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Professional Quest Using Professional Quest for Market Research

Introduction

“Professional Quest MR” is a version of Professional Quest specifically developed
for the market research industry. This version of the software gains all the features
of the Enterprise Edition, together with additional enhancements specifically for
Market Research.

A number of the specific features available in the MR edition of the software are
discussed in this whitepaper, together with some of the standard features that are
of particular use when creating and managing Market Research surveys.

The features that are discussed in this whitepaper are:
1) Creation of Page Loops

2) Progressive Piping of values from one question to another
3) Page, question and code randomisation

4) Quota management

5) Integration with 3rd-Party panel providers

6) Export to SPSS and other MR products such as Surveycraft
7) The Web Administration Portal

8) Market Research reporting

It should be noted that while the requirements for market research surveys are
specifically catered for in the MR module, other surveys can also benefit from
these features. For example, you may wish to use question randomisation to limit
bias in your own surveys. The MR module is available as an option to all users of
the Enterprise Edition of the software.

What makes Market Research surveys different?

Market research surveys have much in common with regular surveys. It's not that
they are different from normal surveys - it's just that market researchers demand
more of a survey than an average survey designer.

Non-market research surveys are usually just about asking the right questions and
collecting data in an efficient manner. A market researcher, however, cares about
more than just what is asked - they care about how it is asked. A market
researcher is concerned about issues such as the effect of bias on the answers to
the survey. For example, they want to minimise the effect of a question’s
positioning on the answers given. They consider things such as whether the
ratings provided by respondents for a number of television ads could be affected
by the order the ads are shown. Solutions to such problems must be available
when the survey is generated - in this case, randomising the order of the ads will
average any effect that bias would have on respondents’ answers.

Another significant difference between market research surveys and standard
surveys is the audience that will be answering the survey. Standard surveys are
generally answered by an indeterminate number of previously unknown
respondents (e.g. a web site satisfaction survey that is open to anyone who visits
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the site) or by a group of people that are “known” to the organisation conducting
the survey (e.g. customer or employee surveys). Generally, the larger the number
of responses, the more successful the survey is considered. It is very rare that the
respondents will be paid for their input. Market research surveys, however, are
often sent to a targeted group of people that fit a certain set of criteria (age, gender
etc.). This “panel” of people is not generally known to the MR survey coordinator -
they are often provided by third party “panel” providers. They are often paid for
their response to the survey. This creates two situations that are peculiar to MR
surveys:

Particularly in cases where responses cost money, it
is important to get the appropriate respondents, and
the appropriate demographic “mix”. Collecting of data
from an inappropriate demographic (e.g. perfume
buying preferences from men) can be both
expensive and counter-productive. Thus quotas must
be able to be enforced on the survey.

Quotas are needed

Online panel providers usually expect to be informed
of each respondent’s participation in the survey. This
is required primarily for payment purposes. This
means some form of automated panel update needs
to occur once the survey is complete.

Panel Automation

In general, market researchers will want to do more intensive analysis of the data
once it has been collected. It is therefore very important for them to be able to
export their data into other applications such as SPSS and Surveycratft.

Page Loops

It is quite common in market research firms to ask a respondent to choose one or
more products (for example) that they may know about or use, and then proceed
to ask a series of questions about the products they selected. The questions are
usually the same for each of the products. The Professional Quest MR Edition
features “Page Loops”, which provide a quick means of generating the content and
logic needed for such circumstances. The basic steps in creating a page loop are
as follows:

1) The source question for the loop (eg. “Which of these brands have you heard
of?”) is created in the questionnaire.

2) Pages that contain the questions that will be asked for each value selected in
the source question are set up.

3) A Page Loop is created linking the source question to the pages that need to
be looped.

Once a page loop is set up, Professional Quest will automatically handle the
creation of the necessary pages and flow control on the fly. A special data piping
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symbol — {loopvalue} — can be used within the looped pages. It will be replaced
with the appropriate product name etc. from the source question.

Page Loops: An Example
Let's consider a simple example of page looping.

Step 1: Creating a Source Question

A source question is just like any other question in a survey. The only rule is that it
must be a multi-selection range-of-values question. An example of such a question
is as follows:

Q5. Which of the following, if any, do you read?
Flease click all that apply

<

Daily Mewspapers

<l

Weekend Mewspapers

Weekly "gossip" magazine (ie Who, KW etc)

< 7

Maonthly magazines

R

Free/local papers
Industry and specialist magazines
Qther

171717

Do not ready any books/magazines or newspapers

L T S R S N S PP A SR B SIS S S

Step 2: Create Pages that will be looped

One or more pages can be set up in the questionnaire to be looped. In this simple
example, lets just create a single page to be looped. The page appears in the
Questionnaire Structure Window as follows:

=[] Main 1 E
EBIOE. Actual Magazines Head - {loopvalus} L
GRC ie ca

Note the use of {loopvalue} in the question title. This will be replaced by the name
of the appropriate item from the source question when the loop is generated by
Professional Quest. The preview of the question looks as follows:

o

tiCthX’- LSSt -’ Itd

0% 25% S0% TE%  100%

Q8. Which {loopvalue} titles do you currently read?

Please bppe in your responrse in the box balow

03000

]
:I
Mo ol o e B aes A o g olbdiamend M S o o
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Step 3: Create the Page Loop

The final step is the creation of the page loop. This will link the question and the
pages together. Page Loops are accessible from the Format button on the

toolbar.

pe: -

Farmak

-

Presvie

5=l Pages...

% Flow Contral...

& Page Loops. .. . |

e e P By T e e,

QE _E@ta Piping. ..

The loop details for a page loop are entered in the Page Loop Window.

B Page | oop

Loop Details

zections to loop.

Chooze the mulki-zelection range-of-value: question to loop on, and the

3

Cancel

(+) Loop on question: | [15. Readership

> PRI
-1

Source Question

() Loop on values: for the loop
e ——
Pangesz to loop on; |
L e Pages to loop on. There
Ol % Sereenerd T would be one loop set up
El m:::; for each of the values in
O] [ Main g the source question.
< | o

Randomize loop arder

Looping Limits

Evenif a large numbe

As it happens, we're really
interested in the respondents who
choose "Weekend Newspapers".

We therefore want to limit the
number of loops, but always show
the "Weekend Newspapers" loop if

loop question,

this value has been selected in the

source question

The resulting loop can be tested (as can all survey logic) by creating a Live
Preview of the survey. To view a live preview, click Preview on local machine

from the Preview button on the toolbar.

57 &

Help

@,

Preview

| E;; Preview on local machineh |

&

The preview will show the looped page multiple times based upon the values

selected in the source question.
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Q5. Which of the following, if any, do you read? i
e

Pl tick &l that apol)
N 4 Q8. Which Industry and speclallst magazines titles do you currently read?

Plazse type in your response in the box below

Industry and specialist magazines 1
LY -_— — 3
[ other f

[ Free/local papers i

[ Manthly magazines

[ weekly "gossip" magazine (ie Who, NW etc) Q8. WhICh Weekend Newspapers titles do you currently read?
- low

== 4
Weekend Newspapers Plesse type in your response in the i
it o _—— -
v 1
Daily Newspapers iy [
[ oo not ready any bnnks;’magazw!& newspapers
b A A A R Rk T N

L |
Q8. Wwhich Daily Newspapers tlt\es do you currently read?
Plazse typa in pour response 2w

Progressive Piping
Progressive piping is an advanced feature used to pipe responses from a question
into other questions. It allows you to show or hide questions (or values within a
guestion) based upon the answer to another question. This is similar to flow
control, except that it provides much more "granular" control. Flow control shows
or hides an entire page - progressive piping can effect what is shown within a

page.
Progressive piping is created at the time of adding the question that will receive
the data from another question in the survey.

HH sSingle Range Question Grid...  Chrl+5
m Dual Range Queskion Grid,.,  Chrl+a

A ranked Question Grid... Ctrl+7
| Progressive Piping Question. .. Chel+5
Question from library. ., Chrl+L | Single Range Question Grid, .. Hftrl+9

D nalarabum o [HRa dlabalen | s oo sim setn s 5 som s, i, e o e et

The piping details that must be entered are shown below:

rop Progressive Piping Settings

Piping Details
The responsze values available in this gueztion will be directly affected £
by the selections made in another question,

Pipe details from | [ Readership Vl

r'ou may chooze to ether show values that match the details
zelected in the linked question [progressive matching] or show only
values that were not selected [rearessive matching).

%) Use Progressive matching ) Use Regressive matching

Type of Gnd Piping

The walues entered in the linked guestion may affect either the rows
or columnz in this grid. Choosge the type of link to apply.

(%) Link affects rows ) Link affects columing
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The Rules for Progressive Piping
The rules when using Progressive Piping are as follows:
1) The MR module must be registered to use Progressive Piping

2) The survey must be shown using ASP Web pages - other forms of survey
distribution (Email, Network etc.) do not support progressive piping

3) Questionnaire Pages must be used

4) A question that is affected by progressive piping must be in a page that
appears after the page containing the question that determines what is
displayed

5) Multiple-selection Range of Values questions can be used for all types of
progressive piping. Single-selection Range-of-Values questions can be used
for piping if regressive matching is used (ie. instead of piping all the values
that were selected, all the values that were not selected are piped)

Example of Progressive Piping

An example of progressive piping is shown below. The answer to a readership
question affects the rows shown in a grid later in the survey:

Q5. Which of the following, if any, do you read?
Flaare chick all that apply

Daily Newspapers

Thdustry and specialist magazines

[ Monthly magazines

|| F@'Iucal papers

eekeng Llnm:u ars

[ Weekly "gossip" magﬂe {ie Who, MW etc)
O dther

P
Tl

T P PR SR TP

O natraady any Ll%@KSlﬂ.@Ei?.élDES.W LA e

0% 25% S0% TEW A00%

Q7. And how often on average w read these. ..
Daily Weekly Forinightly Monthly Bi-Monthly Less often

Daily Mewspapers 3] O @] O (@] O

Weekend Newspapers () (&) (&) 0 O )
[ <BACK |[ NEXT> |

.
4
o, et ot O A i o A
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Randomisation - preventing bias

It is common practice in Market Research questionnaires to randomise the order
of questions within a questionnaire to minimise the effect bias. There are a number
of ways that the ordering or layout of questions can effect bias. For example, when
presented with a long list of rating questions, a respondent is likely to take more
care with the first questions than the last questions. The solution is to randomise
the questions so that the effect of position on responses is averaged amongst
respondents.

There are three types of randomisation that can be used with Professional Quest
MR - Page, Question and Code randomisation:

Page randomisation controls the display order of
Pages (ie. pages) within the questionnaire. Block
Page Page randomisation controls the display order of
multiple “tagged groups” of Pages. All Pages in each
tagged group remain in the same order, but the
position of the entire group can be randomised.

Question Question randomisation controls the display order of
grid and ranked questions.

Range-of-Values questions list a series of distinct

Code values (ratings, choice of products etc.). If you use
code randomisation, the display order of these
values is randomised.

Page randomisation

Page randomisation is used to randomise the display of consecutive Pages.
Randomising a Page’s position in a questionnaire is as simple as selecting the
Randomise Page position radio button when adding or editing a Page:

Page Randomisation

Page randomization can minimize [or at least average] biaz due to the
ardering of questions in the questionnaire.

e imalle. il

) Do hot randaomize page position Cﬁandamise page position
- A defmd conzecutive.tandopy pages, sifl 3l beranodead ) otimgale waw -

Consecutive Pages that have been flagged as randomised will swap positions
amongst themselves.
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Page Randomisation Example

In the example below we have a survey with 4 Pages. Two of the Pages have
randomisation enabled (indicated by the letter R) and the remaining two Pages, Page 1 and
4, do not.

Section 1 Section 2 Section 3 Section 4

R R

In this example only Page 2 and Page 3 will position themselves randomly. The
minimum amount of consecutive Pages that can be randomised is two and the
maximum is all available Pages with the exception of the first and last Page. There
are only two Pages in this particular example, so the only other combination that
could be displayed is as follows:

Section 1 Section 3 Section 2 Section 4

R R

Block Page randomisation

Block Page randomisation works in a similar way to Page randomisation but with
the added ability to randomise multiple blocks of consecutive Pages. This is useful
if you have 2 or more Pages that need to remain together in their original order,
but still require randomising against other Pages.

Block Randomisation Example

Let's assume you are testing 3 different Television commercials (TVC). For each
TVC there are multiple questions, split over 4 Pages. In the first Page you display
the TVC and ask “Have you seen this ad on TV recently?” then in the next 3
Pages you go on to ask questions related to that particular TVC (possibly using
flow control to restrict the questions to those who have “seen the ad’).

In order to minimise the likelihood of bias due to the order in which the
commercials are shown, you wish to randomise the order in which the 3 TVC
Pages are displayed. This can be done very easily by coding each of the related
Pages (in this case the 4 Pages relating to each TVC) with the same
randomisation tag.
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The example below shows how the tag “TV1” could be entered for all the Pages
related to TVCL1. Block randomisation is invoked by using tags in the Advanced

Tab of the Page Window.

E Edit Page

General .ﬁ.dvanced|

Ok

wWeb Survey Page Havigation Buttons

Page navigation buttons include a 'Back', 'Reszet’ and 'Cancel' button.
Y'ou may hide theze buttonz for this page below.

Hide Back button Hide Feset buttan Hide Cancel buttan
[] Hide Mext buttan Show Subrmit buttan

Page Handomization

Page randomization can minimize [or at least average) biag due tothe
ordering of questions in the questionnaire.

) Do not randomize page posiion (%) Randomize page position

By default, conzecutive random pages will all be recrdered_[otinnalu oo

Cancel

Test

A}

Help

All consecutve pages
with the same

can keep groups of randomized pages
keep thiz page in a randomized
be the zame on all pages in the

cup, enter the group tag [thiz tag should
rameE group).

O ptional randomization b

Tip: Bandamization functionality iz only available to users of the
g optional Mark et Rezearch module.

reorder the groups. To

randomisation tag
will not be randomised
amongst themselves

Below is an example of how the different types of randomisation could affect the

order of Pages within a survey:

Survey Pages in Order

Survey Pages in Random Order

Survey Pages in Randomised Groups of three

CIEIG-I

3l | | e

- =] .
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Question randomisation

When presented with a long list of rating questions, a respondent is likely to take
more care with the first questions than the last questions. Question randomisation
minimises the effect of question position, by randomly sorting the rows that
appear in a grid question. Question randomisation is enabled by ticking the
randomise button on the property sheet of your grid question.

Property Sheet - Training

General | Format | Values |

Mo, of Yalues i Five w

Heading Repeat |_D|

[ ] Multiple selections allowed

[ ] Use Custam weightings

Randomise
question row
order in the grid

Once enabled Quest will automatically randomise the order of all the displayed
rows in the grid. For example here we have a standard grid question with a list of
attributes down the side and a scale across the top.

yell

Thinking about Lays. Please read each of the following statements and indicate how much you agree that each statement
applies to Lays.

Agree Strongly Tend to Agree  Neither/Unsure l;';::;[:; g'::?:l;
Mice tasting O (o O O O
A brand for all ages C C C 9] O
A modern/contemporary brand o] C O O O
Wide variety of flavours - - o - I
available
Stand out frorm other brands o] C 9 O O
A qguality product ' (@ O O @
A brand that suits me O C - c c

When another respondent comes to answer the same grid question, they are likely
to see the questions within the grid in a different order. For example, the
respondent may see the question as follows:
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Thinking about Lays. Please read each of the following statements and indicate how much you agree that each statement
applies to Lays.
Tend to Disagree

Agree Strongly Tend to Agree  Neither/Unsure Disagree Strongly
A maodern/contemporary brand 9] O ', O ',
A brand that suits me - I - e e
A brand for all ages e O C fo el
Wide wariety of flavours ~ - o - e
available
Stand out from other brands ' « C « O
A guality product { ] ' f ) @]
Mice tasting C e ) O ol

Code randomisation

Code randomisation randomises the display order of codes (values) within a single
range-of-values question. This is particular useful in cases of where questions
have long brand lists, and you do not wish to have the choice of brand biased by
the order in which the brands are shown.

Code randomisation is enabled by clicking on the format tab in the required
guestion’s property sheet and ticking “Randomise value item order”. Once clicked
you will also have the ability to exclude the last code from randomising, this can be
used when the last code is “Don’t Know” or “None” etc.

Code randomisation can be applied to single or multiple response questions,
however the ability to randomise codes is disabled when using lists instead of
buttons.

Property Sheet - Q5. Readership

General ' Farmat | Values || Validation |

Mo. of Walues i Eight » |

Mo, of Caolumnsg lEIne vl

v ) . -
kultiple selections allovwed The arder of items

can be randomised
and you can
optionally indicate
that the

[]Use Custom weightings

[] Exclude 2nd last value item from randomizatio
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Quota management

Market researchers often conduct surveys where it is necessary to ensure that
respondents are representative of the population of the particular market that is
being tested. They therefore need to control the number and type of respondents -
for example they may need to control the number of females and males from
different states who complete the survey. This management of respondents is
known as “quota management”.

The most basic form of quota management is the restriction of the total number of
responses that may be entered into a survey. More advanced “flow based” quota
control limits the number of respondents based upon their answers to certain
“screener” questions in the survey. In general, the screener questions will be
demographics questions, such as gender. If a quota is met, the respondent will not
have to answer any additional questions in the survey (they will “screen out”). This
process is shown below:

Screener ﬂ.%_-.jj-'_'j::'lf;?- No—s _Main | Screenout
Questions Jespondent? Survey (End)
Yes

Total responses quotas

You may wish to limit the number of responses to your survey. This type of quota
can be particularly useful where a cost is incurred for each respondent completing
a survey (for example, if you have a panel with a rewards system for the
completion of the survey). It can be hard to estimate the number of responses you
will get for your survey, and failing to limit the number of responses can end up
being an expensive exercise if you have to reward more respondents than you had
budgeted for.

Total response quotas limit the total number of responses to your survey. The total
response limit is set up at the time the ASP Web survey is created:

2 Build Distribution [MRSample]

_Start Access Control | Data Entry | Before Submit | After Submit | Management Portal | Self Registration | Publish

Logins

ASP zurveps can be set up to allow you to control whom may submit responzes. When loging are being used for a survey, respondents
may optionally be alowed to edit a response [zet in their user details). If editing iz allowed a respondent will be shown their previously
entered responise when they click on their survey link for a second time.

Control Access to Survey Features though User Logins User Loging with no display of users w Style

Quota Management & Access Control

Guota Management allows you to restrict how many responses are entered for the survey. 'You can ensure that the right number
of responges are collected, and from the right people.

) Mg Limi i o of fesponses

Cloze survey when the number of responses reaches | 200 based on the filker |

baefoat throuab flow conteall b ™

[[] Prevent access to the survey through use of a colgkis that is sent ta the browser after submission of a iesponse.

[] Control access to the survey by use of fram and to 3.

The survey will only be
available until 200
responses are entered

Help ] [ Cancel ][ < Back ][ Mext » ” Save & Cloze ] [ Generate ]
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You can optionally use a filter to determine which responses are “counted” in the
total. Once the total has been reached, new respondents will be prevented from
entering more responses - they will simply be shown a message indicating that no
more responses are required, and the survey is closed.

In order to calculate a valid number of total responses it is recommended that your
filter is based on a mandatory question that is asked of everyone who completes
the main part of your survey. This ensures that only people who have completed
the full survey are counted (some people, for example, may not have completed
the full survey because they didn’t meet certain conditions set up in flow control,
and therefore they were “skipped” past the main survey questions).

Another example of how a filter may be used is when you want to close the survey
after a certain number of respondents of a certain type have answered the survey
(e.g. after 300 females have answered the survey) and you don’t care how many
other people outside of the target group answer. In this case you would apply the
filter using Gender = “Female” as the filter condition. Professional Quest will close
the survey as soon as 300 respondents have answered “Female” in the gender
question, regardless of how many have responded with “Male”.

Flow control quotas

Flow control quotas allow for more powerful and flexible management over your
sample. These allow the survey to stay open until all quota targets are ‘full’. These
quotas allow you to collect exactly the right number of each group of respondents
you are after. For example, you may want to collect 100 females and 100 males.

Flow control quotas can be set via the Flow Control Manager in Advanced Page
Branching:

/= Flow Control Manager

Questionnaire Flow Control
%) Show &l ) Show Page Flows ) Show Question Flows

Flaw applies to Flow description [

D Main 5, Main 7, Main 8.... Hide Page when value of "U5. F Enable/Disable Text/Mumeric Question

[ Main 7. Main & Hide Page when value of "Q71.

o i
@ Fd ain 3 Hide Page when walue of "012. SID i F"ae Btane lng
|| Main 9 Hide Page when value of 012, | IEaEce R SR

[@5021. Please type inyo...  Enable Question when value of "220. Work Status" equals Full Time E...I x
[16. Readership - Other...  Enable Question when walue of "'L15. Readership' equals Other

E Screen Qut Hide Page when value of "020. Work, Status’ equals Full Time Employ...
£ »
m Tip: Uze the buttons at the top of thiz window to filker the flows listed. Help J I Close

Flaws will then be easier to find in the list,

TIP
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In the event of a respondent matching one of the ‘full” quotas, the specified flow control
will become active. Generally the flow control would be set to hide all the remaining
Pages, and go immediately to the “screenout” Page of the survey.

When entering this type of quota, two pieces of information are required:

The maximum number of responses required from

Quota Limit people who meet the quota condition set up in the
quota filter.
Quota Filter The filter to use to determine which responses

should be included when determining whether the
guota limit has been met.

The quota acts as an “on/off valve” for the flow control statement. Basically, the
flow will be ignored until the quota condition is met. Once the condition is met, the

flow control will work as normal (the flow would usually be set to hide all Pages up
to the screenout Page).

Quota limit numbers can also be altered via the web portal when using the SQL
version of Professional Quest MR. For more information on this please see “Web
portal” later on in this whitepaper.

“— Advanced Page Branching

General

Advanced page branching can contain multiple condiions. You need to give this : -
page branching flow a meaningful description, and select which page will be
hidden based upon the conditions entered,

Description iﬁunﬁta to res"t'riétnal-c.lér lespnr{a.eﬁ't”s. 'h:-“1 'Ij'ﬁ“lespnnses

Page Mames [ntra
Screensr]

Branching Conditions
The page selected above will only be hidden when ALL the conditions entered

below are met.
[uestion Condition description
B4 02, Please indicate... Responze equals "B5+" | ¥
|4
p - @ This branching condition

will only be invoked if 100
responses meeting this
quota have been entered
@aet a zet number of

gender]. I

Web Survey Quota Management

Quota mahagemant can be uzed to ensure pou o
rezponzes that meet certain conditions [sucked

() Mo quota management far this flpe

An advanced filter can be
e following quota conditions are met: used to detemmine which
responses should be included

e ——
Cre )
when checking if the quota

Tip: Advanced page branching allows vou to enter multiple conditions, and limit has been reached
TiP conditions for various question types. I

Only apply thiz fow whe

tbr rezponzes meeting filke
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Integration with 3rd party panel & reward providers

The use of online panels in Market Research web surveys is becoming very
common, whether it be your own panel or a panel provided by a 3rd party.
Professional Quest MR provides the ability to easily integrate with these
applications by “Triggering a post-event response”.

These events are set up in the After Submit Tab of the ASP Web survey
distribution wizard.

©3 Build Distribution [MRSample]

| Start || Access Contol | Data Entry | Before Submit | After Submit | Management Portal | Self Registration | Publish

Post Submizsion Actions
Onee a vizitor haz entered their rezponze and submitted the survey, you can chooge what to do after proceszing iz complete, O ptions
inchude showing a message, redirecting to a URL, or "triggening”’ one or more events [including sending of EMails).
Post-submit Action | Trigger one or more post submizsion events w |
Post-responze Triggers i Details

24 URL Redirection hittp:/ Aoy, cazhdcomments. com. audrewmard. .. W

L ety |

s URL Redirection http: /v cazhdcomments. com. audreward.

[ Trigger EMail Seftings. ..
[ Help l [ Cancel H < Back ” MHewt » H Save & Cloze l [ Generate ]

Generally, most online panels will have some incentive or rewards scheme in
order to encourage responses to surveys. Many panels reward their members
based on length and complexity of survey and will reward them for full completion
of the survey and possibly give a lower reward for semi-complete/screen-outs.

An Example of Integration with a 3rd Party Panel Provider

In this example, our panel provider “cash4comments” rewards all invited
participants based on two-tier reward system. A partial reward for “screening out”
and a full reward for “completing”. This is the process:

1) A request is given to “Cash4Comments” to provide a selection of Males and
Females in the 18-54 age range who live in Sydney or Melbourne. Like most
panel providers, they will not directly provide a list of e-mail addresses -
instead, they will Email their members on your behalf.

2) In order to provide security to the survey as well as anonymously identify
those who have responded, “Cash4Comments” will provide a list of “user
codes” and names in a CSV format.

3) “Cash4Comments” provide a two tier reward system - therefore they need to
also provide two “reward codes” with each respondent “user code” The
“reward code” that should be used will be dependent on whether the
respondent qualifies or screens out of the survey.
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4) We now have a csv file with three columns, User Code, Reward Codel and
Reward Code 2. This list will need to be imported through Respondents-
>Import Respondents.

$7 soorovaitienacer. }:n Date 05/04/2005 i
P SR
|@ Import Respondents |IE From Text File... e |
| @L Export Respondents bo Text File. Fram Another Project, ., &3
EUI 0 SP — g e R e st Sl gy i S ey g PR R N P S r . % St gt L PCNUR SN YRS

5) Itis necessary to map the fields correctly to the Import Text File. In this
example, we are going to use “Login Identifier” to store “user codes”, “User
Field 1” to store the “Screenout” codes and “User Field 2” to store the
“Qualify” codes. If a password is required it recommended to ask the panel
providers to include this in the csv file they will send. Once imported and
options set the database must then be uploaded.

— Text File
Filename lC:\Dacurnents and Settingshdse'Desktop\SAMPLE csv

i L
oty e e o, ot o e S e O e B e I . e e et e A 0

~ Text Delimiter and Qualifier -

Delirniter | Cornma - I Qualifier | -

Header Rows | 0 [these rows will be ignored when importing)

- Field Listing [only first 30 rows shown)

Row | Field 1 | Field 2 | Field 3 | -
1 GEE S 1847474 901847474
2 OWR5H37 1854875 901854875 i
3 OwR538 1962276 901862275
4 OWRE39 1969677 901869677
2] IWwhR540 1877078 901877078
3 OWRE41 1984479 901884479
I Iwh5H42 18918380 901591880 ;'

— Field Mapping

Login |dentifier | Field 1 ~| Password | {none} =]

Last Name |{n0ne} j Given Mames I{none} j

Email Addiess |{hone} :! Categony |{n0ne} _ﬂ
=

UserField1  [Field 2 UserField2 | EFENNN ~ |

_UserField3  fone) =] UserFieldd  [fnone}

4

r

6) Before setting the “after submit” settings we will need to set “respondent
piping” so that we can merge the information in the provided list with the
trigger URL. Respondent piping can be set in Designer and Project Manager.
To access data piping in the Professional Quest Project Manager, click the
Design button on the toolbar.
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I

Design Help

dFJ', Questionnaire Lawouk, ..

+

; [Q Local Questionnaire Preview. ..
Mon-HTML Questionnaire Lawout, ..

H.') Edit Questionnaire Conkent., .,

¢= Edit Text Lists, ..

B Flow Contral,

i
s]

P PV R g 7 e RSN i~ S

Daka Piping. .. .
ﬂ'.-l;_:'l|-ﬂﬂTL"f“nlC'JD.tEﬂt-IQE|5:Lz.hm i i

You then enter a new respondent data pipe. In this example, we need to
create three datapipes, for USERCODE, QUALIFY (user field 1) and
SCREENOUT (user field 2). An example of the information entered for
QUALIFY is shown below.

— Data Piping ltem -
Item Code [QUALIFY
ltem Data | User Defined Field 1 ~|

Default Value  |QUALIFYCODE
Example Value |123456789

I“"q. o0 Fe Pl -rh-thu- %M‘J'M e [ "Mq.lll

- s, LB The peamnla. valusasil be jised o datewrning e .. .-

7) The last step is to set the trigger parameters and redirection instructions in
“After Submit”. The steps for adding the trigger are as follows:

a) Click Trigger a post-response event, then click the Add trigger button.

b) Click set trigger condition and select a key question that can be used to
determine whether the respondent has qualified or has screened-out.
Generally it is best to select the first mandatory question after the last
screening question, therefore only those answering this question will be
those who have successfully passed the screening process and are
classed as qualifiers. In this survey “Q3. Which of these countries did
you visit in the last 12 months?” will be our key question. Add this
guestion in the filter setting the condition to “is NOT empty” click “OK”
then we need to set the trigger URL to the following address:

http://www.cash4comments.com.au/reward.asp?ID={USERCODE}&REWARD={QUALIFY}

8) Repeat step 7 for “Screen-Outs” by replacing the filter condition to “IS Empty”
and editing the URL so it will pass the “SCREENOUT” code instead of the
“QUALIFY” code to the panel provider. The link would look as follows:

http://www.cash4comments.com.au/reward.asp?ID={USERCODE}&REWARD={SCREENOUT}
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Exporting to Surveycraft and SPSS

Professional Quest MR can transfer data to third party analysis and data capture
software including Surveycraft and SPSS. The export feature is available in project
manager by clicking on Responses->Export Responses and then choosing the
type of export to perform.

[k.gpac!g | Fraperty -

u.j Import Responses L ' \9 I arme i
|ft| Export Responses i] To Text Eile... i
Pl T .
| ToSESSFle.. I

r"\\\-_,‘ L

t To Surveycraft Files. .. 3
T L e e S o e S

Surveycraft

Quest MR creates two export files for Surveycraft as follows:
{Survey Name}.txt

{Survey Name}.seq

A file with the extension “.txt” contains the survey structure script in a format that
can be directly imported into Surveycraft's Questionnaire Specification. A file with
the extension “.seq” contains the survey data.

To import the survey structure script into Surveycraft
1) Open up the Questionnaire specification in Surveycratft.

2) Press “Ctrl-T” to import the text file.
3) Press [F3] and choose the .ixt file created in Professional Quest MR.
4) Select the “Import” option

To import the survey data into Surveycraft
1) Select Data->Import->SEQ menu in Surveycraft

2) Select Create Cases
3) Press [F3] and choose the .seq file created in Professional Quest MR.
4) Leave <<Case>> offset blank and select create.

Surveycraft will import the cases sequentially beginning from case 1. The
Surveycraft export from Professional Quest will always export the cases in the
same order, so it is possible to re-create a Surveycraft SEQ export at any time
during the project. When re-importing an SEQ file, Surveycraft will simply ignore
the cases already filed in and begin the import from the last case added.
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SPSS

On export, Quest MR will create a .sav file. This .sav file can be used natively in all
SPSS versions from Release 7 onwards. The steps in exporting the .sav file are as
follows:

1) Click Export to SPSS File from the Export submenu under the Tools menu.
2) Enter the name and location of the export file.

3) Choose the questions you wish to export, and press the Export button.

Export Data for SP55

Questionz To Export

[ueshion (|

[]ET 000 Company Mame

[ B 0002 Your Mame

[] @2 2003 Contact Murnber

[ [F= 0004 EMail &ddress

[] @3 2005 Overall 5 atisfaction

LI00E Product Quality - Last 3 Months [Leve
[&7] 2007 Product Quality - Last 3 Months [Impo
[@=] G008 Product Quality - Improvement over tin
(009 Product Quality - Improverment over tin
E010 Product Quality - Documentation [Lesws
[@=] Q0711 Product Quality - Docurmentation [Impe

T 1 @SN 7 Demdionk Mao=libe Ceeae—bibilibg 0 mnd ~

< »

Tip: & file with the extenzion ' zav' will be created. Thiz iz a
e native SPS5 file that can be opened directiy.

Management Portal

When an ASP Web survey is created, there is an option to also build a
“management portal”. This portal provides online access to stats, quotas and
progress reports. This can be an invaluable tool for survey administrators, and can
be used for a number of purposes including:

1) Remote access for a survey administrator to review data and statistics
through a browser interface

2) Access for clients, to allow them to gain access to the latest and most up to
date results

Individual logins can have specific security settings, thus allowing different levels
of access for different users. For example, an administrator can have complete
access to all responses, while survey respondents may only be able to access
their own responses.
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Creating a Management Portal

Using Professional Quest for Market Research

The Management Portal can be created at the same time that you create your

ASP survey page for the questionnaire. All settings are entered via the

Management Portal tab in the Create Scripted Web Questionnaire Window.

2 Build Distribution [MRSample]

Stat | Access Contial | Data Entr_l,; Before Submit || After Submit | Management Portal | Self Registration | Publizh |

Portal Features
A 'Management Portal' iz an advanced ‘web-bazed management spstem for your survey. Mote that a portal iz not required [and
therefore no portal features should be selected) for basic surveys where only a single regponse iz entered by respondents.

# [] Add new responses through the Portal

[¥] Browse existing responses
IF response browsing is supported, a number Wiew full response Edit responzes [ Delete responzes
of other portal features become available,
including responge viewing and deletion. Aecursive access for viewing related parties responses

u

E’"-gg

View online statistics
@ Online statistics charts can be thow. Choose which questions and which filkers to allow for online ~
shatigtic viewing,
. [] Approval Management System

aoroseal EM el S att

Chooze which filters are available for browsing and online statistics l [F] Time Periads ~ Hj l Advanced... ]

’ Help ] ’ Cancel ” < Back ]L Mest » J[ Sage&CIose] [ Generate ]

The management portal settings allow you to choose which features will be made

available

to users who log in and have sufficient security rights. Features include

the ability to add responses, browse responses and view statistics. The portal is

accessibl

e from any Web browser, or directly from within the Professional Quest

Workspace as shown below.

% Professianal (uest MR Praject Manager - [Online Gracery Shopping]

i S-S - T - R R S
™= Syt ki Pk Akl Outringan ] Dewgn Hel |
Fonsponoes | B Responderts | [ Anspess | 08 Werkspace =l
W Propet Wakspace Home | Statmtcs | EMeCuthe SUmmary | Survey Access Daes Admin -]
(7]
= o Meposts |, Executive Summary
sl Dsign Repon;
¥ 1) Diata Lisking Reponts Usars Rusponded

+ i Denchmack Mapoits
= (] Sl Shalseles
[ Canas Tabadatinns
5| Sngle Duestion Statistics
5 Hultiphe Quastion S1stistics
iei Tonet Kmpwwanel Statistics
© Text Resposee Lisling
FE Text Resporne Grid

Named Filters
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MR reporting features

Professional Quest MR boasts almost 20 separate reports, however in this
whitepaper we will be covering two of the main reports that would be used with
Market Research surveys:

Value Range Provides holecounts for all questions and can also
list open ended text responses.

Advanced Banner Creates cross-tabulation reports, and includes more
advanced features such as significance testing.

Value range reports

The value range report provides a quick statistical view of the questionnaire data.
It is designed to be a compact and easy to print holecount report.

This report is a great starting point for analysis of your survey data - it is simple to
use, compact, and includes all statistical questions within the questionnaire. You
can review this report to look for areas of interest within your data, as a top-line
report for your client or to simply to check against data in an export.

You may optionally include all the text responses for selected questions in the
guestionnaire - these responses may be comments that enhance the
understandability of the report as a whole.

% Professional Quest MR Project Manager - [MunklaCorp Customer Review] Q@@

Fle Edt Vew Responses Respondents Distribtion  Collection  Reports  Workspace  To

Teols
d B3 8 o B 5 B R @

Window  Help

- E &
Hew Open Close Print Add Edit Delete fon Emall Design Help
1 Re: [EH Respondents analysic| 98 Workspace 0 First @ Back @ Hext @ Last i+ zoam Print
E kspace £ i
~
i Desian Reparts
& Data Listing Reports
z MunkleCorp Customer Review
Lew n Value Range Report
=k Graphical Rating Fieport
|2l Comparisan With Historical Ratings
; g paved Statstics “ef”" [Your Details] Overall Satisfaction [Product Quality] Product Quality -
=] or i
Improvement over time (Level of
What 15 pour overall satisfactionwith the service providsd g :
foyoudy Maiiecorp Satisfaction)
i A Val Number %  Improvament of product qualify over fine
‘.‘* 5 144 1809% Value Description Humber o
= kb Dual Range Analysis 4 243 H28% 5 VerySatisfied 82 1030%
2] Standard Report 3 263 3380% 4 Satistied 256 3216%
n Sheets 2 105 1319% 3 ndifferent M 3404%
1 Wery Dissatisfied 29 3684% 2 Dissat 136 17.09%
1 Very Dissat. 50 5.26%
Avepages 347 Emply Responses 1 013%
Average: 3.23
[Product Quality] Product Quality -
—| |ast 3 Months (Level of Satisfaction . ’
e ( Py ok 3]' [Product Quality] Preduct Quality -
= ] Toat Response Grid SR MR e S R B Improvement over time (Importance)
Value Description Number Improvement of product qudlily over fime
5 ery Satisfed 98 1231% Value Description Hurber
4 Satisfied 265 33.29% 5 Extremely Important 169 2123%
3 Indifferent 275 34.55% 4 Wery Im portant 289 3631%
2 Dissat M3 14.20% 3 Impartant 242 30.40%
1 ‘ery Dissat. 39 490% 2 Unimport 63 7.91%
Empty Responses [ 075% 1 “eryUnimport 32 4 02%
P Empty Responses 1 013%
Average: 3.63
71 [Product Quality] Product Quality - . .
Last 3 Months (Importance) [Product Quality] Preduct Quality -
Termeral quality f MurRecarp's pradhicts aver fe et 7 Documentation (Level of Satisfaction)
movths Qualify of the supporting documentation
Value Deseription Humber %  Value Desciiption Hunber
-] Extremety Impontart 116 14.57% S Very Satisfied 153 19.22%
4 VeryImportant 24 3028% 4 Satisfied 273 34.29%
3 Imporant 264 33ip% 3 Indifferent 243 30.53%
2 Unimport 118 1482% 2 Disset 4 1E1%
1 VeryUnimport. 56 704% 1 VeryDissat. 33 415%
Empty Respanses 1 013% Average: 3.53
Average: 3.31
[Product Quality] Product Quality -
Documentation (Importance)
Quality of the supporting documentation ~
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Advanced banner reports

The advanced banner report provides an easy comparison of different “strata” of
the questionnaire data. It features a “banner” across the top of the report which
can be used to create columns for analysis of different groups of data. For
example, a particular group of data could be based upon the age of each
respondent, with different age groups appearing as columns in the report. Report
rows can be made up of range-of-values and numeric questions. Calculations
such as row/column percentage, mean, standard deviation and standard error can
all be calculated.

The report itself appears like a table. Advanced features include the ability to flag
significant relationships in the data (at both 90% and 95% confidence levels). This
would make it easy to identify, for example, significant differences in responses
due to age, gender, or whatever else is being shown in the columns of the report.

G Professional Quest MR Project Manager - [MunkleCorp Pty Limited Employee Satisfaction]

Eie Edit View Responses Respondents Distribubion  Collection Reparts ‘workspace Tools  window  Help

4 B B =" O~ R B & & 4 v
it Add

Pew Open Close Print Edit Delete  Distribution  Email Design Help
1J_Responses [ESEodenty e First @ Back @ Hext 0 Last /‘.* Zoom ~ Print  ~
[ *5 Workspace o
= Q Project Workspace &
= 5y Reports
a . .
2 g} Design Reports Employee Satisfaction Survey
G ata Listing Reports C
= Statistics Reports Advanced Banner Report - By Region/Department/Age
i uestion Analysis Repo
= [ Graphical Rating Repor Overall Satisfaction
2] Stepby-step Samph Region
2 @ Saved Statistios Report Unted | Unted | Sul | New Gustoer Sakaand | Femachand | Humn Bar
=Bt Total
- Standard Report 8 MERIE | oph | Kindom | Afka | Zeabnd | S| s Fmies Marlotim | Dovskoment | Rsoumss | under | %8
o 3 141 (1 i (] (E (2] (B i v izt 1 =1
= iz Yalue Range Report Reswordentz | 145 188 &0 55 19 12 10 124 =B = A 2 2 ET
Q tustinerlansg Corm | f00m% | 1000% | k| w0k | oo | woms | woeox | oo 000 M i W | o | 1mon
- okl wom | imm | omrm | ogm | e | 0m 127% 5% 4% 4% iy 0% =i
=] Customer Service R 254 21 = =2 ] 2 1 a5 % 5 1z & i ]
5@ Advarced Baner Ren . WE% | 11a% | 147w | s0ow | 0% | 250% | 100w | 260 147% 13.0% 178% 72% | ma3% | mam
e A Exremely satated 000 | 83% | 554% | 110% | 205% | 47m% | 04w 18.1% 13.8% 13.8% s24% 20% 0d% | A%
2] Standard Plepon | | e e 4
= igh Pyramid Analysis 434 &= =3 14 El e 1 58 78 78 =) a 1 175
o 7% | 7% | 314% | 255w | SE% | Mk | 100% | 315% 310% a11% o s10% | ma3% | 1%
all btandard hicpa Yori Satisfod 100G | EA% | B7a% | 9z% | mew | szm | 0z 134% 7% 17.6% Eir g 20% 0z% | w4
[ Dual Range Analysis
# 4 Calculation Sheets 3 S B il ] i 5 4 7l E ) a 7 a1
3 Benchmark Report Sfiihed @0% | 206% | 331w | 200W | 2e2% | zow | mo% | 48w 8% a3 0% 3 5% sow | 3w | 0%
# g Bendl mork Heparts O00e | =A% | 678% | 24% | 143% 24% 114% 138% 15.3% 18.4% ;5% 19% 02% | #13%
=[] Saved Statistics c DF i £
& 5 Cross Tabulations =T Eid = ] 7 3 T & an 37 ) 5 T &=
= : Som sbbelagiied 132% | @n% | 14w | 8% | 36w | 83w | 100w a3% 724 147% 1305 N7 00w | 18w
i @9 Single Question Statisti Sty 000 | wm4A% | 7asw | 05% | r% | 21w | 05w 31% 215% 19.4% 2% 21% 00% | 0%
% [@3 Multiple Question Stati: ChDe oD BCDE c
By st 7T T 2 T 7 3 T 7 B g E a T =
E St K gttt dieg ] 5 | 6% | 4% | 18% | 86% | 63% | 0O% 28% 65% 35% 6% i) aps | a7
[E] Text Response Listing Ll 0N | 215% | 635% | 14% | 85% | 41% | 00% a5k A7.6% 122% e0E% o0t aps | 70w
FH Text Response Grid (1] ci
Weanibrerage 3z 34 az 37 EE 33 37 33 33 o 34 a0 a5
Std. Devigtion 142 16 | 088 101 147 | oes 100 108 102 112 100 om | 4o
St Eor o | o | 013 | 0w | o | om 0w 0w ons om 041g g | om
Salary Range
Region
Unied | Unted | Sulb | Ner Guatoer Skaan] | Resamhand | Humn Bor
Total
¢ ARl | b | Kinadom | Atiss | Zsebnd | PTEW e firarcs Marlpting | Dochoment | Reoues | under | 122
141 18 i (o E (B (21 ® e i 18 41 I
Fesmomerz | 145 ) @0 5 1% 5 10 Tt E=) =1 a3 = 3 ET)
Colum | 4000% | 1000% | Amo% | A0k | oo | toom | e | o 10008 A0 0058 0B | 00w | 100%
Bub| oo | 1ok | e | taum 3 | o 27 15T 4 E o 0z =3
31 131 0 [ 0 0 0 0 27 20 59 0 0 ]
osslmriiiiat a4% | 3% | 00w | oD% | 0o% | 00% | 00w 0% 13% a0% 113% 0% 00% | 408%
88 than 330 0004 | D00% | 00% | 00% | 00% | 00% | 00 an% 20 6% 15.3% 91% oo 0o% | 40%
BCDEF BCD e e 3
a5 0 Exl 0 a3 T a 7 %= 53 5 0 7 15
Sk ais 2% | oo% | 317% | o0% | 100w | oow | oo g7a% a6 251% i o ;% | wo®
! A 00 | 00% | 80w | 0D% | @i% | 00w | oow 3624 0a% 2% 2% a0 02% | 3%
ED | CDEF 3 EF BCDE CDE E E F cF
=2 o E3 O o T T 3 ] z7 36 ES] z I
$40,000 10 343,995 410% | oo% | ezaw | oo | oo% | oo% | oo 18% 29.4% 0% |z s | erw | @A
! A 00 | 00% | 1000% | oD% | 00% | 00w | oow 5% Te% 215% 613% g% 03% | a%
B | CDEF BCDE CDE E E d coF
= = 0 [l 0 0 [ [l 0 ] 0 a 0 7
S s e 2% | ;% | oow | oo% | oow | oow | oow 0% az2% 35% 25% oy 00% | 34w
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