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T
hat marketing re s e a rch e rs are

wo rking under tight deadlines

and tighter budgets, and hav-

ing increasing trouble get t i n g

enough qu a l i fied respondents to boot ,

would not be news to anyone in th e

i n d u st ry.

What would surp rise many re s e a rch

p ro fessionals is the ex tent to which th e i r

c o l l e a g u e s — m u ch like th e m s e lves, most

l i ke ly — a re having trouble finding qu a l i-

fied people to hire. Also, many

re s e a rch e rs feel th ey are falling behind in

their knowl e d ge of new te ch n o l o g i e s

available to make their wo rk bet ter and

e a s i e r.

This, according to the results of a sur-

vey conducted last fall by Chicago-

based SPSS Inc. of re g i ste red users of

M a rket i n g Powe r.com, the Ameri c a n

M a rketing Association’s Web site .

“ People say th ey don’t know if th ey ’re

being effe c t i ve, or using the right te ch-

n o l o g y. Because the area of scientifi c

re s e a rch relies heav i ly on science and

te ch n o l o g y, it’s a problem if users don’ t

h ave time to learn about new te ch n o l o-

g y,” says Mark Ro d e g h i e r, a Chicago-

based independent consultant in sta t i st i-

cal analysis and survey re s e a rch hired by

SPSS to analyze the survey ’s re s u l t s .

These results we re only a piece of th e

b road-based survey, which asked about

eve ry thing from pro fessional demo-

graphics to pre fe rred brands to typical

ch a l l e n ges to doing the job day by day.

“It was fascinating to analyze th o s e

re s u l t s ,” Rodeghier says. “People in th e

field are always inte re sted in ch a l l e n ge s

oth e rs face. It’s somewhat encoura g i n g

to know that at least we’re all in the same

b o a t: seeing insufficient response ra te s ,

tight budgets, time const raints. In ge n e r-

al, it’s nice to have a bet ter awa reness of

what markete rs and re s e a rch e rs are

doing as a whole.”

SPSS conducted the survey, says Eri ka

Woldman, senior marketing manager at

SPSS, “to get a sense of where the market

is to d ay: The ch a l l e n ges companies are

facing and what th ey ’re doing. We’re

looking to tag this back to our (soft wa re )

p roducts and would like to do this type

of survey on a regular basis. This will be

our baseline.”

The survey ’s 1,500-plus re s p o n d e n t s

we re a sample of most ly decision-make rs

i nvo lved in either st ra tegy or re s e a rch ,

Rodeghier notes. “T h ey are able to com-

ment knowl e d ge a b ly on the market i n g

re s e a rch activities and ch a l l e n ges faced

by them and their organizations, which

p rovides a level of validation for th e

re s u l t s ,” he adds.

M o re than half of the re s p o n d e n t s

we re senior manage rs or dire c to rs, fo r

i n stance; about 27% we re manage rs ;

about 19% we re dire c to rs; and about

13% we re CEO, president or ow n e r. Also,

about 8% said th ey we re vice pre s i d e n t s ;

4% we re principals or part n e rs; and

about 2% we re simp ly “exe c u t i ve s .” Also,

about 11% said th ey we re analyst s .

( Respondents we re free to mark more

than one title.)

Those in market re s e a rch comp ri s e d

38.5%, while those in st ra tegic planning

and marketing re p re s e n ted 31.6%. Oth e r

p e rc e n ta ges we re business deve l o p-

ment/sales, 9.6%; client relations, 3.3%;

d a ta processing, 1.2%; info rmation te ch-

nologies, 0.9%; product deve l o p m e n t

and te sting, 1.8%; and oth e r, 13 . 0 % .

When it came to the types of surveys

c o n d u c ted, 885 responded. Of th a t

group, 43.8% conducted telephone sur-

veys; fo l l owed by Web surveys (39.3%);

focus groups (36.8%); mail surveys

( 19%); e-mail surveys (11.8%); and in-

p e rson inte rv i ew surveys (9.6%).

Reasons for conducting surveys fo l-

l owed certain trends, as well. Among th e

539 individuals who responded with

their reasons, satisfaction re p re s e n te d

42.7%; product development, 28.8%;

b randing, 23.0%; segmentation, 17. 8 % ;

b - to-b, 11.0%; awa reness, 6.3%; tra ck-

ing, 6.0%; and concept te sting, 5.5%.

The survey also asked which soft wa re

p ro grams respondents used. Of the 366

individuals who mentioned a type of

s o ft wa re, 69.8% said th ey used SPSS

s o ft wa re; 20.1% said Excel; 9.4%, SA S ;

4.7%, Saw to oth Soft wa re; 4.3%, Wi n-

c ross; 4.3%, Quantum; 1.4%, Minita b .

“ From the context in which Excel wa s

mentioned, it was clear that many of

( those 20%) used Excel to calculate sta-
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t i stics, not just for gra p h i n g ,” Ro d e g h i e r

s ays .

In answer to this qu e stion, 17.6% of

the respondents indicated “other survey

s o ft wa re ,” a cate g o ry that included Po rt-

land, Ore.-based Survey M o n key.com LLC

and St. Louis Pa rk, Minn.-based Market-

Tools Inc.’s product Zoomera n g .

The survey ex p l o red the ch a l l e n ge s

facing those conducting re s e a rch, and

found that the landscape is similar fo r

m o st eve ryone. The to p - m o st ch a l l e n ge

ove rall is ga rn e ring a sufficient re s p o n s e

ra te .

When asked to rank fi ve ch a l l e n ges on

a scale of one to fi ve — w i th 5 as “ve ry

challenging” and 1 as “not at all ch a l-

lenging”—38.7% ra n ked “maximizing

s u rvey participation and comp l et i o n

ra tes” as a 5. Also considered “ve ry ch a l-

lenging” we re: re a ching a re p re s e n ta t i ve

s a mple of respondents (according to

30.2% of respondents); providing sur-

veys in the fo rmat most desired for th e

respondent (10.2%); designing or

a u th o ring the survey (12.0%); analy z i n g

results (17.6%); and coding or qu a n t i f y-

ing survey operations (18 . 6 % ) .

Nex t - m o st challenging, ra n ked 4 on a

5-point scale, was maximizing survey

p a rticipation and comp l etion ra te s

(36.0%); re a ching a re p re s e n ta t i ve sam-

ple of respondents (33.3%); prov i d i n g

s u rveys in the fo rmat most desired fo r

the respondent (23.4%); analy z i n g

results (28.1%); coding or qu a n t i f y i n g

s u rvey operations (26.5%).

The survey also ex p l o red the pre s s u re s

being brought to bear on market i n g

re s e a rch that affect how re s e a rch is con-

d u c ted. The need to “reduce costs” wa s

c o n s i d e red the bigge st hurdle by 39.3%

of respondents. After that we re: re d u c e

time in ach i eving results (35.4%);

i mp rove the data collection pro c e s s

( 2 8 .1%); conduct effe c t i ve re s e a rch

online (22.6%); ta ke advanta ge of te ch-

nology (22.2%); imp rove skill sets of

i n te rnal sta ff (20.9%); automation of

p rocesses (20.7%); reduce time to cre a te

a survey (20.4%); reduce erro rs in data

collection or coding (20.2%); imp rove

the process of coding data (8.6%); hire

sta ff (7.3%); outsourcing (5.8%); and

other (5.5%).

In wri te-in responses to the survey,

some respondents we re more specifi c

about what their concerns we re .

Bob Fi ch te r, vice president of business

d evelopment for Milwa u ke e - b a s e d

D i e ri n ger Re s e a rch Group Inc., cited cost

p re s s u res, declining response ra tes and

o u t s o u rcing. He explains that consumers’

confusion about the diffe rence bet we e n

re s e a rch surveyo rs and te l e m a rkete rs

m a kes re s e a rch e rs’ jobs hard e r. “We need

to educate consumers that we do

re s e a rch so we can develop bet ter pro d-

ucts, because if no one will talk to us, we

h ave nothing to analyze. Diminishing

response ra tes turn into added cost s ,

clients look for more from less money —

then th ey think of outsourcing, and

th e re’s pre s s u re on us to show what we

o ffer that outsourcing fi rms cannot ,” he

s ays .

Adding to the confusion bet we e n

re s e a rch and te l e m a rketing, note s

Fi ch te r, are companies that sell under th e

guise of re s e a rch. “You have to pay th e m

$ 100 or whatever to become part of th e i r

‘ exc l u s i ve panel’—just another facto r

telling consumers that re s e a rch and te l e-

m a rketing are the same th i n g .”

Finding re s e a rch sta ff with the pro p e r

business acumen to “see the fo re st for th e

t rees” and not get bogged down in mod-

eling ra ther than conclusions was a ch a l-

l e n ge mentioned by Michele Goet z ,

d i re c tor for b-to-b high-te ch and media

for comScore Q2, a division of Re sto n ,

Va.-based comScore Net wo rks Inc.

“Yo u’re doing re s e a rch to answer a qu e s-

tion, and you don’t want the markete rs’

eyes to glaze over because the fi g u res con-

tain no ‘a-ha’s ,’ ” G o etz notes. “But th e

skill sets of the re s e a rch analysts are

weak in seve ral areas, part i c u l a rly in

re p o rt writing. I re c e i ve too many re p o rt s

c o n taining ‘elev a to r’ analysis: ‘This we n t

up and this went dow n .’ That’s ve ry shal-

l ow analys i s ! ”

For more info rmation on the comp a n i e s

mentioned in this sto ry, go to :
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◆ w w w. th e d rg . c o m ( D i e ri n ge r

Re s e a rch Group Inc.)

◆ w w w. s p s s . c o m (SPSS Inc.)


