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Industry News

Twitter Unveils Audience Insights Tool/ May 29 2015
http://www.mrweb.com/drno/news20946.htm

Funds for Digital Behavior Analyst Jumpshot/ May 29 2015
http://www.mrweb.com/drno/news20944.htm

Ipsos Swedish Study Hopes to Revolutionise TV Panels/ May 28 2015
http://www.mrweb.com/drno/news20941.htm

Apple replaces Google as world's most valuable brand/ 27 May 2015
http://www.research-live.com/news/apple-replaces-google-as-worlds-most-valuable-brand/4013377.article

25% Growth for eDigitalResearch / May 19 2015
http://www.mrweb.com/drno/news20900.htm

Ipsos Hires Audience Measurement Leader/ May 18 2015
http://www.mrweb.com/drno/news20889.htm

Pressing play with the cross-platform viewer/ 15 May 2015
http://www.research-live.com/features/pressing-play-with-the-cross-platform-viewer/4013325.article

'Insights 2020' to Study Future of MR and Analytics/May 14 2015
http://www.mrweb.com/drno/news20876.htm

Smurfit Kappa Debuts Product Performance Tool/ May 1 2015
http://www.mrweb.com/drno/news20812.htm

Internal News:
MRSS India makes Senior Pharma Appointment

Why the long survey is dead
May 25, 2015, By Ray Poynter
The long market research survey (anything that takes over 20 minutes to finish) is a dead man
walking. Just like a colleague you all know is going to be fired, long surveys are headed towards the
insight scrap heap.
Most customers today are not prepared to spend over 20 minutes filling in a survey, and studies have
shown that the people that answer long surveys are significantly different from the typical customer.
They are heavy users of the internet, and are more likely to buy and browse online. They don’t
represent your customers or the population.
Surveys have also become less suitable to the tasks of understanding customers as markets have
become more complex. Today’s business landscape involves more brands, more product lines and
more channels to reach customers. When companies use surveys to understand their complicated
market, the surveys get longer and more tedious. Sending a survey about 20 competitors, as a typical
company needs to do to understand its market, will only frustrate your customers.
Most importantly, long surveys are not suitable for mobile devices. About 30 percent of all online
surveys are now completed from a mobile device, and this is expected to increase to over 50 percent
within two years.
If you are still using long market research surveys, you are wasting money, collecting inaccurate
information, annoying customers and missing out on the opportunity to gather impactful business
insight.
The Evidence
The following points highlight some of the evidence that long surveys are past their sell-by date.








Declining popularity. The most recent ESOMAR Global Market Research report (2014)
showed a decline in the use of surveys, as a proportion of all money spent, and this is predicted
to fall further.
Declining response rates. The gold standard for surveys is the Pew Research Center and
they report that response rates have fallen from 36 percent in 1996 to nine percent in 2012.
They are expected to keep falling.
Satisficing is when a respondent takes the quickest route through a survey to gain prizes and
other incentives, for example by claiming to buy fewer products than they really buy, and by
straightlining their way through studies. Longer surveys have been shown to be more likely to
suffer from satisficing. For instance, a2011 study of 100,000 surveys showed that as surveys
get longer, people spend less time per question.
People aren’t grids! Over the past ten to 15 years, there has been more research that
confirms that people are essentially emotional and that they employ time-saving patterns to
their decision making.

To Read More - https://www.visioncritical.com/the-long-survey-is-dead/

ESDM Industry Primed for India’s Growing Electronics
Market
Posted on May 27, 2015 by India Briefing
By Dezan Shira & Associates
Editor: Nishant Dixit
India’s hardware industry is not as strong as its world-beating software industry. Domestic
manufacturing capacity is weak – as much as 65 percent of local demand in the electronics market
is met by imports. Despite this, Prime Minister Narendra Modi has stated that he would like India
to hit net zero imports in electronics by 2020. How can India achieve this ambitious goal?
India’s Huge Market
The Electronic System Design & Manufacturing (ESDM) industry consists of four key components:
electronics products, electronics components, semiconductor design and electronics
manufacturing services. In India, semiconductor design is the number one growth area among the
components.
The government and industry bodies are attempting to increase the competitiveness of the ESDM
industry as a whole to attract foreign investment and meet domestic demand. Beyond this, the
Indian market presents an attractive opportunity for manufacturers.
RELATED: Pre-Investment and Entry Strategy Advisory
India’s electronics manufacturing industry is valued at US $94.2 billion; it grew at 9.68 percent
year-on-year between 2011 and 2015. A rise in disposable incomes, strong consumer appetite
and demand from the Indian government has largely driven this growth. The semiconductor design
industry alone has generated above US $12 billion in revenues in 2014, and it has grown 18
percent since 2009.
Indian Electronics and Semiconductor Association (IESA) President M.N. Vidyashankar says that
“many companies have realized the need to manufacture in India to tap its huge domestic market.
The future holds promise, with very bright prospects, for the industry”.
- See more at: http://www.india-briefing.com/news/esdm-industry-primed-indias-electronicsmarket-10766.html/#sthash.6q5rA91v.dpuf

