
IŀǾŜ ŀ ǉǳŜǎǘƛƻƴ ȅƻǳΩŘ ƭƛƪŜ ǘƻ 
ŀǎƪ ǊŜƎŀǊŘƛƴƎ ǘƻŘŀȅΩǎ ǇǊŜǎŜƴǘŀǘƛƻƴΚ

We welcome you to type
your questions in the 
ΨvǳŜǎǘƛƻƴ ϧ !ƴǎǿŜǊΩ 
window at any time 
ŘǳǊƛƴƎ ǘƻŘŀȅΩǎ ²ŜōƛƴŀǊΦ 
We will answer as many 
questions as time allows 
during the Q & A session 

following this 
presentation.



www.peanutlabs.com
Twitter: @PeanutLabsMR

¢ƻ .ƭŜƴŘ ƻǊ bƻǘ ǘƻ .ƭŜƴŘ Χ ¢Ƙŀǘ ƛǎ ǘƘŜ vǳŜǎǘƛƻƴΥ 
A Sample Blending Ideation Session

http://www.peanutlabs.com/


Moderated by:

ÅJeffrey Henning, Founder & VP, Strategy, Vovici



Presentations by:

ÅSteve Gittelman, President, MKTG Inc.

ÅJackie Lorch, Vice President, Global Knowledge 
Management, Survey Sampling International

ÅJohn Bremer, Senior Vice President, Global 
Representativeness and Co-Director of the Harris Center 
for Innovation, Harris Interactive



Jeffrey Henning

ÅCo-founded Perseus Development Corporation in 1993

ÅOver twenty-two years of experience in the market research 
industry

ÅDeveloped SurveySolutions® for the Web, which won the PC 
Magazine 9ŘƛǘƻǊǎΩ /ƘƻƛŎŜ !ǿŀǊŘ ŦƻǊ ǿŜō-survey software 

ÅAuthored the eBook, Survey Software Success 

ÅEntrepreneur, blogger and proud father of five



¢ƻŘŀȅΩǎ !ƎŜƴŘŀΥ

ÅHow sample blend works within the MKTG, Inc. Grand 
Mean distribution methodology

ÅThe necessity of sample blending and how to optimize 
sample blend

ÅIƻǿ ǘƻ ƳƻƴƛǘƻǊ ŎƻƴǎƛǎǘŜƴŎȅ ŀƴŘ ǿƘȅ ƛǘΩǎ ƴŜŎŜǎǎŀǊȅ

ÅHow to incorporate sample blending techniques into 
established projects and reports to maintain consistency 
and validated results



Steve Gittelman

ÅSteve is president of Mktg, Inc. whose Sample Source Auditors have 
brought us the Grand Mean Project.

ÅHe is an old school market researcher who believes that online quality 
is achievable and therefore an industry requirement.

ÅHe is the author of over a hundred technical papers, with a number 
coming out this year.

ÅAs a hobby Steve writes historical biographies and informs us that his 
book on the Vanderbiltsis now available on Amazon.com

ÅSteve received his doctorate from the University of Connecticut.

ÅHe joins us from Kuala Lumpur, Maylaysiawhere it is now 2:00 in the 
morning.



Presented by:
Steve Gittelman
Mktg, Inc.



Players 
come 
in all 
sizes 
and 
shapes.



Baseball is a game of stats.
Blending is a science of statistics.

ÅWe can blend in two ways:

ïThe first is by understanding groups and 
the second is by understanding 
individuals. 

ÅWe measure groups through subsamples.

ÅIn contrast we could measure all the 
individuals of a group and then blend them for 
each study as it comes along, one at a time.



We need to know how to 
keep score. 



The standard could be a census or some other type of model like the 
Grand Mean.  



Keeping score by segmentation.

ÅIn our case, we use behavioral profiling.

ÅBuying behavior is a good example.  In many 
cases it is what counts most for our clients.

ÅThe distribution of behaviors across a 
population serves as a second standard, or 
model.



We look at the segmentations of 
different sources and blend them.

IŜǊŜΩǎ ŀƴ ŜȄŀƳǇƭŜ ƻŦ ŀ ōǳȅƛƴƎ
behavior blend with four sources.



Buyer Behavior Optimization
Sample 

Source (SS)

Broad

Range/Credit

Price sensitive 

/

shoppers

Credit /

Environment

Domestic / 

Coupons Optimization

SS#1 32% 16% 24% 29% 22%

SS#2 37% 14% 21% 29% 56%

SS#3 30% 17% 24% 29% 1%

SS#4 32% 15% 22% 30% 22%

US Grand 

Mean 36% 14% 23% 27% 100%

Optimum 

Blend 35% 15% 22% 29% *3.0%

*This 

represents the 

RMS error for 

buying 

behavior 

segment alone



Optimum Blend on BB
These distributions are not significantly different but fall between one and two standard errors.   
The largest difference is a 9% relative change with the Domestic/Coupons segment.  Note that 

the average relative difference is 4.7%.
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A New Era
ÅThe best blends are where we accumulate data one 

respondent at a time.

ÅDemographics and behavior could be used as two 
layers.

ÅBehavioral segmentations could classify individuals 
just like they do groups.

ÅBlends could be created for each study. One at a 
time.

ÅEach study would be the perfect blend.

ÅRespondents are carefully profiled.



ΧΧΧΦŀ ƴŜǿ era continued

ÅThink of being able to balance behavior as well as 
demographics.

ÅWe could control for different levels of:
ïRespondent experience.
ïPurchasing intent.
ïSocio-graphic, media, and other behavior.
ïMake mid study corrections
ïEven look at non-response error.

The power is in the blends.



¢ƘŜ ōŜǎǘ ōƭŜƴŘ ƛƴ ǘƘŜ ōǳǎƛƴŜǎǎΧ

ÅEach player chosen to round out the skill set.

ÅEach member of the team fully described by 
abundant and available statistics.

ÅA winning combination.

There is only one place where they do it like 
ǘƘŀǘΧΦ



.
Putting together this team was no accident.  It is the 
perfect blend.





Any questions for Steve?

We welcome you to type your questions in the 
ΨvǳŜǎǘƛƻƴ ϧ !ƴǎǿŜǊΩ ǿƛƴŘƻǿ ŀǘ ŀƴȅ ǘƛƳŜ ŘǳǊƛƴƎ 

ǘƻŘŀȅΩǎ ²ŜōƛƴŀǊΦ ²Ŝ ǿƛƭƭ ŀƴǎǿŜǊ ŀǎ Ƴŀƴȅ ǉǳŜǎǘƛƻƴǎ ŀǎ 
time allows during the Q & A session following this 

presentation.


