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To uncover insights that will help to attract, engage 
and retain the Next Generation of respondents as a 

means to conduct quality research and serve our 
clients. 



Gauge Awareness and 
Potential Ways to 

Spark Interest 

Understand Key 
Drivers of Delight 
and Engagement 

Understand Key 
Frustrations and 

Barriers to 
Engagement 



Next Generation is 
extremely anxious and 
distrusting when it 
comes to the internet

Professionalism 
stands out in a 

sea of scams 

They’re interested in 
participating in market 
research – they just 
don’t know they can / 
don’t know how

Playing to their 

INTERESTS 
is key to 

ENGAGEMENT

PREVIEW 
THE EXPERIENCE

Invest in their 

methods of 

communication 

Money is cool, but have 

you ever had YOUR 
OPINIONS MAKE A 
DIFFERENCE?



Lack of awareness about market research opportunities.

Image from gfycat.com



“It’s not something I really think to 

tell my friends about.”



“I didn’t know that you could. I 

didn’t know that there were 

companies that did things like this.”

“I think there is a bad connotation 

about focus groups that they shove you 

in a room with no windows, with 

strangers and you’re being filmed and 

watched. It’s a bit intimidating.”`



Getting the Next Gen in the door.

Image from journo.wordpress.com



“Tell us the topic so we would know if it was 

something that would interest us.”



That feeling when you’re chosen to be a part of something.

Image from gfphy.com via tumblr.com



Congratulations, you’ve been pre-qualified!

Sense of 
Belonging

Anticipation 
of a Call

The Hope of 
Being Recruited



Sketchy, suspicious, shady.

Image from giphy.com via poptv.com/schittscreek



Inherent distrust

Fear of the unknown

Hesitation is embedded 
into psyches 



To dismiss or reject something.

Image from giphy.com via Robert E Blackmon



“The stock photos just seem 

sketchy and you don’t get 

a real feel for what the 

company is. It doesn’t seem 

professional; it seems a 

little off putting.”



“I would never call a number.”

“You have to make time to make a phone 

call where as you can click on a link 

and fill something out whenever.”



Be honest or truthful. 

Image from giphy.com via nbc.com



Include research location

Professionalism wins

Preview the Experience



Location

Real, Friendly 
People

Linked in Caption

Incentive Stated

Logo

Bright Image

Feelings of 
Importance

Elements To Win Their Trust

MarketVision Research





“I clicked on it right away because I 

didn’t know what to expect. It was 

affirming that it was a real thing.”

“It made me feel important to the study.”

“I felt more comfortable with 

the entire thing.”



Do what suits you.

Image from giphy.com via Shalita Grant



How We See It How The Next Gen Sees It

Image from reactiongifs.com



How We See It How The Next Gen Sees It How It Could Work

Image from gfycat.com



How We See It How The Next Gen Sees It

Images from giphy.com



Focus Groups WebEx Marco-Polo, Snapchat, etc.



Grateful, but interested in what’s to come.

Image from giphy.com via Ariana Grande



1
Immediate Funds 
(cash, check, Venmo, PayPal)

2 “My opinions matter”





1 Preview the Experience

2 Next Gen Task Force

3 Targeted Social Media Ads

4 Request Respondent Instagram Handles

5 Spruce up Research Facility
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