
abuse  218, 255
access control  361

bulletin board groups  135
surveys  63
accessibility issues  313–14
legislation  356
online surveys  60
software tools  314–15

accompanied surfi ng  315–16, 318
activity cycle  141–2, 170, 179–80, 205, 209
adaptive scripting  323–5
adaptive survey modality  102–3
advanced graphical interfaces  23
advertising, testing online  289
aggregators  231, 232
alerts, email  225, 230
analysis options

online focus groups  119
paradata  98
popup surveys  295–7
web surveys  24

anonymity  138, 305
participant blogs  169
and web analytics  310, 311

answer lists, improving  49–50, 51
appearance of bulletin board groups  133–4
ARF online quality initiative  75, 358
Ariely, Dan  371
asynchronous techniques  111–12, 393–4

email groups (MEGs)  110, 151–2
see also bulletin board groups; online research 

communities; parallel IDIs; participatory blogs
audio in online surveys  57–8
August, Steve   251
auto-advance facility  38, 40
automated website testing  314–15
avatars  196, 207, 217, 379–80

B2B see business-to-business research
back button  32

allowing use of  38
back fi lling, online surveys  97
background information, panel members  69–70
Baker, Reg  357
banner invitations  284, 302
Bates, Doug  121
BBC Global News: travellers’ news 

consumption  248–9
behavioural targeting (BT), web analytics  311–12

benchmarking  74
website studies  283–4

best practice guidelines
for avoiding abuse  218, 255
constructing an email invitation  62
mixed-purpose research  332–4
popup surveys  308
for protecting real identities  217, 254

Black, Gordon  157
blog and buzz mining  108, 221–2

case studies  237–9
classifi cation of  242
essential steps in  223

analysing material  234–7
extracting material  231–3
fi nding material  224–31

ethical issues  239–41
future for  242
paradigm  223
strengths and weaknesses  241–2

Bloglines, aggregator  231
BlogPulse  226
blogs  163–4

in communities  193–4
defi nitions of  172

familiarity with  173–4
other varieties of blogging  165–6
research blogs  253
search tools  224–7
Twitter and microblogging  164–5
see also participatory blogs
BlogScope  226
BPTO (Brand Price Trade-Off)  323
Brace, Ian  31
brand panels  245
Bruggen, Elisabeth   121
bulletin board groups  110, 132–3

anonymity  138
in B2B research  138
benefi ts of  137
characteristics of  133–6
future of  150
group dynamics  137
and online communities  138–9
product placement  138
running projects  139

closing the group  145
creating discussion guide  143
designing the group  140–3
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bulletin board groups (continued )
extraction of insight  145
moderation of group  144–5
recruiting participants  143–4

software and services  148
business of market research  340

changes to the research business model  343–5
new competitors  343
new forms of research  342–3
online reporting  350–4
outsourcing and offshoring  345–7
quality and ethical issues  354–64
remote working  340–1
researcher networks  341–2
system security and reliability  347–50

business-to-business (B2B) research  270–1
future of  273
recognition problem  273
sampling issues  271–2

Buyology (Lindstrom)  371
buzz mining see blog and buzz mining

capacity issues
panel companies  69
web survey systems  27–8

Capeling, Theresa  122
CAPI (Computer Aided Personal Interviewing)  102
CATI (Computer Aided Telephone Interviews) 

systems  38, 350, 388
CDW, long-term, B2B research communities  214–15
ceding of control  188, 244–5, 385
CGM (consumer generated media)  221
Cheng, Colin  129–30
Child, Paul  193
children’s surveys, parental permission  42, 297, 305
choice modelling  324, 325
citizen researchers  247–50, 378–9
Clark, Moira  240–1
cleaning data  96–7
client databases  8, 61, 76, 82

B2B research  271
dealing with complaints  79–80
drawing samples  78
factors that limit use of  77–8
inviting respondents  78–9
mixed-purpose research  80
response rates  80–2
types of databases  77

client panels  9
client protection  305–6, 361–2
client role, online vs. real focus groups  127
closed vs. open communities  180–1
closing an online survey

key steps involved in  95–6
options for  44

co-creation  86, 339, 362, 385
codes of conduct  80, 230, 254, 361

collaborative quantitative research  387–8
Comley, Pete  39, 76, 151, 157, 161, 187–8, 291
comments

discussions and forums  190–1
at end of survey  43, 156
negative  205
tagging  208–9

communities
hybrid communities  184–6
innovation communities  386–7
natural communities  251
reasons people join  210–11
see also online research communities

community-enabled panels  243
community characteristics  244
future of  245–6
impact of ceding control  244–5

community plans  204
complaints, dealing with  79–80
complex weighting  73
conformity to a plan  114
conjoint analysis  324
cookies  296, 309

alternatives to  303–4
and informed consent ruling  330
sampling issues  299–300

cost issues  373
online access panels  68–9
online focus groups  125

fi nished package vs. raw tools  123
geographical factor  125–6

specialisation reducing  347
web survey systems  19–20

counting and voting in groups  114–15
coverage error  369
CREEN project  238–9
crowdsourcing  327, 385–6
cultural differences  112–15, 266
currency conversions, international research  266–7
customer satisfaction study  306–8
cyberbullying  218, 255

data collection modalities  99–100
determining suitability of online  88–91
interviewer presence or absence  100
multi-modal survey options  25
random probability sampling  100–1
stimuli that can be used  102
and survey adaptiveness  102–3

data permission types  77–8
data protection and security  28, 78, 153–4, 169, 

240–1, 346
databases

importing RSS feeds to  232
marketing  8–9
see also client databases

dating metaphor  207
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Decisive Moment, The (Lehrer)  371
Dedeker, Kim  74–5, 357
deep packet inspection  311–12
deliberative research  334–5
delivery paradigms  352–4
demographic issues, comparative studies  265
depth interviews see parallel IDIs
design issues

bulletin board groups  140–3
online research communities  197–202
online/web surveys  31–65
popup surveys  292–5

Designing Effective Web surveys (Couper)  31, 35, 
65, 295, 392

desktop/messenger systems  354
Dexter, Andy  17
digital fi ngerprinting  304, 310
Dillman, Don  46, 65
disclosure of client  78
discrete choice modelling (DCM)  324
discussion guides

bulletin board groups  143, 146
community plans  204
conforming to  114
online focus groups  118
research plans  171

disintermediation  337–8
DIY research  335

quantitative surveys  336–7
Dobbs, Lou  346
downloadable surveys  6
Dunbar number  251
duration of projects

bulletin board groups  141, 142
online focus groups  121–2
online surveys  47, 48–9, 283
participant blogs  168
popup surveys  292

dynamic components, online surveys  59
dynamic reporting  352

e-ethnography  108, 246–7, 397
citizen researchers  247–50, 378–9
natural communities  251
social graph research  251

Earls, Mark  175, 249–50, 371, 374–5, 378–9
easyJet Online Research Community  213–14
eDelphi  147, 406
EDL app for citizen researchers  250
email groups (MEGs)  110, 147, 151–2
email invitations  61–2, 78–9, 81, 284
email surveys  5–6
emerging trends and ideas  365

changing power structures and networks  384–5
collaboration and co-creation  385–6
collaborative quantitative research  387–8
innovation communities  386–7

listening  378
mobile research  388–90
New MR  367–77
social networks  379–81
Twitter  381–4
WE-Research  378–9

engagement, online community members  206–8
engaging surveys, creating  23, 29, 45–6
entertainment, online communities  197
ESOMAR

26 Questions  68, 75
guidelines  240, 363–4
Online Research Initiatives  75, 358

ethical issues  354–5, 359–60
blog and buzz mining  239–41
boundary between marketing and market 

research  362–3
legislation and directives  355–6
online qualitative research  157–8
online research communities  216–18
online survey design  62–4
participatory blogs  174–5
permissions  77–8, 229–30, 334
popup surveys  304–6
privacy policies  363–4
private sector initiatives  356–7
protecting clients  361–2
protecting researchers  362
protecting respondents  360–1
social media/networking  253–5, 381, 397

ethnography see e-ethnography
evoked sets  323
extranet reporting  353
eye tracking  316, 407

face-to-face versus online surveys  99–103
Facebook  229

market research groups  419–20
marketing teams  339

feature sorting  317–18
Ferneley, Elaine  210–11
fi eldwork

cost of  344
launching  93–4
monitoring  94–5

Fine, Brian  372
Fitzpatrick, Brad  251
Flash

dynamic & interactive components  59
for ‘engaging’ online surveys  53–4
providing advanced graphical interfaces  23

focus groups  108
feature sorting  317–18
remote viewing of  110, 152–4
size of, country differences  114
using personas  318
see also online focus groups
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focus groups (continued)
forced completion  38–9, 293
forwarding at end of survey  45
Franke, Nikolaus  386
Friedman, David  129
friending  196, 217–18, 341
FTP (fi le transfer protocol)  354
Future Place, The, blog  164, 216, 293

Godin, Seth  164, 251
Google, behavioural targeting  311
Google Insights  227
Google Reader  231, 232
Google’s Blog Search  225
Gordon, Wendy   114
Gosling, Geoff  330
Greenbaum, Thomas L.  128–9
grounded theory  234, 318, 407
guidelines

ESOMAR  240, 363–4
see also best practice guidelines

habits, promoting harmful  255
Hair, Neil  240–1
Hayter Whitehill, Caroline   246
headings, web surveys  39, 41
Heinze, Aleksej  210–11
Herd (Earls)  371
heuristics  323, 408
hidden data, analysis of  296
hierarchical bayes (HB)  326, 408
hill climbing, iterative technique  323, 408
home/personal page, community platforms  196
homogeneity, in people’s responses  374–5
honesty

online focus groups  129
online surveys  47, 63, 79
online vs. offl ine  13, 100, 113, 212, 392

HTTPS secure protocol for sensitive data  360
Hunter, Jeff  357
hybrid communities  184–6
hybrid survey options  25

IceRocket  226
identical survey myth  265
identity theft  217
IDIs (in-depth interviews) see parallel IDIs
images in online surveys  55–7
incentives

bulletin board groups  142
country differences  268
fairness/value of  48
online research communities  181–3
popup surveys  292

incomplete surveys, dealing with  97
information architecture  317–18
informed consent  42, 63, 153, 306, 330, 331, 333–4
in-house panels  82–3, 86–7

additional options  85–6
management of  85
sophistication level  83–4
tips for using  86

innovations  378
collaboration and co-creation  385–6
collaborative quantitative research  387–8
innovation communities  386–7
listening  378
mobile research  388–90
social networks  379–81
Twitter  381–4
WE - Research  378–9

insight extraction
bulletin boards  145
online communities  208–10
parallel IDIs  147
participant blogs  171–2

InSites Consulting  237–8
intellectual property  361–2
interaction framework, bulletin board groups  143
interactive approaches, e-ethnography  397
interactive components, online surveys  59
interactive reporting  351–2
international research  112, 261

adoption of online research  262
internet penetration  262, 263
key country and cultural differences  112–15
online access panels  262, 264
pitfalls in  263–8
promise of the internet  262–3
qualitative research  268–9
quantitative research  268
social media techniques  269–70
summary  270
web surveys  24–5

internet
challenges created by  325–6
internet-related surveys  4–6
penetration  12, 90

cross-country differences  262, 263, 265
usage studies  12

Internet, Mail and Mixed-Mode surveys (Dillman)  65
interstitials  303
interview respondents see respondents
interviewers

advantages of using  100
loss of  392

introductions, online surveys  39
invisible processing  296
invitations

client databases  78–9
online surveys  61–2
popup surveys  290–2
website profi ling  284

Iowa Electronic Markets (IEM)  327
IP addresses  304, 310
ISO Standards  75, 359
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ISP liaison  312–13
IT skills  27, 29–30
Itracks  109, 121–2, 123, 130, 138, 148

Kawasaki, Guy  165, 251
Kearon, John  175, 249–50, 328, 378–9
Kozinets, Robert V   246
Krumwiede, Dennis  129–30

language issues  267–8
international research

country differences  268
multi-lingual countries  267–8
online research communities  269–70
translation of survey questions  266–7

online focus groups  122, 124
loss of non-verbal  126–7

online surveys  50–1
Last, Nella  250
layouts

online surveys  51–3
tag clouds  234–5

legacy issues  11, 409
Lehrer, Jonah  371
length of projects see duration of projects
Lindstrom, Martin  371
LinkedIn  381, 400

groups function  341, 419
researchers using  252, 272, 341

local partners, international research  264
long-term bulletin board groups  134
long-term communities  179–80

CDW, B2B research communities  214–15
look and feel

bulletin boards  140
online research communities  199
standards  60

Louviere, Jordan  324–5
Lyman, Peter  251

Macer, Tim  18
Malhotra, Naresh  31, 96, 121
management information systems (MIS)   119, 144–5
Mariampolski, Hy  114, 246
market research

business model changes  343–5
changing nature of  393
and marketing  362–3
problems with traditional  373–4
qualitative vs. quantitative  107–8
and social networks  379–81

marketing and market research, boundary 
between  362–3

marketing databases  8–9
marketing sciences  322

adaptive scripting  323
challenges created by the internet  325–6
choice models and New MR  325

conjoint analysis and discrete choice modelling  324
evoked sets  323
MaxDiff scaling  324–5

 modules in web survey systems  26–7
pricing techniques  323–4

Mass Observation project  250
MaxDiff scaling  324–5
McCarthy, Zoe, blog author  164
MEGs (moderated email groups)  110, 151–2
microblogging  164–5, 252
missing data  97

and forced completion  38–9, 293
mixed-purpose research  80, 329

best practice guidelines  332–4
key areas for  332
orthodox view of research  330
reasons companies want  331
terminology  329–30
why some respondents want  331–2

mobile research  25, 388–90
modelling  14, 74, 324–5, 372, 376–7
moderation process

bulletin board groups  144–5
focus groups  120–1, 122
online communities  183–4, 202–8

modes
bulletin boards  135–6
online focus groups  117

monitoring a survey  71–2
MROCs (Market Research Online Communities) 

see online research communities
multi-modal survey options  25
multi-page surveys  36–8
multimedia options  22–3, 102

audio in online surveys  57–8
bulletin board tasks  136
images in online surveys  55–7
online focus groups  118, 124
photo and video uploads  194–5
using Flash  53–4
video in online surveys  58–9

multiple rooms, online focus groups  119
MyStarbucksIdea, brand community  185

natural communities  188, 251
negativity, dealing with  205
Netnography: Doing Ethnographic Research Online 

(Kozinets)  246
networking by researchers  252–3, 341–2
NewMR  205, 367–8, 399

and choice models  325
prediction markets  328–9
problems with traditional research model  

368–9, 373–4
responses to  372–3

random probability sampling assumption  369–70
statistical signifi cance testing and panels  373
why market research usually works  374–6
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non-completion error  370
non-market research  273
non-response error  369
NUS case study, website research  319–20

observational market research  108, 315, 380
offshoring  345–7
one-in-N sampling  298–9
online access panels  7, 66–7

choosing  67–70
community-enabled  243–6
countries covered  262, 264
creating  76
improving response rates  72–3
management facilities  23
and online surveys  60–1
the panel paradigm  73–4
and quality  74–5
shift to  392–3
statistical signifi cance testing  373
working with providers  70–2

online chat  194
online focus groups  110, 116–17

analysis options  119
arguments for and against  125–9
choosing a solution  122–5
discussion guide  118
evidence about  129–30
management information systems  119
modes  117
multimedia  118
multiple rooms  119
participant handling  118
polling software  119
resources for  130
running a group  120–2
webcams  119

online qualitative research  107
growth and scale of  109
international projects and differences  112–15
reasons for lack of growth  109–10, 393–4
synchronous and asynchronous 

approaches  111–12
techniques  110–11

Online Quality Research Council, ARF  
75, 358–9

online quantitative research  3–15
changes in  391–3
client databases  76–82
data collection modalities  99–103
designing online surveys  31–65
in-house panels  82–7
online access panels  66–76
post-survey qualitative explication  156
running an online survey  88–99
web survey systems  16–30

online research communities   176–8

agency versus client moderated  183–4
balance between research and member agendas  187–9
designing  197–8

community tools  199–200
look and feel  199
recruiting members  200–1
terms and condition  201–2
type of community  198–9

examples of communities  212–15
future of  218–19
incentives  181–3
link to bulletin board groups  138–9
long-term communities  179–80
moderating and managing  202–3

community moderator/manager  203–4
community plan  204
creating a sense of community  207–8
creating member engagement  206–7
dealing with negativity  205
fi nding and delivering insight  208–10
handling lulls in client engagement  208
managing a short-term community  204–5

number of members  186–7
open versus closed communities  180–1
quality and ethical issues  216–17
research or hybrid communities  184–6
resources  215–16
short-term communities  178–9
summary  219–20
theoretical perspectives  210–12
tools  189

blogs  193–4
collaboration tools  195
discussions/forums  189–92
entertainment  197
member personalisation  196
offl ine activities  197
online chat  194
photo and video uploads  194–5
polls and surveys  192–3

website research: NUS case study  319–20
online survey design see web survey design
online survey process  3–4
online surveys, running  88

analysis and reporting issues  96–8
closing the job  95–6
designing the survey  91–2
launching fi eldwork  93–4
monitoring fi eldwork  94–5
real-time reporting and monitoring  95
reasons not to use online  88–91
scripting and testing survey  92–3
sourcing the sample  91
summary  98–9

open-ended questions  13, 155
coding of  97, 234, 236
fi nal comments at end of survey  43
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using to spot problems  34, 94
open vs. closed communities  180–1
Opinion Leader research agency  335
outcome measurement  53–4
outsourcing  345–7, 393
OutWit Hub, web scraping tool  233
overlays  289, 302
Oxley, Martin   161

pages
defi nition of  33
interstitials  303
online surveys

fi rst page  40–2
going back to earlier page  38
last page  43–5
multi-page surveys  36
questions per page  36–7

and screens  35
pages too long for  37

website visitor sampling  300–1
panel providers, working with  70–2
panels see in-house panels; online access panels
paradata  94, 98
parallel IDIs  110–11, 132, 145–6

differences in terminology  149
future of  150
logistics of  146
resources  147–8
running  146–7

partial responses, including in analysis  295
participant handling tools, online focus groups  118
participants, recruiting see recruitment of participants
participatory blogs  163, 166–7, 175

issues to consider  172
defi nitions of a blog  172
ethical concerns  174–5
participants’ familiarity with blogs  173–4

running a blog project  167–72
passive data, analysis of  296
permissions  77–8, 229–30, 334
persistent cookies  309
personal identifi ers  310, 333
personalisation  196, 311
Phillips, Tim  335
politeness, online surveys  48
polls

collaborative  387–8
online research communities  192
polling software, online focus groups  119

pop-under windows  302
population effects  11, 12
popup surveys  42, 289–90

analysis  295–7
attracting respondents  290–2
best practice guidelines  308
design issues  292–5

Directgov example  306–8
ethical and quality issues  304–6
logistics of  297

alternatives to cookies  303–4
alternatives to popups  302–3
pages and locations  300–1
sampling methods  298–300
screening people out  297
technology issues  301
time on site  298

portals  156, 354, 411
post survey discussions and portals  156
postal versus online surveys  99–103
Predictably Irrational (Ariely)  371
prediction markets  326–7

Iowa Electronic Markets (IEM)  327
and New MR  328–9
using in market research  328
wisdom of crowds  327, 375

pricing techniques  323
prior consent  333–4
privacy issues  202, 356

online research communities  217
privacy policies  41, 363–4
remote viewing of focus groups  153–4
and web scraping  232–3

private communities  180, 412
prize draws   41, 44, 183, 356
product placement  138
products, promoting harmful  255
profi les

anonymity issues  310
online research communities  196
website profi ling studies  283–4

programmable scripts, web surveys  27
progress indicators  39–40, 293
project management tools  22
project reporting, web surveys  24
protection issues  28, 169, 240–1, 305–6, 346, 359–62
protectionism  346
PSM (price sensitivity meter)  64, 324, 412
public discussions  279
public sector research  274

ethics  280–1
future of  281
geographical limitations  275–6
in the public eye  275
representativity  275
and social media  276–80

qualitative explication of quantitative surveys  111, 155
post-survey qualitative explication  156

qualitative research  105–6
bulletin board groups  132–45
future of  158
growth of online  109–10
international projects  112
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qualitative research (continued )
key ethical and quality issues  157–8
online focus groups  116–31
parallel IDIs (in-depth interviews)  110–11, 145–50
pre-social media context  156–7
qualitative explication of quantitative surveys  

111, 155–6
reasons for lack of success  157
remote viewing  110, 154
versus quantitative research  107–8
virtual worlds  110, 154–5

Quality Enhancement Process (QeP)  75, 358
quality issues  357–8

ethical issues relating to  255
initiatives  358–9
key points  400–1
online access panels  68, 74–5
online focus groups  126–8
online research communities  256
online surveys  62–4

quantitative New MR  376–7
quantitative research  3

changes in  391–3
collaborative  387–8
fi nding respondents to interview  6–10
internet-related surveys  4–6
moving surveys online  11–15
online survey process  3–4
reasons for success  157
versus qualitative market research  107–8

questionnaire creation tools  21–2
questionnaire testing facilities  22
questions

apparent repetition of  47
on fi rst page of survey  42
on last pag of survey  44
layout on a page  35–40
moving a survey online  13–14
number per page  36–7

quotas  72, 73–4, 95, 303, 372

Rand, Yardena   129
random probability sampling  90–1, 100–1

drawing samples from databases  78
problems with assumptions of  369–70
sophisticated reweighting approaches  372
statistical signifi cance testing and panels  373

RDD (Random Digit Dialling)  370
reach concept  128

missing key groups  280
real life research  247–8
real-time reporting and monitoring  28–9, 95
real-time (river) sampling  9–10
real-time (synchronous) techniques  111–12, 133, 146
recognition problems  254, 273, 310
recruitment of participants  6–10

bulletin board groups  135, 143–4

citizen researchers  249–50
Europe-North America differences  113
online focus groups  122, 126
online research communities  200–1
parallel IDIs  147
participant blogs  171

reliability issues  15, 256, 361
online access panels  74, 75, 373
systems  347–8, 349

remote viewing  111, 152–4
remote working  340–1
reporting  350

delivery paradigms  352–4
focus groups  124
online research communities  209–10
process  350–1
real-time  28–9, 95
of research fi ndings  351–2
web surveys  24, 98

representation errors  370
reputation  362
Research 2.0  143, 161, 412
research agencies

bypassing  337–8
changes to business model  343–5
managing communities  183–4
sending email invitations  79
value of  338

research communities see online research communities
research-only communities  185–6
research plans, blog projects  171
research techniques and approaches  322

bypassing the research agency  337–8
communities and other social media  338–9
deliberative research  334–5
DIY research  335–7
marketing science  322–6
mixed purpose research  329–34
prediction markets  326–9

researcher networks  341, 420
networking ideas  342
networking people  341–2

researchers
networking  340–2
protection of  362
using social media  252–3

resources
blogs  417
bulletin board groups  147–8
free websites  418
online focus groups  130
online research communities  215–16
parallel IDIs  147–8

respondents
attracting, popup surveys  290–2
children as  42, 297, 305
invitations to potential  78–9
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irrationality of  371
methods of contacting  6–10
misleading  255
protecting  305, 360–1
rogue respondents  97
views of communities  211–12
views and opinions of  46–8
see also recruitment of participants

response rates
client databases  80–2
online panels  72–3, 75
popup surveys  294–5

river sampling  9–10
rogue respondents  97
routing at end of survey  44, 45
RSS feeds   230–1

importing to a database  232
RTL Nederlands and Insites Consulting case study  

237–8
Rudd, Kevin  165, 278
Runham, M.  294–5

SaaS (Software as a Service)  18, 20, 28, 123
sampling  100–1, 103

from client databases  8, 78, 91
from panels  9, 73–4
from social networks  380
other sources  10
popup surveys  298–301

alternatives methods  284
river sampling  9–10
sample effects, online surveys  12
statistics  373

satisfaction studies, websites  283–4
scalability  27, 218
scope of blog projects  167–8
screen

defi nition of  33
size for popup surveys  293
versus form and page  35

Screen-Scraper  233
screen scraping  233
screening issues  46–7, 297
scripting online surveys  92
scroll bars  35–6, 37, 293
search engine optimisation (SEO)  288–9
search tools

analysing Google’s search terms  227
for blogs  224–7
for Twitter  228–9

Search.Twitter  228
seasonality and calendar issues  266
Second Life, virtual world  110, 154, 279
security issues  305

and anonymity/privacy  153–4, 169
and remote working  341
sensitive data  360

of system information  28, 348–9
web survey systems  25–6

self-completion paradigm  34
SEM (search engine marketing)  288–9
semiotics  317
sensitive data  360
session cookies  309
Shah, Sonali  386
Sheu, Chwen  129–30
short-term bulletin board groups  134
short-term communities  178–9

managing  204–5
signifi cance testing, panel samples  74
signing-in, sampling method  303
single-page versus multi-page surveys  36–8
size of groups

bulletin board groups  134, 140–1
focus groups  114
in-house panels  82–3
online focus groups  121
online research communities  180, 186–7, 199

skill base of organisation, assessing  29–30
smartphones, web surveys using  25, 390
SMS and simple mobile surveys  389
social graph research  251
social media  159–60

applying to research problems  398–9
DIY research  338–9
and market research  256–7, 394

blog and buzz mining  318, 396–7
community-enabled panels  243–6, 395
e-ethnography  246–7, 397
online research communities  319–20, 394–5
participatory blogs  395–6
social networks and beyond  397–8

and the public sector  276
assessing and managing risk  280
blogs and public discussions  279
consultation, engagement, and 

research  276–7
involvement vs. representativity  277
online communities  277–8
social networks  279
Twitter  278
virtual worlds  279–80

used by researchers  252–3
user-generated media  160
‘Web 2.0’  161

social networks  379
as a sample source  380
characteristics  379–80
ethics of using for research  381
future of  397–8
and observational research  380

software and services
bulletin board group  148
parallel IDIs  148
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software and services (continued)
tools for evaluating websites  314–15
for web surveys, buy vs. develop  17–18

spam fi lters  356–7
speed issues  373

online focus groups  128
Stark, David  217, 218
static invitations  303
static reporting  351
statistical signifi cance testing and panels  373
stimuli, comparison of survey modalities  102
sugging  330
Surowiecki, James  327
survey experience

improving  45–6, 325–6
quality initiatives  53

surveys
linking web analytics with data from  310–11
moving online  11–15
online research communities  192–3
see also web survey design

Sweet, Casey  120, 121, 122
synchronous techniques  111–12, 133, 146

see also online focus groups

tag clouds  234–5
Tapscott, Dan  273
tasks, bulletin board groups  136–7
Technorati   225–6
telephone versus online surveys  99–103
Telstra, community-enable panel  245–6
terminology problems  149
terms and conditions  41–2

bulletin board groups  142
online research community  201–2
participatory blogs  170

testing
online advertising  289
online surveys  64, 92–3
usability testing  284–5
website design and concept  285–7
website tools  314–15
websites for technical issues  313

thanking respondents  43, 48
third-party panels  246
Threadless.com, crowdsourcing example  386
timelines, panel surveys  71
tracking studies  283
traffi c volumes, web analytics  312–13
transactional sites, popup surveys  295
translation issues  266–7
triangulation  377
truth telling  377
TweetDeck  229
TwitScoop  228
Twitter  381–2

backchannel  383

celebrity tweets  382
direct messages  382
future of  384
Hashtags  383
low usage of  173, 174
and microblogging  164–5, 252
retweeting  382
searching  228–9, 383
Tweetferences  383–4
tweetups  383
use by market researchers  242
use by public bodies  278

Type I and Type II errors  374

United Biscuits, real life research  247–8
unnecessary information  63
unprompted lists  13
usability testing, websites  284–5, 313
user-generated media (UGM)  160

vertical scrolling in surveys  36–8
video in online surveys  58–9
video-casting focus groups  152–3
video uploading  137
virtual qualitative research  154–5
virtual worlds  110, 154–5, 279–80
VocalPoint, community  185
voting in groups  114–15

Wakeford, Nina  251
WE Research  247–50, 378–9, 390
‘Web 2.0’  161, 414–15
Web Accessibility Initiative (WAI)  314
web analytics  309–11, 318, 415
web bugs  81, 415
web metrics, popup surveys  296–7
web scraping  232–3

RTL Nederlands and Insites Consulting study  237–8
web survey design  31–2

accessibility issues  60
client databases  61
drafting invitations  61–2
multimedia use  54–9
online access panels  60–1
quality and ethical issues  62–4
self-completion paradigm  34
structural issues

fi rst and last pages  40–5
question layout on a page  35–40

summary and key points  65
survey experience, enhancing  45–6

being better with people  46–8
improving surveys  48–53, 325–6
measuring outcomes  53–4
quality and engagement initiative  53

terms used  32–4
see also popup surveys
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web survey systems  4–5, 16–17
buying versus developing  17–18
capacity  27–8
cost-related issues  19–20
creating engaging surveys  29
data protection and security  28
data reporting and monitoring  28–9
deciding whether or not to have  17
features of  20–7
integrations with other tools  29
skills required, assessing  29–30
software versus SaaS  18–19

webcams
post-survey qualitative explication  156
used by online focus groups  119
used in WE-Research  247–8

website research  282
accessibility issues  313–14
accompanied surfi ng  315–16
automated website testing  314–15
eye tracking  316
information architecture  317–18
popup surveys  289–90

analysis  295–7
attracting respondents  290–2
best practice guidelines  308
ethical and quality issues  304–8
logistics of  297–304
survey design  292–5

reviews  313–14

semiotic analysis  317
social media research for websites  318–20
summary of  320–1
types of projects  282–3

search engine optimisation  288–9
technical performance  287
testing online advertising  289
usability testing  284–5
visitor profi ling and satisfaction studies  283–4
website design and concept testing  285–7

website metrics and analytics  308
behavioural targeting  311–12
measuring traffi c volumes  312–13
web analytics  309–11

website visitors  9
measuring traffi c volumes  312–13
profi ling and satisfaction studies  283–4
sampling issues  300–1

weighting of data  73, 95, 98, 277, 372, 377
welcome message, online surveys  40–1
WePC.com, ideas community  185
Willems, Pieter  121
Williams, Anthony D.  273
wireframes  287
wisdom of crowds  327, 375
Wisdom of Crowds, The (Surowiecki)  327
WOM (word-of-mouth)  221
Wordle, tag clouds  234

Yoffi e, Amy  130
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