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-2 Intro ::

Research should be exciting for everyone
in a company, and we achieve this by
delivering customer insight in a visual,
exciting and memorable fashion.
JohnEarnshaw
managing director

Vox Pops International is the UK’s leading video
based research company. Established in 1987,
the company pioneered this form of research,
and has a very impressive Blue Chip client list
of consumer and business to business organi-
sations, and a high reputation for its work both
in the UK and overseas.

There is a back catalogue of over 4,000 videos
— many accessible through the internet via the
company’s website. Indeed, this is the most
extensive library of its kind in the world. They
remain at the forefront of video technology,
including being the yrst to use iPods to con-
duct and deliver research. One reason for this
market leading position is that all aspects of
the operation are in-house. From the outline
research methodology to the ylming, Vox Pops
remains in total control, using its own
dedicated and experienced staff.

The main aim of this activity is to really bring
research to life. While most research captures
the views of consumers or business people
on paper, you don’t really see or engage with
them — you simply don’t see and feel their
responses. Video adds an emotional element.
This has been put to good use by countless
organisations — and not just in their research
or insight departments, but also for use in
training and for internal events.

As well as being able to provide insights from
their back catalogue, Vox Pops carry out an
ongoing survey with consumers in the UK.
They pick key groups and question them on
subjects of the moment. One month it might
be the views of empty nesters, another month
students. By adding questions they can create
exclusive surveys for use on websites. They
already do this on a regular basis for Brand
Republic. They can do it for you, too.

Meanwhile, here’s John Earnshaw again: “We
want our clients to be able to utilise the power
of video to quadruple the output of a normal
research study and really capitalise on their
research spend, enabling them to identify and
understand consumer opinions and behaviour.”
The rest of this press pack will expand on this,
giving you an introduction to the key personnel
at Vox Pops, some case studies of how the
research has been used, and giving some
further background on how Vox Pops can help
you to create exciting stories, whatever your
journalistic interests of background.



.- Blographies ::

. DianeEarnshaw
founder and client services director

Diane began her career at advertising agency
Lintas in 1981. She was head of information
for the agency. While there and at Mintel, she
developed research programmes and cam-
paigns for clients such as Toyota, Unilever and
NatWest.

Now a recognised expert in the use of video in
research, when she founded Vox Pops Interna-
tional in 1987 the use of video in research was
in its infancy, and the integration of technology
into research was limited. Since then she has
built up the company, in part by convincing a
number of top brand and household names of
the efycacy of video research. These include
News International, Boots, Toyota and the
BBC. She is also a speaker on video research
issues, having addressed conferences for the
MRS, Marketing and IQPC, dealing with topics
from young children to cars.

Video makes research accessible to every part
of an organisation, and brings everyone within
a business in touch with what people think
about their company, what it does and how it
does it. It creates a memorable, 360 degree
perspective, and a voice which is heard by
everyone.
It also makes companies far more accountable,
because feedback and reactions are, quite
literally, ‘in your face’.
DianeEarnshaw
founder & client services director

;2 JohnEarnshaw
managing director

John’s career in research started in the FMCG
sector in Canada with Proctor & Gamble, fol-
lowed by a move to the UK with Johnson &
Johnson. He joined his wife, Diane, the founder
of Vox Pops International in 1996, and has
since worked on a number of major accounts
including Boots, Reuters, ICl, ASDA, BarF1,
Land Rover and the BBC.

He has been instrumental in developing Vox
Pop’s visual production services, and has been
a pioneer in the development of the use of
video techniques to capture and communicate
consumer and business insight. He has re-
cently developed successful partnerships with
SuperBrands, Information TV, Mintel, Brand
Republic and Management Issues, which all
involve exclusive access to the use of Vox Pops
research online.

His latest project is the harnessing of the
potential of Vox Pop’s massive video library,
and the use of video on company intranet sites
to drive internal insight, training and
communications systems.

:*HelenKing
head of projects

Helen joined Vox Pops in 2002 as a junior
project manager. She now heads the produc-
tion team and oversees almost all of the

major projects Vox Pops is involved with. These
include working with clients such as Nokia,
News International, Diageo, the BBC, London
Underground, Coca Cola, Toyota, Carlsberg and
Channel 4.

Major projects she’s been involved with have
seen her doing everything form setting up tpy
on the wall’ interviews in dentists and hair
salons, to the BBC Watercooler, which involved
research in 63 different towns and cities across
the UK over a period of one and a half years,
to gain feedback from the public on pro-
grammes they liked and disliked.

Being able to really see consumers express
their thoughts and feelings on ylm is essential
to truly gauge what is happening in the
marketplace. Not only is it beneycial in terms
of conducting research, it also makes research
more accessible and engaging.
Added to that, video is an ideal online media
— and as technology develops further, it will
become more and more prominent both in the
UK and globally.
HelenKing
head of projects



- Case studies ::

Our three case studies highlight a range of activities which Vox Pops
are involved with. These include what you might call ‘traditional’ re-
search (where a client wants to gain a better and deeper understanding
of a key group of consumers) but also other aspects of video research,
including internal communications — and even advertising. These three
are just a small number from a much bigger catalogue of case stud-
ies, so if you happen to be looking for something speciyc to do with a
particular market sector or product, do let us know. We may very well
have just what you need.

. Case Study One: Toyota

Toyota really wanted to get under the skin of car buyers. They wanted
to understand in greater depth the lifestyles and habits of the drivers
of a range of vehicles — and produce a research video.

Vox Pops created a methodology and set out to video interview spe-
ciyc car owners in the key target market. These included people in the
35-45 age range, with young families and an upmarket income and
lifestyle. They were to be asked open ended questions about a range
of topics — not all car related. These included hobbies, status and edu-
cation, and leisure interests, such as dining out. To these were added
questions about their cars, what they used them for, what they liked
and disliked and the buying process. Interviews were carried out in the
Richmond and Kingston-upon-Thames areas of Surrey.

The resultant video was used to give Toyota a much better under-
standing of speciyc luxury car buyers and drivers T and shown to some
of its top engineers in Japan to help guide their future thinking on car
design.

We have worked with Vox Pops International on a humber of occasions
and are always impressed with the speed and expertise with which
the research is conducted and presented. The videos from this project
were shown to our engineers from Japan, meaning feedback could be
delivered straight to where its needed, simplifying communication and
ultimately improving driver satisfaction.
Daniel[Hammond
brand development coordinator







