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Background

20|20 Research approached Hammock with the need to drive more qualified leads to its salesforce. 

We were already working with 20|20 executing an online content strategy with a clear objective: to 
position 20|20 Research as a thought leader in its industry while improving their organic search results 
on relevant search terms.  This work included the management, creation and measurement of blog 
posts and research content for their online Learning Center. 

20|20’s assignment to Hammock was to assist them in gathering contact information from potential 
clients that have a specific need for executing qualitative research. 
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The Objective

To generate new qualified 
leads for 20|20’s salesforce.
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Our Recommendation
Hammock and 20|20 collaborated and determined that to meet the objective 
of identifying new qualified leads we should create an eBook about qualitative 
research. We worked together to identify a topic for the eBook that would grab 
the attention of market researchers. After much debate, we settled on the  idea 
of helping the audience save money on online qualitative research.  We then developed the editorial 
slate for the eBook, which consisted of developing five articles. The remaining process involved editing 
the content and developing a search-friendly title: “How to Save Time and Money on Your Qualitative 
Research Projects.” We optimized the eBook content for search before the final step in production 
which was the layout. We approached the design mindful of the eBook’s audience and the content 
itself, resulting in an inviting, reader-friendly eBook ready for launch. 
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“3 Reasons 
to Do Your 
Next Concept 
Testing  
Project Online”

“How to Use Online Journaling for Product Testing”

“Conducting In-Homes and
            Shop-Alongs Anytime, Anywhere”

“A Way to Better Insights”“Breaking Down 
the Barriers to 
Hybrid Research” 
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The Promotion
The promotion of the eBook was treated like a new product launch 
over a period of weeks—accompanied by press releases, blog posts, an 
email campaign, marketing on 20|20’s website (2020research.com), and 
promotion through 20|20’s social media accounts, including Facebook, 
Twitter and LinkedIn. Interested individuals provided their contact 
information in exchange for access to the eBook, which was delivered to 
them via an email link.  
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The Results
20|20 has been thrilled with the response of the eBook and 
it’s ability to meet the objective for the project. In the first 
seven weeks after the initial eBook was launched in April 2011, 
it was downloaded by 400 people —most of those downloads 
happening in the first 10 days of its release. Of those 400, 35 
percent are brand new prospects. 

“This is the single best lead generation we have ever had,” says 
Steve Henke, president of 20|20 Research. “It has been amazing.”  
20|20 has also reached new contacts at existing clients, “which 
further strengthens those relationships,” he adds.  20|20 was impressed with the 
strategy, the quality of the content, and even the ability of the eBook design to prompt action. “We 
have clients telling us that the design just made us want to read it!” Henke says.  

Since the creation of the initial eBook, Hammock and 20|20 have collaborated 
on two new eBooks. An eBook on mobile qualitative research was published 
in August 2011 and one on hybrid qualitative research is in development for 
November 2011. The eBooks continue to help 20|20 meet their objective of 
identifying quality leads for its salesforce. 

A Way to Better Insights

� REASONS TO USE WEBCAM INTERVIEWING FOR 
YOUR NEXT ONLINE FOCUS GROUP:

1.  Webcam Interviewing makes it easy to show stimuli of nearly any kind—static 
images, video, PowerPoint presentations and software; participants can even 
do collaborative mark-up.

2. Researchers can ask simple polling questions. 
3.  The participants (moderator and clients, too) can log in anywhere with a 

high-speed connection.
4.  At the end of the online focus group, the researcher leaves with a link to a full 

audio-visual recording of the session.

The bulletin board focus group is the most 
comprehensive—and most flexible—of all 
of the online research software platforms, 
mostly because of its asynchronous nature. 
It’s a not-real-time discussion—and not being 
in real-time provides three huge benefits:

1. Convenience: Participants (and clients) 
log in when it is convenient for them. 

If they get stuck in traffic, have to pick up a 
sick child at school, have to stay late at the 
office or work the night shift at the plant, it 
just doesn’t matter. They simply log in when 
it’s convenient for them.

2. Democratic participation: Unlike an 
in-person focus group, in which one or 

two people usually answer a question, with 
the rest of the group nodding their heads 
in tacit approval, with bulletin board focus 
groups, every participant generally answers 
every question, because there is no fighting 
for “microphone time.”

3. Depth of insights: Unlike a live 
interview, where participants are pressed 

to respond immediately to a question, in 
a bulletin board focus group participants 
can take as much time as they want to think 
about their answer before they respond.  
Couple that with the study being spread 
over multiple days, and it’s clear that the 
bulletin board focus group provides a level 
of depth that is simply unattainable with 
in-person groups.

For as long as qualitative research has existed, focus groups have 
been the go-to methodology for researchers. In fact, a cottage 
industry has sprung up around them—focus group facilities, qualita-
tive recruiting, moderating techniques and even M&M’s manufac-
turing (yes, the candy). While 

focus group studies still have their place in the 
world of qualitative research for certain projects, the 
vast majority can be moved online—with research-
ers benefitting from the convenience, time and cost 
savings, and more in-depth insights. There are two 
ways to conduct an online focus group:

 Asynchronous (not 
real-time) text-based platforms that take place over 
three to five days (for most consumer studies) and 
allow participants to upload images, videos and even 
webcam responses. Questions are posted by the 
moderator and then at some time after that (a min-
ute, an hour, a day), participants log in and answer.

 
Real-time platforms 
where the moderator and participants gather online to 
have discussions and review stimuli while seeing and hear-
ing each other, just as they would in a facility, but through 
the use of webcams. Everyone gathers at the same time, 
sessions last 1–2 hours, and researchers can see and hear 
what the participants are saying (intonation, facial ges-
tures, etc.). 

For either platform, the obvious benefits are significant 
dollar and time savings—no facility rental, food and beverages, travel, lodgings or 
ground transportation (for moderators or clients), or time lost traveling from city to 
city. In addition, with an online focus group, the project has no geographical bound-
aries—you can find the best participants, not just those who are available at the right 
place and right time. See sidebars for additional benefits.

20|20 
TECHNOLOGY

SOLUTION:
QualBoard is 20|20 Technology’s bulletin 

board focus group platform. Since its launch 
in 2001, we have worked hard to update the 
software—now in its third version—to make it 
the most complete, easiest-to-use platform 
in the industry. For more information, visit 

www.2020research.com/qualboard.

20|20 
TECHNOLOGY
SOLUTION:
QualMeeting is our webcam 
interviewing solution for online 
focus groups. It combines the real-
time sights and sounds of in-person 
focus groups with the convenience, 
cost savings and broad-reaching 
recruiting of online qualitative 
research. For more information, 
visit www.2020research.com/
qualmeeting.
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Hammock Analytics: Through a process we call Content Marketing 
Intelligence Reporting (CMIR), we offer a wide range of research 

services that provide the information necessary to develop and constantly 
monitor content marketing strategies our clients use to meet specific business 
objectives.

 Hammock Studio: Our creative pros move projects from concept to 
finished product. Whether that’s a magazine, eBook or e-mail newsletter, 

custom video, web app or wiki. We complement the resources of our clients 
with professionals who plan, design, write, edit, layout, shoot video, draw, 
illustrate, photograph and, well, you get the picture.

Hammock Labs: We work squarely at the intersection of content and the 
technology that enables it -- whether that’s a wiki, web app, Wordpress 

blog, Facebook, Twitter, Tumblr, Google+ or whatever the new thing is next week. 
Hammock Labs helps our team and our clients plan, develop, test and launch 
media for distribution online or via mobile devices -- or, yes, even in print.

Hammock Custom Media Management: We don’t leave once we’ve 
recommended what a client should do. Our staff and network of 

seasoned media professionals serve as team partners with our clients, assuming 
outsourced responsibilities ranging from sales and marketing management to 
administration, circulation, fulfillment, production and distribution.

Contact: 
Steve Sullivan, 
Director of National Sales
ssullivan@hammock.com
615-690-3427

Hammock.com
@hammockinc
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