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Bob Lederer — RBR Editor and Publisher
This year-ending RBR features the great contributors we expect and a wide array of 
market research industry predictions and comments. Thank you, all!

There’s no question that the MR industry clearly sees many potential tasks as well 
as circumstances to be confronted. Based on what appears in these pages, there is no 
doubt that MR departments will have all the tools and techniques needed to succeed, 
but they will be diff erent, continue to evolve and be joined by new options.

RBR 20th Annual Predictions Issue

Cathy Allin,
President & CEO — Decision Insight
Cyber Monday sales surpassed $3 billion 
for the fi rst time this year, setting a record 
for single -day online sales. Sales over the 
Thanksgiving holiday weekend exceeded 
$11 billion, with nearly $800 million in 

purchases being made on cell phones and tablets. 
These results underscore the continuing migration of 
shoppers from brick and mortar stores to digital devices. 
Just as the retail world changed when shoppers moved 
from mom & pop stores to mass merchandisers, we 
should anticipate similar changes as an ever-increasing 
percentage of shopping continues to move online. The 
ability to infl uence consumers along the digital path to 
purchase is critical.

During this transitional period, when champions and 
failures emerge, companies need to have new strategies 
in place to demonstrate how well they understand the 
shopper.

Anne Bailey Berman,
President  — Chadwick Martin Bailey
Has there ever been a more exciting time 
for the insights industry? We have more 
sophisticated tools and technology, better 
databases and more predictive analytical 
power than ever before. While the speed of 

change can be overwhelming, the truth is that the real 
value of our work remains very much the same: 1) our 
eff orts must help our clients to make better decisions; 2) 
information must be integrated to provide insight and 3) 
decisions must be made thoughtfully and rationally.

I won’t deny that change can be painful, but clients still 
need to know the who, how and why. Some market 
researchers will evolve to focus on consulting—helping 

decision -making clients make eff ective, thoughtful 
decisions; Others will become more effi  cient data-source 
specialists and providers of powerful analytics. The real 
winners will combine these skills into powerful and 
holistic insights solutions.

Meg Henderson Blair,
President — Marketing 
Accountability Foundation
Over the next year, I predict that 
CFOs and CMOs will use a new brand 
investment and valuation model to 
monetize the impact and return of 
marketing activities on the fi nancial performance of 
their fi rms. The surprisingly simple method will enable 
marketing executives to drive consistent growth, 
quarter -to -quarter and year -to- year, establishing 
the same credibility in boardrooms that fi nance and 
engineering executives have long enjoyed.

Jim Bryson,
CEO — 20/20 Research 
I believe that 2016 will see Virtual 
Reality (VR) become the next 
buzzworthy MR phrase/capability. 
By 2018, VR goggles will become 
commonplace as gamers acquire 
them to ramp up their computer gaming experience. 
With goggles in homes worldwide, researchers 
will envision a world in which shop alongs, product 
placements, shelf tests and other in- person methods 
can be conducted online faster and cheaper than before.

After the slow initial adoption that is typical in the MR 
industry, VR will boom as a research methodology 
and as a truly disruptive technology. Then, virtual 
experiences will become mainstream in ways that will 
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remind us old -timers of 1960s Star Trek episodes.

Tony Cosentino,
VP & Research Director for Business 
Development — Ventana Research
I predict that Net Promoter Score will face 
headwinds for a variety of reasons that I’ve 
written about elsewhere this year. Organizations 
will focus more on Customer Information 
Management and Customer Lifetime Value 

capabilities that will begin to govern front offi  ce 
resource allocation and provide the best approaches in 
the areas of churn, attribution (a.k.a. mix modeling) and 
segmentation.

Technology and operations departments will lead 
from behind, as innovation and process transformation 
continue to disrupt front-line functions. Systems -on- a-
chip will drive more consumer use cases for Internet -of-
Things (IoT), but primary IoT progress will be in the area 
of industrial systems. Event-centric micro-forecasting, 
focused on state, time and location, will become more 
prominent discussion points for mar- tech.

Matt Dusig,
Co-Founder & Managing 
Director — InnovateMR
In 2016, research departments will begin to 
recognize that real consumers don’t take 
surveys for $0.25. While price is a leading 
decision for sample purchases, I expect we’ll 

hear more about how to truly achieve quality sample by 
engaging a wider network of respondents. In the past 
I’ve predicted that automation will transform sampling, 
and while I believe that’s still true, we’ll see a renewed 
demand for higher touch, premium sampling services.

Brian Fine,
Chairman — Quality Online Research 
Panels
In 2016, I think we are fi nally going to respond 
to our clients’ needs with a solution of “Single 
Source Panels.” Clients are demanding lower 
cost, greater speed and more actionable 

insights, and are often going outside of our industry to 
fi nd services that meet those needs. I think we will see 
in the next few years the consolidation of primary data 
collected through questionnaires with observational 
and passive data, along with client customer records 
and behaviour data.

Passive data collection, linked to questions about the 
“why” of behaviour, will yield greater ROI for marketers 
and make more sense of the current Big Data obsession. 

Costs should drop for data collection and analysis, and 
“Return on Research” expenditure will rise. How will this 
occur? We will see “Single Source, Permission Based” 
panels, where prior permission will allow for multi- 
method research, longitudinal measurement and hybrid 
studies.

This permission could include allowing the researcher 
access to customer and behaviour data, including cell 
phone GPS and linking it to research studies. This will 
enhance our research portfolio of tools and off erings, 
enabling us to be the most eff ective, primary source for 
“cause and eff ect” measurement.

Barry Goldblatt,
VP, Marketing & Research — Church 
& Dwight Co., Inc.
After years of an industry focused on 
“Big Data” and social media ROI, globally, 
what’s “old” becomes “new” again — 
the consumer is alive and well! It’s back 
to the foundation of our industry — understanding 
attitudes and behavior to identify growth opportunities, 
even as most consumers really haven’t recovered 
from recent recessions. Categories are stagnant, 
and established economy populations are growing 
minimally.

Ethnographies, Point-of- Purchase interviewing, 
understanding consumer trends and category 
dynamics—all become the new methodologies for the 
next generation of researchers. Leave Big Data to the 
bean-counters as it’s nothing new (Nielsen, IRI, MSA 
and others have always been the kings of Big Data) and 
social media ROI is best left to the few industry experts 
as researchers get back to basics.

Andrew Green,
Global Head of Audience 
Solutions — Ipsos Connect
Many headlines in 2015 have focused 
on the shortcomings of digital media 
and digital measurement: ad blocking, 
viewability, fraud etc. Perhaps this was 
inevitable, especially given the hype that has so long 
surrounded “digital” versus “traditional” media and 
measurement approaches. The fact is that both will 
survive and thrive. Many audience measurement studies 
are now testing — or indeed implementing — “hybrid” 
approaches to counting audiences.

These use a combination of surveys, digital data streams 
captured passively or automatically, and statistical 
data fusion techniques to integrate the various pieces 
of information. Old–style peoplemeters are no longer 
suffi  cient to measure television audiences in all their 

forms. Surveys can no longer capture total readership 
behaviour. The future is hybrid.

Eric Grosgogeat,
CEO — FocusVision
From our vantage point as a research platforms 
provider, we see technology continuing to 
accelerate its impact on market research. Tech will 
impact all parts of the research value chain; mobile 
research will become the norm.   Leveraging smart 

phones and their attendant features of geo, iBeacons 
and push notifi cations, will enable access to customer 
pre rationalized moments of truth. Tuning survey 
research and qualitative studies for mobile will be “table 
stakes” for successful research studies.

Technology will accelerate speed to insights via 
improvements to analytics engines, which will be 
increasingly integrated with collection tools. As the 
capabilities of automated text, audio, video and image 
analytics mature, researchers will be able to quickly 
make sense of the abundance of collected data. Quant 
and qual technologies will become integrated, enabling 
researchers to generate business insight faster and more 
comprehensively than previously possible.

Not Michael Halberstam,
Chairman — Interviewing Service of America
Under an Advisory Committee headed by Kristin 
Luck, founder of Women in Research, a new MR 
organization has been founded and will begin 
operating in 2016: LHJMMR, Left-Handed Jewish 
Men in Market Research. The new organization’s 

focus will be to grow and enhance this under-utilized 
group for the benefi t of the information-gathering 
industry. Kristin comments, “The need to better 
understand the impact and position that Left-handed 
Jewish Men have on our industry is vital to our future 
survival as an industry. I was very pleased to have been 
able to help put this together.”
 
In 2016, fast-rising star Melanie Courtright, having been 
promoted 6 times in the last 18 months, will become the 
fi rst Market Research astronaut. She will be tasked with 
opening Research Now’s fi rst interplanetary offi  ce, while 
at the same time establishing RN’s Martian panel (Yeah, I 
know it’s a stretch).
 
I am very confi dent that on February 23rd, 2016 at the 
Quirk’s conference, Steve Schlesinger’s ponytail will go 
missing. A reward of $10 million will be off ered for its 
safe recovery. On September  26th, 2016 at CRC in Los 
Angeles, it will reappear attached to the back of Michael 
Mermelstein’s head. No one will claim responsibility for 
fear of reprisals, as it is rumored that Steve has several 
Sicilian friends.

 
Taking their comedy show on the road, Kevin Lonnie and 
Ben Smithee will sign a long-term deal to be substitute 
hosts for Jimmy Kimmel. Their last YouTube posting, 
interviewing a verbose Bob Lederer, went viral and was 
viewed by over 300 people, making it the most watched 
MR video in history.
 
For the fi rst time in recorded memory, Simon Chadwick 
did not give his Future of the Industry predictions at 
CASRO. All worldwide MR activity ground to a halt, but 
will be resumed on January 1st, 2016.

Bill Harvey,
Founder/Chairman — Research 
Measurement Technologies (RMT)
Over the next two years, we will see 
a further shift to naturally occurring 
data, further reducing the degree of 
reliance on self-reported data, panels, 
surveys and fusion.
 
More marketing decision making will be automated, 
not just at the buying level but also at the planning, 
optimization, post-evaluation and reoptimization levels.
 
ROI will continue its ascendance to the role of a key 
metric, supported by those proxies which can be 
validated, and the best of those proxies also shedding 
light on human decision-making processes and on best 
practices to achieve loyalty, brand involvement, “brand 
is my friend,” Net Promoter eff ect, CLV, brand equity and 
other long-term outcomes.
 
Native, True Sponsorship and Cause marketing will all 
grow, with advertisers and agencies returning to the 
game of developing their own major league TV/video 
shows, many of which will be high rated, contain cast 
presenter commercials, feature discovery talent (due to 
the cost of getting celebrity talent to do cast presenter 
commercials) and use the best writers and directors.

David Krajicek,
CEO — GfK Consumer Experiences 
North America
The future of market research is not 
beyond some distant horizon; it is 
here today. In our new world of digital 
connections and mobile data streams, 
we can know what consumers are really doing and bring 
multiple insight sources to bear on a single marketing 
challenge.

This new world demands that market researchers refi ne 
what they already do, and to address a host of new 
needs — be more impactful, speak directly to business 
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challenges and still meet increasingly tight timelines. In 
a recent study by GfK and the IIR, MR clients frequently 
said that real innovation needs to combine speed with 
the ability to tell stories with data. To me, storytelling 
is a proxy for actionability; the person who can see the 
“subtext” in any data set can turn it into the ability to 
make smarter business decisions. As client expectations 
rise, these priorities will become even more pronounced 
and need to be answered convincingly.

The good news is that the market researcher still has 
key roles to play in this increasingly passive data world. 
The task of data integration is profoundly complex and 
something clients already need; and the value of custom 
insights that speak to ineff ables like attitudes and 
satisfaction remains undiminished. MR companies need 
to deliver traditional and cutting -edge methods alike 
while not taking their eyes off  of issues like data quality 
and consumer privacy — both of which can remain 
invisible and thankless until they become revenue-
threatening disasters.

To face this new world, researchers need to be brave, 
indeed — but the payoff  promises to be powerful.

Peter Krieg,
CEO — Copernicus Research
Here are what I believe to be the 5 biggest 
trends in Marketing Research:

1) Marketers and advertisers are bringing 
a lot of research in-house.  They want 

information faster and cheaper so they are buying 
licenses to the automated platforms provided by 
vendors and going DIY on many of the more routine 
research eff orts, such as tracking and concept testing.

2) At the same time, Big Data continues to be one of 
the growing areas of market research. The need for 
Data Scientists continues to grow.  Real-time marketing 
dashboards, with sophisticated attribution models, are 
becoming deriguer.  Programmatic buying – the hottest 
area of digital marketing – is fueled by data.

3) Two research methodologies that are growing are use 
and importance.  Paradoxically, they are mobile surveys 
and, at the other extreme, sophisticated measurement 
of consumer emotions and motivations, using 
neuroscience and implicit tests.

4) If they are to add value, Insights Professionals 
(formerly known as Market Researchers) must be data- 
agnostic, capable of synthesizing information of all kinds 
of data into ideas/recommendations that truly impact 
the business.

5) For the work of Insights Professionals to have 

any chance of being used, their ideas must be 
communicated in a visually arresting manner. Gone are 
the days of tables and charts.  Infographics, selected 
video and other art forms must be employed.

Jon Last,
President — Sports and Leisure 
Research Group
The continued rise in online panel 
sample costs, amidst continuing 
feasibility challenges, will lead more 
clients to invest in the cultivation of their 
own proprietary customer communities for research use.  
Those research suppliers that can eff ectively build and 
manage these communities to fuse both behavioral and 
attitudinal data, will be highly valued.   

Concurrently, as researchers continue to grapple with 
the challenges of harnessing actionable insights from 
reams of Big Data, I see continuation of a qualitative 
resurgence that we experienced in 2015 in pursuit of 
the “why” that can feed more emotionally resonant 
marketing communications with most valued 
customers.

Kevin Lonnie,
Founder — KL Communications
My fi rst prediction is that nothing of any 
great signifi cance will aff ect our industry 
in 2016, but don’t be complacent. This 
period will be the “calm before the 
storm.” I expect to see a strong push 
towards data integration in the next few years.

As corporations reinvent themselves from mass 
marketing to a “one-to-one” customer-centric focus, 
the ability to synthesize disparate forms of qual/quant 
insights into a strategic vision will emerge as the 
ultimate leadership trait. For the fi rst time, a holistic 
understanding of customer needs and behavior will be 
used to drive companies’ strategies.

Accordingly, my second (and more signifi cant) 
prediction is that within the next fi ve years we’ll see 
a seismic shift in MR spending. Corporations will be 
spending more on the acquisition and synthesis of 
disparate data sources (e.g., behavioral economics, 
social media and text analytics) than on all forms of 
traditional qual and quant methodologies.

Kristin Luck,
Growth Strategist/Board Advisor — Kristin Luck 
Consulting
Rather than focus on trends or methods, as an industry 
we need to look thematically at how the greater 

business ecosystem is evolving around us. 
Fueled by “Generation Flux,” the desire for 
simplifi cation, passive data and agile on-
demand products and services are rapidly 
driving change both inside and outside the 
market research practice.  Rather than focus 
on the tools (as we’ve traditionally done with 

little success), we need to challenge ourselves to think 
carefully about how these greater business themes 
impact research design.

How do we simplify the way we collect primary research 
data? Which secondary data sources can provide 
meaningful impact for our clients? How do we create 
research that is iterative, on-demand and provides 
immediate learning? For us to fl ourish requires a new 
kind of thinking.

Bill MacElroy,
Chairman — Socratic Technologies
Fifteen years into the new millennium, the 
world of research has changed so much 
from the 1990s so as to be unrecognizable. 
Technology, automation, advanced data 
analytical techniques and sophisticated data 

dissemination tools have left only a small trace of 
traditional research in the modern day.

One of the last, stubborn vestiges of the old world is the 
prevalent attitude toward research participant fatigue. 
Researchers are still attempting surveys that are boring, 
repetitive and too long — a sure recipe for poor data 
quality and continuing decline in response rates. Let’s 
make this the year that the 15 -minute survey maximum 
becomes the norm.

Howard Moskowitz,
Founding Partner & Chief 
Scientist — Mind Genomics Advisors, LLC
As a scientist, I’ve always been taught the value 
of experiments, a lesson that is not necessarily 
popular in the research community. That 
community relies on more traditional tools, 

direct observation, questionnaires, verbal interactions, 
or more recently Big Data, and so -called “objective 
measurement” of physiological function. Experiments 
teach critical thinking far more effi  ciently than these 
other methods, engaging the researcher and allowing 
for the excitement of the discovery.

We in market research are fortunate to have at our 
fi ngertips methods such as conjoint analysis, which are 
inherently experiments in choice behavior. Applying 
these methods as games with children, ages 10-plus 
in schools and enriched programs as well as with high 
school and young college students, has shown me that 

gamifying research tools and applying these games to 
interesting problems helps children think more clearly, 
more critically. Our experience this summer uncovered a 
whole world of education that can benefi t from market 
research tools and gamifi ed research tools, as well as 
experiential learning, both teaching marketing and 
exploring interesting new ideas to excited children.

My prediction: More of these gamifi ed methods will 
emerge as we market researchers move out from 
our narrow world to the wider world of social and 
educational issues, introducing our methods to children 
and teens, not as respondents, but as novice researchers 
themselves.

Dennis Q. Murphy,
Retired MR Professional
If history truly repeats itself, the proper 
prototype for market research might 
be computer software. This category 
began as labor-intensive, hand-
crafted programming done by every 
organization for its individual and supposedly unique 
needs. Over time, we recognized the generic nature 
of these requirements and the ill-aff ordable costs of 
inventing and investing in your own solution.

Clever entrepreneurs built parametric and tailorable 
packages, and the “shrink-wrapped business” was born. 
With modularization of research — databases, social 
media, sample sources, DIY surveys, dialoguing, user 
communities, etc. — are we perhaps not staring at a 
similar evolution?

Steve Needel,
Managing Partner — Advanced 
Simulations
Marketing research will start to see 
an increase in store- based research, 
whether it’s virtual reality based, 
in -store, controlled store testing or 
test marketing. We’ll come back to realizing that at the 
end of the day the reason we do research is all about 
changing shopper behavior.

Our research techniques need to measure that change in 
behavior as a function of our marketing eff orts, not just 
a measure of change in attitudes or facial expressions.

Frédéric-Charles Petit,
CEO — Toluna
In 2016, I see a convergence that will 
result in change. 1) Market research 
professionals are looking at a myriad 
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of new data sources. While this is not new, we need to 
ensure that these data sources are being used to deepen 
insight, alleviate respondent burden or work hand-in- 
hand with market research to provide the “why” behind 
the “what.” 2) This year, we’ll see the true digitalization 
of market research due largely in part to companies 
needing to focus less on operational processes and 
more on providing consultative services to clients.

There must be a new sense of urgency and companies 
must not just embrace technology, but must fi nd a way 
to ensure that the integration of technology is ongoing. 
Companies that will continue to be successful now 
and into the future will use technology to continue to 
improve their business and deliver for clients.

Jeff  Reynolds,
President — Lieberman Research 
Worldwide (LRW)
2016 will represent the watershed year in the 
integration of Big Data and Market Research.  
We will move beyond the hype of Big Data and 
new capabilities will combine vast amounts 

of digital information with online survey responses 
to create a new class of off erings with powerful 
insights.  Agencies and clients at the forefront of these 
innovations will be recognized as leaders in the digital 
marketing revolution.

Scott Richards,
CEO — Reconnect Research
Something very important is happening that 
impacts corporate market researchers, political 
candidates, and market research companies: 
Market research through outbound calling will 
become extinct, replaced by inbound calling 

surveys making millions off  the over fi ve billion MIDI 
(Misdialed, Incomplete, Disconnected, Inbound )calls 
per month in the U.S. and Canada alone!

We believe from experience that fi nding ways to 
make productive research use of MIDI calls will prove 
immensely valuable. They can mean no more expensive 
and slower outbound calls that fi nd themselves 
swimming in legal issues and with quality of data they 
can obtain that, unfortunately,continues to fall.

The ultimate goal is providing surveys that fi t the niche 
of a consumer-friendly solution. That alone could help 
transform the MR industry.

Kim Rivielle,
Consultant, Disruptor and Global Trend 
Editor — Innovation Excellence
The whole notion of a vertical or horizontal industry 

sector is irrelevant. The combination 
of extreme technology and ingenuity 
changed the paradigm so that being 
able to innovate and recalibrate business 
models is critical. Think of what electric 
charging lanes (that automatically charge 
cars) stand to mean for “industries,” and 
the trickle down eff ect it will have on so many business 
models. Or, what about the impact of free wireless 
Internet access everywhere? That’s our new normal.

Eugene Roytburg, Ph.D.,
Managing Partner — 4i Inc.
The denial phase is over — traditional 
MR has lost the battle to pure Analytics. 
MR departments have been losing 
funding, talent and, most importantly, 
relevance to their end users. Meanwhile, 
Analytics has been gaining momentum across all 
these dimensions. Therefore, 2016 will serve as a 
transformational year for MR functions as they attempt 
to adapt and survive by aggressively altering their 
approach, leading to the creation and institution of 
smarter, more effi  cient predictive analytical solutions to 
deliver higher levels of business value.

2016 will be all about:

• De prioritization and subsequent elimination of low- 
value work coupled with companies better leveraging 
existing insights by turning them into knowledge 
through application of predictive and foresight analytics

• Organic synthesis of Market Research & Analytical 
Solutions. Companies will need this in order to elevate 
the insights required to fuel competitive advantage

• Traditional MR-based solutions will expand to include 
analytically-driven delivery models, like concept testing.

• Cost/value (vs. quality, relationship) will become a 
more important factor when selecting MR suppliers.

• Proving Insight Value will become imperative to main-
tain investment levels and to prove true value-add.

• No more new projects, until synthesis of current work.

• No more library projects collecting dust.   Knowledge 
Management will be truly about knowledge (relation-
ship between performance and consumer, business 
and market drivers) and where every insight will be 
templated and “databaseable.”

• Unstructured data from traditional MR projects (e.g., 
A&U) will become more structured and “databaseable” 
and will be combined with already structured behavioral 

data (e.g., Nielsen) to be analyzed with predictive 
analytics and machine learning used to develop new 
insights. (Predictive Knowledge Mining is coming!)

David Shanker,
CEO of the Americas — Lightspeed 
Research
Marketing research is an evolving landscape. 
With pressures mounting across the industry, 
we now have to do more with less. Clients 
demand deeper, enriched results at an 
accelerated pace. Automation will initiate 

change, but new models will need to be created to 
meet client demand. “Faster, better, cheaper” hasn’t 
disappeared — as a matter of fact, it’s been amplifi ed by 
a business climate which demands more, much more, 
without the sacrifi ce of quality.

Companies that can think, act and execute like a start up 
will prosper. Companies with a culture of innovation will 
thrive. Companies that can leave a client meeting and 
return the next day with solutions will be the darlings of 
the industry. We are in for massive change.

Doss Struse,
Retired MR Professional
The nascent tectonic shift in television 
advertising will gather momentum in the next 
1 2 years. Apple TV will be the accelerant that 
will fuel consumers’ switching their viewing 
from scheduled broadcasts to “apps” they 
use to access whatever content they want, 

whenever they want — and on whatever device they 
want to view it.

This shift will revitalize TV advertising because: 1) more 
precise and individualized targeting will deliver more 
relevant advertising to consumers, and 2) consumers 
will be actively and positively engaged in the content 
they have chosen. Apple TV and Apple Pay (along with 
similar technology platforms) will enable advertisers to 
track, evaluate and manage the eff ectiveness of their 
advertising.

Jerry W. Thomas,
President/CEO — Decision Analyst
2016 promises to be economically challenging 
for U.S. research companies because of 
slow economic growth in the U.S. and 
worldwide. Lower-cost research services (D I Y, 
communities, private panels, D I Y software 

systems) will grow above industry averages, while high- 
end, expensive services will tend to lag the market.

The great D I Y venture by U.S. companies will begin to 
wane as companies realize declining quality in their 
research information. The Street’s MR investments will 
begin to slow, as high hopes are replaced by hard reality.

Slater Victoroff ,
CEO — indico Data Solutions
I believe that 2016 will be a year of failed 
dreams and incredible success. This next 
year will see a tremendous reduction in 
the amount of venture capital money 
provided to companies at all stages, 
which will make B2B sales more diffi  cult. 
Many companies will fail, but the few 
that deliver true value will see unparalleled success.

Lee Weinblatt,
Founder & CEO — PTG (formerly 
PreTesting Group)
It’s exciting to witness the momentum 
behind the neuroscience and non-
conscious measurement techniques that 
are designed to understand the “whys” 
of consumer behavior, and I believe the 
chorus for these approaches will only get louder in 2016. 
I predict that increasing numbers of clients will embrace 
biometric tools and nonverbal insights as part of their 
research portfolio in a desire to harness the science 
of cognitive processing to address complex business 
needs; however, clients will insist that the research takes 
place in highly contextual real world settings without 
consumer awareness.

While the increased adoption of non-conscious 
measurement approaches is a positive industry step, 
it is also important to recognize that biometric tactics 
can be misused when evaluated in isolation. To reliably 
interpret nonverbal data, results need to be analyzed in 
combination with traditional methods. For instance, a 
biometric indicator may report that a consumer is highly 
engaged by a marketing stimulus, yet this data point 
alone does not refl ect positive or negative engagement. 
Comprehensive and accurate interpretation requires 
real-world consumer behavior data as well.

Lisa Wilding-Brown,
Executive Vice President of Global 
Operations — InnovateMR
We will continue to see declining 
response rates among most online 
panels. As a veteran advocate for 
respondents, I hope our industry doesn’t 
wait until the bottom falls out.
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RBR News Notes
Domestic Research News

FocusVision (Stamford, CT) was acquired by private equity fi rm EQT (Stockholm, Sweden)… 
Mozilla (Mountain View, CA) launched a new, free ad blocking app, Focus by Firefox, on 
iOS… Lightspeed GMI’s (Warren, NJ) new Political Profi ler enables targeting based on party 
affi  liation, voter preferences and voting frequency… Morpace, Inc. (Farmington Hills, MI) has 
partnered with survey platform provider Qualtrics (Provo, UT) to make world-class research and 
technology solutions available to global organizations.…

LinkedIn (and its 396 million members) could be facing new competition from Facebook@
work, a professional version of the social media platform. Regular Facebook boasts over one 
billion active monthly users… Two giants, Ernst & Young (London, UK) and the SAS Institute 
(Cary, NC), allied to provide data analytics technology. SAS data, software and processing 
capabilities will be complemented by EY’s consulting and marketing experience.

Foreign Research News
European MR, after several years of business decline, is starting to show signs of 

recovery, according to the latest annual ESOMAR (Amsterdam, Netherlands) industry study… 
Richard Waring and marketer Dan McGuinness launched Research Exchange to connect 
MR buyers and suppliers… The MRS (London, UK) Annual League Table shows 86 eligible 
organizations had over £2.7 billion in combined sales, with 4% overall year-on-year growth.

Kudos
At the MRS’ annual awards in December, StreetInvest (Middlesex, UK) won the President’s 

Medal for its “Growing Up on the Streets” project. Lightspeed GMI (Warren, NJ) and BBC 
Worldwide (London, UK) won the Grand Prix Award for Greatest Impact.

Research Live award winners at the same event included TNS (London, UK) for Best 
Innovation. Laura Gillespie of ABA Market Research and Sophie Wells of Hall & Partners 
jointly won the Best Newcomer award, and the Tesco Insight team (Hertfordshire, UK) won 
Best In-house Research Team. Flamingo (London, UK) won Best (large) Agency for the second 
consecutive year, while MTM (London, UK) won Best (small) Agency.

Expert Opinion
Ogilvy’s (New York, NY) data head Salem Lassoued said that data disruption is as 

transformative to customer engagement as digital disruption, noting there just hasn’t 
been as much focus on it yet. He says researchers can get “hung up” on the size and complexity 
of data, while forgetting that there are people generating that data to be learned from…
FastCompany.com’s (New York, NY) George Lorenzo opined reasons why election polls are bad 
at predicting results: as many as half to two-thirds of respondents don’t actually end up 
voting in political primaries. There also are issues with sampling error percentages, surveying 
modes, timing and fi eld procedures and overall determination of probable voters.

Multichannel Merchant’s (Norwalk, CT) Susan Chennel shared four reasons why store 
operations teams can’t ignore customer experience data: a direct loss of market share, low 
or ineff ective employee engagement when customers want a personalized experience, supply 
chain failures and sending the wrong message to your local community.

Stories in Studies
According to an Interactive Advertising Bureau (New York, NY) survey of brands and agencies 

conducted by ICM Research (London, UK), Coca-Cola Company is best at using social media to 
engage in successful marketing activities, followed by Nike and Virgin, respectively.

The respondent universe does not exist in infi nite supply; it has limits just like any resource. In 
2016, the user experience needs to be considered more closely if we want to keep our jobs! RBR

Thank you to all of our RBR Predictions Contributors. Here’s to a productive 2016!

RBR
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