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Summary Description

Market research is changing dramatically.  With the proliferation of mobile technology and social networks ‘how’ we reach respondents and engage them in research is changing at a fast pace.  Nielsen Market Research has just partnered with Facebook to be its sole research partner.  Can we find healthcare respondents on Facebook?  How do we conduct a long image survey with someone on their cell phone?  Do focus groups work online?  Are land line phone surveys still representative?  Who’s in a panel?  What are the latest and greatest analytical techniques out there?  These are just a few questions we’ll be discussing about where market research is heading and how you can keep on track and out of the woods!

Learning Objectives 

1.
Understand how to assess different methodologies’ quality
2.
Add tools to your research tool kit that can be implemented immediately
3.
Enhance existing research programs
Faculty Information

Rob Klein: A 20 year commitment to and passion for healthcare marketing research led to Klein & Partners five years ago.  Over that time, Rob has provided research and brand consulting to many leading hospital, system, and health plan brands across the country.  Rob’s specific areas of research and consulting expertise include: brand management and measurement; market segmentation; communications evaluation and measurement; customer experience measurement; and product and service development.  Rob has a bachelor’s degree in marketing and a master’s degree in advertising, both from Michigan State University.  He also taught graduate level marketing research at Michigan State.  Rob has served on the boards of the Detroit AMA (president), Chicago AMA (VP research), AHSM, and most recently on the national board of SHSMD.  Rob is a frequent speaker at national healthcare conferences.

Lisa Henry: Lisa has worked in health care marketing for 14 years. She spent the last 10 years as the Director of Marketing with PinnacleHealth System in Harrisburg, Pennsylvania. There she was instrumental in developing an award-winning brand launch and campaign. During her tenure at PinnacleHealth, Lisa developed many successful programs including physician sales and call center. Through PinnacleHealth’s partnership with Klein & Partners, Lisa and her team utilized service mapping diaries to improve the new mom experience in its tertiary care hospital, Harrisburg Hospital. More recently, Lisa has started a new adventure at Mary Washington Healthcare in Fredericksburg, Virginia in the newly created role of Director of Marketing. She is looking forward to implementing innovative research, advertising and marketing strategies for her new organization.
Jennifer Simmons: Jennifer brings over 20 years of consumer and business-to-business brand strategy and market research experience to BVK.  Jennifer works closely with clients to develop successful marketing strategies founded on insights gained from innovative research. She brings hands-on experience to the process as a skilled focus group moderator, research analyst and high-level strategist.  Jennifer's energy and skill with strategic brand development and uncovering human truths and insight are major assets for clients.  Her strong background in account planning and marketing strategy contributes to her bias toward results-oriented marketing research.  An experienced leader with solid consulting and problem-solving skills, Jennifer honed her proven strengths in marketing strategy, integrated marketing communications, brand planning, new product development, and marketing research at a variety of leadership positions in the agency and corporate worlds.   In particular, she has significant experience in healthcare research, marketing strategy and marketing communications.  Jennifer holds an MBA in marketing and brand management from the University of Wisconsin and a Bachelors of Science in computational mathematics and computer science.   
Executive Summary/Outline

I.
The changing methodology landscape

A.
What is the current state of land line telephone surveys?


B.
What are the pros and cons of cell phone interviewing?


C.
What are the pros and cons of online interviewing?


1.
How do we identify a quality panel?



2.
Where is online research going?


D.
Where does social media fit in to market research?



1.
Facebook, online communities, patient advisory boards, online focus groups?


E.
Diaries – the new form of mystery shopping (Learn how expectant moms kept an ‘experience’ diary over a nine month period, recording their reactions to every visit)


F.
How do we dig deeper into online quantitative research and supplement it with qualitative insights from the same respondents? (iModerate)

II.
New ways of asking (and analyzing) traditional questions


A.
Advocacy – A new way to ask about people’s recommendation intentions focuses on past 

behavior not intended behavior


B.
Loyalty – In packaged goods companies they call it ‘Share of Wallet.’  See how this new way of asking about loyalty can be applied to healthcare


C.
Service line preference – 


D.
The preference question – Why doesn’t preference always lead to utilization; learn why through new ways to ask and interpret this time-honored question.


E.
Commitment – Satisfaction is a poor predictor of future behavior; emotional commitment (or lack of) gets at the heart of the matter


F.
Market Barriers – This is a key reason why preference doesn’t always lead to utilization; sometimes life gets in the way!


G.
Relationships – What type of relationship do patients want with their hospitals or doctors?  Learn how using human relationship archetypes can help you understand really how your patients feel about you.


H.
Word Clouds – Something really cool and new… check it out www.wordle.net

I.
CHAID – segmentation with a dependent variable

J.
Perceptual Mapping – visually represent a sea of image and brand data in one map

K.
Database analytics – merging traditional data mining and modeling with traditional and state-of-the-art marketing research techniques fuses the behavioral and attitudinal aspects of consumer behavior to form a more complete picture

L.
Radian6 – tracking conversation across social media and determine which conversations are having an impact online
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