAY PARENTS, KIDS, 
AND TEACHERS FIND AND BUY THE RIGHT BOOK FOR THE 
RIGHT CHILD. BY ZOOMING OUT AND EXPLORING NOT JUST 
HOW TEACHERS EVALUATE BOOKS, BUT HOW PARENTS 
EVALUATE THEIR KIDS’ READINESS AND INTEREST IN  
READING, THIS GROUP HELPED US EFFECTIVELY REDESIGN 
OUR ICONIC FLYER. THIS FRUITFUL CO-CREATION COULDN’T 
HAVE HAPPENED IF WE HAD SIMPLY SOLICITED FEEDBACK 
ON FLYER DESIGNS FROM ONE GROUP OR THE OTHER IN  
ISOLATION. THE TRANSPARENCY AND OPPORTUNITY  
FOR MUTUAL INFLUENCE, ALONG WITH ACTIVE, VISIBLE  
FACILITATION IS WHAT MADE THIS PROCESS SO PRODUCTIVE. 
JUDY NEWMAN, PRESIDENT OF SCHOLASTIC BOOK CLUBS








TRADING OFF 
CAN MEAN 
TRADING UP.


THE INDUSTRY HAS MOVED AWAY FROM JUST BEING  
SEEN AS A QUASI-SCIENTIFIC ACTIVITY, PROVIDING  
HARD QUANTITATIVE MEASUREMENT THAT IS DETACHED 
FROM THE CREATIVE PROCESS AND THE COMPLEXITIES 
OF INTUITIVE DECISION-MAKING. TODAY, IT IS SEEN AS  
ALSO EMBRACING A MUCH MORE PRAGMATIC APPROACH 
THAT REQUIRES HIGH LEVELS OF CREATIVITY AND  
IMAGINATION IN ORDER TO TEASE OUT KEY INSIGHTS.
DVL SMITH, UNIVERSITY OF HERTFORDSHIRE, U.K.


IT’S ABOUT UNDERSTANDING THE HUMAN CONDITION. WE’RE 
TOO FOCUSED ON UNDERSTANDING CONSUMPTION BEHAVIOR 
AND SHOPPING BEHAVIOR. WE NEED TO UNDERSTAND THE  
HUMAN CONDITION, WHICH YOU’LL ONLY KNOW BY OBSERVING, 
LISTENING, SYNTHESIZING AND DEDUCING. 
“(COCA-COLA’S) STAN STHANUNATHAN ON WHY QUALITY DOESN’T MATTER,” 
RESEARCH., 22 OCTOBER 2009








SUMMARY


Human, transparent approaches


Consumer-centric settings (leveraging online, 
mobile, and other technologies)


Fast, targeted inquiries


Large scale “qualitative”


Building relationships that 
endure over time


Engaged, motivated participants who  
generate higher quality data


“Naturalistic” settings that feel safe, maximize 
comfort, and encourage intimacy


Research findings that are relevant, timely, 
and actionable


Collecting an unprecedentedly large number 
of open-ended data at a relatively low cost


Deep knowledge of participants as real people, 
leading to greater insight and increased  
confidence (you can trust that you really  
know the people participating) 
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