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As we evolve as an industry, it is clear 
there will be major changes influenced by 
technology. Imagining the change into the 
future can feel both exciting and daunting at 
the same time. However, one thing is clear, 
we as an industry need to evolve together. We 
need more leaders, more voices, and different 
skills to champion and harness change. 

According to a Pew Research Center article 
by Richard Fry, millennials are now the 
largest generation in the U.S. workforce. 
As their influence begins to grow, there is 
a greater need for their perspectives to be 
heard. Experts with 20+ years of experience 
tend to dominate the communication across 
any industry, including the market research 
industry. This is logical, as more experience 
equates to being considered an expert in a 
given field. 

It remains important to not overlook the 
opinions of those with less experience in the 
market research field. Millennials will be 
leading the industry within the next decade. 
Younger market research staff can present a 
fresh, unique view of the industry and how 
they see the market research field evolving. 

To convey these viewpoints, Kathleen 
Sands has compiled a set of opinions from 
millennial employees in the market research 
industry. We have also prepared a “Hear 
from Paradigm” section, where you can 
specifically see the thoughts and predictions 
of our own Paradigm Sample team. 

We applaud these younger leaders to take the 
time to think through some of the implications 
to the future and, furthermore, share it with 
the broader world. It takes courage. As we 
review these predictions as well as compare 
them to others that we have seen, there are 
definite truths that hold regardless of age, 
gender, role, experience, etc. 

 ◾ Technology will shape and shift our 
industry in seismic ways.

 ◾ Research participants and respondents are 
vital to our business and we must shift the 
equation to not only just survive, but rather 
thrive. 

 ◾ Quality, Price and Speed will struggle to 
co-exist. Education and awareness are 
crucial to create a movement of change to 
accept this truth. 
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MATT  
ZIMICH
COMPANY
Netquest 

TITLE
Key Account Manager

AGE
29

Please list your top 3 predictions for the future of the market research industry in the next 3 years:
 ◾ The reliance on traditional declared survey data will shrink over the next 5 years. As companies begin to turn to 

profiling and other types of data, we will rely much less on the responses provided in a survey.
 ◾ The industry will continue to rely on new and emerging forms of data as companies continue to collect more and 

more information on each of us.
 ◾ Automation will continue for not only data collection and operations but the insights derived as well. Machine 

learning and other advancements will continue to create competition for traditional market research.

Based on your predictions, what course of action will you take – if any? 
As I move forward in my career, I will look to companies that are looking to the future and adapting to the changes 
that are coming.

If you could change anything about the market research industry to date, what would it be?
In a perfect world, end clients would distribute their dollars for market research projects evenly over the year.

KRISTI ROSE 
BARRON
COMPANY
LiquidHub

TITLE
Director of Panel Procurement

AGE
34

Please list your top 3 predictions for the future of the market research industry in the next 3 years: 
 ◾ More sample companies will merge/be acquired. 
 ◾ DIY will become common use and more available.
 ◾ Video submissions will draw a closer connection between MR and consumer behavior through emotional 

measurement. 

Based on your predictions, what course of action will you take – if any?
With the mergers and acquisitions, it is important to stay flexible and open to change. I encourage everyone to get on 
board with DIY/automation. Embrace the technology, it will only continue to advance. I am having our teams trained 
on multiple platforms as well as creating an incentive system for usage. 

If you could change anything about the market research industry to date, what would it be?
We don’t talk to each other enough. If we were more transparent – sharing our successes, along with how we got 
there, as well as our failures and what lead to those – we could learn and help each other so much more. So many of 
our challenges are the same challenges.

MADELINE  
WARREN
COMPANY
Op4G

TITLE
Membership & Marketing 
Director

AGE
24

Please list your top 3 predictions for the future of the market research industry in the next 3 years: 
 ◾ Market research technologies will focus on driving a positive customer experience. Market research companies 

need to prioritize the consumer experience of participating in surveys or risk having their target market associate 
the brand with a negative experience.

 ◾ Speed vs. Quality will no longer be interchangeable. Market research companies need to adapt to these increasingly 
sophisticated “bots” and fraudsters to ensure data quality without sacrificing a client’s need for speed. 

 ◾ “General population” research will cease to exist. Everyone’s buying habits are different and there will be no 
“norm” that we can apply to a large group of people.

Based on your predictions, what course of action will you take – if any?
I am ensuring our panel development departments are taking the necessary steps to facilitate a positive member 
experience. Happy panelists lead to more thoughtful feedback in surveys which allows our clients to gain deeper 
insights in their research initiatives. Social media is increasingly being used as a tool for support to retain younger 
members including the Gen Z and millennial audience whose participation is vital in new product research.

If you could change anything about the market research industry to date, what would it be?
If I could change anything about the market research industry to date it is that it is increasingly becoming smaller and 
smaller as companies buy one another out. People often mistake that bigger is better but the small shop “boutique” 
like companies often have more to offer in terms of quality of service. 
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SAMANTHA  
PRICE
COMPANY
Schlesinger Group

TITLE
Vice President, Global Business 
Partnerships

AGE
31

Please list your top 3 predictions for the future of the market research industry in the next 3 years: 
 ◾ The demand for in-person, qualitative research will continue to wane as remote alternatives continue to improve.
 ◾ Pharmaceutical driven research will continue to surge both with health care professional and patient audiences.
 ◾ Patient audiences will become even more narrow and specific than they are today.

Based on your predictions, what course of action will you take – if any?
Continue to evolve alongside the changes in quantitative & qualitative research. And continuously build our panel 
based on where the demand currently lies and where we predict future demand to be a few years from now.

If you could change anything about the market research industry to date, what would it be?
The pace and immediacy. It keeps me on my toes but it would be nice to have just a few slow days here and there, 
just a few. 

CHRISTOPHER L. 
SOITO
COMPANY
Lightspeed Research

CURRENT TITLE
Client Operations Coordinator 

AGE
24

Please list your top 3 predictions for the future of the market research industry in the next 3 years: 
 ◾ Technology- Over the next 3 years we will see the continuation of growth and dominance of DIY tools, AI and 

automation. As the technology continues to become more advanced we will see these MR companies partner and 
merge with technology companies. 

 ◾ Quality over speed- We will not be stressing over the quick turnaround studies as much. The attention will be on 
the right information at the right time, having emotions and feelings in the moment will provide more quality data. 

 ◾ Customer experience- The ways of collecting data will be one of the biggest facts in the next few years. The 
customer experience needs to be more user friendly and easier to get the depth of data that is needed.

Based on your predictions, what course of action will you take – if any?
In my career, I hope to be with companies who can adapt to stay updated on technology. 

If you could change anything about the market research industry to date, what would it be? 
If I could change one this about market research it would be the standardization of terminology. Communication is 
key to providing the best products and services, so as an industry we need to be united in terminology. 

HOLLY  
PRITZ
COMPANY
Socratic Technologies

TITLE
Sample Operations Manager

AGE
33

Please list your top 3 predictions for the future of the market research industry in the next 3 years: 
 ◾ Unfortunately, I suspect a growing trend in market research will be weariness from consumers to share personal 

information with companies and therefore surveys, which could have a very big impact on the industry. 
 ◾ While mobile surveys are already quite prevalent, I think their popularity will continue to grow. Most people are 

on their phones the majority of the day, and it is likely the device one would prefer to take an online survey on. 
 ◾ There has been a surge in interest over the last few months to hear the voices of the younger generations. I expect 

this to trickle into the market research industry and for us to see an influx in business for projects geared towards 
a younger demographic than we generally see. 

Based on your predictions, what course of action will you take – if any? 
I think it is most important to keep consumers and panelists as informed and happy as possible. This means making 
sure people trust being affiliated with your company, and continue to take your surveys. Additionally, to keep 
consumers a part of your studies, you need to keep them engaged using the most up to date technology and trends. 

If you could change anything about the market research industry to date, what would it be?
Coming from a sampling perspective in market research, the biggest frustration I see is in regards to data quality (ie, 
cheaters in surveys). If we could figure out a way to remove cheaters out of the online survey environment for good, 
I think that would make a lot of market researchers happy!
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STEVE  
DANZIGER
COMPANY
Paradigm Sample

CURRENT TITLE
Executive Director of Operations

AGE
27

Please list your top 3 predictions for the future of the market research industry in the next 3 years:
 ◾ Data, data, data – The industry is going to begin putting the puzzle pieces together to wrap its arms around the 

integration of “big data” into and around the traditional vehicles of consumer-reported insights, and it will become 
more of a norm than a value add.

 ◾ Instant “insights” – I think that while we would all prefer to take a deep breath and chill a bit, the demand for 
instant gratification when fielding research studies will only intensify. 

 ◾ Quality improvement – This may be wishful thinking, but I believe we’ll get much better at programmatically 
isolating real data from noise in both real-time and post-fieldwork analysis, due to less reliance on self-reported 
insights and smarter integration of external information.

Based on your predictions, what course of action will you take – if any?
The key for me, and a core value of Paradigm as a whole, is to stay at the forefront of education as it relates to trends 
in data science and technology, with a constant eye towards how advancements can be applied to the work that we 
do in the industry.

If you could change anything about the market research industry to date, what would it be?
I would force us all to be a bit more sensitive to the source where the research is coming from: the consumer. The 
churn and laborious nature of the user experience as a member of a research panel is oftentimes so draining that we 
drive away the very people who’s attitudes and opinions we value most, impressing an artificial skew on the type of 
person who is likely to participate with any regularity. Not everyone is cut out to be a digital endurance athlete!

ALEXANDER  
ACKER
COMPANY
Paradigm Sample 

CURRENT TITLE
Team Lead – Project Management

AGE
25

Please list your top 3 predictions for the future of the market research industry in the next 3 years: 
 ◾ Bot traffic will continue to evolve, becoming more prevalent and harder to discern from genuine responses.
 ◾ Blockchain and smart contract technology will yield opportunities for increased transparency throughout the 

industry. Providing both the chance for consumers to define how their data can be used and for data collectors to 
gain further insight through the integration of individualized big data.

 ◾ Improved consumer experiences will develop alongside the increased demand for quality quantitative data. Changes 
are necessary in order to maintain consistent panel health and encourage users to maintain the level of engagement 
necessary to share their opinions in a meaningful way. I believe these changes can take many forms such as games, 
interactive activities, or methods that we are not yet aware of. 

Based on your predictions, what course of action will you take – if any?
I will continue to learn everything I can about advances in technology and their potential effects on marketing research 
including, but not limited to, automation, cyber security, artificial intelligence, blockchains, and smart contracts.

If you could change anything about the market research industry to date, what would it be? 
Put simply, long surveys are boring. Consumers suffering from boredom are unlikely to provide thoughtful response 
data and may feel dissatisfied with their experience unless they receive considerable compensation. Therefore, I 
would like to encourage those involved in the research process to think about the level of engagement required from 
their subjects.

BRENDAN 
HALSTEAD
COMPANY
Paradigm Sample

TITLE
Director of Client Services

AGE
30

Please list your top 3 predictions for the future of the market research industry in the next 3 years: 
 ◾ Continued growth of DIY Tools: With the growing demand for quick turn insights, DIY tools will continue to 

become more sought after and seen as the norm throughout the industry. 
 ◾ Quality over price: Clients will no longer be focused on taking the cheapest route and will be willing to spend a 

few extra bucks on fieldwork in order to derive pertinent and accurate insights from the data. 
 ◾ A greater importance placed on panel health and panelist experience: Too often do we neglect the overall health 

and experience of online panels and their panelists. After all, without these respondents we would not have a job, 
MR firms would not have data to analyze, and end clients would not have the insight into their product(s) and how 
they are being received among the population. 

Based on your predictions, what course of action will you take – if any?
Continue to evolve and stay up to date on industry trends and technological advances in order to provide the latest 
and greatest for our clients. 

If you could change anything about the market research industry to date, what would it be?
If clients want true insight into consumer trends, then they need to think about the consumer experience. In order to 
derive accurate and true results from surveys, we need to ensure respondents are having a pleasant experience while 
taking these surveys. User friendly surveys will hopefully be the norm in the near future.

HEAR FROM PARADIGM


