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“E- Research : M%indelugandnea”

E-RESEARCH 2015

PRESENTED BY WASUPOL TRESOPAKOL

What is Your Expectation
Today?
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Background for E-research/IT research

Internet

1995 st 1999 sy 20713

* Qualitative Interview * Online Research Communities * Moblle Marketing
« Ethnography +* Nethography research
« Telephone Interview + Online Survey
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Two of the most defining
technologies of this century

INTERNET: Mobile Devices:
Netwaorks / forums/ online groups of Connectivity : “Always on"
people SMS
Search engines : Google, yahoo ... Cost effective : Almost anyone can
Social media afford a phone now
Databases, online libraries, websites Reach :Technology phobic

population easier fo cover.
Populations with lower socio
economic covered

Apps: MR gets a boost because apps
are easier fo use and cusiomize
Location based services (caution :
privacy issues)

Have you known these...?

Different ways of finding the location of a mobile device

GPS
(Global Position System) Celi Tower Tracking

Wi-Fi NFC
(Near Field Communication)

Bluetooth iBeacon

RFID
(Radio Frequency Identification) Audio Signts
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Customer Satistaction at Suvannabhumi Airport

Computer-mediated Communication
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Traditional Research (1/2)

Researchers

»

Clients
n

“I'want to do the “| can help you"

research”

“Data”

PP P
TPTP SpTo

2
2
)
0

PP Spsp

Fieldwork head
o

" will collect data
for you"

Q,
W
"l can reach your
respondents”

Fieldwork members

Traditional Research (2/2)

Researchers

L

Clients

“Report and analysis"

Hleldwork head
n

“Quality Check"

D

“Coding"

Fleldwork members
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New Online Research

Computer-mediated Communication (1/2)

O omputer O
) = W

»

{O\ Computer/
(,\) Tablet/iPad/M
obile

Researchers

Respondents

Computer/ O
Tablet/iPad/ [ \
Mobile

Respondents

Website or e-mail

Computer/ O
Tablet/iPad/M &5 W

obile
Respondents
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Computer-mediated Communication (2/2)

O O

/ Soctahed £,
W W

Researchers Respondents

Q @)
/ Social Media
N /(/\)\

Researchers
Respondenis

Infroduction of Social Media
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Launch Dates of Major :;— S Degross.com
Social Network Sites |
98

Social Network VS. Human Needs

Memories and nostalgia
catching up with old friends
and sharing old stories

Self-expression/emotion sharing
life’s details with friends

B

=
Fun/escapism/humor

Love Finding love,
keeping up with loved @ . Using social media to
ones, and so forth / \ get a good laugh

Making money using social
== networks primarily to
Showing off sharing life’s N & L4

support professional
successes and/or o ) pursuits
achievements with others —_—

Sharing opinions/influencing friends Using social media as a
platform for influencing opinions, usually about politics,
religion, or other things we don't typically debate in person
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Social Media Measurement Tool

@ Google Analytics

chiqi__fxes

The Webd information Company

@Alexa Q socialbakers

= NecTecT
S-Sense fAvoxly?

TusunsugsinmsmirRminmsuasamnitionauanduulnduasii

Fiirmuidnadnlsdondaiog uIns uarivbunidud

Volume Number of comments

Sentiment Owvarall tone, polarity to brand,
product
Topies Features and words associated with
brand
K E.Lﬁg:”;. 0 SPT 8-Benoe Press - April 3, 2003 4

pop.ssense.in.th
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Smart Phone & Mobile Phone App

The Growth of Mobile Usage

- 6.8 Billion mobile phones are estimated to be in use
(7.2 billion = global population)

- At the end of 2012, 50% of global population are living
in 3G coverage

« By the end of 2013, 2 billion people subscribe mobile
broadband service

Information from (ITU 2013)
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Global Spend by Mode

Quant
%

Qual

1%

/A

2013 ESOMAR Global Market Research Report

Smartphone Penetration & Projections

o 1
o~ 19%
¢ § 3 5 8§ 88 3 58S SIS
=) S S ~ . - (RS - ool
F§FFFFEFF s 558484838
< Feature Phone

< Smartphone

Source. The Nielsen Company
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It's no longer about Smart Phones

Key ecosystems are expanding across 4 screens

The changing nature of voice communications
The choices and types of voice communications are multiplying
2000's ~ today
single use case diverse use cases

any device to any device W

dial @ phone number, voice transcription Google '~

talk, hang-up voice messaging LBJ
group calling
push-to-talk - Viber
user-ID to User-ID H
machine-to-user
web-to-phone L
anonymous calling ﬁ
... and more -

§# HorQen

Boseiea




TAssn1sausBauiURnIs “E-Research : msvinidelusananea”

Quatitative Research in 2015

Different Type of Mobile Quantitative Research

Unintentional Mobil

All participants will complete the
questionnaire via online/mobile
devices

Some are using mobile research
to collect the data by
unnoticingit i.e.

- Computerization

- CAPI

Y S

Mixed-mode siuvies

mCAPI

-Using different forms to collect data
-Using the same analysis to interpret
the dala

Implement CATI technique
into mobile device

DL T T LT T T T
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Designing Questionnaire for Online Research

Use design elements
to emphasizes key
points

W hhed Seweing 4 bty edibon ol P il b i T T STl
v winns o cas least iempertanm

Ment bvrestont  Leest Tonportans

o s

W i derrdiez & Simag bedicar # Goahaf the itenns befeos (s i et igonast
ot bk b 9 2as) anpeersnl™

Mo

Lt

Fizwe 34




TAssn1sausBauiURnIs “E-Research : msvinidelusananea”

How to Maximize Response Rate

Relationship between
visitors and websites

-\
et

How ~ The appeal
engaging/boring Engagement invitation process
the survey is

The length of
survey

Challenge for Mobile Quantitative Research

« Shorter Survey

« The Cost Efficiency of PC-based online survey
« Limitations of the devices

« Variability of mobile devices

- Achieving participation cooperation
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When Talking about Mobile Marketing Research,
It is about...

» Complete the research by their own device
* Mix-mode quantitative studies (Mobile + Computer)

*Allow application to gather information around their
environment

*Facilitate communication and data collection for qualitative
research

*Understand online communities

*Face-to-face research i.e. mCAPI

Key Concerns for Online Research [ ?

Representativity

Does everyone can access internet?
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Key Concerns for Online Research  zu¢ '?

Sampling

What is the population of infernet users?

Key Concerns for Online Research ¢ '?

Self-Completion

How can we trust the data from self-admin?
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Key Concerns for Online Research ot ’7
=" -3

Technical Limitation

How does online research fit with all type of studies?

Key Concerns for Online Research gzt 7

Loss of Nonverbal Contact

What do you think with online Focus Group Discussions?
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Key Concerns for Online Research st ’?

Additional Privacy Concerns

Does online research have security of information?

I

E
Ay
~)

Key Concerns for Online Research

Self-selection

Active VS. passive respondents?
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Key Concerns for Online Research

Open-ended Questions

= Are most answers beyond our expectation?

Key Concerns for Online Research

Professional Respondents

-Are they right people who join the research?
Do they need just only incentive?
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Explanation of Online Access Panel

“A natural person, on a voluntary basis, returns to the

panel manger a minimum set of background data,

completely filled in, and via a double-active-opt-in
approach unequivocally indicates that he/she wishes to
become a member of the access panel concerned on
the clear understanding that the panel is solely used for
purposes of market research and parficipates in panel

activities for at least once a year.- (ESOMAR)

«Is it real for you to use this type of consumers?

Online Access Panels

— The members of the panel know they are on a market research panel
and have opted in to it

— The panel Is used solely for market research. If a collection of people is
used additionally for other purposes, such as marketing, it is not an
online access panel

— The panel operator keeps some information about the respondents in
thelr database enabling them to draw samples , for example by age or
gender

- The survey Invitations sent fo the panel members and the incentives are
deatt with by the panel company. Panel companies tend not to pass on
contact information to their clients
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Qualitative Research in 2015

The Growth of Qualitative Online Research

LOW or HIGH?

- Qualitative research is mostly about the researcher.
- It is not value to invest in Qudlitative research.

-The absence of the non-verbal and physical side of focus group.
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Different Type of Mobile Qualitative Research

- Online Focus Group - Diaries
- Online Discussion and forums : - Ethnography
- Oniine Depth Interview i -WE-—research
- Insight Communities -Mobile blogging
- Quantified self i -Stimuliin face-to-face groups and
- Passive tracking depths
: -Homework

- Google Glass and similar L X =
-Communication with parficipant

Core of E-Interview (1/2)

Role of researcher

Etic Emic
The researcher bring The researcheris
externally generated one of the actors
questions and is in the case
outside looking in (immerse self in
(Remove self and study)

bias)

Different gquestions
Unstructure Semi-structure Structure

Conversation Open-ended questions
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Core of E-Interview (2/2)

Time-response Continuum
Synchronicity Asynchron_ous

Focused real-time Time lapse
dialogue beitween message

and response

Exposure of data

Public Online Private Online
Environment Environment
Accessible to all Information, file or
users to read and application sharing,
view discussion or meeting

available only to selecte
or invited participants

How to Implement Participant Research

Mobile diaries travel with the Mobile ethnography takes the

participant, capturing in the  diary methodology and moves it
moment experiences, in the . tothe next level to explore

form of notes, images, and participants lives to produce and
recordings : ethnography, with the participants

as active collaborators in the
process

Shopper studies combine many
of the approaches outlined
above, along with things like
passive data collection, to
create a much richer picture of
i the shopping process

WE-research involves enlisting
participants to be the ears,
eyes, and reporters in behalf
of the research project
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Definition of Nethography

Netnography is participant-observational research based in oniine
fieldwork. It uses computer-mediated communications as a source of
data to arrive at the ethnographic understanding and representation of a
cultural or communai phenomenon.

Therefore, just as practically every ethnography will extend almost
naturally and organically from a basis in parficipant-observation o
include other elements such as interviews, descriptive statistics, archival
data collection, extended historical case analysis, videography,
projective techniques such as collages, semiotic analysis, and a range of
other techniques, so too will it now exiend to include netnography
(Kozinets 2009: 60)

Tools for Nethnography
Photographs Videos
Audio Location data
recordings from a phone
Text
Descrption
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Example of Output: Nethography

===—— Topic of Interest

Wasupol Tresopakel HaHa!!! i & not holiday for me. Tam
f working on concept transistion and have 2 meeting with Clents
&Mon research ife. HaHa

. ___Language in

the peer
Jp——. group
ismupol resspakl s s Lo st gocd Peer relationship
locking moderstoy ¥ ¥ can redure my weekioad
pRs R in comparison
s s s e Wi ofher groups

weld_that's e agsin
October 23 & 10028 * Delete
Their Interest

Reflect their
Litestyle

Traditional Focus Group




Iﬂiqmiausm%wﬁﬂ’ﬁms “E-Research : M5vinia8lugnnidnea”

Components of Online Focus Group

People who express their
views in the group with
moderators and others

Clients who just observe
conversation and behavior
in the program

Interact between observer
and participants.

Front

Back

Create the chat room. The admin
function will only interact with
other parties during focus group if
there is a problem

Responsible for system
development

Example of Online Focus Group

Tarzios groees | Croup Quaity
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Example of E-Research

Qualitative Market Research to Uncover
the Customer Experience

Revelation online qualitative research software uses today's
connected Web 2.0 culture to help market research project
capture reality

Revelation Project is online qudlitative research software built for
today's social media culture. The software's vibrant and intuitive
interface allows your respondents to freely express themselves -- so
you get information you can trust and act upon with confidence.
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Capture reality -- honest and complete

Revelation gives you the tools to easily create online
immersive research projects and get honest and complete
feedback. Goes beyond impersonal surveys and online
bulletin boards to help understand customers' thoughts and
emotions as they happen

»Create diaries

»Assign photo exercises

T »Ask questions (and probe on participant
Fermastie Qe pes 5. 45 SN2 [@SDONSES)

»>Present stimuli

»Engage participants in group discussions

REVELATION

1 Piease post a photo of your moment

Introducing TROI

» Captures every way someone connects with a brand using
participants’ own mobile phones

» Deliver real data in real time

» Pick up every touchpoint from word of mouth to TV fo online
touchpoints

» Helps understanding the bigger picture
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Current Brand Experience
The “Texting” Part of the Study

We ask all participants to “text us whenever
BRAND: ) Brand A b) Brand you see, hear or experience anything to do
ket b with the following brands.”

OCCASION: a) TV, b)

Poster, ¢) Newspaper, d}

Magazine, e) Radio, f) st -

Orine. gl ntore. Each pomcrn]pon’r I1hfetnfrecc;:;l.visttr?e text
onversation, an

Kinliey il ook LA message (shown left) to whic  they reply

Cinema, |) Seeing someone whenever they have an experience,

drinking m) Me Purchasing s s >

) Other. FEELING: 5)Very answering 4 simple questions...

positive, 4)Faidy positive,

3)Nevutral, 2)Fairly negative,

1)Very Negative. CHOICE:

4)Much more likely. 3)A bit

more likely. 2)Didn't make

cny difference, 1)Put me

Which brand was ite
What was the occasion?
How did it make you feel2

How likely did it make you to choose that
brand next time?2

How to be successful in Online Research?
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Online Research is flexible but the
core is to consider these factors.....

Quality Control Incentive
Mobile/ ‘
Computer skills Well-planned

The more you practice, The better
you will learn from Online Research
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Issues of google docs

Online support
Google Docs currently does not support offline editing of documents and
subsequent merging with the on-line copy.

Insecurity
There is a report suggesting that there are security issues for use in the UK.
Some do not believe in private information in the cloud

Text-based only

the collaboration protocol used by the Google Docs service can be
applied only to

textual documents. It cannot be used for collaborating on graphics or other
content.

Let's Try

| need to understand consumers’ interest and satisfaction
towards True Kiosk amongst True shop users.

Methodology: Intercept Interview (Interviewers use iPad to collect data

Issues of interests

» Overall satisfaction/interesting

« Overall interest in appearance

* Impact on True service at shop

» Recommendation to others to use it
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Q&A
session
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Uszifuasnasnu Aangna Aslanina

E-mail: wasupol.tresopakol@gmail.com

Address: 24/10 CharoenKrung rd., Pranakorn, Wungburapha, Bangkok, 10200

Mobile Phone: (+66) 2225-3929, (+66) 8-1813-0314

Personal Marital Status: Married Nationality: Thai

Information Date of Birth: November 5, 1981 Place of Birth: Bangkok, Thailand
Work True Corporation: September 2010- Present

Experience Executive Business Development Manager)

®  Support the management to handle and consistently provide timely and actionable findings along with the whole cycle
of product innovation process from launching to post-launching stage

®  Deliver valuable insights from specific research projects, synthesis of consumer insights with internal data, syndicated
studies, and competitive intelligence.

®  Conduct qualitative and quantitative research processes, including: needs assessments, new product ideation,
concept test, ad test & tracking, customer segmentation, customer satisfaction, brand tracking, competitive
assessment, and mystery shopping.

®  Moderate qualitative research with various approaches such as in-depth interviews, focus group, and ethnography.

®  |nitiate online survey through websites, iPad, and social media to collect the data from online consumers.

®  (Co-ordinate and supervise market research agencies in order to achieve market research objectives for each study.

Insight Asia Research group: February 2008 — August 2010 Bangkok, Thailand

Research Executive - Assistant Research Manager

®  Explore consumer insight and implement qualitative research analysis techniques to gain breakthrough
recommendations for strategic planners and marketing teams
Vitamins Consulting & Research: May 2004 — May 2006 Bangkok, Thailand

Consumer Explorer

®  Design discussion guide, and moderate in-depth interview & focus group.

®  Monitor recruitment and fieldwork.
Batey advertising agency: March-June 2001 Bangkok, Thailand
Internship

®  Assistin advertising production, market research, preparing reports and implement media events.

®  Prepare contact reports and work-in-progress reports.

®  Compile tear sheet and progress report

®  Co-operate with clients and creative team to deliver advertisement that serves clients’ need
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[Project Profiles]

Accompany/ Mystery shopping- Nokia, Samsung, No. 7, Truemove, True Partner

Brand architecture- Citra, Blackmores, Drypers, Karat, Feather

Concept evaluation study- Samithivej, Microsoft, Fonterra, Johnson & Johnson, Nivea Body Lotion, Lipton Ice tea, Aura, Lux,

Dove (Facial foam & body lotion), Sunsilk, Pond’s, OMO, Nescafe 3in1, Nescafe Red cup, DTAC (Mobile network provider), LG,
Electrolux, Truemove, Thanachart, CIMB bank

Concept recycling- Sunlight, Truemove, Truelife, True Visions

Landscape study- RS promotion (Music label), KFC, Pepsi, Oishi, Pond’s, Avon, Intuit software, Stock Exchange of Thailand,
Lotte, TOT, TAPB, Tata, LG, Drypers, PZ cusson, True Fantasia, and Magnolia Development Property.

Landscape study by ethnography technique — Nescafe 3in1, Knorr, Breeze, Johnie Walker.

Product evaluation study- Sperian, Accor, Clinic Clear, Tetrapak, Aura, Rostip, (Seasoning powder).

Social Research- National Intelligence Agency, National Statistical Officer, Tourism Authority of Thailand, CPALL
Satisfaction Study NC True, TrueMoney Cash Card, Webooking, True Visions, Truemove (Both voice and data services)
Storyboard Test- Clinic Clear, Nivea Body Lotion, PZ cusson, Truemove

Segmentation PZ cusson, Truemove-H, Magnolia Development Property.

Education

Srinakharinwirot UniversityUniversity, Thailand: Sept 2011- Present

Ph.D., Applied Behavior Science Research major

Birmingham University, the United Kingdom: Oct 2006- Sept 2007

Master of science, International Business major with Merit

GPA: 62%

Chulalongkorn University, Thailand: June 2002 — March 2004

Master of Communication Arts, Advertising major

GPA: 3.60

Thammasat University, Thailand: June 1998 — March 2002

Bachelor of Sociology and Anthropology, Sociology Major, Journalism Minor

GPA: 3.07

Training program

Attending the Marketing Research Workshop
1) Advance in Qualitative Market Research, TMRS, September 2009

2) Presentation Skills, Potenxial company, Batam Island. Indonesia, 20-23 August 2008
3) Qualitative Research, TMRS, 11-12 June 2008

4) Using projective technique to solve Brand Problems, 7-8 October 2005

5) How to use ethnography technique in market research, 13-14 November 2004

Attending Business Skills Workshop

The development of leadership and group work skills, 18-20 October 2006

Skills:

® Excellent communication in English

® Proficient with computer literate such as Microsoft Word, Microsoft Excel, Power point and Internet, SPSS, Adobe Photoshop
® Ability work under pressure

® Sensitive to keep attention to detail, and accuracy

® Excellent team building and management skills

Being university lecturers (Qualitative research and audience analysis class)
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E-RESEARCH 201

E-RESEARCH 2015

PRESENIED §Y WASUPOL TRESCHP AXOL
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Internet

1995 c— 1999 e 2013

* Qualitative Interview
« Ethnography
- Telephone Inferview
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wasupol tre
wasupol.tre@gmail.com




