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I. INTRODUCTION AND METHODOLOGY 

Rockhopper Research has collaborated with various industry partners since 2003 to produce the annual 
Research Industry Trends (RIT) report. Initially focused tightly on data collection, the scope of RIT has 
expanded to include directions in outsourcing, advances in technology, and inter-relationships among 
research buyers, research producers, and end users. 

For the 2007 RIT, an initial online hybrid qualitative/quantitative research phase was conducted in Spring of 
this year to support development of a new survey questionnaire and to provide deeper insights into core 
issues. In partnership with Invoke Solutions, Rockhopper probed topics ranging from business volume to 
respondent cooperation and validity of Internet samples. Quotes appearing throughout this report are taken 
from this hybrid phase of the study.  

The quantitative portion of the Research Industry Trends study went to field in August 2007 in partnership 
with Egg Strategy, GreenBook Market Research Directory, E-Tabs and MR Operations. A brief e-mail invitation 
was sent to just under 12,000 randomly selected individuals. Names and e-mail addresses were generated 
from a list of research buyers and providers. As an incentive for participation, respondents were offered a 
complimentary copy of the 2007 edition of the GreenBook Marketing Research Directory. From this invitation, 
a total of 366 usable e-mail responses were returned and included in our analysis. The 2003-2007 respondent 
mix is displayed below. 

 2007 2006 2005 2004 2003 

Full-service suppliers 42.9% 43.3% 49.7% 43.7% 36.0% 

Research consultant 21.0% 14.5% 13.1% 11.9% 13.7% 

Research client/purchaser in an enterprise 10.9% 11.7% 8.9% 17.9% 21.8% 

Quantitative provider/Data collection & tab 7.1% 10.3% 11.9% 1.5% 3.7% 

Qualitative research provider 7.7% 9.8% 5.7% 3.7% 2.1% 

Academic/non-profit/medical researcher 7.1% 7.0% 6.5% 7.1% 17.9% 

Advertising agency 3.3 3.3% 4.2% 4.2% 4.9% 

BASE: Answered question (366) (600) (336) (720) (431) 

To stay abreast of the most current issues facing the data collection industry, we continue to modify the 
Internet questionnaire. Thus, some of the data is not trend-able over the years. Where possible, trend data 
are shown.  

As is true with all self-administered survey instruments, not all participants answered every question. 
Consequently, the base per question may change. With a sample size of 366 we can be confident at the 95% 

confidence level that the proportions are within 5.1% of the true population. For consistency in analysis, all 
rating questions are scaled to indicate “the higher the number, the more positive the result.” 

For more information regarding the Research Industry Trends study, please feel free to contact us.  
 
Leonard F. Murphy - COO 
Rockhopper Research, INC. 
Office: 866-545-3216 
Skype: lennymurphyrhr 
Cell: 678-232-7691  
Fax: 770-985-4904 
lmurphy@rockhopperresearch.com 
www.rockhopperresearch.com 

mailto:lmurphy@rockhopperresearch.com
http://www.rockhopperresearch.com/
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II. SUMMARY OF KEY FINDINGS 

The future looks bright for the research industry. Increased demand and higher billings are expected in 
2007 and beyond. Notably, clients and providers, both small and large, are expecting the demand for 
research to grow. While budget control and concern over cost management is widespread, the desire for 
actionable, quality research is fueling the forecast for increased revenue. 

Several factors are driving this optimism: 

 Research is increasingly valued as a strategic necessity by clients. Providers and client research 
departments are delivering actionable results and guidance. Some, however, do still view 
research as a staff function and this view results in budget cuts during tough times. Those that 
demonstrate the positive role research can play are finding more projects and higher budgets 
coming their way. 

 Corporate profits are up and more funds are available for research1. 

 Mergers & acquisitions result in new brands and services added to clients’ roster. Management 
fills gaps in consumer knowledge for these additions by funding more research. 

 Expansion into international markets is fueling a need for larger scale studies and larger 
budgets. 

The research world is going global, with advances in technology allowing providers to expand research to 
international territories. Overseas outsourcing in lower-cost markets like Asia and India are cropping up. 
Multi-national corporations look to their “preferred providers” whom they trust and have built partner 
relationships over time to handle both their domestic and international research. 

While the industry grows and budgets expand, faster, cheaper, better are common themes that continue 
to challenge researchers. Trends in data collection for both quantitative and qualitative testing are being 
driven by these three challenges. 

 Cost is a driver when choosing data collection for 96% (top 2 box). Budget concerns are driving 
trends such as: 

 Bringing more research “in-house” by clients using self-programmed online surveys – because 
“they can” 

 Custom panels, particularly on low-incidence products and business to business 
research. 

 A rise in Internet as a tool for qualitative. More blogs, bulletin boards, online groups and 
Internet-based methods are being used instead of traditional focus groups. While traditional focus 
groups still are the preferred method, expect a rise in qualitative data collection online. 

                                         
1 Qualitative and quantitative data for RIT was gathered before stories broke about the sub-prime lending crisis. 

There are systemic reasons why research budgets are slated to rise, but the overall state of the economy is of 
course always a factor. 
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 Outsourcing is prevalent. 78% claim to outsource a portion of their quantitative tests. 

 Timeliness of results is a key driver in data collection for 87% (top 2 box). Researchers are 
being challenged by client management to provide quality data on a faster time frame. As one 
provider put it, “Clients have become seemingly more demanding where something could 
acceptably take 6 weeks 5 years ago, today they want it in less than 3 weeks.” Schedule 
compression is resulting in: 

 More Internet-based tests & less phone, mail and slower, lower response rate 
methodologies. Cost concerns are driving declines in these methodologies as well.  

 Skipping a testing phase due to tight timing on new product launches or marketing 
deadlines. Participants spoke of going straight to a quantitative test, skipping a 
qualitative step or of using qualitative to make decisions since feedback is 
immediate. 

 An increase in hybrids (where in many cases both quantitative and qualitative data 
are collected within one respondent group) saves on both time and money.  

 Quality and effectiveness of research is driving trends in data collection. Two themes reoccur; 
the desire for quality, non-biased, trustworthy data and the need for provider partners that add 
strategic value beyond the final report.  

 Concern over low response rates and respondent cooperation are impacting how 
data are collected.  

 Intercepts are on the decline due to a concern over quality of interviewers and 
reliability of survey results. 

 Providers must deliver a quality product and in the minds of respondents, this is 
defined as not only the test results, but also providers that have “people skills.” 
Listening, responding to requests and knowledgeable staff are factors that drive 
provider selection in over 97% of respondents. 

 CATI market share is eroding against a continuing increase in online research. 
Clients and providers expect technology to play an expanding role in data collection, 
respondent engagement and in data presentation with multimedia and online 
components becoming standards. 

The exciting challenge facing researchers in 2008 is to make research more “cutting edge” and 
responsive to client needs. Whether it’s faster, cheaper or better, technology is enabling clients to 
do more on their own. As client and provider researchers, we must add value on both the front and 
back ends of research projects. One provider sums it up:  

 “[The challenge is] meshing self serve, robust technology with full serve  many clients are using 
technology that enables them to do more on their own...we need to be able to empower them to do that 
yet still maintain a full service offering and keep our revenues growing. It's a reality that technology can 

replace a lot of the field and tab work that was unchanged for the past many years  how do I maintain 
our client base/relationship and continue to grow when clients can handle a bunch of that work 
internally now? The answer is a shift toward more strategic advice.” (Provider) 
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III. IMPLICATIONS FOR RESEARCH INDUSTRY 

The ability to leverage emerging technology will be a prime factor in identifying the winners of 
the research industry. Whether it is a supplier using new techniques based in technology, or a 
client maximizing data quality or budgets, it is clear that technology constantly opens new doors 
for the industry at large. Suppliers must be quick to offer these options to clients, or they will give 
up their place in the lineup to companies that do. Technology will continue to level the playing 
field between large companies and smaller ones – in a flat world, the best idea wins more often. 

For their part, clients seeking out new ways to engage with the increasingly-networked consumer 
will be rewarded with more actionable and vivid data. 

Technology can cut both ways, however. Suppliers must continue to stress their expertise in study 
design and principled sampling to convince clients of the worth of professionally-guided research, 
in light of a developing trend toward “self-service” studies made possible by technology. Savvy 
clients can take advantage of some of these opportunities to stretch budgets and keep suppliers 
honest. 

Just as the Internet changed quantitative research, it is enabling an exploration of qualitative 
methods as well. The most clear uptake of newer technology and methods in research is in the 
growth of hybrid studies. Hybrid studies, involving both qualitative and quantitative elements, are 
gaining in usage for both reasons of insight (getting beyond the numbers, validating a qualitatively-
arrived opportunity) and for budget reasons (using the same respondent for multiple purposes, 
cutting down on field time). Finding new ways to combine quantitative and qualitative 
methodologies will enable suppliers to further grow and differentiate their offerings to clients.  

Additionally, the growth of consumer expression on the Web (via blogs, bulletins, social networking, 
etc) provides fertile ground for consumer study and engagement in research. 

Having an international presence is becoming a “cost of entry” for doing. Smaller, more focused 
research firms are beginning to figure out what America’s corporations (and their research 
partners) figured out at least a decade ago – tapping international opportunities is a necessity for 
continued growth. Clients don’t want to leave their trusted partners behind as their global research 
needs expand, but will do so and not look back. Suppliers currently not positioned as international 
providers should move quickly to develop strategic partnerships around the globe with other 
providers. 

Despite – or possibly because of – expected research spending budgets and newly-created 
methodologies, building effective client – supplier relationships is paramount. The current business 
era is headlined by constant innovation rollouts and mergers & acquisition activity. Many client 
research managers may have more products and brands to support, more consumer targets to 
investigate, and (as the survey shows) more money to spend. But research department headcounts 
are unlikely to swell significantly, making trusted relationships with quality suppliers even more 
valuable.  

To achieve stability and success, research providers must offer superior people skills along with 
expertise and a grasp of business fundamentals. Responsiveness, listening skills, and pro-active 
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client management should be part of staff development and evaluation within the research supplier 
side as much as it is with suppliers in other parts of the marketing mix. 

We see the coming year as filled with more opportunity than challenge but as bringing us plenty of 
both. Providers who can quickly harness and master emerging technologies and who can adapt to 
the need for multicultural and international capabilities should see a year of exciting growth in 
2008. 
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IV. FINDINGS 

1. INCREASED DEMAND 

The future looks bright2 for the research industry. Suppliers large and small, quantitative and 
qualitative overwhelmingly expected increases in 2007 revenue. Clients were slightly less 
exuberant, possibly because they are already heavily tasked, but still very positive about prospects 
for the industry. 

Reflecting a continuing trend toward globalization of US business, suppliers with international 
business were significantly more positive about their growth prospects. 

 The primary factors driving spending increases include: clients expanding into new business areas, a 
new push to get inside the minds of customers, and all-around better business (bottom line), 
presumably providing the funds to invest in the research. 

Expectations for Growth

82%

18%

68%

32%

76%

24%

85%

15%

79%

21%

Yes

No

Total

Suppliers

Clients

US-only Suppliers

Int'l Suppliers

 

 “Corporate profits are up in our client base so they are funding research more, and we've gained 
some share of wallet in our key client base.” (Provider) 

“We’ve made a good business case for the support we can give development. Also, more and more 
people are realizing they don't know everything about the user. They are just realizing that they 
don't have all of the answers and that they need more qualitative data to make better design 
decisions.” (Client)  

                                         
2 Note that these interviews were conducted before the news broke about the sub-prime lending defaults. As of 

the release date of this report (11/15/07), there does not seem to be clear indication of a downturn, but it 
seems possible that the future could look a bit less rosy if the research were conducted today. 
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A. DOORS ARE OPEN TO NEW PROVIDERS 

Even though many clients have “preferred provider” lists, the ongoing interest in speed, better data quality 
and cost savings continues to encourage client-side researchers to be open to new suppliers. This presents 
providers with new business opportunities, while reinforcing the need for incumbents to focus on clients’ 
needs even while innovating with new approaches. For their part, providers continue to want a “seat at the 
table,” partnering early on with clients to provide strategic thinking in addition to research results. 

 61% of clients say they will try at least some new providers vs. rely strictly on the same providers.  

30%

61%

9%

The same 
partners/contractors

At least some new 
providers

Don't know/Not 
applicable

 

 The #1 reason clients look afield for new providers is due to business expansion. In addition, cost 
reduction and quality follow closely behind. Providers must strive to be “current” with new 
technology and resources that deliver a quality product. Clients tend to seek new providers for 
positive reasons having to do with business growth more so than negative ones such as 
dissatisfaction with current partners. 
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Reasons To Look For New Providers

5%

5%

6%

7%

10%

10%

11%

12%

13%

13%

14%

Other miscellaneous mentions

Looking for experienced/

competent providers

Looking for new technology

To have better partners/

providers

To cover new geographic

areas/markets

Looking for new

opportunities/ideas

Providers not meeting needs

(general)

To have more options

To reduce cost

To enhance quality

Business expansion

 

B. “EQ” AND “IQ” 

When choosing a qualitative or quantitative research supplier, clients are not simply looking for 
experts in the field: the IQ Factor (Intelligence Quotient). All things being equal having a responsive 
account team (the EQ factor – Emotional Quotient) they can relate to will likely break any tie. (EQ 
factors highlighted below). 
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Selection Factors Among Clients 
(top two box – 5 point scale) 

Quantitative  Qualitative 

Responds rapidly to requests 97% 98% 

Has knowledgeable staff 97% 96% 

Completes research in agreed-upon time  97% 100% 

Listens well/understands client needs 96% 100% 

Provides highest data quality 96% 98% 

Flexibility on changing project parameters 92% 92% 

Familiar w/clients needs 92% 92% 

High quality analysis 89% 94% 

Has good relationship w/client 87% 98% 

Good reputation in industry 86% 96% 

Familiar w/industry category 86% 90% 

Consults on best practices and effective methodology 83% 77% 

Has broad experience in the target segment 80% 82% 

Has previous experience w/client 76% 83% 

Provides data analysis services 71% 82% 

Understands online data collection 66% 58% 

Has long experience/time in business 66% 92% 

Company is financially stable 65% 69% 

Uses the latest data collection technology 59% 47% 

Uses sophisticated collection/technology/strategies 58% 55% 

Offers unique methodology or approach 52% 55% 

Also does quant/qual research 49% 50% 

Uses the latest analytical packages 47% 38% 

Lowest price 41% 54% 

Has an access panel 33% 36% 

 
What clients have to say about branching out to new providers:  

“We have different research needs. We need a consumer vendor, a teen vendor, 
international business vendor and we're using phone again because we have hard to 
reach audiences (business and rural) that aren't in the online panels.” (Client) 

“Finance does not like to see us writing checks to the same people over and over 
again.” (Client) 

“We've always wanted a vendor that we could have a close working relationship with.” (Client)  
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C. COGNITIVE DISSONANCE 

It was interesting to note the difference between provider impressions of what is important to 
clients when selecting research firms and what clients indicated themselves. 

For qualitative research, the most striking differences were the valuations clients put on familiarity 
with online and data analysis. Clients value the ability to handle data to a far greater extent than 
suppliers expect. 

For quantitative research, clients prize quality and crossover expertise in qualitative research more 
than providers expect. The most striking differences, however, were the much lower ratings clients 
give to length of time in business, relationships, and cost. 

 
Qualitative Research Provider Selection Priorities 

(Top 2 Box ï 5 point scale) 
Suppliers 

Think 
Clients 

Say 
Differen

ces 

Provides data analysis services 56% 82% 26% 

Understands online data collection 45% 58% 13% 

High quality analysis 85% 94% 10% 

Length of experience/time in business 84% 92% 8% 

Uses the latest analytical packages 32% 38% 6% 

Uses sophisticated collection technology/strategies 49% 55% 6% 

Lowest price 49% 54% 5% 

Provides highest data quality 93% 98% 5% 

Also does quantitative research 46% 50% 4% 

Good reputation in the industry 92% 96% 4% 

Good relationship with client/you as a client 94% 98% 4% 

Uses the latest data collection technology 44% 47% 4% 

Has an access panel 32% 36% 4% 

Company is financially stable 66% 69% 3% 

Familiarity with the industry or category 87% 90% 3% 

Has knowledgeable staff 94% 96% 2% 

Completes research in an agreed-upon time 98% 100% 2% 

Listens well/understands client needs 99% 100% 1% 

Consultation on best practices and methodology 
effectiveness 

76% 77% 0% 

Rapid response to requests 98% 98% 0% 

Previous experience with client/you as a client 83% 83% -1% 

Familiarity with your needs 94% 92% -2% 

Breadth of experience in the target segment 86% 82% -3% 

Flexibility on changing project parameters 96% 92% -4% 

Offers unique methodology or approach 56% 51% -5% 
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Quantitative Research Provider Selection Priorities 
(Top 2 Box ï 5 point scale) 

Suppliers 
Think 

Clients 
Say 

Differen
ces 

Uses the latest analytical packages 40% 47% 7% 

Also does qualitative research 45% 49% 5% 

High quality analysis 88% 89% 1% 

Uses the latest data collection technology 60% 59% 0% 

Consults on best practices and effective methodology 83% 83% 0% 

Has knowledgeable staff 97% 97% 0% 

Provides highest data quality 96% 96% 0% 

Flexibility on changing project parameters 91% 92% 0% 

Completes research in an agreed-upon time 97% 97% 0% 

Responds rapidly to requests 97% 97% 0% 

Company is financially stable 66% 65% -1% 

Provides data analysis services 72% 71% -1% 

Familiar with the industry or category 88% 86% -2% 

Has an access panel 35% 33% -2% 

Listens well/understands client needs 98% 96% -3% 

Familiar with client's needs 94% 92% -3% 

Has broad experience in the target segment 85% 80% -5% 

Uses sophisticated collection technology/strategies 63% 58% -5% 

Has good relationship with client/you as a client 95% 87% -8% 

Good reputation in the industry 95% 86% -9% 

Understands online data collection 75% 66% -9% 

Is the least expensive option 53% 41% -11% 

Offers unique methodology or approach 63% 52% -11% 

Has previous experience with client/you as a client 89% 76% -13% 

Has long experience/time in business 86% 66% -20% 

 

2. OUTSOURCING IS IN 

As internal resources often remain static even while the research project load expands (particularly 
during peak time periods), companies look to outsource a portion of their spending for design, data 
collection, analysis and reporting.  

Key Facts: Outsourcing 

 Of those respondents who plan to outsource at least some of their quantitative 
spending, more than half will outsource less than 40%.  
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 A smaller percent of companies claim to outsource qualitative – 66% and on average 
spend 25% of their qualitative budgets on outsourcing.  

 Outsourcing of quantitative research elements is expected to grow more than shrink 
(20% vs. 12%), though for most (68%) the current level of outsourcing is likely to remain 
the same as it is now. 

20%

68%

12%

Higher percentage 
of outsourcing than 
2006
About the same 
percentage as 2006

Lower percentage 
of outsourcing than 
2006

 

For quantitative research CATI, Internet survey hosting, online programming and data tabulation 
are outsourced more than other components of the research process, with CATI – not surprisingly – 
leading the way. 

Quantitative Items Outsourced

57%

44%

43%

42%

34%

30%

22%

21%

17%

15%

13%

12%

12%

10%

9%

CATI (Computer-Assisted Telephone Int.)

Internet survey hosting

Online survey programming

Data tabulation

Coding

Face-to-Face or Intercepts

All field and tab

Mail survey fulfillment

Hybrids (Use two or more methods for the same study)

Analysis

CAPI (Computer-Assisted Personal Int.)

Report writing

Chart or slide production

Questionnaire development

IVR (Interactive Voice Response)

 

For qualitative research, recruiting and facilities for focus groups are functions that are nearly 
always outsourced (no surprise there either!). 
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Qualitative Items Outsourced

8%

9%

11%

13%

14%

15%

17%

23%

24%

33%

36%

44%

44%

52%

81%

81%Recruiting for groups or interviews

Facilities for groups and interviews

Moderating Traditional Focus Groups

Video Recording

Supervising Field Work / Recruiting Process

Interviewing for IDIs

Report writing

Discussion/Interview Guide Development

Ethnography Studies

Video Reports & Presentations

Chart or slide production

Moderating Chat-Based Online Focus Groups

Moderating Bulletin Board Studies

Moderating Video-based Online Focus Groups

Moderating & Monitoring Online Communities

Moderating/Monitoring Blogs

 

What clients and providers are saying about outsourcing: 

“Training staff on programming online surveys ourselves and will be launching to our proprietary panel 
and other audiences. Right now, it's still 100% outsourced, so even doing one survey ourselves is an 
increase (in costs).” (Client)  

“We are interested mainly in "full-service" vendors with a few independent-contractor-type qual people.” 
(Client) 

3. GLOBALIZATION 

As technology makes the world smaller, researchers are going global. Providers are expanding 
research services into international territories and are tapping into more outsourcing options 
overseas. Perhaps as an offshoot of the toward corporate mergers and acquisitions along with the 
fragmentation of the marketplace, more research clients are faced with growing portfolios of 
international brands and services that require research. Providers poised as “one stop shops” for 
domestic as well as international research can make a client’s job easier by dealing with a trusted, 
preferred provider that knows their needs. But they need to be prepared to succeed in the 
international marketplace to do so. 

 69% of 2006 revenue/projects came from US/international clients vs. revenue 
generated from only US-based clients (31%). 

 57% of the data collected was in domestic and international markets, up from 55% in 
2006.  

 Expected international growth in 2007 is led by Western Europe/UK and South 
Asia/India. 
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Moderate to Strong Growth Projections

4%

5%

9%

13%

15%

16%

22%

North Africa and Middle

East

Central America

South America

Eastern Europe

Far East

South Asia/India

Western Europe or UK

 

Among those who are outsourcing research work in 2007 an average of 10% of quantitative and 8% 
of qualitative studies are outsourced offshore. 
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56% of participants that outsource internationally (n=96) send quantitative work to South Asia / 
India and 74% of participants that outsource internationally send qualitative work to Western 
Europe / UK. 

Quantitative Offshore Outsource

12%

12%

21%

22%

24%

29%

40%

56%South Asia/India

Western Europe or UK

Far East

South America

Central America

Eastern Europe

North Africa and Middle East

Other

Qualitative Offshore Outsource

14%

26%

35%

39%

47%

49%

74%
Western Europe or

UK

Far East

South Asia/India

South America

Eastern Europe

Central America

North Africa and

Middle East

 

What clients and providers have to say about globalization:  

“There is also a trend to move even online research offshore to places like India. As Indian companies 
become more proficient in full service research due to cost constraints many companies will send more 
work out there.” (Client) 

“As a global company we must solicit feedback from our customers all over the place 
now. (I know we've been 'global' for a long time, but now we're really putting our 
money where our mouth is.)” (Client) 
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“I think Latin America and Asia both are gearing up for more research. Our 
department added a person to handle interface for research needs with international 
folks.” (Client) 

 “Clients are more multi-national. Growth opportunities are often outside the US. 
Also threats are often international.” (Provider) 

“Our clients are all MNCs and they are shifting an increasing amount of their research 
spend outside of the US as their non-US markets grow.” (Provider)  

 “While there are many international firms, many US-based clients are comfortable 
with their US research firms. As they grow internationally (and who isn't trying to 
grow internationally) so will the research companies they traditionally work with. I 
think the business is the incumbent's to lose.” (Provider) 

4. QUANT CONTINUES KING 

Among clients and providers who conduct both quantitative research and qualitative research 
studies, the proportion of quantitative to qualitative research was almost 2 to 1 (65% to 35%). 

Going forward, the proportion of quantitative research to qualitative is projected to increase.  

Expectations for Growth

45%

46%

41%

30%

40%

34%

Total

Suppliers

Clients

Higher Proportion of Qual

Higher Proportion of Quant

 

 Factors driving increases in both quantitative & qualitative research as a percent of research sales are 
the same: changing client mix, trying out new methodologies and higher pricing. 
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Factors Driving Increase in Quantitative

15%

16%

17%

20%

27%

30%
We are trying out/introducing new quantitative

methodologies

Our (internal) client mix is changing

Same volume but higher prices for quantitative

research

Our work is trending toward quant and away from

qual

Goes in cycles and this year will be more of a 'quant'

year

Our (internal) clients seem to want less qualitative

research

Factors Driving Increase in Qualitative

13%

18%

20%

20%

24%

30%Our (internal) client mix is changing

We are trying out/introducing new qualitative

methodologies

Same volume but higher prices for qualitative

research

Our work is trending toward qual and away from

quant

Goes in cycles and this year will be more of a 'qual'

year

Our (internal) clients seem to want less quantitative

research

 

What respondents are saying about quantitative vs. qualitative mix: 

“Client cycles  last year was a huge qual year. This year we are into tracking studies. Next year the 
cycle will probably go back to more qual.” (Client) 

“We conducted a ton of qualitative last year, so I'm not expecting quite as much this year, which means 
as a percent quant will be more.” (Client) 

 “Clients want/need projectable data for marketing decision making; plus, online research makes quant 
more affordable.” (Provider) 

“If new products are introduced earlier than planned, we'll do more quant research to test brand 
positioning.” (Client) 
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5. TRENDS IN DATA COLLECTION: ONLINE IS ON THE MARCH 

Online data collection continues to expand its share of the market, and CATI continues to shrink. 
The differences year on year are striking. Online has a projected 18% edge going forward as 
opposed to a 12% edge in 2006. This year, for the first time, cell phone research emerged as a 
measurable factor. We expect its share to continue to rise. 

Quantitative Data Collection Modes

47%

29%

12%

5%

3%

1%

37%

25%

12%

3%

2%

0%

Internet

CATI

Face-to-face or intercept

Mail

CAPI

Cell/Mobile Phones

2006

2007

 

The search for research that’s “faster, cheaper and better” continues. While some researchers may 
jokingly respond, “Choose two,” clients want all three. When choosing data collection methods, 
researchers view effectiveness, cost and timeliness of results as most important factors. In many 
cases, limited budgets are driving the decision toward (or away from) a data collection 
methodology. 

Concern over the quality of respondents and their willingness to cooperate continues to challenge 
researchers. As technology innovations increasingly can provide faster, mobile and engaging options 
to connect people, it holds the promise of enabling the research process to be more relevant and 
engaging. This is likely to generate more interest in respondents, and engage them more thus, at 
least in theory, improving the quality of the data. 

A. KEY FACTS – DATA COLLECTION:  

 88% (top 2 box summary) of clients say that cost is an important factor when choosing data collection 
methods. 

 One response to tight budgets may be for clients to bring research “in-house” utilizing self-
programmed, online surveys. Provider and client concern for quality is an issue facing these low cost 
options. 

 Suppliers are slightly less concerned with cost when choosing data collection methods (vs. clients) 
85% vs. 96% (top 2 box summary). This is likely due to the suppliers’ awareness and concern over 
quality data/respondents & their willingness to pay more for a good product.  
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 Effectiveness or quality of the research is equally important to both clients and providers, 96% (top 2 
box summary). 

Importance of Data Collection Factors (Top 2 Box)

97%

80%

96%

71%

31%

61%

36%

26%
27%

53%

61%

69%

70%

85%

89%

96%Effectiveness 

Timeliness of results 

Cost 

Familiarity with technique 

Demand for method 

Simplicity of use 

Our main product offering 

Something new and different 

Providers

Clients

 

 Concern with cost, coupled with advances in technology has propelled online studies to the forefront 
in terms of growth for quantitative research, while qualitative tends to lag behind. While online 
groups, chats and bulletin boards are now possible for qualitative studies, Hybrid studies that 
combine aspects of multiple methodologies are still forecast to lead the growth in qualitative 
methodology.  

Data Collection Growth Areas Quantitative

54%

37%

27%

25%

15%

13%

12%

11%

9%

9%

7%

6%

Online surveys

Using panels for sample

Hybrids (two or more quant techniques

Surveys within Online Communities

CATI (Computer-Assisted Telephone

Face- to -Face or Intercepts

Surveys On Blogs

CAPI (Computer-Assisted Personal

Mobile Phone Surveys

Surveys in virtual communities

IVR (Interactive Voice Response)

Mail Surveys
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Data Collection Growth Areas Qualitative

4%

6%

7%

7%

8%

8%

10%

10%

10%

11%

12%

14%

16%

20%

24%Hybrids (Use 2 or more qualitative

Traditional Focus Groups

Ethnography

In person IDIs

Interviews/Groups Using Online

Chat (text) based Online Focus

Video based Online Focus Groups

Interviews or Monitoring Blogs

Telephone IDIs with Internet

Telephone Focus Groups With Internet

Bulletin Board Studies

Telephone IDIs without Internet

Video Based Online IDIs

Chat (text) or IM Online IDIs

Telephone Focus Groups without

 

When asked what the single biggest challenge facing the research industry is today and in the 
future, respondent cooperation and the quality of sample data were top concerns. These concerns 
may drive decisions toward or away from data collection methodologies. 

 

Top 10 concerns for research industry – open ends 
 

Respondent cooperation 22% 

Quality of data sample 18% 

Budget impacts 16% 

New market research technology & methodology  8% 

Research via Internet surveys 8% 

Time constraints for research projects 7% 

Lack of academic or professional market researchers 7% 

Managing clients 5% 

Decrease in phone surveys 4% 

Professional survey respondents 3% 

 

Providers expect continued growth of Internet quantitative research and qualitative research. CATI, 
mail, and intercepts are more likely to decline than increase. Budget and low response rates are 
driving clients and providers away from data collection methodologies like phone and CATI. 
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 Increase No Change Decrease 

Internet surveys 75% 19% 6% 

CATI surveys 7% 63% 30% 

Mail surveys 15% 62% 23% 

Intercepts 9% 65% 26% 

IVR 0% 94% 6% 

Hybrid surveys 33% 58% 8% 

In-person groups / IDIs 52% 45% 4% 

Online groups / bulletin boards 65% 35% 0% 

Invoke sessions 13% 87% 0% 

Ethnographies 35% 61% 4% 

As in previous years, decline in response rates continues as the top issue driving changes in data 
collection. 

 

Issue w/Greatest Impact on How Data Collected 
  

Base - Total Respondents 366 

Declining response rates 22% 

Client budgetary constraints 13% 

Quality of Sample 13% 

Speed of completion 6% 

Client demands for innovation 5% 

Higher salaries/wages/costs 4% 

Higher CPIs for sample 3% 

Availability of international sample 3% 

Bias issues (e.g., representativeness) 3% 

 Increased use of mobile communications 2% 

Other 7% 

Don’t anticipate changes in 2007 data collection  18% 

Clients and providers both are seeking new methodologies, technology, and means to attain better 
samples. It seems clear that no magic bullet has been found. 
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Steps to Address Data Collection Issue   

Base - Anticipate changes 301 

Exploring new methodologies 44% 

Exploring new technologies 38% 

Actively looking for better sample providers 35% 

Exploring new sample resources 34% 

Doing more with same resources 30% 

Close partnering with quality access panels 26% 

Recommending higher respondent incentives 26% 

Using more sample provided by clients 16% 

More diligent validation 13% 

Negotiating discounts or shorter timelines with 
vendors 

10% 

Other 8% 

What respondents are saying about trends in data collection:  

“Clients are wanting to do more research with less money in less time. We are 
actually recommending not to do research in some cases because the quality of the 
research results would be compromised and we believe they are wasting their 
money.” (Provider)  

Decreasing phone because of...high cost per interview, high refusal rates, long time to field...would like 
to move more online, but we don't have good email addresses for customers and prospects.” (Client) 

 “Telephone cooperation rates seem to just get worse and worse  unless you are working off of a 
customer’s database/list, which is a little better. Internet faster and better cooperation. More in-person 
as it is a key part of our hybrid approach.” (Provider) 

 “Quality control issues are the primary reason for the decline in intercepts.” (Provider) 

 “The decrease in CATI has occurred because we have switched some of those surveys to the Internet.” 
(Provider) 

 “[I expect to see] more Internet, more hybrid, more bad surveys done by non-market 
researchers on the internet.” (Client)  

 “Continually  they use vendors that just provide them the software and let them write any crazy type 

of question they like and field it. This is the one complaint I have with internet  it lets the crazies 
loose to do research that is not actionable or valid. It's too easy in a way and it's hard to prevent in a 
company this big. It's scary. (Client) 



 

 
 
  

 Research Industry Trends 2007 Final Qual/Quant Report 25 

B. HYBRIDS ON THE MOVE 

With budget and time constraints, some clients are looking to use the same respondent recruit for 
more than one data collection within the same study. Hybrid approaches also can provide valuable 
additional perspectives and insights. 

This year, we focused on exploring hybrid research approaches both in our Invoke Solutions 
qual/quant phase and in our questionnaire design. It is very clear that “hybrid” can mean very 
different things to different researchers. 

 On average, respondents project an incidence of 32.6% for studies utilizing a “hybrid” 
approach.  

 This increase is significant, having tripled from 12% in 2006 and 5% in 2005. 

Of those using hybrid techniques, the most frequently used was a combination of qualitative and 
quantitative techniques in the same project (66%), presumably sequentially. 

 Conducting focus groups or IDIs before or after a quantitative survey comprised about 
one-third (30%) of all hybrid studies. Quantitative analysis of qualitative data (e.g., 
polls within groups; mining through content analysis or summing of response across 
multiple groups) is the second most often used (17%) hybrid approach. 

 Simultaneous hybrid techniques, such as use of a qualitative chat session to probe 
during a quantitative study, remain in the minority but will likely increase as innovation 
spurs their growth and availability at a time when researchers are seeking new ways to 
reach and engage customers. 

 
% of Hybrid Projects Utilizing Type of Quant/Qual Approach 

(Mean summary) 
% of total 
Hybrids 

Focus groups or IDIs before or after a survey 30% 

Quantitative tabulation of qualitative data 17% 

Quantitative data gathered during IDIs 11% 

Hybrid sessions using Invoke or similar online qual/quant 8% 

Polls taken during focus groups 7% 

Quantitative probing via IM chat during online quant survey 3% 

What providers and clients say about hybrid studies: 

 “We are doing more multi-phased projects involving both qual and quant. Our clients appreciate the 
benefits of using one vendor for both phases, and are coming to us for more of that type of work.” 
(Provider) 

“We do a lot of quantitative product testing, followed by focus groups with the consumers who were in 
the quantitative.” (Client) 
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“Either quant interviews with an in-depth portion or occasionally do so many qual interviews that you 
actually quant them.” (Client) 

“Shorter deadlines [would lead me to conduct more hybrid studies].” (Provider) 

6. KEEPING UP WITH METHODOLOGY 

Respondents cited the following as key information resources for keeping abreast of methodological 
developments in the research industry. It is interesting to note that print journals still have a small 
edge over industry websites. In the 2008 RIT we intend to measure reliance on electronic 
information in all forms vs. all forms of print. 

Information Resources for Keeping Up With Methodology

29%

46%

46%

63%

66%

73%

75%

78%

Telecommunications or

computing websites or

publications

Seminars or conferences offered

by publications or other entities

(e.g., IIR)

Seminars or conferences offered

by other research providers

White papers published by other

research providers

Industry e-services, E-mail

newsletters, E-subscription

services

Seminars or conferences offered

by professional associations

Industry websites

Industry print journals
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V. RESPONDENT PROFILE 

1. PLACE IN THE INDUSTRY 

43%

21%

11%

8%

7%

3%
7% Full service research provider

Research consultant 

Enterprise research department

Focus group facility, CATI, or 
online research provider

Research group in an academic or 
other not-for- profit organization

Advertising or PR agency research 
department

Other data collection/field and tab

 

A. MEAN NUMBER OF YEARS OF EXPERIENCE AS A RESEARCHER = 19.3 

5%

16%

16%

14%
21%

28%

3 - 5 years (4)

6 - 10 years (8)

11 - 15 years (13)

16 - 20 years (18)

21 - 25 years (23)

More than 25 years (30)
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B. MEAN NUMBER OF EMPLOYEES = 39.3  

C. PERCENT OF COMPANIES WITH ANNUAL BILLING OF $1B OR MORE = 30% 

Annual Revenue Distribution

9%

10%

6%

6%

5%

13%

4%

5%

2%

5%

2%

2%

10%

23%

Less than $100,000

$100,000 - $249,999

$250,000 - $449,999

$500,000 - 749,999

$750,000 - 999,999

$1,000,000 - $1,999,999

$2,000,000 - $2,999,999

$3,000,000 - $3,999,999

$4,000,000 - $4,999,999

$5,000,000 - $7,499,999

$7,500,000 - $9,999,999

$10,000,000 - 14,999,999

$15,000,000 or more

Prefer not to answer
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D. GEOGRAPHIC DISTRIBUTION 

 

Base - Total Respondents 366 

Central America 7% 

North America 54% 

South America 10% 

Western Europe or UK 20% 

Eastern Europe 10% 

North Africa and Middle East 6% 

South Asia/India 10% 

Far East 12% 

Other 3% 

 

 

E. POSITIONS IN ORGANIZATIONS. 

33%

20%13%

10%

7%

6%

5%
1% 1% 5% Owner or sole proprietor

Partner or part owner

Research Director

Principal

General Manager

Department Head

Project Manager

Professor/Instructor

Research Assistant

Other
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F. MEMBERSHIP IN PROFESSIONAL RESEARCH ORGANIZATIONS 

Base - Total Respondents 366 

AAPOR (American Association for Public Opinion Research) 9% 

AMA (American Marketing Association) 55% 

ARF (Advertising Research Foundation) 9% 

CASRO (Council of American Survey Research Organizations) 17% 

ESOMAR (European Society for Opinion and Marketing Research 20% 

IMRO (Interactive Marketing Research Organization) 5% 

MRA (Marketing Research Association) 36% 

QRCA (Qualitative Research Consultants Association) 15% 

Other 14% 

Do not belong to any market research organizations 18% 

2. ADVERTISING AND MARKETING INITIATIVES 

A. PAID ONLINE FOR ENHANCED LISTINGS OR ADVERTISING: Q 43 

 

Base - Suppliers 290 

Use Online Sources (Net) 52% 

AAPOR.com 3% 

Marketingpower.com (AMA M-Guide) 13% 

MRA-net.org (Bluebook) 23% 

GreenBook.org (NY AMA GreenBook) 26% 

MR Web 3% 

Market Research World 2% 

Quirks.com 34% 

Researchinfo.com 3% 

Worldopinion.com 2% 

Other 11% 

Do not use online sources 48% 
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B. PLANNING ADVERTISING OR ENHANCED LISTINGS IN 2007-8 

 

Base - Suppliers - Use online sources 150 

Plan Enhanced Listings or Advertising (Net) 76% 

AAPOR.com 5% 

Marketingpower.com (AMA M-Guide) 17% 

MRA-net.org (Bluebook) 36% 

GreenBook.org (NY AMA GreenBook) 35% 

MR Web 6% 

Market Research World 7% 

Quirks.com 49% 

Researchinfo.com 4% 

Worldopinion.com 4% 

Other 19% 

No enhanced online listings planned 24% 

C. PROJECTED SEARCH ENGINE ADVERTISING 

 

Base - Total Respondents 366 

Any Search Engine (Net) 18% 

AOL 3% 

ExactSeek0 1% 

Google 13% 

Lycos 2% 

MSN 3% 

Overture 2% 

Yahoo 7% 

Other 4% 

None of these 82% 

 

 


