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Random Survey Facts 
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Random Survey Facts 
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Research Overload 

Help! Surveys are everywhere! 
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Too Much Information! 

“Facts” compete for our attention 
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And Much Of It Is Bogus… 

From The Wall Street Journal: 
Irreconcilable Claim: “Facebook 
Causes 1 in 5 Divorces?” 

The 1-in-5 number originated with an 
executive at an online divorce-service 
provider in the U.K. Mark Keenan, managing 
director of Divorce-Online, which allows 
Britons to file uncontested divorces at low 
cost, had just launched the company's 
Facebook page and wondered what role 
Facebook has in precipitating divorces. After 
determining that the word "Facebook" 
appeared in 989 of the company's 5,000 or so 
most recent divorce petitions, he had 
Divorce-Online issue a news release in 
December 2009 stating "Facebook is bad for 
your marriage." 
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Purpose of Market Research 

Input to decision-making, or: 
Avoiding Type I and Type II Error 
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Type I and Type II Error 

Begin with the null hypothesis, that the 

patient does not have the disease….If 

the null hypothesis is rejected when it is 
in fact true, this is a Type I error or “false 
positive.” If the null hypothesis is not 
rejected when it is in fact false, this is a 
Type II error or “false negative”. 
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Identifying and Uncovering Underlying 
Assumptions 
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How? 
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Market Research Principles 
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Market Research Principles 
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Interpreting Survey Data 
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How Can Market Research Help You? 
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Knowing Your Market 
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Who They Really Are 
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Knowing Your Constituencies 
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Understanding Your Constituencies 
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Consistent, Effective Messaging 
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Emerging Social & Economic Issues 
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Issues in Market Research 

Speed: of information flow; of change 
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Issues in Market Research 

Accuracy of Findings 
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Market Research 2.0 

Primary Issue: Sampling 
Consequence: Projectability 
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Ubiquity 

Image: Aleksandr Kutsayev / FreeDigitalPhotos.net 

Image: Felixco, Inc. / FreeDigitalPhotos.net 



25 

Emerging Methods 
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DIY Market Research 
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DIY: A Cautionary Tale 
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DIY: A Cautionary Tale 
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Presented by: 

Customer Insights Research, Inc. 
Robert S. (Bob) Rutter, Ph.D. 
Bob [at] customerinsightsresearch.com 
928-239-4025 
www.marketresearchoptimized.com 
www.customerinsightsresearch.com  
 
Please feel free to contact CIR with questions or for market 
research consulting 

http://www.marketresearchoptimized.com/
http://www.customerinsightsresearch.com/

