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DEAR GUESTS OF THE GOR 20!

GREETINGS
FROM DGOF

WELCOME TO THE 22ND EDITION OF THE GENERAL ONLINE RESEARCH CONFERENCE:

THIS TIME ONLINE.

After more than twenty years of successful conferences in different ci-
ties and countries, the General Online Research Conference goes online
for the first time. We are taking this step because of our responsibility
forthe health and safety of our conference participants, speakers, spon-
sors and staff in the face of the Covid-19 pandemic. A virtual conference
is not an alternative format for us. We are convinced that not only the
topics and methods we encounter daily in our research are constantly
changing, but also the way we meet and network today and in the futu-
re. This is why we enter the virtual world of conferences with the same
confidence and curiosity that accompanies us in our everyday digital
research.

As in previous years, we have a great conference programme lined up
foryouincluding keynotes, discussions, presentations, awards, posters
and much more. You can choose between four simultaneous conference
tracks: Track A covers “Survey Research: Advancements in Online and
Mobile Web Surveys”. Track B deals with “Data Science: From Big Data to
Smart Data”. Track C features “Politics, Public Opinion, and Communicati-
on”,and Track D covers “Digital Methods in Applied Research”. In addition,
we have three award competitions: i) the GOR Best Practice Award 2020
for the best practice study from applied online research, i) the GOR The-
sis Award 2020 for the best thesis (dissertation as well as bachelor and
master] in online research, iii) the GOR Poster Award 2020 for the best
poster of the conference. The DGOF Best Paper Award 2020 for the best
paperin online research will also be awarded at GOR.

This year's keynotes review the digital world from different, but tremen-
dously exciting perspectives: On Thursday, 10 September, Patricio Pa-
gani, founder of The Black Puma Ai, joins us online to discuss with us the
state of art of Al in other industries and how relevant this is to the world
of market research. And on Friday, 11 September 2020, Milena Tsvetko-
va,Assistant Professorin the Department of Methodology at the London
School of Economics and Political Science, will present recent work that
uses online surveys, experiments and digital trace data to study social
perception, social interactions and group effects in contexts as diverse
as social media, wikis, online gaming and crowdsourced contests.

During the two days you can expect a balanced mixture of video presen-
tations, live sessions and interaction. The focus will always be on the
research content, but also on the conference participants. Especially
theinteractive, the getting to know each other and the discussion are our
priorities and so some innovative formats are waiting for you. Be curious!

We are particularly grateful for the enthusiastic support of and collabo-
ration with our partners at HTW Berlin: Prof. Holger Liitters and his team.
We would also like to thank our sponsors and media partners. And, of
course, a big THANKS to you, the conference participants, presenters,
and speakers at this event!

Have a great time at the General Online Research Conference 2020!

Dr. Otto Hellwig
(Chair DGOF Board and Conference Chair)




ABOUT
DGOF

ONLINE RESEARCH IS A DYNAMIC, INNOVATIVE FIELD, WITH CONSTANTLY EMERGING CHALLENGES AS WELL AS

OPPORTUNITIES FOR RESEARCH AND PRACTICE.

THE GERMAN SOCIETY FOR ONLINE RESEARCH (DEUTSCHE GESELLSCHAFT FUR ONLINE FORSCHUNG) (DGOF) IS
A MODERN, INNOVATIVE ASSOCIATION, WHICH HAS FOCUSED ON THE INTERESTS OF THE ACTORS IN THE FIELD OF

ONLINE RESEARCH SINCE ITS ESTABLISHMENT IN 1998.

DEUTSCHE GESELLSCHAFT FUR ONLINE-FORSCHUNG E.V.

Itis the association’s goal to be the leader in this field. DGOF seeks to
bridge different research fields (such as sociology, psychology, poli-
tical science, economics, market and opinion research, data science)
using online research methods and facilitates the transfer between
academic research and the industry. DGOF campaigns for the estab-
lishment and the development of online research as well as the inter-
ests of online researchers in Germany. Online research ranges from
online based data collection methods (e.g., web surveys in online pa-

the collection and analysis of social media data, administrative data,
data from passive measurements, and other big data sources.

DGOF organizes the General Online Research (GOR) conference and the
Research Plus event series which support professional and collegial
exchanges between researchers and practitioners across academia
and the industry. By bringing together scientific findings, commercial
needs, and practical applications for best practices, DGOF provides a
sustainable input for further developments in online research.

nels); to mobile research with smartphones, tablets, and wearables; to

DGOF IS AFACILITATOR FOR THIS CHANGE

1. DGOF means development:

Online research is more than just web surveys. We constantly expand our portfolio and our expertise with the
development, encouragement, and establishment of innovative digital methods, passive measurement, and
big data methods. In addition, we focus on the relationship between the Internet and society.

2.DGOF connects:

We are a bridge between different research disciplines and across commercial applications.

3. DGOF is diverse:

We support our members’ interests, for the dissemination of knowledge, for exchange, and for dicussion, as
well as for the establishment and implementation of scientific standards.

4.DGOF is innovative:

We are a facilitator of new issues such as big data and data science.

5. DGOF is disruptive:

We support change. Itis our practice to foster acceptance for new methods in research, and we are always on
the lookout for new developments.

Deutsche Gesellschaft fiir
@ DGOF Online-Forschung — DGOF e. V.

German Society for Online Research
Huhnsgasse 34b
50676 Cologne (Germany)

Phone:  +49(0)221-27 23 18 180
Fax: +49(0)221-27 2318113
E-Mail:  office@dgof.de

www.dgof.de | www.gor.de | www.researchplus.de
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DR. OTTO HELLWIG

0tto Hellwig has been the CEO of respondi AG
since the company’s foundation in 2005. He
has been working in the field of market and
social research since the early 90s. Dr. Hell-
wig has a degree in Social Science, Psycholo-
gy and Media Studies. He worked as a resear-
cher fora number of years at the Institute for
Applied Social Research at the University of
Cologne and gained his doctorate in 2000.
Since March 2013, Otto Hellwig is Chairman
of the DGOF Board.

DR. CATHLEEN M. STUETZER

Cathleen M. Stuetzer is postdoctoral fellow
and research group leader at the Centre for
Quality Analysis (Z0A) and lecturer at the
Institute for Sociology, University of Tech-
nology Dresden, Germany. She is leading
two projects funded by the German Federal
Ministry of Education and Research (BMBF)
and the State Ministry of Science and the Arts
(SMWK]. Her research focuses on impact
evaluation, relations and networks in digital
worlds as well as on the implementation of
data driven technologies and computational
methods. She is currently establishing the
research area »Digitalization in Higher Edu-
cation« at the ZQA, TU Dresden. She earned
her PhD in educational technology research
and spent aresearch stay at CASQOS at Carne-
gie Mellon University, Pittsburgh, USA. Her re-
search interests are related to digital socio-
logy, computational social science, network
analysis, academic analytics and learning
analytics. Sheis board member of DGOF since
2015 and was (vice) programme chair of the
GOR 15t0 GOR 17 conferences.

ALEXANDRAWACHENFELD-SCHELL

Alexandra Wachenfeld-Schell is Senior Re-
search Director at GIM Gesellschaft fir inno-
vative Marktforschung. She was previously
Customer Experience Manager at SGBDD and
Managing Director at forsa.main, a full-ser-
vice institute specialized in market, media
and social surveys. She has broad experience
in the area of quantitative market and social
research. She began working in market re-
search more than 20 years ago as a project
manager at LINK Institut. For over 10 years
she was responsible for strategy, marketing
and business development in the area of on-
line researchin herrole as Research Director
at LINK. She, moreover, supervised the acti-
vely recruited (by representative telephone
interviews) LINK online panel with regards to
methods. She focuses on online and metho-
dological research and is a regular speaker
at (market) research conferences. She is a
member of the DGOF board since March 2013.
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PORTRAITS
OF THE BOARD

PROF. DR. FLORIAN KEUSCH

Florian Keusch is Professor of Statistics
and Methodology (interim] at the University
of Mannheim School of Social Sciences and
Adjunct Assistant Professor in the Joint Pro-
gram in Survey Methodology (JPSM] at the
University of Maryland. He received his PhD
in Social and Economic Sciences from WU,
Vienna University of Economics and Busi-
ness, Austria. Before joining the University of
Mannheim and JPSM, he was a Post-doctoral
Research Fellow in the Program in Survey
Methodology at the University of Michigan's
Institute for Social Research. His research
focuses on nonresponse and measurement
errorin Web and mobile Web surveys, passive
mobile data collection, and visual design ef-
fects in questionnaires. He has been a mem-
ber of the DGOF board since 2017 and serves
as the vice programme chair of the GOR 20
conference.

ASSISTANT
PROF. DR. BELLA STRUMINSKAYA

Bella Struminskaya is an Assistant Professor
in Methods and Statistics at Utrecht Univer-
sity, the Netherlands. She holds a doctoral
degree in Survey Methodology from Utrecht
University and MA in Sociology from the Uni-
versity of Mannheim. Her research focuses
on the design and implementation of online,
mixed-mode, and smartphone surveys. She
has published on various aspects of data
quality, nonresponse and measurement er-
ror, including panel conditioning and device
effects. Her current research focuses on
passive data collection, in particular smart-
phone sensor measurement, as well as re-
cruitment and maintenance of online panels.
Bella Struminskaya is a board member of the
German Society for Online Research (DGOF)
since 2017 and programme chair of the GOR
20 conference.

DR. STEFAN OGLESBY. MBA

Stefan Oglesby is chairman of data 10 AG,
a consulting agency specializing in data
strategy and analytics services, and CEQ
of deeptrue.com, a start-up developing an
open consumer insights platform, directly
connecting decision makers, data provi-
ders and insight experts. He is also active
in academia, with publications about digital
methods, and in his role as lecturer for con-
sumerresearch at the University of Lucerne.
He has more than 20 years of experience in
marketing and social research, including ro-
les as research director and CEO at a leading
Swiss market research agency. He is board
member of DGOF since 2019.



GREETINGS FROM
THE LOCAL PARTNER

WELCOME TO THE GOR 20 SECOND ATTEMPT

When we had to cancel GOR in March 2020 a week before the actual conference date, some people asked us, if we were not overreacting.

As members of the German Society for Online Research (DGOF), we do believe in science.

Looking back, it was a wise decision based on the knowledge of the time provided by scientists of a different discipline.

HTW Berlin was one of those rare institutions already having a pandemic plan in place which led to the postponement of the GOR conference for
the very first time.

The DGOF claim is ,Shaping. Online. Research.”. With the first purely online GOR in 2020 we are about to make history by changing the research
landscape with a new interaction setup. We are really looking forward to seeing all the accepted papers, posters and award competitions in a very
different setting.

When the first offline GOR conferences took place, some people had to sit on the ground as we did not have enough seats available. Forgive us if
anything goes wrong in this very new arrangement to all of us. We will be testing new formats and new technologies. Some things will definitely
not work in the way we planned it. So please help us to shape this new normal in the world of online research. We will be learning from that event
and make the best out of the situation.

The only thing we cannot really replace is the personal interaction during a conference and during the famous GOR evening events. So we are all
waiting to see you at a real GOR Party in the near future. We really hope to see you all in person next year again at HTW Berlin for GOR 21.

PROF. DR. HOLGER LUTTERS

(Prof. International Marketing, HTW Berlin University of Applied Sciences)
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und innovativen Portfolio. Von Kundenbefragung tber UX Research bis Insight Community. Von
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PROGRAMME
OVERVIEW

THURSDAY 10/09/2020
10:30-11:30 A 1:Smartphones in Surveys

B 1: Digital Trace Data

C 1:News Consumption and Preferences

D1: GOR Best Practice Award 2020 Competition |

T1: GOR Thesis Award 2020 Competition |

11:40-01:00 A 2: Motivation and Participation
B 2: Turning Unstructured (Survey])
Datainto Insight with Machine Learning
C 2:Hate Speech and Fake News
D 2: GOR Best Practice Award 2020 Competition ||
T2: GOR Thesis Award 2020 Competition |l

01:20-02:20 Poster Session

02:30-03:20 KEYNOTE 1

MARKET RESEARCH BLENDS WITH Al AND ANALYTICS — “MARKET
RESEARCH DIGITAL TRANSFORMATION”

KEYNOTE SPEAKER: Patricio Pagani (The Black Puma Ai, Argentina)

03:30-04:30 A3.1:New Technologies in Surveys

A3.2:Scales and Questions

B 3: Smartphone and Sensors as Research Tools
C 3: Campaigning and Social Media

D3: GOR Best Practice Award 2020 Competition Il

04:30-05:30 Virtual Get Toghether

: Digital Methods in Applied Research
GOR Thesis Award 2020

A: SurveyResearch: Advancements in Online and Mobile Web Survey
B: DataSci : From Big Data to Smart Dat

LR . Poitics, Pubic Oinion,and Communication

TOPICS J
T:
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PROGRAMME
OVERVIEW

FRIDAY 11/09/2020
10:00-11:20 A 4:Device Effects

B 4: Digitalization Driving Methodical Innovation

C 4: Gender and Ethnicity

D 4: Deeper Understanding with Predictive Analytics

11:30-11:50 GOR Award Ceremony

11:50-12:40 KEYNOTE 2
STUDYING SOCIAL INTERACTIONS AND GROUPS ONLINE
KEYNOTE SPEAKER: Milena Tsvetkova (London School of Economics, United Kingdom)

01:00-02:00 A'5.1: Recruitment and Nonresponse
A5.2: Push2web and Mixed Mode

B 5:New Types of Data

D 5: UX Research vs Market Research?

02:10-03:20 Plenary: Online Data Collection During Times of Corona —
A Data Quality Perspective

03:30-04:30 A6.1: Panels and Data Quality
A6.2: Cognitive Processes
A6.3: Attrition and Response

04:30-05:00 Virtual Farewell Drinks

: Survey Research: Advancements in Online and Mobile Web Survey
: DataScience: From Big Data to Smart Data
: Politics, Public Opinion, and Communication
: Digital Methods in Applied Research
GOR Thesis Award 2020

TRACK
TOPICS

SToo0o m >
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Talk ist ein Full-Service Panel-Anbieter, der
eigene Online-Panels und Communities

in 25 Landern mit rund 1,3 Mio.
Teilnehmern im DACH- und CEE-Raum
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Online-Marktforschung und fundiertem
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Service von Fragebogenprogrammierung
bis zur Datenaufbereitung und -lieferung.
Zudem ist Talk fuhrend in der Anreicherung
von Befragungsdaten mit ,Behavioral
Data” - Cookies, Passive Metering & Geo
Fencing/Tagging.

rfq@talkonlinepanel.com

% 1,3 Mio

nder aa P anelisten

\

-

Talk Kunden werden direkt vor Ort von
einem unserer 8 Buros in Deutschland,
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ausgezeichnetes Panelmanagement und
lickenlose Datenschutzkonformitat,
sichergestellt  durch  héchste IT-
Standards und Prozessoptimierung im
Projektmanagement, und bestatigt durch
die Zertifizierung nach 1SO 20252. Die Talk
Gruppe ist auBerdem Mitglied bei DGOF,
VMO, SIMAR und ESOMAR.
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KEYNOTE 1

PATRICIO PAGANI

TIME: THURSDAY, 10/SEPTEMBER/2020: 2:30 — 03:20

MARKET RESEARCH

BLENDS WITH Al AND ANALYTICS —
“MARKET RESEARCH DIGITAL TRANSFORMATION”

Establishing a digital-connection with our customers on a superficial
level is not hard. Chatbots have been around for years and however
that’s not really a deep connection. Consumers in most industries
expect significantly higher levels of personalisation of our products
and services. But mass-personalisation requires companies to bring
together and analyse huge volumes of data that the Market Research
Industry is not used to analysing. So what’s going to be our role in this
new world?

Client Business Intelligence (BI) and Advanced Analytics departments
all around the world are trying to align and harmonise badly-structu-
red data. And they are not calling market research traditional firms to
doit. Are they using AI? Not yet, but will they?

What’s the state of the art of Al in other industries and how is that rele-
vant to the world of MR? | invite you to brainstorm together.

PATRICIO PAGANI IS THE FOUNDER OF THE BLACK PUMA Al, A COMPANY DEDICATED TO
BLENDING THE POWER OF HUMAN AND DIGITAL BRAINS TO AUGMENT ORGANIZATIONAL
INTELLIGENCE. PATRICIO IS ALSO A DIGITAL TRANSFORMATION CATALYST THAT IS
HELPING LARGE CORPORATIONS EMBRACE WHAT THE FUTURE HOLDS FOR THEM.

AN ANGEL INVESTOR IN TECHNOLOGY STARTUPS (MOBILITY, 10T), PATRICIO HAS A
PORTFOLIO OF COMPANIES HE'S ADVISING. ALSO, HE IS A BOARD DIRECTOR AT INFOTOOLS,
ALEADING PROVIDER OF MARKET RESEARCH SOFTWARE TOOLS & SERVICES.

A SOUGHT-AFTER KEYNOTE SPEAKER AT VARIOUS MARKETING FORUMS, YOU WILL FIND
PATRICIO DISCUSSING WHAT THE FUTURE MAY HOLD FOR THE BUSINESS INTELLIGENCE
AND MARKET RESEARCH INDUSTRY. PATRICIO USED TO BE THE PRESIDENT OF THE
NEW ZEALAND MARKET RESEARCH SOCIETY FOR SEVERAL YEARS AND IS CURRENTLY
THE ESOMAR REPRESENTATIVE FOR ARGENTINA.
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INTERROGARE

Everything is online

+The world is online, people are online, all of life is online
- and that's why research is online. We at Interrogare have
lived online research since our early days, as we were
founded more than 20 years ago as a software provider
for online market research. Since then we have
developed into a full-service institute and in doing so have
always kept all our approaches, methods and tools up to
date. Therefore, no matter whether our studies and
projects are about brands, communication and
advertising, pricing, packaging or customers and their
satisfaction and loyalty, we survey where the customers
are - on the smartphone during a bus ride, on the tablet in
the garden at home or on the laptop in the office. And the
range really does go from simple closed questions, to
complex conjoint methods, to implicit response time
measurement. We research with the methods our
customers need, exactly where our customers need them.
Online.®

info@interrogare.de | +49 (0)521 557 810 100 | www.interrogare.de




KEYNOTE 2

MILENA TSVETKOVA

TIME: FRIDAY, 11/SEPTEMBER/2020: 11:50 — 12:40

STUDYING SOCIAL INTERACTIONS

AND GROUPS ONLINE

No man is an island and no online

user is alone. All human activity is

embedded in social context and structure and the rise of social media
has made this fact more pertinent to online research.

On the one hand, the size and composition of the group individuals in-
teract in, the structure of interactions, and collective or other-based
incentives affect individual perceptions, behavior, and outcomes. On
the other hand, beyond individual outcomes, group outcomes such as
segregation and the unequal distribution of resources matter too.

However, analyzing social interactions and groups involves a new set
of methodological challenges related to gathering data, reducing data
heterogeneity, and addressing the non-independence of observati-
ons. In this talk, | will present recent work that uses online surveys,
experiments, and digital trace data to study social perception, social
interactions, and group effects in context as diverse as social media,
wikis, online gaming, and crowdsourced contests.

MILENA TSVETKOVA IS AN ASSISTANT PROFESSOR IN THE DEPARTMENT OF METHODO-
LOGY ATTHE LONDON SCHOOL OF ECONOMICS AND POLITICAL SCIENCE. SHE COMPLE-
TED HER PHD IN SOCIOLOGY AT CORNELL UNIVERSITY IN 2015. PRIOR TO JOINING LSE,
SHE WAS A POSTDOCTORAL RESEARCHER IN COMPUTATIONAL SOCIAL SCIENCE AT
THE OXFORD INTERNET INSTITUTE, UNIVERSITY OF OXFORD.

MILENA’S RESEARCH INTERESTS LIE IN THE FIELDS OF COMPUTATIONAL AND EXPE-
RIMENTAL SOCIAL SCIENCE. IN HER RESEARCH, SHE USES LARGE-SCALE WEB-BA-
SED SOCIAL INTERACTION EXPERIMENTS, NETWORK ANALYSIS OF ONLINE DATA, AND
AGENT-BASED MODELING TO INVESTIGATE FUNDAMENTAL SOCIAL PHENOMENA SUCH
AS COOPERATION, SOCIAL CONTAGION, SEGREGATION, AND INEQUALITY.

HER WORK HAS BEEN SPONSORED BY THE US NATIONAL SCIENCE FOUNDATION AND
GERMANY’S VOLKSWAGEN FOUNDATION, PUBLISHED IN HIGH-IMPACT DISCIPLINA-
RY AND GENERAL SCIENCE JOURNALS SUCH AS NEW MEDIA AND SOCIETY, NATURE
SCIENTIFIC REPORTS, AND SCIENCE ADVANCES, AND COVERED BY THE NEW YORK
TIMES, THE GUARDIAN, AND SCIENCE, AMONG OTHERS.
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CURIOUS? Learn more:
www.respondi.com/EN/emile




GOR BEST PRACTICE
AWARD 2020

GOR BEST PRACTICE AWARD 2020

TIME: THURSDAY, 10/SEPTEMBER/2020: 10:30 — 1:00; 3:30 — 4:30

NOMINEES FOR THE GOR BEST PRACTICE AWARD 2020 COME FROM HAPPY THINKING PEOPLE AND ELECTROLUX
AB EUROPE; UNIVERSITY OF APPLIED SCIENCES EUROPE, EXEO STRATEGIC CONSULTING AG AND WESTBAHN
MANAGEMENT GMBH; LINK INSTITUT AND MCDONALD’S SUISSE; SKOPOS GMBH & CO. KG AND ASAHI KASEI EUROPE
GMBH; GAPFISH GMBH, RTL MEDIENGRUPPE, HTW BERLIN AND PANGEA LABS; NEUSTAR GMBH AND MEDIA-SATURN
MARKETING GMBH; SKIM EUROPE AND JOHNSON & JOHNSON GLOBAL AS WELL AS GIM GESELLSCHAFT FUR
INNOVATIVE MARKTFORSCHUNG MBH AND DMI DIGITAL MEDIA INSTITUTE GMBH.

BEST PRACTICE IN
COMMERCIAL ONLINE MARKET RESEARCH:

The “best practice in commercial online market research” competition
was introduced at the 2008 GOR conference and since then has beco-
me an important tradition at the General Online Research Conference.
Real world case studies with a strong focus on online market research
are presented in the competition. The prize is awarded annually to the
study which has most effectively answered a key question of online
market research with the help of innovative digital methods.

The winners of the award will be selected by the jury and by a random
sample of the audience via a mobile survey conducted by respondi.
The award will be presented to the winners at the GOR Party at the
“Jung&Schonn” on Thursday evening and the laudatory speech will be
held at the GOR Award Ceremony on Friday at 11:30.

sponsored by:

respond;

THE MEMBERS OF THE GOR
BEST PRACTICE AWARD 2020 JURY ARE:

MARIA TEWES
(respondi AG, Jury Chair)

HOLGER GEISSLER
(marktforschung.de)

FLORIAN RENZ
(Beiersdorf AG)
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GOR BEST
PRACTICE
AWARD

2020
COMPETITION |

HOW TO BETTER UNCOVER EMOTIONS
IN EARLY-STAGE INNOVATION RESEARCH

Gérnandt, Julia (1); Jorman, Sofia (2)
1: SKIM Europe
2: Johnson & Johnson Global

Authors:
Organisation:

Have you ever conducted innovation research online and found your-
self in a situation where you don’t entirely trust what consumer feed-
back is telling you? Many of us have had to deal with overstated inte-
rest in a new product. Uncovering both rational and emotional needs
is vital for new product development (NPD) strategies to accurately
size the unmet need or opportunity. While traditional qual techniques
can uncover emotions, the results can’t easily be scaled. Alterna-
tively, quant research can deliver stated emotions, but lack depth.

Together with Johnson & Johnson, we developed a new hybrid Qual-
Quant-Al online research approach for early-stage NPD research. By
using a voice analytics tool, we can analyze ‘how’ people commu-
nicate their needs, attitudes and interest, to better uncover emo-
tions for more effective innovation strategies. The voice analytics
Al tool we selected, audEERING, can detect emotions from voice.
In an online survey with voice input a hypothetical ‘Smart Health
Band’ was evaluated by consumers. We 1) analyzed the content
of responses to look at what people said and 2] using the voice Al
tool analyzed how they said it and which emotions were present.

The content analysis - the what was said - showed high interest in the
concept.However,thevoiceAldeliveredadditional,unexpectedresults:
while still high, the implicit or subconscious interestwas notas highas
the contentanalysis had suggested. Analyzing the emotions delivered
through voice showed a more realistic level of interest in the product.

Especially for new products it is essential to get accurate estimates
forthe product’s market potential thatare not overstated. The additio-
nal voice element helped Johnson & Johnson calibrate the interestin
the product to show how much of it was genuine, and in consequence
make better informed choices about future strategy. In addition, the
emotional analysis uncovered differences in gender reactions. These
segmentation insights could prove valuable for future marketing and
communications strategies.
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GOR BEST PRACTICE
ABSTRACTS 2020

CHILLINGWITHVR -

A CASE STUDY WITH H/T/P, ELECTROLUX AND VOBLING.
HOW THE INTERPLAY BETWEEN CLASSICAL QUALITATIVE
AND VR GENERATED EFFICIENCIES AND EFFECTIVENESS

Authors:
Organisation:

Kriiger, Katrin (1); Adel, Jessica (2)
1: Happy Thinking People, Germany
2: Electrolux AB Europe, Sweden

Relevance & Research Question:

ThebenefitsofusingVRprototypesforhigher-costcategoriesininnova-
tionanddesign projectsarewellknown—logistics, greatermodification
flexibility, lowercost,virtualin-storeand competitive choice scenarios.

With VR technology becoming more sophisticated and user-friendly,
how can market research further benefit from it?

We will present a case study on a new fridge-freezer concept with
Electrolux and a leading VR specialist company.

Methods & Data:
54 VR explorations across three countries - Germany, Italy, Sweden -
accompanied by a total of 9 in-depth focus groups.

Results:

Across all age groups the VR part worked very well, both as a stand-
alone and in combination with focus groups. Following outputs were
key benefits:

Usability: Detailed feedback was gathered — particularly in compari-
son to fragile 3-D renderings.

Immersive: With prototypes seeming so real, we received more spon-
taneous and little post-rationalizing feedback.

Curiosity: Athrilling tech factor led to higher engagement.
Involvement: Fridges — a potentially lower interest category — enjoyed
higher levels of excitement.

Playfulness: Tasks were treated more like games.

Flexibility & Speed: 3D renderings could be changed from one field-
work session to the next.

Democracy: VR created equal conditions for prototype and compari-
son device.

Realistic Environment: Simulating a realistic shop floor atmosphere
including competitive products was made possible.

Focus Groups + VR: Higher participant focus due to the VR experien-
ce — everyone was highly engaged. Higher attention to detail due to the
amount of time spent with the prototypes during the VR experience! There
was nevertheless a strong creative dynamic present in the F2F groups.
Research moderation expertise is needed to manage “digital excitement”
—managing overexcitement that leads them to jumping from one de-
sign aspect to the next.

Added Value:

The VR approach was more cost-efficient, more environmentally friend-
ly, offered higher flexibility and in the end enabled deeper and more va-
luable insights — particularly with regards to usability!

Benefitsof VR continued after the research: designers were more open
to implementing the design changes as they felt less ,“emotionally at-
tached"* to the stimulus (compared to physical models). Our results
were thus received more openly and applied without hesitation.



MEASURING THE INCREMENTALITY OF MARKETING
ONLINE AND OFFLINE ON NON-EXPERIMENTAL DATA

Authors: Althaus, Daniel (1); Jarms, Thies (1);
Schweitzer, Ralf (2)
1: Neustar GmbH, Germany

2: Media-Saturn Marketing GmbH, Germany

Organisation:

Relevance & Research Question:

For large companies it has become increasingly difficult to measure
marketing effectiveness across a multitude of media types, offline-
and online channels and campaigns. It has also become more import-
antto have aconsolidated view of all marketing and non-marketing ac-
tivities. MediaMarktSaturn and Neustar set out to answer the question
how much incremental value is generated by 120 marketing activities
of MediaMarktSaturn, many of which are happening simultaneously.

Methods & Data:

The solution uses MMM (Marketing-Mix Modeling) and MTA (Multi-
Touch Attribution) statistical models to analyze the data. It integrates
a huge variety of data types from sales volume, spends and online
tracking data to survey-based funnel KPIs, weather data and store
traffic counts. To account for the complexity of the data, a hierarchical
Bayesian approachis used.

Results:

The effects of marketing activities on brand KPIs, web and store traffic
and online and offline sales are being analyzed coherently. It can be
shown that different campaign types and media touchpoints influence
these KPIs in different ways, opening the opportunity to optimize on
specific campaign goals. Survey-based market research results can
proxy long-term brand health in the process. The measured efficiency
of media types supports a balanced media mix, moving towards the
use of online channels, however, it also shows that media types like
out-of-home and radio still play a strong part.

Added Value:

The study proves that it is possible to measure the incrementality of
offline and online marketing activities in a non-experimental environ-
ment. It allows MediaMarktSaturn to compare all marketing activities
on the basis of ROl and optimize its media budget accordingly. The
introduction of survey-based brand kpis provides the basis for steer-
ing multiple outcomes. Last but not least the study supplies further
evidence of the utility of hierarchical Bayesian methods in tackling
imperfectand highly differentiated data.
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GOR BEST
PRACTICE
AWARD

2020
COMPETITION Ii

SIGNIFICANT IMPROVEMENT OF RELEVANT KPIS WITH
OPTIMIZATION OF THE PROGRAMMATIC MODULATION

Authors:
Organisation:

Moser, Silke (1); Goldberg, Frank (2)
1: GIM GmbH, Germany
2: DMI GmbH, Germany

Relevance & Research Question:

Advertising impact research for a spot of a new OTC product played on
digital displays at various touchpoints (DOOH). The main focus of the
study was to investigate the increase of KPIs achieved with DOOH for
several target groups as well as to determine the contribution of indivi-
dual touchpoints. Who sees advertisements, when and how receptive
is a person to this TP is a central question.

Methods & Data:

A combination of methods was used: online survey, geo location track-
ing and a follow-up survey. The samples were drawn according to repre-
sentative structural data. The follow-up survey comprised n =2 x 2,000
participants. One part (n=2000/mobility panel] was asked to track their
movement for 21 days throughout the campaign period. Additionally, for
this sub-sample we had information about its values and settings. After
the campaign, both samples were interviewed in the online follow-up
surveyon various parameters of product and advertising awareness.

Results:

For the mobility panel, the combination of tracking and survey data
enabled the recall of the advertisement to be determined with addi-
tionalinformation on the actual advertising contact opportunities and
frequenc