
Cutting-edge, online hybrid solution for qualitative/quantitative
insights from your target audience located anywhere in the world

(IQ)2

Interactive Insight from Qualitative/Quantitative Method



(IQ)2’s state-of-the-art technologies, including webcams, allow geographically dispersed participants to interact with
each other through a user-friendly , online platform.  (IQ) 2 records all of the participants’ responses, such as graphical
feedback from interactive, digital whiteboards.  Some of the presentable stimuli include:

·  Web, print, video or audio advertisements
·  Web sites or microsites
·  Video tutorials or W ebinar videos

(IQ)2’s standardized surveys combined with qualitative sessions conducted by one or more moderators provide real-time
results from representative respondents located anywhere in the world.  Experienced research professionals use cutting-
edge techniques to triangulate and synthesize the multifaceted information collected in the sessions to provide actionable,
meaningful recommendations.

online hybrid method for optimal efficiency
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CORE BENEFITS

· Representative respondents from anywhere in the world

· Balance of qualitative and quantitative exercises optimizes insight

· As few as 50 participants needed for each testable proposition

· Individual, self-administered surveys reduce group bias

· Real-time data from integrated surveys and quick turnaround of
qualitative results

· More precise screening relative to traditional focus groups 

APPLICATIONS
Ideal for developing and testing:

· Concepts

· Positionings

· Advertisements

· Messages

· Names

· Other marketing elements

digitally inter act with local and worldwide audience

(IQ)2 optimizes data collection efficiencies by combining qualitative and quantitative research into one online project.
(IQ)2’s customized online focus groups and individual, self-administered surveys are integrated into the study design to
capture qualitative and quantitative data at the same time.  

·  Virtual environments (e.g., virtual shopping)
·  Product packaging
·  Web or mobile games

real-time results from inter active sessions

Insights

Real-time results from individual,
self-administered surveys

Group interaction and discussion
during online focus groups

Text-based responses from nondisruptive sidebar
conversations held in private and public chat boxes


