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The Way People Interact with Brands and How
They Shop Is Evolving Rapidly

A Toplcs from a recent insights conference:

Revolutionizing a Big Box through Shopper Focused Innovation
(Office Max)

Building a Store for the Modern Day Consumer (Home Depot)

Understanding Shoppers to Drive Next Category Management
and Marketing (Johnson & Johnson)

The Power of Unified Insights (Interbrand)
A New Era in Shopper Marketing (P & G)
Consumer in Command (Microsoft)

A Yet many are still relying on traditional insight
methodologies (and timeframes) to drive decision making
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The Emergence of Hybrid

A Traditional research techniques all deliver solid
insight and information, but is it enough?

I Qualitative digs deep on a particular issue but is not projectable
i Quantitative is projectable,butd o es nét tell you n

N ual and Quant are natural bedfellows. Data should be
borne in mind when a gualitative study is being reviewed, and
conversely, the nwhyo question sh
up the results of any quantitatiyv

- Sven Arn; HTP Concept from the ESOMAR Global Market Research Report 2007
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The Emergence of Hybrid

NThe ability to | everage eme
prime factor in identifying the winners of the research
Industry. Whether it is a supplier using new techniques based in

technology, or a client maximizing data quality or budgets, it is clear
that technology constantly opens

NThe most c¢clear uptake of ne
methods in research is in the growth of hybrid

studies. Hybrid studies, involving both qualitative and quantitative
elements, are gaining in usage for both reasons of insight (getting
beyond the numbers, validating a qualitatively-arrived opportunity) and
for budget reasons (using the same respondent for multiple purposes,
cutting down on field time).o

-Research Industry Trends 2007 Report, Rockhopper Research e Invoke
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Who iIs Invoke Solutions?

Time and Expense Does Not Have to be a
Prerequisite to Great Results

A The technology-driven Market Research company known for
superior online and mobile hybrid methodologies that deliver an
exceptional participant experience and better business results

Time-tested and proven gual/quant online methodologies

In-house research experts and partners who design, execute
and deliver results you can rel

ALIive, 0o highly interactive onli

Immediate insight delivered with real-time dashboards and easy
to interpret reporting options
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Invoke Engage Qual-Quant Sessions: A
Flexible, Interactive Research Experience

2 Invoke Solutions | Welcome 1o Invoke Solutions! - Microsoft Internet Explorer
Bl= Edt  View Faworites Tools Heb
Qe - )  |x] &) €0 JOsearch §7rawnes £ 2 = Somewhat Important 5 = Not Important At Al
3 = Meither Important or Unimportant

Adiress ] hitp:) vaww.invake,com/

Corvertible top
GPS system
Satellite radio
All-weather package
Side curtain airbags
An epic source of satisfaction,
the Invoke Powar Play defines Heated seats

the combination of  lJuxury
and power in 8 modem vehicls
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Moderator:

COwerall, how appealing is this vehicle to you?

O Ilove it!
@® 1 like it
() I neither like it nor dislike it
Moderator:
What do you find MOST appealing about this car?

My Answer:

It looks fast and sleek. Idont know how functional it would be but it Send |
seems like it would be fun ko drive and like something that people would
really notice. IF I was going to buy a car For fun, this looks like something Clear | »
I would consider for sure. Its probably expensive though. [ Cancel | R
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Making Research Data Transparent and Easy
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Making Research Data Transparent and Easy
to Use

26. Tell me a little more about the brand that you admire most when it comes to marketing to children.
Who are they and what specifically do you admire about them.

\oting View

| Sort by keyword |

\{ Keyword Yiew \

Answers:

" Show all
* Filter By

[CJehild
[CJadmire
[(Jkid
[Cldisney
(Jtoy
[Clgood
[(Jproduct
[CJbrand
[[Jage

[l educational
[Jhealthy
[Imarketing

[Jiearn

m-g; m-G'

kkb: probably fisher price their products seem to be A
tageted at specific ages; appropriate and
educational too

A |
] sherylturtle: I would say leap frog , it targets
educational activities for children according to age
and ability

dayclear: Disney, produce programs that are
educational and entertaining for children, also
they have numerous games, etc that are both e

uc

and entertaining. Their actors in the programs f
the most part of decent role models,

26. Tell me a little more about the brand that you admire most when it comes to marketing to children.
wWho are they and what specifically do you admire about them.

cupcake: I guess a specific brand for me would
leap frog, they sell educational toys that help
learn. 1 admire them because the toys are usua| Answers:

Yoting Yiew

[_Sort by ¥oting |

N

\k Keyword View

=§§_\= B-

fairly straight forward can be used for a couple _
years, built well, deliver what it promises
7:0

Exposure = 7

6:0
Exposure =6

RERE: While advertising they also appeal to the
parents as well ie educational, safety

assia: Leap frog..they are educational orriente
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6:0
Exposure =6

6:0
Exposure =6

? terryleern: I do agl:ee that Kashi has a good a‘dﬁs};e‘i'.t‘s'iiﬁafb»lgh',*;
setting a good example for health and wellness. =

Kneecy: There is not one brand that stands out in my mind.
Anything to encourage good eating habits and exercise is
good,

R

4

pimom: pbs kids have shows and products that help kids
learn and nick jr because most of their shows help the
younger kids.Both have videos and games that help kids
learn

2

Boxermorm: If I had to pick one, it would be Crayola because
they encourage creativity




Invoke Engage: A Far Better Participant Experience

Invoke Engage provides a more conversational, interactive
environment where people can express themselves through open
ends and agree or disagree with other opinions

The Proof: Participant Comments:

Average Complete rates: ‘ ‘ Arhank you for this opportunity. | like to voice
Over 95% ' my opinion and this is great way to make that

happen! o
Average participant
satisfaction ratings:

ver 95% Top 2 box _
Over 95% Top 2 bo nrhank you for your time Peter! Have a good
Average interest levels weekend! o

in future sessions:
97% Top box Arhis was very interesting, thank you for letting

me participateo

AMfrhank you for | etting

/ Participants routinely stay

. iHad a great ti me so,,
engaged for up to 90 minutes (after 60 minutes)
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Invoke Engage: Better Quality Open Ends, from Everyone

With Invoke Engage you get rich, emotional open-ended
responses from all of your participants, not just a select few chats

Compared to focus groups Compared to online surveys

Far greater scale with Studies have shown that
geographical dispersion verbatims on Invoke:

More honest, open feedback A Are 50% more likely to
due to anonymity reflect emotional content

Unbiased responses i no A Are 4 times more likely to
dominant personalities be personalized in terms that
refl ect the respondse

No group think T everyone has and values

an equal voice
Contain 15% more words and

Instant reports and transcripts ideas than quantitative results
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