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Failing to 
understand 

simple truths
SAMPLE ONLY

RECRUITMENT

FULL SERVICE

VIEWING FACILITIES

Triple optin,  highly quali!ed panellists

Highly quali!ed respondents 

Expert advice and support

Birmingham  3 stu dios

Our entire panel at your !ngertips

High quality respondents for your qualitative research

We take care of your quantitative research from 
A to Z

The ideal space for your focus groups

300 data points

Recruitment launch within 24h

Bespoke online solutions

Paris  3 stu dios

200,000 panellists in the UK

Inhou se nationwide recruitment

500,000 panellists in France

Fast turnarounf for scripting and results

Lille  3 stu dios

Lyon  2  studios

www.misgroup.io

Birmingham O"ce: 0121 679 0105
ukqual@misgroup.io

London O"ce: 0207 687 1234
rfq@misgroup.io

Rory Sutherland!!"#$%&'()*!!
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The world suddenly 
halted, and 

teens took a break
from their non-stop lives 

by rediscovering 
talents, passions, 

hobbies, crafts
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!"#$%&'()*)%+,+'
#-..+%%-).,/'01+2+'-,')'

%++3'4$2',+.45+6*2+,,-$%/'
780').,$'.+,,'3+,-2+'

0$'9$%,8#+/')%3/'-%,0+)3/'7+''
9$%0+%0'0$'.+)3')'#$2+'428&)./'

9$%,02)-%+3'.-4+,0:.+';'

!"#&%

!<+'.+)2%'+3'
)7$80'01+'

,1)#+'01)0'#)%:'
*+$*.+'4++.'1)=-%&'
7++%'+6*.$-0+3';'

!"#'%

!"#$%%$&'
()*+,)'-#.,/)&0)1%23,1)

$')*+,)4&/%5)
*&526
!"#'%

<$2.3=-+>

778
()*+,)9/&9&/*$&')
&0):292';1)
9&9-%2*$&'

*+2*)2/,)
#$%%,''$2%1

!"#&%

!<1+%':$8')%).:,+'
>$#+%'>1$')2+'#$01+2,'
)%3'1)=+')'=$-9+')92$,,'
#+3-)/'-0'7+9$#+,'2+)..:'

9.+)2'01)0'>1)0'-,'-%1+2+%0'
)7$80'01+'#$3+2%'#$01+2?,'
+6*+2-+%9+'$4'4+#).+1$$3'-,'
01)0'-0?,')',028&&.+'@8&&.+';'

!"#(%

News, analysis and insights from around the 
globe, edited by Liam Kay
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People coerced into work. Domestic 
servitude. Forced marriage. Sexual 
exploitation. Today, there are more 
people in slavery (40.3 million people 
worldwide, according to estimates from  
the International Labour Organization) 
than at any point in history, including 
during the trans atlantic slave trade that 
ran between the 15th and 19th centuries. 

UK charity Stop the Tra! ik works with 
partners to build a global picture of 
human tra! icking . In 2019, it ran a social 
media campaign in Lincolnshire, UK, and 
Lithuania to raise awareness of the signs 

of human tra! icking. Ruth Dearnley, chief 
executive of Stop the Tra! ik, says that the 
campaign was born from wider work by 
the charity to undermine the human
tra! icking business. 

ì That business needs to recruit, to 
push its money through the system at 
every level, and  maintain or increase 
demand,î  she explains. ì Our strategy is to 
cut the legs o!  those three elements.î  

Lithuania was chosen because human 
tra! icking ñ  particularly for labour 
exploitation ñ  was known to be an issue 
in the country, with Lincolnshire an area 
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where many of those a! ected ended up. 
The campaign comprised video adverts 
paid for by Facebook, telling the story of 
a young Lithuanian man, o! ered a job in 
the UK, who ended up being exploited. 
The video linked to relevant partner 
organisations and a webpage, run by 
Stop the Tra! ik, that included UK labour 
rights information. 

The campaign content was based on 
research from specialist research agency 
Humankind, followed by an evaluation 
project to determine its impact, as well 
as input from Lithuanian partners KOPŽI 

  11

and the Missing Personsí  Families 
Support Centre.

There were three phases of campaign 
research. In the first, six focus groups 
were held with people at risk of 
tra! icking, and victims of tra! icking, in 
Lincolnshire and the Lithuanian cities of 
Vilnius, Kaunas and Klaipeda. The 
sensitivity of the subject they were 
discussing, and the vulnerability of 
many research participants, raised 
challenges for the research team, says 
Alex Bennett Clemmow, associate 
director at Humankind. ì We had to 
make quite practical decisions about 
how we would reach the right people, 
such as switching to individual interviews 
for people who were not comfortable 
doing focus groups,î  she explains. ì I think 
we got the most value out of everything 
we could do.î

The group interviews were followed by 
a one hour interview with key partner 
organisations in Lithuania and the UK 
a# er the campaign was launched ñ  two in 
Lithuania, one from a financial services 
partner, and the other based in Boston, 
Lincolnshire. Individual interviews also 
took place with the campaign audience 
in Lithuania and Lincolnshire ñ  two weeks 
a# er the campaign ran and then again a 
few months later  ñ  and consisted of 
30 minute telephone interviews with 30 
people recruited via the post campaign 
survey, exploring their reaction to the 
campaign. 

The researchers also ran small scale 
quantitative surveys alongside the 
qualitative work, including a pre
campaign survey, a post campaign 
survey a week a# er the campaign went 
live, and another survey a few months 
later. In total, 440 people responded to 
the pre survey, 107  to the post survey, 
and 31  to the follow up survey in the UK.

Bennett Clemmow says that the Stop 
the Tra! ik project was a first for the 
agency. ì What hadní t been done before 
was speaking to the people who were 
being a! ected by, or at risk of, 
exploitation, and making sure we were 
learning first hand from them to make 
the campaign as resonant as possible,î  
she explains. ì We wanted to make sure it 
was something that could be replicated.î

The research project was structured in 
a way that was designed to be easily 
transferrable to future Stop the Tra! ik 
campaigns, and involv ed building 
partnerships and gathering insight to 
inform and evaluate communications. 

According to Humankindí s evaluation, 
21% of UK participants who saw the 
video said they would behave di! erently 
in a tra! icking situation, rising to 31% of 
Lithuanian participants. More than 
500,000 people viewed the video 
campaign across the two countries.

ì For many people, the reality of 
exploitation is subtle and coercive 
rather than violent, meaning they 
rarely recognised their experience as 
typical, and, therefore, hadní t felt 
that previous campaigns and support 
services were aimed at them,î  Bennett
Clemmow  says. 

ì We learnt about the shame that many 
people feel having been exploited, and 
the stigma around it, meaning that many 
returnees to Lithuania never talked 
about their experience ñ  with some 
saying we were the first people they had 
ever opened up to about it.î  

The result of the research has been to 
build a more comprehensive 
understanding of the networks operating 
across the two countries studied, says 
Dearnley. The charity works with  smaller 
voluntary groups focused on local 
tra! icking victims, and corporate 
partners, such as Facebook. 

ì We are building a community, and 
then learning from that community 
what tra! icking looks like, at that 
moment, on the ground,î  Dearnley says. 
ì We have insight that partners on the 
ground cannot have. Together, we have 
a better picture.î

The research will feed into ongoing 
work by Stop the Tra! ik to combat 
human tra! icking, with further funding 
o! ered by governments in Lithuania and 
the UK following the project. ì Research 
is no good unless you put it into action,î  
Dearnley says. ì The more we learn, the 
more we share, the more others can 
join in. We need the richest picture of 
tra! icking possible.î

This research won the Liz Nelson Award 
for Social Impact at the MRS Awards 2020.
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Covid 19 had a tremendous impact on 
Generation Z. Teenage life changed from 
light hearted ñ ful l of discovery, 
experimentation, freedom, sharing and 
the outdoors ñ t o fear, lockdown, not 
going out, control, responsibilities, and 
missing out on graduations, university, 
birthdays and live concerts. 

To learn more about how teens are 
feeling and how the past year has shaped 
their attitudes and behaviour, we applied 
a ëne tworking approachí . We spoke directly 
to Gen Z through the Consumer 
Consulting Square ñ a closed, online and 
mobile enabled community for 
moderated discussions ñ  in eight 
European countries. This included about 
200 young people aged between 16 
and 19 in the UK, Germany, France, Spain, 
Norway, Poland, Italy and Romania. 
We then integrated 40 internal sources ñ  
both primary and secondary data ñ  from 
the insights community worldwide. 
Despite the timing (March 2020), this was 
not a lockdown study ñ  we discussed their 
present, but also their future. 

Five key themes emerged, of which 
we will explore three here. The first 
combines gratitude and attitude. 
The world suddenly halted, and teens 
took a break from their non stop lives by 
(re)discovering talents, passions, hobbies, 

and cra!s. To give themselves structure 
and distractions, many actively looked for 
new daily activities, even including 
household chores or walking the dog. 

The lockdown rolled teens into 
self reflection about what their life is like 
and how meaningful they want it to 
become; about what would make them 
happy and what they are grateful for. 
A 19 year old from Kuala Lumpur stated: 
ì I used to take my life for granted, but 
now Ií m really grateful I have a 
comfortable home with Wi Fi and air con.î  

Being stuck at home, their bond with 
their family became stronger, which 
partially filled their socialising needs and 
provided support. 

Teens feel overwhelmed and insecure 
because of Covid 19 news coverage. This 
is the first real crisis in their lives, which 
they try to ë escapeí  by bouncing back, 
sharing creative, positive and funny 
moments in their daily lives. TikTok 
proved to be more than a lip sync/
dance o" platform, and shi!ed towards a 
carefree and inspiring hangout for many 
teens. Post pandemic, they are likely to 
focus more on positive social media and 
fun content, avoiding trolls, bullying and 
fake news, as this Romanian quote 
illustrates: ì I try to focus on social 
networks where there is not so much 

mayhem about the coronavirus.î  
Gen Z still loves brands, but is looking 

for authentic people with relevant 
content. Covid 19 created an opportunity 
for Gen Z to discover new ë curators of 
coolí  ñ  not the usual glamorous 
celebrities ñ  and these influencers are 
likely to remain relevant.

Teenagers are extremely vocal about 
brands that endorse their values and 
passions to right the worldí s wrongs, and 
expect brands to take specific actions. 
Covid 19 and the economic crisis are 
forcing them to recognise inequality and 
disparity, together with their previous 
environmental concerns, as this French 
boy says: ì For a greater ë living togetherí , 
we need to consider several parameters 
that complement each other, like the 
environment, our own health, the local 
community, and local businesses.î

Gen Z is the generation of ë click 
activistsí  ñ  they are simply holding  
strikes online as the influential 
#PullUpOrShutUp campaign on  
Instagram illustrated. In its first three 
weeks, the campaign ñ  calling on beauty 
brands to go beyond Black Lives Matter  
PR stunts ñ  attracted more than 124,000 
followers and prompted more than 200 
companies, such as EstÈ e Lauder and 
Sephora, to respond.

Covid 19 has challenged many of the 
structures we had in place: global travel, 
capitalist progress, relationships, and 
parenting, for example. Gen Z still feels the 
urge to change the systems, but, on the 
other hand, is facing more social pressure, 
anxiety, stress and loneliness than ever 
before. With most of them still in their 
formative years, experiencing coming of
age moments during their first real crisis, 
the consequences of the pandemic might 
have a stronger e"ect on them than on 
any other generation.

All those learnings are helping to shape 
our ongoing conversations with teens and 
Gen Z around the world. 
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In 2018, the Broadcastersí  Audience 
Research Board (Barb) analysis for UK 
daytime panel show !""#$%&"'$(%showed 
that, while the programme was maintaining 
share, it was flat, against a backdrop of other 
shows experiencing year on year growth. 

This led to broadcaster ITV questioning 
how it could future proof the programme 
and ensure it remained culturally relevant 
for its predominantly female viewership.

Lucy Crotty, cultural insight and strategy 
lead at ITV, led a semiotics analysis followed 
by qualitative research, with the findings 
used to inform creative development, 
helping editors and producers make 
decisions about topics and panellists.

!"#$%$#&'(#'"
An initial trends and semiotics analysis 
explored the research question of what it 
meant to be a ë modern woman todayí . The 
research used the Jungian framework of 
female cultural archetypes and incorporated 
semiotics to identify potential challenges to 
that ñ  for example, parenthood.

ì If you look at the framework, something 
like ë the caregiverí  feels so one dimensional,î  
says Crotty. ì Whereas, when you start to 
analyse women who are mothers and have 
a voice across media, what was inherent 
about the modern motherí s experience of 
femalehood is that ití s a struggle juggle. 
We saw that breaking into the mainstream.î  

It was important for the research to 
employ clear language for stakeholders, as 
the programme makers needed tangible 
insights that would make sense within the 
context of its mainstream appeal. 

ì When I went into my first briefing, I was 
talking about ë intersectionalityí  ñ  thatí s such 
an academic word,î  says Crotty. ì Weí re ITV; 
weí re a mainstream brand; we have a 
heritage in entertainment as much as we 
have an inherent ability to inform the nation. 
Toeing the line between something thatí s 
entertaining for a viewer but also sends an 

important message is something the editors 
battle with constantly, so using academic 
terms instantly gets their backs up.î

So, rather than discussing ë Jungian 
archetypesí , the research used pithy 
language to describe these, says Crotty. 
ì Ití s not the ë caregiverí , ití s the ë struggle 
juggleí  mother ñ  or ití s framing the ë jokerí  as 
the ë funny everywomaní .î

)#*&+*&'%#%,*-+(."
A!er establishing some pictures of what 
womanhood looks like ñ  both dominant 
and emerging ñ  the researchers used qual to 
test the narratives. In focus groups in 
London, Birmingham and Leeds, projective 
techniques were used to encourage 
participants to share their feelings on 
sensitive subjects, including racism. 

Around 60% of the focus group 
participants were nationally representative 
and the rest was comprised of participants 
from black and Asian backgrounds, to 
understand their perspectives on how the 

show could better cater for their needs. 
Crotty asked participants to draw and 
annotate what they perceived to be a 
ë typical !""#$%&"'$( viewerí  ñ  the result 
was ì a white woman with long blonde hair 
with a relatively privileged lifeî . 

One of the key pieces of feedback was that 
they said they would never expect to see an 
all black female panel on a programme such 
as !""#$%&"'$(. They also wanted to see a 
more multifaceted portrayal of black and 
Asian women ñ  not just panellists who are 
singers and entertainers. The programme 
later featured an all black panel, stemming 
from the focus group findings. 

Emerging from both the semiotics and 
qual was the sense that the programme 
should push boundaries, says Crotty, and 
balance that with its ì laugh at lunchtimeî  
positioning. ì The pattern was starting to 
build that !""#$%&"'$( should exist to 
break boundaries. So, we had to cover more 
taboo subjects in an educational, 
informative way, balanced and o"set against 
the more humorous elements of life ñ  and 
that was going to be our Trojan horse.î

A!er the research, the show experienced 
the first share of viewing growth in three 
years (14.2%) in 2019, according to ITV.

!"#$%&'()*%+$,-%$./(,0123%,%+$%&'%*0%43%$)1$5).%4$04$,-%$67$,)$
041)*.$0,8$!""#$%&"'$($'*)9*2..%:$;<$Katie McQuater
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O� For a mainstream 

brand, strip out the 
academia ñ  reframe 
academic language 
with entertaining, 
evocative language

O� Be as descriptive as 
possible, visually 
and verbally

O� Constantly check in 
with the stakeholder

O� Use enabling 
techniques in 
qualitative research. 
Crotty says: ì We didní t 
run a bog standard 
focus group. We used 
all of the stimulus 
and weaved it into 
the debrief.î
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having more free time and doní t resent not 
travelling abroad or going to restaurants. 
Interest in foreign travel is surprisingly low 
ñ  more than half of !"#$%& have never 
travelled outside Japan, while a 
substantial subset have no interest in 
doing so either. Abroad is not aspirational, 
but, rather, unsafe ñ  an impression that 
has grown since the early 2000s and 
during the pandemic.

The generational sea change in 
perspectives has a!ected views on the 
work life balance. Everyone is aware of 
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In the West, we tend to look at Japanese 
youth culture as an exotic and somewhat 
eccentric place. We focus on its pop
culture phenomena ñ  from '()(&*(cute) to 
the cat cafÈ s, the gaming, and nerd 
culture, which all, of course, exist. But 
Thinktankí s recent qualitative research 
in Japan points to a serious value shi" 
among young people that is making 
them a very di!erent proposition from 
previous generations.

The !"#$%&, roughly the millennial 
generation aged between 20 and 35, are 
quietly abandoning traditional values, 
including some of the conformity for 
which Japanese culture is known. Among 
the key di!erences is a need for 
self expression, but also less desire to 
consume and, instead, being content to 
lead a more frugal, constrained lifestyle.

They have embraced the spirit of 
+$##(&,(& ñ  meaning ë how wastefulí  ñ  
which derives from the Buddhist notion 
of lamenting the misuse of objects and 
resources, as well as from the need to be 
grateful for what the world has given us. 
Thatí s a notion Japanese millennials 
really do buy into ñ  !"#$%& translates 
roughly as having the time and the 
space to appreciate life. And it also 
seems to mean being relaxed about living 
within constraints.

For example, 26 year old Keiko, who 
we encountered in a recent group in 
Tokyo, rents rather than buys her clothes. 
Thatí s highly sustainable behaviour. Ití s 
also, of course, very +$##(&,(&. 

As in the West, there has been a move 
towards subscription clothing. The 
Mechakari service, from lifestyle group 
Stripe International, targeted women in 
their 20s and 30s with a starter sub, giving 
them the chance to wear three branded 
items a month for a monthly fee of 5,800 
yen. Last year, as Covid 19 impacted the 
economy, Stripe came up with a ë Liteí  plan, 
costing just shy of 3,000 yen.  

The rental model has also gained 
traction among !"#$%& for home 
furnishings, and at the start of this year, 
were joined by leading retailer Muji ñ  a 
favoured millennial brand. Shoppers can 
choose from a range of subscription 
furniture, with a chair, for example, 
coming in at a reasonable 300 yen a 
month over four years. Once an item is 
returned, Muji sends it back out for rental 
or puts it up for sale.

This means that Covid 19 has had much 
less impact on the young Japanese psyche 
than it appears to have done in the West. 
According to a recent Media Brands 
survey, life satisfaction has remained fairly 
high among young Japanese, who enjoy 

Japaní s population is 
set to shrink from 

126 million to 
105 million by 2050

Millennials  
account for 
22% of the  
population

In contrast, the 55 
to 75 age group 

was 26% of Japaní s 
population

(United Nations, Department of Economic and Social Affairs, Population Division ñ  2019)
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the corporate system that dominated the 
country a!er World War II and resulted 
in jobs for life for most, but that has 
now morphed. A long period of low 
economic growth has had an impact 
on job prospects, and non regular 
employees now make up more than a third 
of the workforce.

ì My job just isní t that important ñ  I doní t 
want it to interfere with my private life,î  
28 year old Michi told our Tokyo group. 
ì And as far as money goes, well, as long as 
I have enough to make ends meet, then 
thatí s fine really.î

This attitude of ë just getting byí  has 
impacted retail. Budget fashion retailer 
Uniqlo is a !"#$%& destination, as is sister 
store GU, which di"erentiates itself with 
even lighter price tags for its clothing. 
Japaní s 100 yen shops are popular outlets, 
and chains such as Seria and Daiso o"er 
an array of items, from beauty products 

through to snacks and toys, many of them 
high quality.

Covid 19 means !"#$%& behaviours have 
become more entrenched. Japaní s savings 
rate was at its highest level in 20 years in 
2020 as economic anxiety rose, and it is 
unlikely to fall significantly until the 
pandemic is over. The government made 
cash handouts to households last year to 
help boost the economy, but much of that 
money was banked.

The implications for consumer spending 
are clear. According to a McKinsey survey 
from December 2020, one quarter of 
Japanese consumers said they are now 
more mindful of where they spend their 
money, while the same proportion are 
looking for ways to save money when  
they shop.

What does this mean for marketing to 
Japanese millennials? Thinktankí s 
experience in Japan indicates that the 

cachet of Western brands ñ  which has for 
some time been lower in Japan than in 
other Asian countries ñ  is likely to decline 
further. We cannot hope for provenance to 
help us sell if large parts of the audience 
feel they have ë nothing in commoní  with 
countries further afield.

There is a need to redefine aspiration to 
appeal to a Japanese generation that is 
looking for sustainable products and 
for authentic experiences. This may 
sound familiar, but these needs come 
with a particular Japanese accent ñ  what 
!"#$%& crave is a sense of understatement, 
usefulness and purpose with relevance 
to their local day to day lives. Perhaps 
to make a play for this generation, 
Western brands need to channel their 
inner '$##(&)(&.

!"#$%&'!"()*+!%,!-).&/%&0!1#*(&'*!#(!
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Returning to the status quo a!er 
Covid 19 would be a ì huge 
political mistakeî , Labour Party 
leader Keir Starmer said.

The UK is at a ì profound 
momentî , said Starmer, speaking 
during an interview with 
BritainThinks co founder Deborah 
Mattinson. Most people are 
experiencing the ì very humanî  
sense of seeking a return to 
normality in terms of human 
contact, he added. ì Thereí s an 
emotional, human sense of ë going 
back to normalí .î

However, he said: ì Ití s really 
important that we doní t go back 
to ë business as usualí . Weí ve been 
out on a Thursday night clapping 
for keyworkers who have been 
underpaid and undervalued for 
a very long time.î

Labour must now ì conjure up 
a post World War II moment of 
change,î  he added, citing the UKí s 
high death toll.  

ì Although I do think the 
indecision and slowness of the 
prime minister played a huge part, 
underpinning it was the structural 
inequality, the failing of the 
economy, the under funding of 
public services and the fragility 
of much of the infrastructure ñ  
and we caní t go back to that,î  
said Starmer. ì If all we aspire to 
do is somehow go back to where 
we started, ití s a huge, huge 
political mistake.î

He added: ì The Labour Party 
only really wins when we glimpse 
the future and persuade people 
that the future can be di"erent, but 
better. In my view, thatí s what we 
need to do heading into 2024.î

Discussing Labourí s e"orts to 
re engage voters post 2019, 
Starmer said the party needed to 
ì identify a winning coalitionî  of 
groups of voters that share the 
partyí s ì values and aspirationsî .

He said: ì I think the art and skill 
is to find the common ground 
between di"erent groups. Where 
are the reference points? What 
are the values and where might 

they meet? When you take the 
di"icult issues and talk them 
through, there are sometimes 
meeting points you didní t expect 
to be there.î

Evidence is ì hugely importantî  
to Starmer, but while ì the best 
evidence is probably an election ñ  
that tells you in pretty stark terms 
where youí re atî , he said ì the most 
interestingî  focus groups are those 
following a particular group of 
people over a period of time.

ì I think what it tells you is where 
people are actually at, rather than 
making assumptions ñ  and where 
is the common ground that you 
can use ñ  because where people 
are at may not be in politics where 
you think you need to get to. If you 
doní t know where people are at, 
thereí s no way of bridging to them.î

He also discussed a series of 
Zoom calls he held with former 
voters a!er becoming leader.

ì People came on screen and 
were looking at me to see if I was 
listening. They wanted to know 
ë Whatí s this fella like? Do you think 
heí s actually listening?í  Thatí s not 
what I expected, but it was pretty 
profound. As much as I wanted to 
know what they think, they wanted 
to know that I was listening.î  
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Researchers should get to grips with 
more ì messyî  data to get a better 
view of how people think and feel 
about a subject, says scientist and 
author Dr Camilla Pang.

Pang, who wrote !"#$%&'&'()
*+,%'-, about her analysis of 
human behaviour from the 
perspective of someone diagnosed 
with autism spectrum disorder, 
said that the debate around how to 
carry out quality research was one 
of good versus bad data, rather 
than between quantitative and 
qualitative research.

ìItí s trusting that the people you 
are surveying ñ  provided the 
questions you are asking are as 
good as possible ñ  will give you the 
answers they should,î  Pang said.

ìIt i s not about people lying, but 
about people projecting answers 
that they think they know, but 
changing their mind later. It is a 
snapshot. It is good to have this 
snapshot in time, but, ultimately, 
we are dynamic as people.

ì Modelling this variance and not 
calling it an error is the best way to 
go. Doní t be afraid of messy 
data ñ  ask at di!erent time points, 
even though that is more work, or 
ask a wider range of people. Get 
the messy data if possible, because 
then you can see the patterns.î

Science cannot answer 
everything, Pang said. ì Science has 
limitations, much like algorithms 
do. Even if you make the best 
algorithm for doing X, Y and Z, it 
hardly amounts to a burpee, 
writing a book or doing an art. It is 
very specialised.î

Pang, who was diagnosed with 
autism spectrum disorder aged 
eight, and attention deficit 
hyperactivity disorder aged 26, 
also called on businesses to 
have greater awareness of 
neurodiversity. ì The workplace 
needs to adapt to the sensory or 
social needs of people who are 
autistic,î  she said. ì It is being 
objective and, for example, 

allowing me to have the chair in 
the corner of the room.î

She hoped her writing would 
encourage more people to ask 
ë how I can make people who are 
neurodiverse more comfortable at 
work?í . ì To find my place when I 
could not identify with people 
around me was quite alienating,î  
she said. ì I felt that I was missing 
something, a link other people 
have that glued them together, and 
they have an ecosystem where, if 
someone understands something, 
everyone else would get it. For me, 
it didní t seem the case.î

01%()'()*2+$&+2/'3(,*/3*%//$%&/*(+4*/%5+(/
When targeting prospective recruits at university, the research 
industry is ì good at going into detail, but not good at describing 
why this should be interesting to youî , said Sara Picazo, head of UK 
ad research at Twitter. ì The industry is not doing a good sales job.î

Session chair Dan Nunan, ./01 editor in chief, cited a major 
job perception study, which showed there was not a single 
market research firm among the top 300 companies selected by 
graduates as places they would like to work. Nunan pointed out 
that the term ì war on talentî  has been around since the 1990s, 
and that, today, the situation is more akin to a ì siege on talentî  ñ  
but, he asked, how e!ective is the sector at winning the war?

ìItí s not that we doní t have good talent in the sector,î  Picazo 
said. ìI thi nk weí re not deliberate enough in the type of talent 
background and walks of life that we bring in.

ìTher eí s an issue with diversity and inclusion. We first need to 
ask ourselves, when we talk about the best talent ñ  what does 
that mean? A lot comes back to having diverse skills, backgrounds 
and ethnicities coming into the sector. We do our best when we 
have a diverse set of views and skill sets.î

Harry Davies, head of measurement and analytics at Google, 
admitted that he had ì become a white, middle aged man, so it feels 
odd ñ  Ií ve become part of a majority group that tends to hold 

powerî . ì There are lots of people who look like me, and this is the 
sector thatí s meant to be understanding the whole population and 
whatí s driving people to make the decisions they make. If thatí s just 
small groups of society, then ití s bound to fail. It matters because 
ití s the right thing to do, but, also, businesses are not able to create 
the right products and services for people unless they understand 
who theyí re building them for.î

Nunan pointed out that the term ë market researchí  is not nearly 
as appealing as ë data analyticsí  or ë insightsí , and suggested that 
nomenclature is part of the problem: ì If you ask a young person 
about market research, they think ití s people asking them 
annoying questions. Do you think ití s a bad term?î

Picazo said: ì Ití s outdated. We need to reassess this term we 
use externally [and shi"] to a narrative around what we do. We 
also should be more deliberate about where we look for talent. 
Does it have to be in the universities? Can it be school based?î

While the industry might be failing to appeal to young graduates, 
or people outside the university system, ití s better at keeping its 
people. ì What the industry does really well is retain talent,î  Davies 
said. ì You can meet with senior leaders and have conversations with 
them about methods they use, and theyí re passionate about it, and 
theyí ve had a really long career. Thatí s a good thing to celebrate.î
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Covid 19 has highlighted the agility of research teams, according 
to a panel discussion with Reckitt Benckiser, PepsiCo and 
Pearson. Elaine Rodrigo, Reckitt Benckiser chief insights and 
analytics o!icer, said: ì Weí ve seen consumer insight, data and 
analytics at the forefront of everything, from advising senior 
stakeholders and leaders about what to do, through to executive 
committees about what to do in the country.î

Asked how the pandemic had a!ected their various research 
functions, Dr Parves Khan, global research and insight director at 
Pearson, said her team had done more tactical types of research 
than normal. ìThe insight team had not had the headspace to 
reflect on the bigger questions and bring in strategic insight,î  she 
said. ì We were constantly talking with the strategy team about 
the stickiness of the pandemic, about how long it will last.î

Likewise, for Tim Warner ñ  executive lead for insights, data, 
business intelligence & advanced analytics, PepsiCo ñ  ì the shape 
of work changed a lotî , enhancing the need for greater agility 
and ì a degree of crisis managementî , responding to requests for 
information from across the business. ì [Our newfound] agility 
has accelerated what we had already started,î  he said. ì We 
needed to double down and ensure we have the best agency 
partners and tools to navigate the external environment in the 
next five years... Weí re moving towards not only keeping abreast 

of whatí s happened externally, but also how we work with 
partners to create more predictive capabilities.î

For Rodrigo, ì divide and conquerî  formed the crux of her 
teamí s strategy. ì It was about setting up to manage now, while 
not losing sight of the future. It was almost like day to day crisis 
management. It was all hands on deck, and a few of us took 
ourselves out of that and split into di!erent teams, some 
working on short term critical stages and others long term.î

The panellists were asked what advice they would give 
agency partners: 
O!!PepsiCoí s Warner has been very impressed with how agencies 

have accelerated their technology strategies in the past 12 
months, and called for more of the same: ì Doní t take your foot 
o! the gas. Focus on what you can be world class at, rather 
than try to be good at many things; and try to drive digital 
accelerations and develop tools.î

O!!Pearsoní s Khan said she needs her partners to ì become a 
trusted adviser, a right hand person that knows what I need 
without having to write a research briefî .

O!!Rodrigo suggested that di!erent agency types learn from one 
another: ì There are two groups of vendors ñ  some fast and 
agile, others slower, more strategic and good thinkers. It 
would be good if they could meet.î

42&,3(3(,$1"#$&'1#0(&135#$
It is important to empathise with 
those with whom you disagree, 
and understand what motivates 
those with di!erent political 
outlooks, said playwright and 
screenwriter James Graham.

Graham, who has written plays, 
television programmes and 
films ñ  including !"#$%&'($), *+),#-.%
!")%/01#2#3%45+, and 607 ñ  said 
todayí s polarised political 
landscape lacks empathy, and it 
is good to ì walk in the footsteps 
of someone you politically or 
ideologically disagree withî .

He added: ì I have biases and 
very passionate political opinions, 
but I doní t want to project them 
onto an audience ñ  that is boring 
and inert. It is more valuable to me 
to play devilí s advocate with my 
own political baggage and 
imagine the alternative world.î

Graham has spoken to political 
and public figures such as political 
adviser Dominic Cummings and 

newspaper magnate Rupert 
Murdoch as research for his plays. 
ì What is the di!erence between 
accuracy and truth? Fact and 
fiction? The thing I enjoy most 
about my job is being allowed 
access to environments, people 
and professions just because you 
email someone. It is such a geeky 
thrill to be allowed a window into 
those worlds,î  Graham said.

ì Like market research, it is o"en 
about how you frame the question 
ñ  what am I asking? What do I 
want to know? ñ  without leading 
you in a particular direction.î

He also cited the importance of 
conducting research without an 
agenda, to make people 
comfortable to open up about 
their actions and experiences.

ì People can smell insincerity, 
and if you are there with a 
particular agenda, or to exploit or 
misrepresent, people know it 
instantly,î  Graham explained.

ì If you turn up incredibly 
sincerely, with a genuine desire for 
your own preconceptions to be 
destroyed and really hear people, 
they open up even more. You 
need to be prepared to go home 
and delete everything you have 
written because someone has 
added a perspective.î

Graham writes a lot of notes, but 
avoids recording conversations, as 
he is looking to learn about 
someoneí s ideas, spirit or 
demeanour, rather than specific 
quotes. He also tries to experience 
workplaces or situations about 
which he writes, such as being in 
the Vote Leave campaign o!ices at 
the 2016 referendum, or working 
for a major tabloid newspaper.

ì Once you understand 
somethingí s process, you can 
understand a higher truth,î  he 
said. ì You doní t need to go in hard 
on the big philosophical stu! ñ  
you can enjoy the minutiae.î
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The insight industry must do more to make it easier for people to 
make the right choices for the environment, according to a panel 
discussion chaired by Jem Fawcus, founder and chief executive of 
Firefish, and founding member of the Insight Climate Collective (ICC).

Russ Wilson, independent consultant, activist, and founding 
committee member of the ICC, said that insight agencies needed to 
work with businesses on sustainability and the environment, pointing 
out that companies made up three quarters of the top 200 economic 
entities globally.

ì We, as individuals, can change our behaviours pretty quickly when 
we need to or want to. It is a choice we can make in the timeframe of 
days, weeks or months. The counterpoint to that is we doní t have the 
authority or power to make the changes with the larger scale impact 
required,î  he said.

ì Government is there to drive change, but the pace of government 
is slow ñ  it takes decades for big infrastructure to change. Businesses 
and brands have the ability to move quickly, but also the power and 
reach to make change.î

Fenny LÈ autier, head of marketing insights and analytics, personal 
health, at Philips, said insight has a specific role to play in bringing the 
voice of the consumer to the table, and should help make 
sustainability front of mind when projects or products are developed. 
ì Make it simpler, make it easier for consumers to make the right 

choice, and make it desirable,î  she said. ì If you make the choice for a 
sustainable green product much more desirable than for a non green 
product, we can change a lot. We doní t give the responsibility to the 
consumer to make the right choice ñ  it is an intuitive choice.î

There is significant confusion among consumers over 
sustainability, said Jessica Long, head of sustainability ñ  UK, Ipsos 
Mori, pointing out that there are 87 eco product labels in the UK 
alone.

ì Imagine the insight that is needed, even when consumers want to 
do well, to navigate that space,î  Long said. ì It is important that we 
have a stake at the table and that we make sure the consumer has a 
stake at the table.

ì We need a consultancy level understanding of this space to help 
clients and consumers navigate sustainability, as it is so confusing. We 
are not just conducting research ñ  we are bringing a wider context of 
how complex this space is, and the regulatory pressures, so the 
insight we are providing is actionable, strategic and will have the 
biggest impact.î

Agencies should also get their houses in order. ì If you are giving 
advice on how to make a business more sustainable, you need to 
walk the walk,î  said LÈ autier. ì You caní t be a hypocrite. You need to 
be credible and look at your own carbon footprint. Every agency 
needs to think about its sustainability strategy.î

4'0&(+*)0+/1$5)&'6/78)&'*1&*&/'
Many businesses have a misconception 
of the role that insights should play, 
according to Pinterest chief marketing 
o!icer AndrÈ a Mallard, who argued that 
it can enrich an idea, but cannot tell 
a business what to become.

ìI thi nk people misunderstand insights 
work,î s he said. ì I always think of insights 
as something we use to inform our 
intuition, or inform an idea. It caní t tell you 
what your business needs to become.î

To underline her point, she referenced 
a quote by car magnate Henry Ford, who 
famously said, somewhat derisively: ì If 
I had asked people what they wanted, 
they would have said faster horses.î

ìI a lways think consumers tell you 
exactly what they want,î  Mallard 
countered. ì They wanted to go faster. 
They gave you their solution: a horse. 
But you shouldní t listen to their solution, 
you should listen to their need, and their 
need was ë fasterí .

ìF or us, we try to listen very carefully to 
what consumers are asking for, but not 
how theyí re asking for it.î

With 460 plus million people using it 
every month, Pinterest is a vast and rich 
repository of data and insight. Its scale has 
enabled the organisation to forecast 
whatí s going to be big in the future ñ for 
example, how searches for ë podcast 
designí  will grow 130% in 2021, or that 
searches for laptop wallpaper will grow 
30% among Generation Z this year.

One of Pinterestí s distinctions from the 
social networks with which it tends to get 
categorised is that it is very much about 
peopleí s interests, rather than a platform 
for their views. Asked where the company 
gleans insights into what is important for 
its users, and how it should evolve, 
Mallard said the company could ì see that 
in qualitative and quantitative waysî .

ì Qualitatively, we do a lot of traditional 
in person focus groups, un focus groups, 
and one on ones with people in their 
homes,î  she said. ì Both with ë super
pinnersí  ñ  those who have been with us 
since the beginning and love it ñ  and 
extreme rejectors ñ  people who doní t 
think Pinterest is for them. We always like 

to go to the extremes ñ  not just the 
average user ñ  to understand the hurdles.î

Pinterestí s volumes of qualitative data are 
augmented by the findings of its in house 
consumer insights team, which is 
constantly talking to people. ì But 
remember, this is a quant engine of and by 
itself,î  Mallard said. ì So, if we want to know 
if people are confused we can also 
understand why no oneí s using this new 
amazing feature in the way we thought they 
would... Weí re always trying to balance and 
marry those two [qual and quant] to inform 
our intuition about what to do next.î
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Statistician David Spiegelhalter 
reflected on how statistics have 
been communicated during the 
Covid 19 pandemic, stressed the 
importance of trustworthiness, 
and warned that data alone 
cannot make decisions. 

Like other scientists, 
Spiegelhalter has received an 
influx of media invitations in the 
past year. He said: ì One thing 
I have learned is that you should 
stick to what you know about 
and shut up about everything else. 
I am a statistician, but nobody 
understands what statisticians 
are ñ  they ask you about what 
people feel about it. I doní t know, 
because Ií m not a psychologist.î

He added: ì Basically, I just try 
to explain things ; I havení t got a 
side or an agenda  ñ  for example, 
Ií m not saying we need to lock 
down more. I havení t got an 
agenda, except use the data in 
the best way possible, and make 
that data accessible in a clear and 
transparent way.î

Spiegelhalter said it is ì not good 
for the scientific communityî  
when ití s unclear  to audiences 
whether scientists are discussing 

the state of things or their own 
opinions. He said: ì I doní t mind 
people having an opinion, but just 
make it clear when youí re moving 
on from the facts to what you think 
should be done.î

Despite frustrations over some 
media reporting ñ  the ì golden 
oldies of horror storiesî  that are 
the daily death figures being 
one ñ  Spiegelhalter said: ì I think 
the media, as a whole, have 
done very well indeed, and are 
getting better.î

However, he added: ì When 
political journalists try to explain 
the specificity of a diagnostic 
test, I just fall about laughing. 
Thatí s not their job ñ  ití s a 
challenge for anybody.î

The pandemic has been full of 
unknowns, but Spiegelhalter 
said trustworthiness, rather than 
certainty, should be the aim 
of communication.

ì Our research suggests very 
strongly that, if youí re confident 
about your uncertainty, the 
audience does not lose trust in 
you ñ  thereí s clearly a strong 
feeling we have to be certain, but 
thatí s completely wrong  as far as 

we can see. The main thing is to 
demonstrate trustworthiness. 

ì Onora Oí Neill [philosopher 
and member of the House of 
Lords] emphasises that ití s not 
to do with ë how I can get myself 
trusted, but how I can 
demonstrate trustworthinessí .î

This is particularly important 
for statisticians generating 
large volumes of information, 
 Spiegelhalter added.

Statisticians also have to listen 
to people, he said. ì You  doní t just 
communicate  ñ  you have to know 
the audience, know their concerns 
and treat them with respect.î

Spiegelhalter expects the 
pandemic to change how evidence 
is used by governments, but he 
cautioned against relying too much 
on data. 

ì Doní t follow the data. It does not 
tell you what to do. This idea of 
ë following the scienceí , that data 
will o! er up its secrets, is crass. 
Data does not tell you what to 
do ñ  but I wouldní t want to make 
decisions without it.î
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Good  
listener

!"#$%&%'&((")*%+),%()-"&.%/0(#"-12%3&4&,"#&*(%-$"1+%
151-0#"61%Julie Bentley%71."161(%81%*119%#)%-$&*:1%#$1%
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Difficult conversations
ì What stands out about Julie for me is her courage,î  says Simon 
Blake, chief executive of charity Mental Health First Aid (England). 
ì She is always willing to have conversations others might find 
di!icult.î  In late 2020, the two published a book, !"#$%&#'()*'
+&,$-%&#, based on the deaths of their own much loved siblings, 
with profits going to bereavement charity Cruse. They wrote the 
book to fill a void: ì We should talk more about end of life, to 
demystify it, to normalise it,î  wrote Bentley in a personal blog  
in December.

She is also a fierce advocate for the sector. In an earlier  
blog, she upbraided chancellor Rishi Sunak for his use of the word 
ë gentleí  in relation to charities. She wrote: ì On a daily  
basis, charities are supporting women terrorised by abusive 
partners; they are caring for people in the final stages of terminal 
illness; they are supporting people considering ending their  
own life; they are protecting children who have su!ered 
unimaginable abuse; and, not least, they are feeding people who 
otherwise would be going hungry because of the abject inequities 
in our country. 

ì These are not ë gentleí  matters. They are hard, cruel, painful, 
unfair, messy and ugly matters and it requires strong, determined, 
driven, resilient people to respond to them.î

Passionate about justice and equity, Bentley chooses her roles 
carefully. ì I only go into charities where I genuinely believe in 
what they do and to which I have something valuable to add,î  she 
says. She also thinks carefully about when to leave. ì I am 
privileged to be a custodian for a period of time, during which I 
have a job to do, and when I feel Ií ve done it, it is time to hand 
over the baton.î

Sheí s a long time admirer of Samaritans: ì To be able to support 
people when they are really struggling emotionally, and help 
them feel more optimistic and hopeful, just by listening to them, 
is very powerful.î

How does Bentley see her job here? ì Ií ve not come in with some 
amazing ë eurekaí  vision; I want to build on the momentum that 
already exists,î  she says.

Samaritans rebranded in 2019 in an e!ort to appeal to younger 

Samaritans has had a busy year. Between 23 March 2020, 
the day the UK went into the first Covid 19 lockdown, 
and 20 December, volunteers from the suicide 
prevention charity answered a call for help every seven 

seconds, providing support more than 1.7m times and spending 
over one million hours on phone and email conversations.

The charity also launched a self help app, and, in collaboration 
with Mind, Shout, Hospice UK and the Royal Foundation, 
introduced a new service, ë Our Frontlineí , giving targeted support 
to NHS and other keyworkers. 

Yet, despite growing demand for its support, volunteer numbers 
fell ñ b y up to a third at one point ñ  largely because of self
isolation and social distancing measures in its 201 branches. 

So, have the past few months felt like a kind of baptism of  
fire for Julie Bentley, who joined as chief executive in  
November 2020?

On the contrary, she says. ì Obviously, ití s a bit challenging 
joining an organisation during lockdown when you are stuck in 
your spare bedroom and caní t go out and meet people. But I 
found that the charity had responded extraordinarily well to the 
pandemic. It had managed to sustain our 24/7 service throughout, 
which is a great testament to the central sta! team who support 
our volunteers, and to the volunteers themselves, who stepped up 
and did extra shi"s to keep the service running.î

Bentley is a highly experienced charity chief executive. 
Samaritans is her fi"h top role in 17 years: most recently, she was 
at Action for Children, and before that she led Girlguiding, the 
Family Planning Association and the Suzy Lamplugh Trust. Sheí s 
been a trustee of Shelter and is currently co vice chair of the  
National Council for Voluntary Organisations. She began her 
career in the sector as a youth worker specialising in drug and 
alcohol addiction.

A fierce advocate for those whose interests she represents, 
Bentley has waged a number of high profile campaigns ñ  
including calling for the right of people with learning disabilities 
to have a sex life, and helping girls speak out on issues including 
equality, sexual harassment and the mediaí s distortion and 
sexualisation of young womení s bodies.
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people and convey its full 
range of services. Its many and 
varied fundraising and 
awareness initiatives include 
Brew Monday, which aims to 
turn ëBl ue Mondayí , the third 
Monday in January, on its 
head by encouraging people to have a chat and a cuppa (it 
happened virtually this year). Last year, it launched the Feel Good 
Book Club, to encourage self care and raise vital funds. This year, 
it hopes to launch the fi!h phase of its ë Small Talk Saves Livesí  
campaign, together with the rail industry, to empower the public 
to save lives on the railways and beyond. It is also planning the 
next phase of ë Real People, Real Storiesí , which focuses on 
encouraging men to open up. 

For all this, says Bentley, ì there are things I want us to get  
better atî .

She has three key priorities. 
ì We need to be available to people where and how they want 

us,î  she says. People can  
now contact Samaritans via 
email, and it is trialling a 
webchat service. 

With service demand 
unlikely to wane any time 
soon, the charity is also 

seeking to attract new volunteers (there are currently around 
20,000) by o"ering less onerous time commitments ñ  such as 
fortnightly or monthly shi!s. 

Bentley also wants to address public perceptions of Samaritans, 
which is still widely believed to be a telephone helpline service for 
people who feel suicidal. In fact, just one in five calls comes from 
people who have suicidal thoughts, with the majority 
experiencing a range of emotional distress, from loneliness, 
isolation and hopelessness, to fears about losing their jobs, to 
feeling unable to cope, to being a burden on family and friends. 
ì The aim of Samaritans is to stop people getting to the point 
where they want to take their own life,î  she says. 
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Samaritans o!ers face to
face help, too ñ i n the 
community, at music  
festivals, and even in prisons, 
where listening is done by 
trained fellow prisoners.

Bentley has won numerous 
awards, including, in 2019, the !"#$%&'()%*+, Outstanding 
Individual Achievement Award. The judges praised her ì unique 
leadership styleî , ì honesty, humour and empathyî , ì passion for 
social justiceî  and ì the culture of transparency and trustî  she 
engenders in the organisations for which she works. 

Judith Moran, chief executive of Quaker Social Action, was one 
of those judges.

She says: ì Julie has no ego. She is very confident in her  
own leadership but characterises herself as ë an Essex  
girl made goodí . Her humour and humility help her  
broker relationships.î

Bentley believes her passion for justice was born at secondary 
school, when, ì despite being terrified by the prospect,î  she 
decided to stand for the position of head girl. From a working
class background, she was raised in ì a very loving familyî  but 
spent most of her youth ì extraordinarily insecure, and nervous of 
my own shadowî .

She stood for head girl to challenge the assumption among the 
students that the most popular girl would win the laurels. ì That 
fired something in me: it didní t seem fair. Surely it should be the 
person who would do the job best.î  Being elected was a pivotal 
moment: ì I felt Ií d found my purpose, I made a di!erence ñ  and I 
became a lot more confident.î  

Structural change
In the first quarter of 2020, MEL 
Research conducted a study 
on behalf of Samaritans to 
gauge how beneficial the 
helpline was to callers. While 
the majority felt less lonely, 

more hopeful, and better able to cope as a result of the call,  
there was little lasting e!ect on those with suicidal thoughts. 
Given the complex needs of many callers, this is unsurprising.  
But it raises the question as to whether Samaritans can ever be 
more than a sticking plaster on the running sore of growing 
societal inequalities.

ì We are so much more than a sticking plaster,î  insists Bentley. 
ì People tell us time and time again that reaching out to Samaritans 
has had a lasting and positive impact on their lives. But that is not 
enough on its own. We need to try to change the structures and 
systems that create the scenarios in which peopleí s wellbeing is 
damaged in the first place.î

Samaritans works closely with policy  and decision makers in 
government, and the focus of Bentleyí s conversations at the 
moment is the need for what she describes as ì a properly funded 
long term recovery plan around peopleí s mental healthî . 

She says: ì Everyone is a!ected by this pandemic ñ  from young 
children, who are forming a concept of relationships through the 
lens of social distancing, to children and teenagers who are missing 
out on school, university students struggling with isolation, parents 
trying to juggle jobs with home schooling and looking a"er ageing 
parents, and so on. All these things take their toll.î  

She pays short shri" to any suggestion that we are building 
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resilience. ì Lots of people are finding it extraordinarily di!icult,î  
she says. ì And people are not experiencing this equally. People 
who are already disadvantaged are struggling more.î

The mental health impact of the pandemic will be huge  
and long lasting, she warns. Data suggests that suicide rates have 
not risen over the past year, ì but we know that suicides increase  
during recessionsî .

Any mental health recovery plan needs to address a range of 
societal issues, she insists, including criminal justice, housing, 
employment ñ and, of course, mental health services. 

Loneliness and unemployment are two of the most significant 
worries among people who have sought Samaritansí  help with 
pandemic specific issues over the past year (around one in five of 
all callers), but lack of access to mental health services, just when 
they most need it, is also a huge issue. 

ìP eople with acute mental health needs ring us at 3 oí clock  
in the morning because they have nowhere else to go,î  says 
Bentley. ì We know that people with a diagnosed mental health 
condition are five to 15 times more likely to die by suicide than 
other people.î  

The other two groups of particular concern are young adults 
(suicides among women under 25 have nearly doubled since 
2012); and middle aged men (particularly those on lower 
incomes), who are at the highest risk of suicide. 

Firm foundation
To address the deep and complex root causes of the problems 
people experience, Bentley believes that working together with 
other charities is more powerful than ploughing a lonely furrow 
ñ des pite growing competition in the sector for the ë donor poundí . 

ì You have to collaborate and co operate, otherwise you waste 
time and resources in duplicating e!ort, you lose focus ñ  and 
beneficiaries su!er,î  she says. 

She works hard to forge alliances and foster synergies ñ  and 
when she and her team develop the new strategy at Samaritans, 
they will focus not just on what they should be doing, but also 
what they shouldní t be doing ñ  ì because someone else is doing  
it betterî .

In forging such alliances, she builds on firm foundations. Sheí s 
always been at pains, says Moran, to ì encourage, support and 
look out for peopleî  ñ  both those lower down the career ladder 
and peers in the sector: ì There is a whole swathe of leaders who 
are very grateful for the support and encouragement Julie has 
shown them over the years.î

This support and collaboration are part and parcel of her 
humble and authentic leadership style. Bentley freely admits  
that the MBA she did, funded by a legacy from her mother, helped 
not a jot.  

Before she died, more than 20 years ago, Bentleyí s mum 
admitted to her daughter that she used to worry a great deal 
about how she would get on in life, given how shy and nervous 
she used to be. What would she think if she could see her now? ì I 
think sheí d be a bit gobsmacked,î  she says. 

Bentley is not at all shy these days. ì But I still get anxious and 
su!er from imposter syndrome, and I doní t think thatí s a bad thing 
because it keeps you humble,î  she says. Sheí s open about this, to 
encourage others: ì People might assume I find it all easy and 
natural, and o"en I doní t. Leadership is really tough and you have 
to be resilient ñ  and ití s fine to acknowledge that, because weí re 
all human.î
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Understanding group and individual identity 
in Zoom vs face-to-face research
The Nursery compared three 
 research modes ñ  virtual focus 
groups, facet of ace focus groups 
and chatrooms. It used the small 
window in the summer of 2020 to 
run Covid s afe masked groups in 
a Wimbledon hotel room. The 
researchers were interested in:

O  Difference between group and 
individual identity and how that 
was expressed

O  Self disclosure
O  The polarising and conformity 

of views.

The researchers found that individual 
identity was maximised in virtual 
focus groups, with participants 
comfortable in their home 
surroundings and more empowered 
to express their own opinion without 
worrying about someone else in the 
group disagreeing. 

In contrast, in the facet of ace 
focus group, even with masks on, 
group conformity was everything. 
They noted that, while wearing masks, 
participants werenít  hiding behind 
them, but using exaggerated body 
language to emphasise a point. 

During virtual focus groups, 
researchers had to work hard to 
maximise the groupís  shared identity, 
by calling out similarities and 
creating a more dynamic energy. In 
face to face groups, it was 
important to pull out the individual. 

In chatrooms, the group was harder 
to control. Text encouraged people to 
take a more forceful stance, as if the 
typing detached them from their 
own words.  Despite this, however, 
there was bonding within the group 
with lots of LOLs [laughs out loud] 
between participants. 

!!"#$%&'!()$*('

!"#$%&!'"(")$*+!%(,-.$/0$1&$2"&1$1&$3!#$,0$2&&4$

(""05!,(")6$73&'&$1&$&"#&#$+4$1!/$!$5(',+!%$'&4%(8!,(0"$

09$0+'$9!8&:,0:9!8&$,00%.$8!%%&#$!$;(',+!%$<!=.$13&'&$1&$

80"#+8,$!$%(5&$0"%("&$*+!",$/+'5&-$1(,3$!$908+/$)'0+4$

#('&8,%-$90%%01(")$1(,3$,3&$/!>&$'&/40"#&",/.?$3&$/!-/6$

73(%&$,&83"0%0)-$3!/$=&80>&$!$/!5(0+'$90'$>!"-$

$4'0@&8,/.$90'$,30/&$("/()3,$='(&9/$%002(")$,0$=&,,&'$

+"#&'/,!"#$!+#(&"8&/$130$#0"A,$3!5&$!88&//$,0$,&83.$

/3(9,(")$,0$5(',+!%$>0#&/$$1!/$!$83!%%&")&$,3!,$'&*+('&#$

'&/3!4(")$>&,30#0%0)(&/6

B"$'+'!%$B"#(!.$'&/&!'83$80"/+%,!"8-$C!/(/$/&,$+4$

!$5(#&0$/8'&&"$("$!$D05(#:/!9&$5&"+&.$$,0$13(83$

4!',(8(4!",/$80+%#$,'!5&%$,0$=&$(",&'5(&1&#$=-$!$

'&>0,&$>0#&'!,0'.$1(,3$0"&$0,3&'$>&>=&'$09$,3&$

,&!>$04&'!,(")$,3&$%!4,046$E7&$"0'>!%%-$10+%#$3!5&$

)0"&$("$4&'/0".?$$/!-/$D3!'%0,,&$F>(,3.$3&!#$09$

*+!%(,!,(5&$'&/&!'836$EG3!,A/$=&&"$!$'&!%$83!%%&")&$H$

301$#0$1&$,!%2$,0$4&04%&$1(,30+,$!88&//$,0$>0=(%&$

(",&'"&,I$7&$3!#$!"$&%!=0'!,&$/&,:+4$("$'+'!%$B"#(!.$

=+,$(,$10'2&#$'&!%%-$1&%%6$B,$,!+)3,$+/$,3!,.$/0>&,(>&/.$

1&$3!5&$,0$,!2&$!$%&!4$09$9!(,36?

F(>(%!'%-.$("$,3&$J3(%(44("&/.$C!/(/$'!"$,&%&430"&$

(",&'5(&1/$!"#.$("$K3!"!.$>05&#$!1!-$9'0>$0"%("&$

908+/$)'0+4/$,0$0"&:,0:0"&$(",&'5(&1/6$EB$80+%#"A,$

1!,83$&5&'-$/(")%&$(",&'5(&1.?$/!-/$F>(,3.$E$/0$$1&$

!"!%-/&#$,3&$,'!"/8'(4,/6$7(,30+,$,3&$43-/(8!%$

(>4%&>&",$09$4&04%&$("$0+'$>&>0'(&/.$1&$3!#$,0$

+/&$/,'+8,+'&#$!"!%-/(/$)'(#/$,0$8'0//:80>4!'&$

&!83$(",&'5(&16?

!"#$$%&'%()*)+,-.)-$/)0-)&%1
F(>4%-$/3(9,(")$908+/$)'0+4/$0"%("&$8!"$#!>!)&$,3&$

*+!%(,-$09$#!,!6$B"/,&!#.$'&/&!'83&'/$"&&#&#$,0$5(&1$

5(',+!%$908+/$)'0+4/$!/$!$"&1$'&/&!'83$>0#&.$1(,3$

$9'&/3$'+%&/$09$&")!)&>&",$,0$04,(>(/&$(",&'!8,(0"$

1(,3$4!',(8(4!",/6$

EL+!%(,!,(5&$'&/&!'83$(/$/+83$!$/2(%%&#$#(/8(4%("&.?$

/!-/$M+='&+(%6$EN&/&!'83&'/$130$"0'>!%%-$+/&$!%%$9(5&$

/&"/&/$!'&$3!5(")$,0$30"&$,10$("$,3&$0"%("&$10'%#6$

B,$8'&!,&/$!$130%&$"&1$=+"83$09$83!%%&")&/6$B,A/$,0+)3$

,0$0'83&/,'!,&$!"#$,0+)3$,0$>0#&'!,&6?

N&/&!'83&'/$8!"$"0$%0")&'$'&!#$!$'00>$$H$0'.$("#&&#.$

'&!#$("#(5(#+!%/A$130%&$=0#-$%!")+!)&$0"$/8'&&"6$

<&!'"(")$301$,0$>!2&$4&04%&$9&&%$80>90',!=%&.$!"#$

4'&5&",$4!',(8(4!",/$9'0>$,!%2(")$05&'$0"&$!"0,3&'.$!'&$

$"&1$>0#&'!,(")$/2(%%/$1(,3$0"%("&$908+/$)'0+4/6$

EG3&'&$1!/$!$%(,,%&$,'(!%$!"#$&''0'$!,$9('/,.?$/!-/$

J'0//&'6$EO5&'-0"&$3!#$,0$%&!'"$301$,0$&")!)&$("$

#()(,!%$80"5&'/!,(0".$=+,$4&04%&$3!5&$=&80>&$

80>90',!=%&$1(,3$,3&$(",&'9!8&6$P+'$=())&/,$!#!4,!,(0"$

1!/$("$,&'>/$09$>0#&'!,(0"6?$

Q(,,(")$,3&$0%#$>0#!%(,-$(",0$!$"&1$!44'0!83$#0&/"A,$

!%1!-/$8+,$(,$0"%("&6$B"$,3&$&!'%-$#!-/.$=&90'&$!#!4,(")$

5(',+!%$)'0+4/.$0"&$'&/&!'83&'$"0,(8&#$,3!,$!$9(5&:

4&'/0"$0"%("&$908+/$)'0+4$1!/"A,$)&"&'!,(")$,3&$/!>&$

*+!%(,-$09$80"5&'/!,(0"$,3!,$,3&-A#$3!5&$("$4&'/0"6$

±7KH�PRGHUDWRU�KDV�WR�VD\�VWXɅ��WKH\�ZRXOG�QHYHU�
3!5&$,0$/!-$$H$,3(")/$%(2&$R#+'(")$,3(/$80"5&'/!,(0"$BA%%$

3!5&$,0$!/2$-0+$,0$/4&!2.$!"#$BA%%$=&$("5(,(")$-0+$,0$,!2&$

,+'"/$A6$B,A/$3!'#$90'$4!',(8(4!",/.$=&8!+/&$(,A/$"0,$!/$

IOXHQW��6RPH�RI�WKH�QDWXUDO�VWXɅ��WKH\�PLJKW�GR�LQ�D�
'00>.$$/+83$!/$%!+)3$0'$>!2&$!$/>!%%$(",&'@&8,(0"$H$$90'$

&S!>4%&.$R-&/$B$!)'&&A$H$8!"A,$'&!%%-$3!44&"$0"%("&6?

Q08+/$)'0+4/$"&&#$,0$=&$>+83$/>!%%&'$("$,3&$5(',+!%$

28  

Sponsor

Impact ISSUE 33 2021_pp26-35_Report.indd   28 26/03/2021   10:02



!"#$%&"'!"()*+$(,*'&-(*./!"0$!-*-1//!-($"/*2$/1%!-*&2*
.%&1"3*(,%!!*&%*2&1%*4!&45!*'.6$'1'7*89(*$-*3!2$"$(!5:*
,.%3!%*+$(,*'&%!*4!&45!*$"*.*/%&14)*.-*$(*;!0&'!-*.*
-!%$!-*&2*-$5&!3*$"3$#$31.5*%!-4&"-!-)<*-.:-*=.15$"!*
>0?&+.")*%!-!.%0,!%*.(*@,!*A1%-!%:7

'LɅHUHQW�DSSURDFKHV
@,!*0,.(*;&6*$-*(.B$"/*&"*.*"!+*%&5!*+$(,$"*#$%(1.5*
2&01-*/%&14-)*!"0&1%./$"/*4!&45!*(&*;1$53*&"*(,!$%*
$3!.-*."3*2&%'*0&""!0($&"-*+$(,*&(,!%*4.%($0$4."(-7*

9(C-*.5-&*,!54$"/*%!-!.%0,!%-*(&*3$-0&#!%*'&%!*.;&1(*
4.%($0$4."(-C*$""!%*(,&1/,(-*(,."*(,!:*'$/,(*%!#!.5*$"*
4!%-&"7*89"(!%%14($"/)*D+.$($"/*2&%E*4!%'$--$&"*(&*
-4!.B)*."3*#&$0!*5./*.%!*.5+.:-*.+B+.%3*&"*#$3!&*
0.55-)*-&*+!*!"0&1%./!*4!&45!*(&*1-!*0,.(*;&6!-*."3*
(!6(*-(%!.'-*(&*$"3$0.(!*./%!!'!"()*&%*!64%!--*.*"!+*
(,&1/,(*+!*0."*4$0B*14*&")<*-.:-*>0?&+."7*
F1;%!1$5*;!5$!#!-*(,.(*;155!($"*;&.%3-)*+,!%!*

4.%($0$4."(-*;1$53*&"*(,&1/,(-*."3*%!-4&"-!-*&#!%*
.*5&"/!%*($'!*4!%$&3)*.%!*,!54$"/*(&*2$55*(,!*/.4*&2*

!"#$%&'()#*(&''

±6RPH�RI�WKH�QDWXUDO�VWXɅ�SDUWLFLSDQWV�
'$/,(*3&*$"*.*%&&'*G*-10,*.-*

5.1/,*&%*'.B!*.*-'.55*$"(!%H!0($&"*G*
0."C(*%!.55:*,.44!"*&"5$"!<

*

Impact ISSUE 33 2021_pp26-35_Report.indd   29 26/03/2021   10:03



!"#$%&'!$()*'+,-).!',/-0)123-)3-)42")-/#+")&2"!")
/#!43+3/#54-)63.24)2#7")-2#!"()#)8'9":)#.!""()&342)'5")
#5'42"!:)'!)+'6/$"4"()-'6"'5")"$-";-)-"54"5+"0
<=,$$"435)>'#!(-)2#7")#$&#?-)>""5)42"!")@)&2"5)&")

&"!")$''935.)#4)#)/!'(,+4)4"-4)'7"!)#)*"&)&""9-:)*'!)
"A#6/$":)'!)#)$'5.34,(35#$)-4,(?)@)>,4)5'&)&";!"),-35.)
42"6)*'!)6'!")'*)#)(""/)(37"0B
C4;-)#$-')+!343+#$)*'!)42")35(,-4!?)4')>!35.)

+'54"6/'!#!?),-")'*)6'("-)354')!"-"#!+2:)-,+2)#-)
-'+3#$)6"(3#:)#!.,"-)D,>!",3$0)<E")5""()4')!"*$"+4)
!"#$)$3*")#5()6#9")34)#)6'!")#,42"543+)"A/"!3"5+")
*'!)/#!43+3/#54-:B)2")-#?-0
F")+34"-)-'+3#$)6"(3#)$3-4"535.)*'!)-".6"54#43'5)#5()

6"#-,!35.)42")36/#+4)'*)#)5"&)/!'(,+4)$#,5+2)#-)#)
6'(")42#4;-).!'&35.)35)-3.53*3+#5+"0)<C4;-)#>',4)$''935.)
#4)-'+3#$)-"5436"54)#5(),-35.)#$.'!3426-)4').!',/)&2#4)
34)!"#$$?)6"#5-)#!',5()"5.#."6"54)#5()9"?)&'!(-0)C4;-)
#>',4),-35.)35-3.24-)42#4)#!")#$!"#(?)42"!")#5()!,5535.)
#5#$?43+-)4')."4)#)&3("!)#//!"+3#43'5)'*)42")-,>8"+40B)
G363$#!$?:)=#-3-)(3-+'7"!"()42#4)(""/)35-3.24)+',$()>")

."5"!#4"()>?)4#//35.)354')42")E2#4-H//)(?5#63+:)
&2"!")/"'/$")#$!"#(?)*""$)#4)"#-"0)D,!35.)42")
/#5("63+:)=#-3-)4!3#$$"()E2#4-H//)#-)#)I,#$)/$#4*'!6)
*'!)#)(3.34#$%'5$?)-4,(?)'*)&'6"5)35)J3."!3#0)C4)>"$3"7"-)
34)$"#!5"()6'!")73#)E2#4-H//)42#5)34)&',$()2#7")('5")
35)#)*#+"%4'%*#+").!',/:)>"+#,-")42")&'6"5)&"!")
#$!"#(?),-35.)42")/$#4*'!6)*'!)+'66"!+3#$)#5()-'+3#$)
/,!/'-"-:)#5()*"$4)!"$#A"()35)423-)"573!'56"540)
D3-+',!-")#5#$?-3-)2#-)#$-')>""5)9"?)*'!)!"-"#!+2"!-)

$''935.)4')/,4)4!#5-+!3/4-),5("!)42")63+!'-+'/")*'!)
(""/"!)#5#$?-3-)#5()35-3.240)<D3-+',!-")#5#$?-3-)$''9-)
#4)42")&#?)/"'/$")-,>+'5-+3',-$?),-")6"4#/2'!)4')
("-+!3>")42"3!)!"$#43'5-23/)4')42")&'!$(:)#5()42"-")+#5)
+2#5.")-,>4$?)35)436"-)'*)*$,A0)C4;-)2"$/"(),-)4')
,5("!-4#5()3--,"-)-,+2)#-)*"#!:)#5A3"4?:)&3-2)*,$*3$6"54)
'!)("-3!")35)42")/#5("63+:B)#((-)H+#+3#)H7"5,";-)K""0)

L$,3()#5()536>$"
M3A35.)!"-"#!+2)6"42'(-)@)*'+,-).!',/-)&342)
"425'.!#/2?:)'!)-"63'43+-)#5()'5"%4'%'5")354"!73"&-)@)
3-)5'4235.)5"&:)>,4)"7"!?4235.)3-)6'!")536>$")35)
#)73!4,#$)&'!$(0)
N#54#!;-)O!'--"!)$39"-)42")*#+4)42#4)42"!")3-)6'!")

*$,3(34?)(,!35.)42")I,#$)/!'+"--)42#5)42"!"),-"()4')>"0)
<E2"5)?',;!")-"4435.),/)#5)'$(%-+2''$)73"&35.)*#+3$34?:)
42")-4#9"-)#!")23.2"!0)=,4)'5$35":)3*)34;-)5'4)I,34")!3.24:)
34;-)"#-3"!)4')!"+'7"!:B)2")-#?-0)<C*)&")(')#5)'5$35")
+'66,534?:)&")+#5)."4)>#+9)35)4',+2)&342)42'-")
/"'/$"0)C4;-)$"--)#>',4)42")I,#$34?)>"35.)#&!?)#5()6'!")
DERXW�KRZ�ZH�FDQ�NHHS�EXLOGLQJ�RQ�GLɅHUHQW�OHDUQLQJV�
#5()6"42'('$'.3"-)4')"A4"5()',!)35-3.240)123-)3-)2'&)
&")-2',$()&'!9)#5?&#?0B
M#5?)'5"%4'%'5")73("')354"!73"&-)#!")5'&)5#4,!#$$?)

*#$$35.)354')"425'.!#/2?:)&342)/"'/$").!#>>35.)/!'/-)
4')3$$,-4!#4")#)/'3540)=#-3-;-)G6342)!"+"54$?)+'5(,+4"()

#)/!'8"+4)*'!)#)*35#5+3#$)+$3"54)!"-"#!+235.)-,/"!%23.2)
5"4)&'!42)35(373(,#$-)35)42")PHQ:)G35.#/'!")#5()
R235#0)<J'!6#$$?:)&")&',$()2#7")73-34"()35)/"!-'5:B)
-2")-#?-0)<=,4)42#4)#,(3"5+")3-)7"!?)6'>3$")#5()2#!()
4')."4)2'$()'*0)123-)436":)&")+',$()-/"#9)'5)#)73("')+#$$)
35)#)!"$#A"()"573!'56"540B)
H)-23*4)4'&#!(-)'5$35")I,#54:)#&#?)*!'6)4"$"/2'5")

#5()*#+"%4'%*#+")354"!73"&-:)2#-)35"734#>$?)-/"(),/)'7"!)
42")/#-4)?"#!0)P53$"7"!)35)R235#:)*'!)"A#6/$":)
#++"$"!#4"()34-)/!'+"--)4')6#9")#$$)34-)>!#5()4!#+935.)

!!"#$%&'!()$*('

30  

Impact ISSUE 33 2021_pp26-35_Report.indd   30 26/03/2021   10:03



Recruiting expertise  
and advanced technology 

for easier, smarter 
solutions you can trust

ONLINE
QUALITATIVE 
SOLUTIONS

Online Focus Groups 
and IDIs

Online Discussion 
Boards

Online Usability and  
Eye Tracking

Online Ethnography

SchlesingerGroup.com

  31

!"#$%&'()#*(&''

!"#$%&'$(()%*&+,&-%&./01'2#../&

3)$4)%*&5-2)/)(67&(#$&'(-8$'&-9$&

#)*#$9:&;%/)%$7&)5&)(<'&%.(&=+)($&

9)*#(7&)(<'&$-')$9&(.&9$2.3$9>

Impact ISSUE 33 2021_pp26-35_Report.indd   31 26/03/2021   10:03



!"#"$%&'()*+,-,./(0*-"1#(2.*0(2%3,4$*42%3,($*(*1&"1,(
56.-,75(3%1(8."1#("$5(*+1(5,$(*2(39%&&,1#,5/(,5:,3"%&&7(
2*.($.%3;"1#(!%$%(<(%1!(,5:,3"%&&7(+9,1(%(8*165(2*.(
%(=>?("5(8%5,!(*1(%(@,$(A.*0*$,.(B3*.,(53*.,(%1!(
"$(39%1#,5'
&$C5(+,&&(!*360,1$,!($9%$(:,*:&,(%15+,.(*1&"1,(

VXUYH\V�GLɅHUHQWO\��DV�3HWH�&DSH��JOREDO�NQRZOHGJH�
!".,3$*./(D71%$%/(,E:&%"15F(GA,*:&,(%15+,.(H6,5$"*15(
GLɅHUHQWO\�RQOLQH��,W�SURYLGHV�FRPSOHWHO\�GLɅHUHQW�GDWD��
,I�,´P�EHLQJ�LQWHUYLHZHG�E\�\RX��,�VHH�\RX�DQG�,�KDYH�
WR�ORRN�JRRG�WR�\RX��,�VWDUW�WR�WKLQN�DERXW�JLYLQJ�\RX�
WKH�DQVZHU�\RX�ZDQW�WR�KHDU��,W´V�QRW�SHRSOH�O\LQJ��LW´V�
%(960%1(8"%5/(%(!,5".,($*(:&,%5,'(@*4*1,(.,%&&7(
3*13,.1,!($9,05,&-,5(+"$9(5*3"%&(!,5".%8"&"$7(8"%5("1(
$9,(:%5$(8,3%65,(+,(3*6&!1C$(%33*61$(2*.("$'(@*+/("$C5(
+,&&(;1*+1'(I,(3%1C$(%33*61$(2*.("$/(*.(39%1#,("$/(86$(
ZH�LQWHUSUHW�DQVZHUV�LQ�D�GLɅHUHQW�ZD\��,W´V�D�GLɅHUHQW�
1,+($.6$9($*(!,%&(+"$9'J(
),13,/(5*0,(0*.,(:,.5*1%&($*:"35/(5639(%5(2"1%13"%&(

9%8"$5(%1!(5,E6%&"$7/($,1!($*(+*.;(+,&&("1(*1&"1,(H6%1$'(
K9,5,(%.,("556,5(%8*6$(+9"39(:,*:&,($,1!($*(8,(0*.,(
#6%.!,!(%1!($9,(%1*170*65(,1-".*10,1$(*2(%1(*1&"1,(
56.-,7(3%1(0%;,("$(,%5",.(2*.($9,0($*(.,5:*1!(0*.,(
9*1,5$&7'(B"0"&%.&7/(%(+."$$,1(-,.8%$"0(.,5:*15,("1(%1(

32  

±,W´V�PRUH�LPSRUWDQW�WKDQ�HYHU�WKDW�
56.-,75(0%1%#,(:,*:&,C5(,1,.#7(&,-,&5(
87(#"-"1#($9,0(,1#%#"1#(2*.0%$5/(
3*1L6."1#(.,%&4&"2,(,1-".*10,1$5J

(

Impact ISSUE 33 2021_pp26-35_Report.indd   32 26/03/2021   15:14



!"#$"%&'()*%+&,$-./&0%&,!)%&1)23/%4&&5&2"4&'!,%/$,%'&
,!)%&6!$-"2"/&5&/.2"&/.2/&7.$1.&,$-./&0%&%#$1$/%4&$"&
2&*%)02#&1!"*%)'2/$!"8&'(--%'/'&9(0)%($#:
;44$/$!"2##+8&2"&$"/%)*$%7%)&12""!/&.%#6&6%!6#%&
1!,6#%/$"-&!"#$"%&'()*%+'&7$/.&2&6)!,6/8&&2'&/.%+&,$-./&
4!&!"&/.%&6.!"%&!)&321%&/!&321%&:&<.%)%&/%"4&/!&0%&,!)%&
=4!">/&?"!7'@&$"&)%'6!"'%&/!&A(%'/$!"'&!"#$"%:&
&DSH�QRWHV�WKDW�SHRSOH�UHDFW�GLɅ�HUHQWO\�WR�VFDOHV�LQ�
2"&!"#$"%&'()*%+8&2"4&"!B!"%&A($/%&?"!7'&7.+:&=C3&+!(&
,!*%&3)!,&2"&$"/%)*$%7&/!&2"&!"#$"%&'()*%+8&+!()&
'1!)%'&/%"4&/!&,!*%&/!72)4'&/.%&1%"/)%&!3&/.%&'12#%:&
<.$'&,$-./&0%&)%#2/%4&/!&2"&.!"%'/+&321/!)D&$3&C&2'?&
2&A(%'/$!"8&+!(&,$-./&E('/&.2*%&2&-!:::&$/&)%'(#/'&$"&
GLɅ�HUHQW�GDWD�²�
F(2"/&$"/%)*$%7%)'&2)%&.$-.#+&'?$##%4&$"&('$"-&
.(,!()&2"4&!/.%)&/%1."$A(%'&/!&.!#4&2//%"/$!"8&0(/&
2//%"/$!"&'62"'&3!)&!"#$"%&'()*%+'&2)%&,(1.&'.!)/%):&
G!(&H!)"%)8&)%'%2)1.&4$)%1/!)8&;121$2&;*%"(%8&"!/$1%4&
/.2/&&/.%&A(2#$/+&2"4&A(2"/$/+&!3&!6%"B%"4%4&)%'6!"'%&
$"&A(2"/&)%'%2)1.&&,2)?%4#+&$,6)!*%4&$"&/.%&3$)'/&
ORFNGRZQ��EXW�WKLV�HQWKXVLDVP�WDLOHG�RɅ��DV�IDWLJXH�VHW�
$"8&=&/!&/.%&6!$"/&/.2/&7%&2)%&.2*$"-&/!&6(/&2&3!)%"'$1&
#%"'&!"&42/2&A(2#$/+&@8&'.%&'2+':&=<.$'&$'&!"&/.%&
A(%'/$!""2$)%&7)$/%)8&/!!8&/.!(-.:&C/>'&,!)%&$,6!)/2"/&
/.2"&%*%)&/.2/&'()*%+'&,2"2-%&6%!6#%>'&%"%)-+&#%*%#'&
0+&-$*$"-&/.%,&%"-2-$"-&3!),2/'8&1!"E()$"-&)%2#B#$3%&
%"*$)!",%"/'&2"4&4%1$'$!"B,2?$"-&6)!1%''%':@
C/>'&2&#!/&32'/%)&/!&1!,6#%/%&2&'()*%+&+!()'%#3&/.2"&/!&
#$'/%"&/!&'!,%!"%&%#'%:&F(2"/&%I6%)/'&)%3#%1/&!"&
7.%/.%)&/.$'&$'&)%24$"-&/$,%&!)&/.$"?$"-&/$,%:&H!7&
,(1.&/.$"?$"-&$'&0%$"-&4!"%J&K(/&'6%%4&12"&2#'!&0%&2"&
24*2"/2-%&$"&/.$'&"%7&)%2#$/+:&
=<.%&,!0$#%&6.!"%&.2'&0%1!,%&/.%&%6$1%"/)%&!3&
)%'%2)1.&21/$*$/+8@&'2+'&L!"&M(#%'/!"8&*$1%B6)%'$4%"/8&
$""!*2/$!"8&N2"/2)&M)!3$#%':&=K%3!)%&#!1?4!7"8&C&7!(#4&
%I6%1/&2&OPB.!()&/()"2)!("4&3!)&QRR&6%!6#%:&S!78&
C&12"&'%"4&$/&!(/8&,2?%&2&1(6&!3&/%28&2"4&1!,%&021?&/!&
QRR&1!,6#%/%':&C&.2*%&/!&$"1#(4%&A(!/2'&/!&%"'()%&/.2/&

Keeping calm and carrying on 
O  Expect the unexpected.
O  Donít i mmediately jump to a data 

quality conclusion if surprised. Take 
a step back. Has the pandemic 
affected what Iím l ooking at? What 
are the big societal forces that 
might be affecting it? Do I need 
to change my thinking in the way 
I analyse this data? 

O  Donít be  tempted to think that, just 
because circumstances have 
changed so much,  people have. 

Human wants and needs donít  
change anything like as quickly as 
circumstance does. 

O  Embrace the fluidity of this brave 
new world. Lean into the speed, the 
flexibility, the freedom to evolve 
stimulus. Encourage participants to 
share glimpses of their home life.

O  Make the virtual world work for you. 
Evolve methodologies and 
techniques. Mix things up. Enjoy the 
opportunities it brings.

O  Beware Zoom/screen fatigue. 
O  Now is the time to experiment. Donít  

fall into the habit of force fitting 
traditional research modes into a 
virtual world. Consider every client 
brief in context to get the best
quality data.

O  Enjoy the wider client audience and 
the democratisation of your 
research in this new reality, where 
online ëm eeting roomsí can  be as 
big as you want them to be. 
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Staying connected with asynchronous approaches
In 2005, working for Synovate, 
I transitioned some of the first 
face to face quant trackers online. 
We used propensity weighting scores 
and the innovation adoption curve of 
Rogers to balance our samples, to get 
a more representative response online. 
The  three areas of focus were:
O��Understand the audience and source 

bias to either compensate or deliver 
representative response (beyond 
demography) 

O  The questionnaire instrument  ñ  
moving from a live ë synchronousí  
response to an interactive, self
completion, ë asynchronousí  response

O  Using the modality to improve 
engagement and response ñ  think 
early  gamification and ë flashí  tools.

Fifteen years later, and digital 
quantitative methods are the 
mainstay; however,  digital qualitative 
has only just started to explode, for 
obvious reasons. The transition 
principles are still the same. We need to 
ensure recruitment is representative, 
and understand the tools available for 
online qualitative, and how to optimise 

participant engagement in the 
modality in which we are interacting .

 We have transitioned very quickly to 
a world of video calls; we  bring  work 
meetings into our homes, and our 
 approach to personal virtual 
connection is very different from  in 
March 2020 . I message more one  on  
one , and blend face to face online 
connection when appropriate. 

Our approach to digital qualitative is 
no different. There is a place for online 
focus groups, and  great benefits , but 
what about the other tools available? 
Ití s  natural  to take an ë offlineí  approach 
and replicate it online, but when we 
focus on using the online modality and 
all of its strengths, approaches start to 
change, and clients see the benefit.

Asynchronous methods ñ    mobile 
qual, communities, online journals, 
discussion boards, digital ethnography, 
and video diaries ñ  offer exceptional 
solutions to optimise the insight  of a 
project. Online focus groups mean  we 
can see and hear participants, see 
facial and (some) non verbal cues; 
clients can join in real time and 
researchers can see participants in 

their  own environment.  They can be 
logistically challenging, however,  and 
transcripts  long and unstructured.

With asynchronous methods, 
everyone participates in their own time; 
you can collect a vast amount of 
information  over a series of sessions; 
you can cover more content; and ñ  
 with a longer engagement period  ñ  
there is increased opportunity for 
context and becoming comfortable 
with the researcher. You can also 
employ a wider variety of questions, 
take time for more considered probing, 
and  encounter fewer technical issues. 

Asynchronous approaches mean 
non verbal cues arení t available.  So, 
more thought  in approaching the guide 
design, and  more upfront effort, is 
required.   What remains essential is 
ensuring we also focus on that moment 
of researcher participant connection ñ  
the environment, the content, the 
benefits and limitations of the 
interaction ñ  to optimise the insight.
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Recruiting Expertise and Advanced Technology 
for Global Qual and Quant Research Success

Online Focus Groups & IDIs

Online Discussion Boards 

Online Usability & Eye Tracking

Online Ethnography

Guided Mobile Chats 

Online Surveys  

Discover Our Advantage at 
SchlesingerGroup.com

COMPREHENSIVE ONLINE SOLUTIONS

Highly e#ective automated processes 
of sampling, panel management, 

and integrated global panel access 
via high API connectivity

A unique suite of innovative 
proprietary online qualitative 

platforms helping you deliver the 
most impactful global insights
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! ideo calls must be !"#
$%&'"'$ for Michael 
Swaisland. Based in 
Germany, as head of 

insights for Europe, Middle East and 
Africa (EMEA) at toy company Mattel, 
his role covers a huge, diverse 
geographic area. 

When we meet virtually, the set up 
has become the norm across the 
board. While video has simplified 
cross border communication, however, 
understanding multiple markets, where 
tastes, cultures and languages vary, is 
still a complex job ñ  and, for Swaisland, 
ití s increasingly about ì listening, rather 
than askingî , particularly this year. 

The EMEA insights function at Mattel 
is split across two tiers ñ  in country 
local market experts, and a regional 
layer focused on core pillars, including 
consumer, shopper, media insights and 
advanced analytics.

Making a 
!"#$
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:(''$/3&+Michael Swaisland;+<4+Katie McQuater
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ìF rom an insights function 
perspective, because we work across 
the region and locally, our focus is on 
how to get the best impact in market 
for the countries, but also feeding back 
to global to say what they need to do 
di!erently for our region,î  says 
Swaisland. ìB ecause ití s not the same 
as America, letí s put it that way.î

Mattel operates in more than 100 
markets globally, and its portfolio of toy 
brands ñ i ncluding Barbie, Fisher Price, 
Hot Wheels and Thomas & Friends ñ i s 
just as diverse as the countries it covers.

The variety of markets and products 
drives a lot of the bigger insight projects 
run by Swaislandí s team, as it seeks to 
understand specific implications by 
market or region. 

The issue of sustainability, a topic of 
increased focus for large multinationals, 
is one example. Globally, Mattelí s head 
of sustainability, based in the US, leads 
initiatives in the space, but, for 
Swaisland, the focus is on establishing 
whatí s di!erent in terms of parents ñ 
and children ñ i n Europe.

ìTher eí s a large focus on what we can 
do better and what more we can learn 
around sustainability, not just from a 
product pack perspective, but what it 
means to kids,î s ays Swaisland.

ì Weí ve done some work primarily in 
the Nordics, because it is more advanced 
in that area than most of the region ñ  
kids living in that part of the world have 
10 bins for their recycling, whereas most 
countries have one to three.î

The research ñ w hich was not carried 
out for one particular brand, but to 
inform Mattel in general ñ a lso sought 
to explore how children are learning 
about sustainability; whether their 
knowledge comes from parents, 
teachers or elsewhere.

ì YouTube has a huge impact,î  says 
Swaisland. ìT heyí re hearing about 
things going on in the world, told from 
the perspectives of other kids. Ití s a 
valuable lesson for us; in the world of 
kids, thereí s so much that comes from 
each other ñ g ood or bad. We need to 
harness the things that are good.î

The Nordic study will eventually 
inform how sustainability can be 

embedded into Mattelí s strategies and 
broader goals, as well as influencing 
how the company conducts more 
research in the space. 

!"#$%&'()*'+")'("$',(
Another area of focus for Swaislandí s 
team is driving more purpose in 
Mattelí s brands, particularly Barbie, 
which has had an increased drive 
towards inclusion in recent years, 
adding gender neutral and disabled 
dolls to its product line. In early 2021, 
it launched Maya Angelou and Eleanor 
Roosevelt dolls as part of its ë Inspiring 
Womení  series. 

ì We do a lot of work looking at who 
are icons and role models ñ  who are the 
people that kids either do know or 
should know because of the impact 
theyí ve had on society,î  says Swaisland.

Swaislandí s team has done a lot of 
work on Barbie to explore the benefits 
of playing with dolls, working with the 

-.(*$/0*1,&23*,4*5'367*$/0&086*6,*+%9/*$/"$*
9,+06*4&,+*0"9/*,$/0&*:*),,3*,&*;"3<*
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Cardi! University to conduct a 
neuroscience study to explore whatí s 
happening in childrení s minds while 
theyí re playing ñ  a step into academia 
that was new for the company. 

The paper ë Exploring the benefits of 
doll play through neuroscienceí  was 
published in the !"#$%&'"()&$)*+,-$)
.'+"#(/&'$/' journal in October 2020, 
a"er two and a half years of work. 

For Mattel, the research focused on 
setting a benchmark for the benefits of 
play. ì We know it works from our 
observational work over the years ñ  we 
can see how kids act out stories when 
theyí re playing with dolls and go into 
another world ñ  but there wasní t any 
academic proof to suggest something 
was happening.î

One of the findings was that playing 
with dolls activates the posterior 
superior temporal sulcus, the part 
of the brain known to help with 
social information processing, such as 

.(6')/$*?*6$&"$0)@**
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[see boxout] to explore the implications 
and relevance of the findings. 

The results of the Cardi! study are 
being used to inform Barbieí s brand 
communications and how it conveys 
the empathy message. A social media 
campaign in December focused on 
ìb ringing the information from the 
research to lifeî , says Swaisland, but he 
admits it will be a ì slow drip processî . 

ìItí s not something you can convince 
people of overnight, but I think the 
importance is that the message is 
rooted in science; it was impartial; all 
decisions were led by Cardi!, we were 
just a recipient. We knew the results 
could have come back and told us 
nothing. Thatí s the risk you take with 
academic work ñ  ití s not about ë hereí s a 
questionnaire, answer some questionsí ; 
ití s about fundamental human truths.î

!"#$%#&'()"*#+,#-.
Swaisland feels that the closer the 

empathy. This occurred even when the 
child was playing alone, and the e!ect 
was equal for boys and girls. 

It was a ìhug eî fi nding for Mattel, 
explains Swaisland, as it helped to 
validate the hypothesis on the 
importance of play. ì A lot of the time, 
parents in the past would say to us: 
ëI  donít s ee the benefit, I doní t see 
what comes out of play because ití s 
invisible.í Im agination is in that childí s 
head, ití s part of their development, 
but ití s not like drawing or building 
a car; those are physical manifestations 
of development. 

ìBut w e knew this hidden learning 
and development was critical. EQ 
[emotional intelligence] is becoming 
so much more important from an 
adultí s perspective, and if we can foster 
that more in the kids of tomorrow, for us 
thatí s a great win.î

A"er the academic study, Mattel 
commissioned a survey with parents 

insights team stays to children, the 
more it can build curiosity within the 
business. One of its aims is to 
encourage people to ask more 
questions, as opposed to merely 
requesting sales data or a consumer 
profile. ì Know your consumer, know 
that child, know that parent. Thatí s 
what weí re trying to get more focus on,î  
he says. 

Swaisland sees research as an 
ì enablerî  for the team to drive impact, 
doesní t want it to be ì gathering dust 
in a folder somewhereî , and is 
interested in how to be discerning with 
research, and not simply sticking to 
tried and tested methods. 

One of the EMEA insight functioní s 
priorities has been ì optimisingî  people 
working in the team, and leveraging its 
specialists across the region, rather than 
generalists ì trying to do everythingî , 
according to Swaisland. 

In line with this, Mattel has changed 
how it works with research suppliers 
over the past couple of years. While it 
still works with large multinational 
agencies, it now has a broad portfolio of 
suppliers, including individual 
specialists in a given space ñ  for 
example, empathy, or small qualitative 
agencies that are ì really good at 
diversity and inclusionî , says Swaisland.
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Who cares about 
empathy
To understand the relevance of the 
findings of its neuroscience study 
with Cardiff University, Barbie 
commissioned OnePoll to conduct 
a survey of 15,000 parents across 
22 countries in July 2020. 

The research found that 91% of 
parents ranked empathy as a key 
social skill that they would like their 
child to develop. 

While only 26% were aware that 
playing with dolls could help with 
these skills, 74% claimed they would be 
ëmo re likelyí to encourage their child to 
play with a toy if they knew it would 
help them develop social and 
emotional skills. 

Parents were also worried about 
their childrenís  social development 
skills during the pandemic ñ  70% of 
respondents reported that they were 
concerned about how the isolation 
may affect their child and their 
interaction with others.

Swaisland says the survey helped 
to ì solidifyî  the results of the Cardiff 
research. ì More than 90% of parents 
felt that developing empathy was 
really important to developing their 
childrenís  futures, but a much lower 
percentage believed that playing with 
dolls could actually develop that.

ì So, it shows that itís  something that 
we need to really use over the years 
to help them understand how they 
can improve this.î

After the research, Barbie 
launched an online hub ñ  including 
resources for parents, caregivers and 
children ñ  aimed at assisting 
childrenís  socialpr ocessing skills. 

Like many, Swaisland saw hugely 
increased demand on his function as 
a result of the pandemic, as the 
business dealt with uncertainty. With 
the behaviours of the year not following 
normal patterns, the team was in 
continual dialogue with finance, sales 
and marketing, and supply chain 
functions ñ  o!en having conversations 
with people they might not have 
engaged with frequently in the past ñ 
to understand more about what 
might happen, particularly around the 
toy industryí s all important fourth 
quarter. 

ìTher e were lots of questions around 
how people would behave,î s ays 
Swaisland. ì What we did through the 
year was try to hypothesise ñ w ould 
people shop earlier? Would Christmas 
take place di"erently ñ i f youí re not 
seeing friends and family, would you 
buy less stu"? A lot of di"erent scenario 
planning went into that.î

He adds: ìT he main thing weí ve 
probably learned from the past year is 
resilience. Insight teams are at the focus 
and centre of a lot more decisions.î

Beyond Mattel, Swaisland would like 
to see the insights community exploring 
how to foster more change in the world 
of research ñ a nd wonders if the 
industry places enough focus on the 
diversity of the function, in terms of the 
individual roles involved.

ìTher e are lots of specialist roles 
today, and there are probably insight 
roles coming up in the next few years 
that we donít expect yet ñ  in AI, for 
example. How do we reframe what the 
market research world is? 

ì We o!en think our stakeholder is 
marketing and sales, but actually ití s the 
full organisation, and I think we need to 
make sure we, as individuals, are 
realising that.î
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The biggest issue remains the radical 
changes on the horizon for the car 
industry. Electric vehicles, and the ban 
on sales of new petrol and diesel cars in 
the UK from 2030, threaten to shrink the 
roadside assistance industry. Add to 
this the move towards car sharing, 
leasing and other modes of transport.

ì We needed to put a line in the sand 
and re establish ourselves ñ  both in 
terms of consumer awareness and 
perceptions of who we are ñ  but also 
define where we wanted to go,î  says 
Gruszka. ì We were talking in a language 
that was seen as outdated.î

!"#$"%&'(
Gruszka is the only member of the AAí s 
consumer research team, and reports 
directly to the group marketing director. 

His status as the only pure researcher 
at the business means he is dependent 
on the use of contractors and external 
agencies. There are also separate 
insights and user experience teams, and 
a customer journey insights team. 

Insight sits within the marketing 
department at the AA, and has a 
predominant focus on brand and 
strategy, as well as marketing 
communications issues such as 
creative development insights and 
market tracking. 

The insight function may be small, but 
it plays an important role in the strategic 
direction of the company, argues 
Gruszka, because of the AAí s relatively 
flat structure and the way the senior 
leadership team uses insights. 

ì When I joined, business decisions 

!)*+"*,&(
&%$#-

! f your car suddenly breaks down on 
a dimly lit, winding country road, 
there is a good chance the AA will 
be your first call to get you back up 

and running. Since 1905, the motoring 
organisation has been rescuing drivers 
of all kinds, acting as a de facto ë fourth 
emergency serviceí . As the age of the 
petrol car winds to an end, however, the 
company is at a crossroads, and insights 
are helping its shi! to a new future.

When Robert Gruszka, senior 
consumer research manager, joined the 
AA in 2015, it was looking for a fresh 
start. The company has long been an 
icon of British motoring, but older 
customers formed a large part of its 
membership, and the company had 
been absent from television and radio 
advertising for a long time. 

((.,-*&)"(/(-"#$"%&'((
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were being made o! the back of several 
focus groups, and we decided to 
embed a thorough programme of 
audience understanding to drive our 
strategic decision making across the 
business,î s ays Gruszka. 

ìMos t strategic decisions are made 
with the view that we kick o! with 
insights and research, 
whether that be 
development of a new 
proposition, optimising 
messaging, or changes 
to strategy. That, hopefully, 
doesnít s tifle the spark of 
creativity from colleagues, 
and people still make 
decisions based on their expertise and 
industry specialism and knowledge. 
But it is all supported through a lens of 
insight and consumer response.î 

The AAí s segmentations now have 
access to more than 200 behavioural 
attributes, and a mixture of internal and 
external attitudinal survey data. 
The organisation recently 
updated its segmentation to better 
understand the alignment of its 
membership and customers with new 
business objectives.

According to Gruszka, the new 
segmentation brought to life, through 
direct consumer experiences, the role 
of the AA brand as an enabler for 

di!erent aspects of peopleí s driving 
lives. As it is a membership 
organisation, the AA can also use its 
internal databases for research. 

The segmentation update, conducted 
before and during the first Covid 19 
lockdown in the UK, has allowed a more 
expansive approach to sharing insights 

internally, says Gruszka. The nature of 
the pandemic restrictions, which 
enforced home working for a large 
section of the population, meant the 
results had to be delivered in smaller 
regular updates for relevant internal 
stakeholders. ì It worked really well, as 
you could deliver dedicated insight into 
a specific segment, to a wider range of 
colleagues, in bite sized chunks in 
videos and presentations,î  explains 
Gruszka. 

Strat7 ResearchBods runs the AAí s 
consumer panels (see boxout, ë In the 
driverí s seatí ), and creative agency 
Adam and Eve supports brand strategy. 
Old Street Data Science also assists 

!"#$%##&#&$'($)*'$+$,-%#$-%$'.#$/+%&$
+%&$0#1#/'+2,-/.$(*0/#,3#/4$2*'$+,/($

˗˘Ёˡ˘�˪˛˘˥˘�˪˘�˪˔ˡ˧˘˗�˧ˢ�˚ˢϡ

Gruszka on key strategic quantitative 
projects, and Boxclever and Savanta 
work on tactical and proposition based 
activities, both quantitative and 
qualitative. One Minute to Midnight and 
Lucid are among the qualitative 
specialists with which the AA works.

The pandemic has presented 
opportunities to disseminate 
insight more widely. The 
organisationí s Covid 19 
tracker ñ  which started as 
bi weekly, but is now 
monthly ñ  has been widely 
shared internally via email, 
and Gruszka has been 
working on a regular 

infographic that summarises insights 
around commercial and brand strategy 
discussions. He says: ì I have been 
invited to various groups, Teams chats 
and local meetings that, in a face to
face environment, I might not have 
experienced.î  

ʴ�˖˛˔ˡ˚˜ˡ˚�˪ˢ˥˟˗�
The updated segmentation is a central 
part of the AAí s modernisation. 
ì Through embedding a new 
segmentation understanding modern 
drivers and the consumer landscape, it 
gave us the platform from which we 
could then start to build a relevant 
brand strategy and reinvent ourselves 
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servicing and repairs as opportunities to 
continue our expertise.î  

The changing world in which the AA 
finds itself also informed the ë That 
Feelingí c ampaign, produced with 
creative testing partner Acacia Avenue. 
While responsive to the pandemic and 
the end of the first lockdown in the 
summer of 2020, the campaign is the 

first from the AA that draws on other 
aspects of driving life, speaking more 
about helping customers to get on with 
driving, rather than reactions to 
accidents or breakdowns. It was the first 
advert from the organisation that did 
not feature a patrol or an AA van.

ëTha t Feelingí  has been the most 
e!ective AA brand campaign launch 
based on short term business sales, the 

into a modern brand that faced a 
younger audience,î s ays Gruszka.

The organisation has begun a further 
project focused on roadside member 
retention and brand messaging. The 
work involves researching the 
messaging and marketing around its 
roadside maintenance business, which 
accounts for two thirds of group 
revenue. The research 
will examine the 
companyí s roadside 
retention and 
acquisition, roadside 
product and direct 
response marketing 
communications, and 
target segments.

ì As cars become more reliable and 
the introduction of electric vehicle 
technology means there are fewer parts 
that go wrong, breakdown is likely to 
recede,î G ruszka explains. ì We need to 
look at other opportunities to support 
people across their driving lives, 
whether that be through suitable 
financial services ñ  such as car leasing 
or smart leasing ñ or  looking at car 

company says. It has been the most 
watched AA campaign on YouTube and 
had a 74% increase in positive 
engagement compared with the 
AAí s previous advertising campaigns. 

These projects, including the That 
Feeling campaign, are building the 
narrative head of a campaign focused on 
the freedom of driving, according to 

Gruszka. While postponed 
until 2022 because of the 
pandemic, work has begun, 
with Murmur appointed to 
run a cultural exploration. 
Gruszka says his ultimate aim 
is to ensure insights remain 
core to decision making at 
the AA as it grapples with the 

ever increasing commoditisation of the 
breakdown industry. ì We are building up 
a body of work that is underpinning key 
strategic activity maintaining our 
category leadership,î  he says. ì There 
are opportunities as the brand plays out 
its vision for insight to be used much 
more broadly.î  

The objective has been to speed up 
employeesí  route to insight and allow 
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In the driver,s 
seat
Strat7 ResearchBods runs the AAí s 
20,000 member ë Passenger Seatí  
community. Elaine Morris, research 
director at the agency, says the 
organisationí s vast membership has 
contributed to a diverse and active 
panel community. 

ì We had real aspirations when we 
set up the panel to make it as 
representative of its members as 
possible,î  Morris says. ì With 
communities, you have to use them to 
keep them engaged, and we have to 
find topics that are relevant to them. 
It is really important we have the 
diversity in the audience, so when we 
do work it is as inclusive as possible.î

The community is made up of a 
mixture of demographics and 
segments, and features weekly 
activities, including surveys and 
discussion rooms. Ad hoc research is 
conducted on ì meatierî  subjects, says 
Morris, but, at the moment, it is 
primarily used to track attitudes to 
driving during Covid1 9. The panel can 
be supplemented with Strat7 
ResearchBodsí own community 
panels when required.

ì The key thing has been about 
mapping attitudes,î  explains Morris. ì It 
is looking at what behavioural 
changes will have a lasting effect. It is 
about the quality of participants, not 
the quantity.î  

teams to speak directly to consumers 
through polls, online groups or other 
methodologies, as well as adding 
ëi nsight championsí w ithin category 
teams. In the meantime? Ití s about 
helping keep people on the road. 

ìCa r manufacturers sell people the 
dream of owning a car,î G ruszka says. 
ì We are there to support people 
through the reality of ownership and 
maintaining the promise of freedom 
o!ered through driving.î  
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!n business, as the saying goes, the customer is 
king. Customer experience (CX), user experience 
(UX) and market research all focus on, in various 

forms, serving the customer. However, a!er a year of 
a worldwide pandemic tearing up old models of 
business, and as technological changes help flatten 
company structures, can ñ  or should ñ  the three 
disciplines be brought closer together?

Like three siblings, CX, UX and market research 
have much in common, but also have their own 
distinct approaches. Broadly, UX is centred 
more on the product and how customers interact 
with it, while customer experience deals with the 

!"#"$%&'"()*&+(,"&*""$&(&-./))0$1&23&%+"&.0$"*&-"%4""$&#/*%25")&"67")0"$#"8&/*")&"67")0"$#"&($9&
5():"%&)"*"()#+;&<2&%+"&%+)""&#257."5"$%&"(#+&2%+")=&>'&Liam Kay

""#$%&'(%%

publicí s interactions with the company, o!en 
focusing on removing friction in the customer 
journey. Market research tends to be broader, and 
more strategically focused.

!""#$%&"'%()*%+",
Charlotte Burgess, managing director of customer 
research agency C Space, says it can be useful to 
think of UX, CX and market research as being part of 
the same broad industry, but coming at customer 
service from di"erent angles. ì Where they do come 
together is in the service of creating a better 
experience or product for the end customer,î  she 

A )*+$%"on  
(,-(.&('+(
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There is a festishisation of seamlessness and 
easiness at the expense of what drives sustainable 
long term value ñ  creating emotional reactions  
and memories.î  

As Covid 19 speeds up a flattening of organisations 
and, in some cases, forces CX, UX and market 
research to co exist within departments, Jousi!e 
argues that might not necessarily be a bad thing. 

ì A centralised market research function cannot do 
everything, but it could work out the relationship 
between all of those areas. You are all driving in the 
same direction rather than running your own races 
separately,î  she says.

ì Being a Jack of all trades is not a good thing. 
There needs to be di!erent disciplines that are 
separate, but they must work together as a 
community. We are all making customer led informed 

decisions, and we need to be telling a 
joined up story. The more 
contradiction there is internally, the 
harder it is for people to believe any of 
us.î

Burgess is also an advocate of 
using the di!erent skills each of the 
three disciplines has to o!er and 
allowing each to play to their 
strengths. ì If you bring them all 
together, I doní t think you will get the 
benefit of all three of them, so you 

are missing out on whatever the advantages are in 
isolation,î  she explains. ì They operate on very 
di!erent levels and are complementary. The risk is 
you have a team that specialises in only one area and 
has the disadvantage of only bringing that lens.î

The biggest impact of the pandemic might be in 
creating the space for people to reimagine how 
organisations are structured, suggests Boyd, with 
potential ramifications for UX, CX and market 
research. ì As ecosystems become more  
complicated, there is a desire to simplify,î  he says. 
ì There is a strong cross pollination between CX, UX 
and brands.î

Ikea is, again, a good example ñ  the company has 
plans in place for long term transformational change 
up until 2030. ì There is always a role for 
optimisation, and there is value ñ  but to do that at 
the expense of a transformational agenda is a huge, 
missed opportunity,î  Boyd explains, adding that the 
pandemic has provided ì permission to think freely 
and ask questions people wouldní t have thought to 
have asked, or were scared to askî . 

ì Data in itself is meaningless,î  he muses. ì Turning 
that into insight is an art that requires distillation, 
storytelling nous and strategic acumen. That is a rare 
and precious commodity.î

says. ì They all have a common goal and have 
di!erent origins, and o"en bring a di!erent 
perspective. They are complementary, but are not 
the same.î

Burgess feels that, in some ways, the three 
disciplines are converging, with CX and UX growing 
rapidly. She puts their increasing popularity down to 
their roots in the tech industry, and the exponential 
expansion of data ñ  as well as its democratisation ñ  
in businesses such as food delivery company 
Deliveroo, where the focus has been on increasing 
internal access to insight within a less hierarchical 
structure. ì The challenge of the insight function is 
to tell a common story across that data, and to try to 
help organisations make sense of it,î  she says.

Sarah Jousi!e, head of qualitative, closeness and 
insight engagement at Sky, praises the rigour and 
long term thinking of traditional 
market research, while appreciating 
the benefits of agile and fast insights 
garnered from CX and UX work. Skyí s 
work on its ë customer promiseí  
strategy is a case in point ñ  the 
project originated from CX, but 
needed market research support to 
provide the marketing, product and 
content required.

ì It is about having the right tools 
for the right job,î  she says. ì If you are 
going to be spending multimillions on a new 
advertising campaign, you wouldní t just test it on 
10 people, and I do not think any UX researcher 
would say that was the right idea either. It is  
doing the right thing for the right purpose. We  
are all here to make sure that every decision is  
based on what customers are saying, doing  
and thinking.î

!"#$%&'()%*+%+,"(&%&'()
Some are more critical of CX and UX and their 
perceived focus on short term benefits to customers 
ahead of long term strategy and emotional he" in 
brand and advertising. Dom Boyd, managing 
director, UK (insights and o!er) at Kantar, cites Ikea 
as one brand that has got the right balance, with a 
ì beating heartî  that runs through the business on 
issues such as sustainability. However, he worries 
others have it wrong. 

ì CX and UX are missing the opportunity to drive 
sustainable growth and value creation, as they are 
not baking in enough consistency in terms of brand 
value and memorability,î  Boyd says. ì In a world 
where emotions shape behaviours, experience 
makes memories, and memories make brands,  
they are missing the opportunity to be evocative. 

()&'*+&'*,,'-*.$%/'
0"#12-&+3,&4'$%52+-&4'
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!n 2020, Netflix documentary drama !"#$%&'()*$
+(*#,,) brought a disturbing vision to our 
screens: shady controllers monitored peopleí s 

every online move, influencing the content they 
come across and, thereby, their mood, and even 
their likelihood of being indoctrinated.

If it sounds like a dystopian prospect of a distant 
future, ití s far from it. Facial recognition 
technologies; the hyper targeted digital advertising 
market; the growth of disinformation and conspiracy 
theories threatening democracy, leading to violence 
such as the attack on the US Capitol; online abuse 
of female journalists and politicians. All are negative 
outcomes of technology.

There is a growing field that recognises technology 
should be designed, understood and applied in a 
way that considers all outcomes and potential 
impact. Enter public interest technologists ñ  those 
who operate in and around tech, who understand 
that designers and coders doní t function in a silo 
and that tech should be used to benefit society as 
a whole. 

ì Public interest technologists produce knowledge, 
hardware and so!ware optimised to advance the 

!"#$%&'%()*+*,)')*&-(.$./0'%,'1'
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public good. Therefore, they are less likely to mine 
and trade in personal data,î  says Mutale Nkonde, 
founding chief executive of non profit 
communications agency AI for the People. 

ì They provide resistance against technologies with 
sexist and racist inputs, and they look for new ways 
to design, deploy and govern advanced 
technological products through justice a"irming 
frameworks.î

Public interest technology has emerged from a 
need to reshape how technology works ñ  and to hold 
accountable those who hold the power. Definitions 
of the field can vary, however. 

Sarah Drinkwater, director of responsible 
technology at Omidyar Network, and former head of 
Googleí s physical start up hub, Campus London, 
points to a lack of shared language. 

ì A core challenge for those of us working to build 
a more equitable technology ecosystem is the lack 
of common language to rally around,î  says 
Drinkwater. ì Technologists, academics, activists and 
us, as the public, all use di"erent words to mean 
the same things. When I hear the term ë public 
interest technologyí , my first question is: who is that 

,-.-%/0-'1$1
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Ití s important that there exists the prospect of an 
alternative to the systems weí ve become accustomed 
to, says Miller. ì Within my own field of social media 
research and online analytics, the reason ití s so 
important to have a civic society that can do this is to, 
basically, keep an independent voice that can hold 
the tech giants accountable.

ì Technology is political in many ways; ití s kind of 
what power flows through, and it shapes our lives ñ  
and you doní t have to look far to find this radical 
alternative to the settled order. In Taiwan, digital 
democrats have made entirely new ways of 
connecting people with politics that are very 
open source and radically transparent.î

He adds: ì The decisions being made around 
platforms, or where data goes, or what our 
experiences are using these platforms ñ  theyí re up 
for grabs, theyí re disputed, and they doní t have to be 
the way that they are.î

Public interest technology can take 
the form of platforms that operate 
di!erently from the established 
tech players ñ  a search engine that 
plants trees, for example. But 
commercial sustainability can be an 
issue, notes Miller.

ì The problem is, because theyí re not 
run for profit ñ  and theyí re certainly not 
run using this enormous capitalist 
architecture that has proven itself to be 

so successful ñ  very, very few, if any, have managed to 
scale up and make genuine competitors,î  he says.

Funding is an ongoing challenge for public interest 
technologists, says Nkonde. ì Funding is dependent 
on philanthropic funds, and that carries a certain 
amount of risk. Therefore, organisations like mine 
have to find a way to capitalise on their work to 
make it sustainable.î

Drinkwater also points to the power imbalance. 
ì Whether youí re an ë ethical ownerí  embedded in big 
tech, or a start up designed in opposition to Silicon 
Valley norms, the core challenge is the imbalance of 
power between several large companies and 
everybody else.î

The Omidyar Network has developed a toolkit for 
technologists to help them understand complex topics, 
including AI bias and surveillance. ì We see incredible 
appetite from workers to do the right thing, but 
employers are constrained by their business practices,î  
says Drinkwater. ì So, for those working in the 
field ñ  and the field is so broad, from engineers building 
in co ops to researchers and beyond ñ  theyí re pushing 
against the grain, exactly as previous generations of 
earlier tech workers did in building Silicon Valley.î

public? Thereí s such clarity around what we doní t 
want ñ  systems that entrench inequalities ñ  but we 
need to get clearer on what we do, to help us all 
accelerate; whether ití s responsible technology, 
humane or ethical technology, or public interest.î

4'(&/56$75#*1502
Conversations about the problematic impact of 
technology o"en refer to algorithmic systems and 
their increasing prevalence in our public and private 
lives. Algorithms are not built in a bubble, and their 
potential negative consequences, either intended 
or unintended, are far ranging ñ  from pressurising 
us to purchase, to infringing on our fundamental 
right to privacy, such as police forcesí  use of facial 
recognition for public surveillance.

Algorithmic bias also means that the e!ect is 
intersectional: race, disability, class and gender all 
have an impact on how decisions are made about our 
lives, without us necessarily being conscious of it.

Nkonde was part of a team that 
helped introduce the Algorithmic 
Accountability Act into the US House 
of Representatives in 2019. The bill 
calls for large tech companies to 
audit the algorithmic systems they 
build, to ensure they do not violate 
the civil rights of people from 
protected classes.

To address algorithmic bias, 
Nkonde says the US government 
should mandate independent impact assessments 
that would make clear how people from protected 
classes are a!ected. She likens this to the US Food 
Drugs Administration, which makes sure food and 
drugs are safe. 

Public interest technology goes beyond 
discussions of regulation, which often becomes 
a back and forth game between big tech and 
government authorities. So, are discussions about 
technologyí s wider impact too dominated by the 
issue? No, says Nkonde. ì We need discussions 
about regulation, because there is none, but we 
also have to discuss how to ensure communities 
understand how algorithmic decision making 
systems work to build agency among the most 
impacted groups. Companies themselves 
should also take their corporate responsibility 
obligations seriously.î

Carl Miller, research director at the Centre for the 
Analysis of Social Media at think tank Demos, says 
regulation is just one part of the picture. ì We o"en 
try to deal with online problems simply by regulating 
the tech giants, rather than trying to find other ways 
of dealing with the problem,î  he adds.
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!ver the past few months, there have been a 
host of Covid 19 conspiracy theories shared 
across social media. In some quarters, this 

has been described as a ë tsunamií  of misinformation. 
In the early phase of the pandemic, wild theories 

suggested that American business magnate Bill Gates 
had intentionally caused Covid 19 to implant digital 
microchips that could track and control people. There 
have also been conspiracies around vaccines altering 
human DNA. 

Other theories have claimed that technology, such 
as 5G, is the cause of the virus, while others have 
argued that the entire pandemic is a hoax and 
encouraged social media users to film their local 
hospitals to prove they are empty. Our research 
focused on the 5G and #FilmYourHospital conspiracy 
theories, and we published two papers in the !"#$%&'(
")(*+,-.&'(/%0+$%+0(1+2+&$.3 in 2020. 

It has become really important to have access to 
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tools and methods to rapidly analyse social media 
data to detect drivers of misinformation. This is 
because false and misleading information is a 
serious public health concern. If certain people 
believe that the Covid 19 pandemic is a hoax, they 
may ignore lockdown restrictions and/or be sceptical 
about vaccines. 

There is research to support the view that those 
who might believe in conspiracies may be less 
likely to follow government recommendations. 
This could have negative health outcomes, 
making it important to study the types of 
misinformation circulating on social media and the 
drivers of that misinformation. 

In the case of the ë 5G and Covid 19í  conspiracy, 
5G phone masts were vandalised across the UK, as 
well as in Europe. For the #FilmYourHospital 
conspiracy, people attempted to enter hospitals to 
film inside them. 

,-$ detector
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largest structures were an ë isolatesí  group and a 
ë broadcastí  group. For the #FilmYourHospital 
conspiracy, the largest clusters identified were 
broadcast networks. 

An isolates group occurs when a large number of 
users tweet about a topic without mentioning other 
users or retweeting tweets. These users tend to be 
outsiders from the core discussion. 

A broadcast network structure occurs when a single 
user, and/or a group of users, is being retweeted in 
high frequency. 

Our research revealed that influential users were 
distributed across the network, forming their own 
groups and audiences. We also found that ordinary 
citizens were among the key drivers of the 
conspiracies, and users would link to fake news 
websites and/or videos on YouTube that contained 
misinformation in order to make their point. 

Certain Twitter accounts engaging on the 5G 
conspiracy theory network may have had ulterior 
motives, because they could seek to profit from it ñ  
including websites claiming to sell products to protect 
against 5G. 

An interesting aspect of both conspiracy networks 
is that tweets tend to build steadily and then peak, 
causing a flurry of tweets that then die down. For the 
ë #FilmYourHospitalí  conspiracy, our research also 
checked to see whether users were likely to be bots 
ñ  an automated account that can be controlled by 
a third party. 

We used the Botometer tool to detect bots within 
the network and found that only a small number 
of accounts displayed bot behaviour ñ  indicating 
that, potentially, the network was comprised of 
ordinary citizens. 

Our recommendations were that public health 
authorities could make use of quick, targeted 
interventions to reduce the impact of misinformation. 
Moreover, we suggested that users could use the 
report feature of a social media platform to flag 
content that may go against the terms and conditions 
of Twitter. We also recommended enlisting the 
assistance of influential users, celebrities, and 
popular culture figures to help share factual 
information, because o!icial government accounts 
may be viewed with scepticism. 
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Ahmed W, Vidal Alaball J, Downing J, Segui F L. ë COVID 19 and the 5G 
Conspiracy Theory: Social Network Analysis of Twitter Dataí. Journal of 
Medical Internet Research 2020, 22(5), e19458.
Ahmed W, LÛ pez SeguÌ  F, Vidal Alaball J, Katz S M. ë COVID 19 and the ì Film Your 
Hospitalî  Conspiracy Theory: Social Network Analysis of Twitter Dataí. 
Journal of Medical Internet Research 2020, 22(10), e22374.

Using the Microso" Excel plug in NodeXL, we were 
able to retrieve tweets related to a time when there 
was heightened interest in the two conspiracies. 
NodeXL provides quick access to data from a number 
of di!erent social media platforms.

In our first study, data relating to the hashtag 
#FilmYourHospital was retrieved from Twitter for a 
seven day period between 13 and 20 April 2020. In 
total, 22,785 tweets were captured, sent by 11,333 
Twitter users. 

For our second study on Covid 19 and the 5G 
conspiracy theory, we retrieved data from between 27 
March and 4 April. In total, 10,140 tweets were 
retrieved, sent by 6,556 Twitter users. 

Social network analysis was used, drawing upon the 
Clauset Newman Moore algorithm. This allowed us to 
analyse and identify network structures within the 
Twitter conversation taking place. 

For the 5G conspiracy theory, we found that the two 
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.umans are experts at deciphering language 
and picking up the nuances in speech, and 
the meaning behind words. In the ever 

demanding world of brand tracking, can rigour and 
analysis be retained in research while increasing 
speed and reducing cost? 

A partnership between research agency MM Eye and 
Jaguar Land Rover aimed to explore whether an 
artificial intelligence (AI) system could help uncover 
customer sentiment in answers to open ended 
questions and save the brand time and money. 

The project started in 2017 and was intended to 
help Jaguarí s brand health survey, examining 
customer views and feelings towards the company. 
Specifically, its goal was to explore whether long
form, verbatim responses to questions posed by 
the survey could be analysed by AI instead of 
human coders without losing the necessary level of 
detail and quality. 

MM Eye has worked with Jaguar since 2010, and was 

involved with its brand health survey before the 
AI project. The survey has typically used stream of
consciousness interviewing techniques to analyse 
consumersí  emotional engagement with the brand. 
The questions are open ended, so are more likely to 
elicit a better understanding of peopleí s emotional 
connection with particular car brands. ì Ití s like taking 
a look inside the consumerí s head and getting a much 
clearer picture of how they see the world,î  explains 
Claire Catmull, head of continuous research at MM 
Eye. ì This approach is simple to conduct, but rich in 
outcome.î  

The brand health survey works by turning answers 
to the survey questions into data, using a forensic 
coding system that identifies and categorises words, 
descriptive attributes, and recounted experiences with 
the brand. A single paragraph can provide numerous 
pieces of data, which are then also analysed for their 
emotional sentiment ñ  whether they are said in a 
negative, positive or neutral way. This generates 
thousands of pieces of data, and the previous 
approach of using human coders to analyse the 
information collected took, on average, 53 weeks. 

In 2017, MM Eye proposed changing the 
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methodology behind the survey. It decided that an AI 
ë cyborgí  ñ  which would automate much of the 
analysis, with support from human coders ñ  could 
help reduce the time and cost involved in the coding 
process, and it began scouting the market for an 
o! the shelf tool. 

However, MM Eye concluded that existing text
analytic packages were unable to deliver the model 
the companies wanted, so it began looking at how to 
make its own bespoke system. 

The system had to have the necessary ì granularityî  
to allocate codes to a clause or subsentence in 
consumersí r esponses, according to Catmull ñ  this 
would make the coding as accurate as possible, and 
similar to how a human would be able to analyse 
speech. It needed to be able to identify the correct 
sentiment used during a conversation and work with 
non English languages.

ìO ur journey wasní t a straightforward one ñ  more a 
voyage of discovery that, when we embarked upon it, 
we didnít know  would be successful,î  Catmull says. 
ì We needed the end product to seamlessly transition 
so as not to disrupt years of data tracking; we needed 
the AI to match the granularity of our existing code 
frame, and we needed the AI to code the sentiment.î

Several approaches were considered, with the most 
promising being ë StarSpaceí , a general purpose, neural 
model for e!icient learning of entity embedding, used 
by Facebook to identify peopleí s interests and 
outlook. In January 2019, MM Eye reworked StarSpace 
to operate within the subsentences o"en analysed in 
the brand health survey. This, says Catmull, turned 
out to be a ìb reakthroughî . 

ìT apping into expert advice gave us a significant 
step forward and the route into using the StarSpace 
approach to allocations. Another significant step 

came when we appreciated that some element of 
ë humaní  verification would still be required if we 
wanted to meet our goals.î

The new coding system is self learning, so it can 
improve its analysis continuously, based on previous 
data. This is coupled with human oversight, so 
accuracy is maintained at pre AI levels. Accuracy of 
the initial AI analysis of sentiment and meaning is at 
70%, up from an initial 50% and with aims to increase 
this to 80%. 

In the first year of using the AI system, there was a 
33% reduction in coding costs, which the companies 
expect will drop further, and there has been a 
significant fall in the amount of time needed to 
complete the coding process. 

Jaguar Land Rover has used the cost savings to 
expand the AI tool and are exploring how it could be 
used elsewhere in the business. For example, the 
recent Jaguar ë Bend the Rulesí  campaign was 
supported by the AI system. 

Iulia Calin, brand and communication lead, global 
customer insights at Jaguar Land Rover, says: ì The 
new coding system has helped us to have data much 
quicker, which meant we could have early discussions 
with the UK marketing team, for example, and our 
creative agency ñ  and like this the ë Bend the Rulesí  
campaign was born.

ì The new coding process gave Jaguar Land Rover 
more time and money back that we have reinvested 
in other areas of the brand health study. The new AI 
has been tested successfully on a completely di!erent 
internal project, and our aim is that this tool will be 
used widely within the business ñ  whenever we have 
a lot of verbatims ñ  in the next 12 months.î
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!an money make you happy? For some,  
the answer is an obvious no, while  
others, perhaps, put more emphasis on  

material rewards. 
The research team behind a recent smartphone 

app, The Happiness Project, set out to explore the 
circumstances in which humans are happy or 
unhappy. Bastien Blain, research associate at 
University College Londoní s Queen Square Institute 
of Neurology, who worked on the project, says that 
the recent focus has been on the impact of learning 
and reward on happiness.

An initial lab experiment carried out by Blain and 
his colleagues saw volunteers play a game in which 
they decided which of two cars would win in a race. 
In the ë stableí  condition, one of the cars always had 
an 80% chance of winning. In the so called ë volatileí  
condition, one car had an 80% chance of winning for 
the first 20 trials, switching to the other car for the 
next 20. The volunteers were not told these 

!"#$%"$&"'$(')*+,-&$#.)+$/)012$2"/1"*1$.)33&4$$
5$6171*+$3)316$2'8812+2$+.)+$+.1$36"7122$"-$91)6*,*8$,2$
/"61$61#)6%,*8$+.)*$)$61#)6%$,+219-:$Liam Kay$613"6+2$
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probabilities before the experiment began, but had 
to work them out by playing the game. 

Before the race started, the participants were 
shown the potential reward they would receive  
for their car winning. The size of the reward 
fluctuated at random between trials and was 
unrelated to the chances of a car actually finishing 
the race victorious.

In between trials, volunteers were asked to rate 
their current level of happiness. The results showed 
that participants, particularly those who exhibited 
symptoms of depression, were happier in the stable 
condition and a!er they had won. 

The key finding, though, was that the size of the 
reward had no bearing on happiness ñ  instead, it was 
how surprised the person was to claim victory. The 
idea was that ë learningí  and trying to work out when 
a reward would appear was more fulfilling for an 
individual than the reward in and of itself. 
Participants were happier when they were able to 
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are more likely to be depressed than if you  
do something because you enjoy it,î   
he explains.

ì If we have a game, we have access to the 
mechanisms behind depression. We know the neural 
phases of decision making, we have an idea of the 
computational mechanisms behind decision making 
and, by having games, we can quantify very precisely 
individual di!erences.î  

The next step for research in this area, according to 
Blain, could be to examine the balance needed 
between reward and learning. For example, would 
learning without a reward generate similar levels of 
happiness to learning with one? And how great or 
small does a reward have to be in relation to the 
amount of learning involved? 

ì We predict that if learning competes with reward, 
people would prefer having learning involved,î   
Blain says. ì If you have a choice between doing 
something really boring or di!icult and you could  
get some money, or something that is challenging 
but not too di!icult or boring, but you doní t get  
a bonus, my prediction is they would prefer 
something challenging.

ì If you get people doing things where they do not 
learn, a bonus will be required. They will not have 
intrinsic motivation. However, if there is a notion of 
learning or challenge, then people will tend to do 
that more and without a bonus. They will enjoy it 
and be happier.î

ë Momentary subjective well being depends on learning and not rewardí , 
Bastien Blain, Robb B Rutledge, eLife 2020, 9:pp1 27

learn which car was better ñ  even when the reward 
size was low.

Following the experiment, the researchers  
created an app to study further the e!ects of  
learning on an individualí s happiness. ì We do some 
things because we get an outcome such as a salary,î  
Blain explains. ì Sometimes, we do things because 
we are interested in the activity and they are 
rewarding in their own right. There are no obvious 
payments or outcomes, and yet we do it. We wanted 
to unpack that.î

The app allows users to play games that test 
their decision making and learn about the science 
of happiness, while also providing behavioural 
data for the research team to help examine the 
nature of happiness and its relationship with the 
learning process. 

It was designed to test the ideas about reward  
and learning outside of lab conditions and in the 
general population, Blain says. The Happiness 
Project app is available through the Google and 
Apple app stores, and Blain says the team is hoping 
between 30,000 and 40,000 people will play the 
games. Questionnaires are included to understand 
more about the mental health of its users.

By examining the relationship between learning 
and happiness, Blain hopes to uncover some of  
the factors behind psychological conditions  
or depression. 

He argues that the results also tell us something 
about what motivates human beings. ì If people are 
motivated only by extrinsic rewards ñ  such as your 
wage or because you get something tangible ñ  you 
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To advertise telephone 020 7566 1843  !"##$%&'()%*+,)(''

Ÿ F2F interviewing across UK, including NI
Ÿ Qual recruitment
Ÿ Tablet/Paper/Telephone interviewing
Ÿ Postal Surveys
Ÿ Online
Ÿ Coding, Data Entry and Tabs

Specialists in
 fast turnaround  

projects.

ield &

For the best quote possible 
or just to chat about your options 

contact Lisa Stringer or Carol Timson

Email: Enquiries@dataoptions.co.uk    
     Tel: 0161 477 9195

Experienced in all methodologies

!"#$%&'()*+'#
,-'.+'#/"0).1)!!

"#$!%&'()
"0!*+*!,-..!/012
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!"#$%&'()*'+,-'%.//'-$')0,-%'
12.'3/.42)*%'5,,67
The Elephant Room is a creative agency 
dedicated to creating a more inclusive space 
within advertising, not only through work and 
representation, but also through methods of 
building business. We want to be an example 
of change.

82)%'9,.$'+,-#'#,/.')$'2.)9',:'
%)/.*%'"*;,/;.7
Ití s my job to make sure we have a network of 
creative talent, both in advertising and outside 
of it. But also to be up to date with what is 
happening in culture across the world, so that we 
can be on the pulse and well 
positioned to work on the most 
culturally e!ective projects.

82)%<$'%2.'0)(=>#,-*9'
%,'%2.'?,*.'6,*%2'
6.*%,#$<'4#,>#)66.7
The project matches young people 
who want to venture into creative 
careers with senior and C suite 
leaders, and aims to help young 
talent build sustainable relationships in the 
industry. This is centred on the calendar year ñ  
Black History Month, International Womení s 
Month, and Pride, particularly for mentees who 
identify as such, and exclusive to them for that 
month. Ultimately, weí re on a mission to support 
talent.

@"9'#.$.)#(2'2);.')*+'#,/.'"*'%2.'
9.;./,46.*%',:'%2"$7
Yes, but I feel like my role is all about research. 
I o"en speak to talent about what they want. I read 
articles, I listen to podcasts and think about what 
I would have needed if it was me in someone elseí s 

!!"#$%%$&

shoes, or if I wasní t in a position to do what I do 
now. My day to day understanding of the industry 
is my research, and then ití s bouncing those ideas 
o! my team.

A,B'"64,#%)*%'"$'6.*%,#"*>':,#'
+,-*>'0/)(='.64/,+..$')*9'
4,%.*%")/'.64/,+..$7
Extremely important. Black people within the 
workplace need to feel empowered, and, more 
o"en than not, they doní t. We o"en face 
stereotypes, lack of belonging, prejudice and 
discrimination, which doesní t always enable us 
to progress within, or remain with, a company. 
We o"en choose to opt out to avoid conflict, 

awkwardness or sadness. 
Everyone deserves to be 

empowered in the workplace ñ  it 
just happens to be that we are a 
minority who o"en feel ignored.

12.#.<$')'/,%',:'%)/='
)0,-%'"*(/-$",*C'A,B'
()*',#>)*"$)%",*$'0.'
6,#.')((,-*%)0/.7
Do what you say and mean it. 

Ití s not enough to talk, or participate in agency and 
client debate. We have to be actively anti racist 
and call out the behaviours that are unacceptable. 
No one in their own skin, ability, sexual 
orientation, class or background should feel lesser 
ñ  or worse, not accepted ñ  in any workplace in 
times like now. Ití s just not OK.

D,-'B.#.')$=.9'%,'$"%',*'@,B*"*>'
E%#..%<$'5)(.'@"$4)#"%+'F-9"%C'82)%'
9"9'%2)%'"*;,/;.7
I sat on the race advisory board, which meant 
analysing data and programmes in the NHS, 
education, and around police stop and search. 

'(%)*#+,  
    in the room

Shanice Mears!"#$%&"'(")%*$+)"%+&",'-('.+&$/"%)"0#$"1*$2#%+)"
3''4!"%+&"('.+&$/"'(")#$"%5$+,678"9'+$"4'+)#"4$+)'/87"
2/'5/%44$!")%*:8"%;'.)"5$))<+5"6'.+5";*%,:"$42*'6$$8"<+)'"
%&=$/)<8<+5"%+&"#'>",'42%+<$8",%+";$,'4$"4'/$"%,,'.+)%;*$?"
@6"Katie McQuater

-.(#/0!)%1)(%!23,*3+!,*%!
21$0)(#/%!+%%4!,1!5%%(!

%6)12%$%47!#+47!61$%!15,%+!
,*#+!+1,7!,*%8!41+9,:

Ph
ot

og
ra

ph
y b

y L
uc

y B

66  

Impact ISSUE 33 2021_pp66-67_Careers.indd   66 26/03/2021   10:20



It meant discussing the figures and advising on 
how to improve our understanding of why they 
are that way in the first place. I was among other 
leaders and community activists.

!"#$#%$&'#()#*$+$#&(,+-./0+.,1#+(#
"2"+34.&#/$--.3-"5
You could say that, but ití s a lack of education, 
understanding and a touch of ignorance about 
why we have systemic barriers. There is evidence 
out there that classism, racism, sexism and things 
such as the gender and ethnicity pay gap exist ñ  
and that is because of the leadership that has 
historically been in place.

6$"+#23$-7#2(0#8-(+3#$#9.3&3#
90/%.":3*#.,#!"#$"%&'7#.,#
-3"9(,"3#+(#+:3#$*#.,*0"+-2;"#
(93,#%3++3-#.,#+:3#4.*"+#()#+:3#
<%$&'#6.=3"#>$++3-#?<6>@#
4(=343,+A#B$=3#2(0#,(+.&3*##
$,2#&:$,13"#.,#+:3#.,*0"+-2;"#

9(%.&.3"#$-(0,*#:.-.,1#43+:(*"7#
83%%/3.,1#$,*#3+:,.&.+2#9$2C1$9#
*$+$#".,&35
The census from the Institute of Practitioners in 
Advertising and the Advertising Association is a 
start to see a) how far we have come, and b) how 
far weí ve yet to go. Initiatives and programmes are 
a good way of starting things. I sit on the steering 
group for [diversity campaign] 
ë #10000BlackInternsí , which I think is a great 
initiative ñ  I encourage everyone to sign up.  
Thereí s been some transparency around data,  
but not enough.

D:$+#":(0%*#(-1$,."$+.(,"#*(#+(#
/3++3-#3,1$13#8.+:#9-("93&+.=3#
,38#:.-3"5
Dedicate a team of people within the recruiting 
team to get into communities, do research, and 
meet new people. If people are proud of the 
company and where they work, they will want to 
share that sentiment with others.

!"#$$#%&&

'($)*"+,  
    in the room
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International affiliates
Household brands, including 
Unilever and Mintel, are 
among the first organisations 
to sign up to the MRS 
international affiliate 
programme. Since its launch 
last year, the mark has 
attracted research agencies 
from countries such as Egypt, 
Belgium, Sudan and the US.

Main board elections
The 2021 MRS main board 
elections resulted in the 
re election of ZoÎ  Ruffels 
CMRS, of GSK, and the election 
of Cecilia Patterson CMRS, of 
MTC Marketing Research 
Solutions. Main Board 
member Sinead Jefferies 
takes up the role of chair 
designate, a position she will 
hold in addition to her existing 
board responsibilities.

Honorary fellows
MRS is awarding 25 honorary 
fellowships in 2021, to mark its 
75th anniversary as the UKí s 
professional body for 
research. The first names 
include Sir David Spiegelhalter 
and Dr Camilla Pang.
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Diary dates

! !"#$%&''($)*+!!
,&-()*#'!*).!!
'/&*0&#!&1&)()2'!*#&!
%#&&!%$#!3&3-&#'4!!
For information on all 
MRS events go to

,,,43#'4$#24506&1&)7'

8)+()&!9$5#'&'!
Survey Sampling
Gain confidence in sampling 
best practice methods and how 
this can impact on the statistical 
validity of survey findings. 
19 April 

Introduction to 
Qualitative Research 
Understand the role of qualitative 
research in contemporary insight 
and its general application, 
including the processes, planning 
and methods. 
20 April 

Data Privacy in Research
Understand the full range of 
data protection principles and 
concepts that researchers need 
for compliant insight. 
22 April

Digital Ethnography 
Discover the key elements of 
choosing and implementing 
digital ethnography as 
a methodology to ensure 
optimum insight. 
23 and 30 April (2 x half days) 

Review and Refresh 
Your Survey  
Practical guidance on how to 
conduct a robust review of 
your quantitative survey, with 
tips on refreshing it in light of 
todayís  challenges.
26 April 

Moderating Masterclass 
Extend your range of techniques 
for moderating focus groups, 
including NLP methodology to 
energise groups and meet 
clientobs ervation requirements.  
27 and 28 April (2 x half days) 

Introduction to Statistics 
Get to grips with the basic 
methods of statistics and 
sampling, and how they can be 
used to inform and refine 
approaches to market research. 
5 May

Essentials of 
Quantitative Research 
This threeday  course builds a full 
understanding of the quantitative 
research process, including data 
collection and analysis through to 
presentation and conclusions.
6, 13 and 20 May

Online Panels and 
Communities 
Understand how to best build, 
develop and maintain online 
panels or communities using the 
latest techniques, including 
software options.
11 May 

Introduction to 
Behavioural Economics  
Through collaborative learning 
and team exercises, this course 
offers a scientifically robust model 
for understanding the basis of 
behaviour change. 
14 May

Creating a Culture 
of Insightment 
Learn how to create a collective 
and individual culture that is 
ready to identify and transmit 
actionable insights.
21 May

Influence and Impact
Evaluate your personal impact 
on those with whom you interact 
day to day, and learn to develop 
rapport through nonv erbal 
communication techniques.
26 May

Virtual training: all courses are live and interactive

:;<!!
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Throughout the unimaginable 
diffi culties of the last year, the 
insight sector adapted and 
innovated to keep businesses 
moving and fi nd new ways to 
amplify the voices of citizens 
and consumers.

This yearí s awards will celebrate 
creativity and resilience.  
Our judges want to hear your 
stories of triumph and tenacity, 
changes and challenges, and 
how you fl exed to survive or 
thrive in a world in fl ux.
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