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Chamberlain the Company

The Chamberlain Experience

� Established in 1988

� Full-service market research and consulting firm 
� Specialized survey design, research methodology, 
and analytical consulting

� Proactive project management team

� Customer Experience based in-bound and out-
bound call center 

� Expert qualitative moderators

� Specialized data processing team

� Advanced statisticians and analysts

� Advanced customized primary research 

� National and international reach



Chamberlain the Company

The Chamberlain Experience

It is our goal to provide a excellent research experience to our

clients and respondents.  

We start by continuously evaluating every touch point in our 

research process.

Every employee is empowered to enhance every interaction to 

exceed expectations.



Overview

History of Marketing

~ Thomas Baekdal 
http://www.baekdal.com/articles/Management/market-of-information/



Overview

Shifts in Brand Communication

Old New

Communication Shout Listen and 
Respond

Approach Campaign Community

Timeframes Has an end Continuous

Attention Lean forward Lean Back



Traditional Research

Research Strategies Status Quo



Traditional Research

Research Strategies Status Quo

In order to ensure future cooperation we must 
ensure surveys do not cause:

� Confusion

� Fatigue

� Frustration



Traditional Research

Respondent Experience Rules

Preserve the respondent pool and increase data 
accuracy by caring about the respondent’s survey 
experience:

� Adapt task to individuals

� Non-repetitive exercises

� Easy to answer real-world exercises

� Convenient to complete



Traditional Research

Traditional Tedious Rating Scales

8.9 9.1 8.7

Does Not Simulate Real-life and is not Engaging



Advanced Data Collection

Innovation

How should choice play into 
new questioning models?



Advanced Quantitative Design
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Maximum Differential Scaling (MaxDiff)



Advanced Quantitative Design

� Accurately measures importance.

� Extremely effective in providing discrimination across attributes which 
previously clustered.  

� Respondents are asked a series of questions regarding a certain topic. 

� Method improves survey experience.

� Method offers more robust analysis options.

� Very effective Establishes the relative priority in: 
� Messaging
� Product or Service attributes
� Products or Services
� Website functionality 

Max-Diff Features



Advanced Quantitative Design

Max-Diff Case Study

� Identify importance of ten individual features to prioritize the importance 
of a Market Research providers benefits and features.

� Each respondent was shown four potential qualities of a supplier.  

� Respondents were asked to choose the most and least important 
quality when selecting a research partner.  

� Ten questions were presented to each respondent.

Market Research Firm Selection Criteria



Traditional Research

Traditional Mean Scores

On a scale of 1 to 10 with 1 being unimportant and 10 being extremely important, please rate the following items when considering 
a market research supplier.
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Advanced Reporting
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Magnitude of Importance

Times Selected Most Important Minus Times Selected Least Important (net 
positive or negative importance)
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Advanced Reporting

�#$%

Total Shares are 100
“Shares” have a defined numeric distance and are easily compared
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Share of Importance

Q6-Q15. Considering only these 4 qualities, which is the Most Important and which is the Least Important?
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Advanced Quantitative Design

Adaptive Design

Adapt: to make fit (as for 
a specific or new use or 
situation) often by 
modification 



Advanced Quantitative Design

Unrestricted Quantitative Research



Advanced Analysis

Adaptive Solution “R”



Advanced Quantitative Design

Client Goals:

• Price a transformational product in order to 
maximize profit

• Provide my branding firm clear direction on 
how people communicate the benefits

Solution:

Conjoint + Adaptive Analysis + Targeted Open 
ends

“Like angels giving me a sponge bath with Unicorn Tears”

Adaptive Case Study



Advanced Qualitative Design

New Solutions

� iModerate
� On-line Bulletin Boards, 
� On-line Focus Groups

� iMarkIt
� QualVu
� Networked Insights



Advanced Qualitative Design

iModerate

� Quantitative Survey
� Qualification initiates Live chat
� Real-time moderators ask predetermined questions

Combines benefits of telephone research with the 
speed, and affordability, of online research.



Advanced Qualitative Design

On-line Focus Group / Bulletin Board



Advanced Qualitative Design

iMarkIt

https://login.itracks.com/login



Advanced Qualitative Design

iMarkIt
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Future Research

qual-vu

Making the data capture and categorization much more streamlined
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Networked Insights

Our Dashboard Accesses:
• 300m web users
• 1.5b Interactions/month
• 29k social networks
• 17m blogs

SocialSense
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I love my new 
pickup truck
I love my new 
pickup truck

Need Better Gas 
mileage… but it 
needs to look cool

Need Better Gas 
mileage… but it 
needs to look cool

Do they sell those cars in that 
new movie Iron Man?
Do they sell those cars in that 
new movie Iron Man?

I just got the greatest 
deal on my new Ford 
Fusion… I love it.

I just got the greatest 
deal on my new Ford 
Fusion… I love it.

Check this out..
http://bit.ly/1eN
New Toyota Concept

Check this out..
http://bit.ly/1eN
New Toyota Concept

Driving to work just 
became nicer 
thanks Lexus

Driving to work just 
became nicer 
thanks Lexus

Does anyone know 
what that new porsche
4 door goes for?  Fast 
and practical!!!

Does anyone know 
what that new porsche
4 door goes for?  Fast 
and practical!!!

I love it!I love it!

I want a hybrid…
now which one to 
choose

I want a hybrid…
now which one to 
choose

I want to hook up 
my ipod in my new 
5 series

I want to hook up 
my ipod in my new 
5 series

I want a sports car 
that gets great gas 
mileage

I want a sports car 
that gets great gas 
mileage

I want back to the days of fast 
cars that do not fall apart
I want back to the days of fast 
cars that do not fall apart

I just found out they 
put in a recall on my 
car what do I do next

I just found out they 
put in a recall on my 
car what do I do next

I am a tech junkie…
how should I trick out 
my new car

I am a tech junkie…
how should I trick out 
my new car

Which car has the 
best navigation 
system

Which car has the 
best navigation 
system

I just bedazzled 
my steering 
wheel

I just bedazzled 
my steering 
wheel

I love my Hummer SUV… Who 
cares about MPG…�
I love my Hummer SUV… Who 
cares about MPG…�

My car has been in the 
shop 5 times in the last 
6 weeks… I just want 
the navigation to work.

My car has been in the 
shop 5 times in the last 
6 weeks… I just want 
the navigation to work.

I want a fuel efficient SUV 
that does well in the snow
I want a fuel efficient SUV 
that does well in the snow

I used the Onstar
system last night 
WOW!!!

I used the Onstar
system last night 
WOW!!!

Social Media Monitoring = Too much Noise
-��%��,���.��	�)��
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Social Media Monitoring = Too much Noise
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Social Media Monitoring = Too much Noise
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Social Media Monitoring = Too much Noise
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Social Media Monitoring = Too much Noise
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Social Media Monitoring = Too much Noise
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Social Media Monitoring = Too much Noise
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Social Media Analytics =
Listen to the pattern not the mention

-��%��,���.��	�)��



36Future Research

New Techniques

• Segmentation
• Regional Segmentation: Neighborhood Segmentation through demographics.

• Hyper-Segmentation: Individual Segmentation through movement tracking.

• Communication
• Social Media Networks Mapping: Analyzing perceptions through social 

media.

• Behavior
• Customer Movement: Understand customers by tracking in-store movement.

• Visual Biological Response: Understanding thoughts through facial feedback.

• Non-Visual Biological Response: Understanding thoughts through FMRI & 
SST.



37Future Research

Future Research Sources

• http://www.claritas.com/MyBestSegments/
• http://www.sensenetworks.com/citysense.php
• http://www.networkedinsights.com/products/
• http://www.radian6.com/cms/solution
• http://www.thevertgroup.com/vertualinsights.htm
• http://en.wikipedia.org/wiki/Blink_(book
• http://neuromarketingresearch.com/
• http://www.commercialalert.org/issues/culture/neuromarketing

/inside-the-consumer-mind-what-neuroscience-can-tell-us-
about-marketing
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