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he days of pure data processing are over at spss. The
company has embarked on a strategy to combine the
art of working with massive amounts of transactional

data, which provide insight into the behaviour of consumers,
with the art of working with attitudinal insights, which are
typically derived from market research. "We believe that our
major differentiator in the market is that we integrate
attitudinal data with behavioural data," Jack Noonan, spss's
ceo, says. The combination of data mining and market
research results in what spss calls Predictive Analytics. These
two words summarise spss's current strategy. "We've brought
all our technologies together under the umbrella of
Predictive Analytics," according to Noonan. 
The software company decided to take this new route when it
realised that for decades, the craft of analysing transactional
data was wrongfully being separated from the market
research profession. In many companies' headquarters, the
departments dealing with data mining and crm were strictly
separated, often hundreds of yards apart, from the other
field of providing business intelligence: market research. The
two disciplines were like two rivers that never met, as spss
put it in a 11-page report on the convergence of data mining
and market research published last year. Historical and
cultural factors were at the root of the separation, which
SPSS believes should be undone. Data miners seemed
predisposed to believe that market research is of little value,
as they perceived analysis of transactional data to be the only
real predictor of future consumer behaviour. Market
researchers, on the other hand, thought of data miners as
only wanting to obtain from people the information
necessary to sell them something. spss regards it as being
highly valuable to bridge the gap and Noonan says that
minds are ready for this shift. 

More accurate predictions
Market researchers are increasingly aware that they have a
role to play in the realm of crm analytics and similar fields,
Noonan stresses. "Market research firms have embraced

analytics for years, but historically had the tendency to give
away their intellectual added value for free. The analyses
they did and the domain expertise they had, were tools to
differentiate themselves to get contracts, but they never
charged for it."
At the same time, many market researchers for a long time
stayed aloof from crm. But spss over the past few years has
noticed increased willingness to tap into the opportunities
that crm, and adjacent fields of data analytics, represent for
market research agencies. 
The company sees huge opportunities in this convergence,
both for its clients, and for itself. 
Information derived from data mining and crm become
more valuable when put together with insights derived from
market research surveys. As analyses of transactional data
tell a client what sort of products certain groups of
consumers might want to buy, market research is able to
explain why they would want to buy this product and helps a
client make decisions on what specific characteristics of the
product should be. 
Putting behavioural insights and attitudinal insights
together, significantly increases the accuracy of predictions,
is spss's conclusion. It started developing software products
that embody this convergence between transactional data
analysis and market research. As part of its strategy, it also
decided to reintegrate spss mr back into the main company.
"Market research got higher priority two years ago when we
planned the reintegration of spss mr," Noonan explains. "We
did a swot analyses and it was clear to us that one of our
differentiations in the market was our ability to understand,
analyse and collect behavioural and attitudinal data. We
concluded that this was a value proposition and that both
capacities should be integrated."

Processing open ended questions
The reintegration of spss mr into spss was realised in July
2003. spss has several products that embody the convergence
of data mining and market research, such as Predictive Text

Analytics. This application enables companies to automatically
process large volumes of answers to open ended questions,
collected through surveys, and combine these with transac-
tional data as well as analyses of a company's own call centre
transcripts.  
Noonan says more products will be developed, in many cases
geared towards the specific requirements of different
industries. "Our focus is on introducing and marketing
predictive analytics products at the right pace and the right
time. One of our main challenges at this point is execution in
the field. We need to have our sales and service people ready to
bring the products to clients, especially when the economy gets
going again."
Noonan, who became ceo at spss in 1992 and has been working
in the software business since 1967, believes that software has
always offered real value. spss works with open source software
and has very few patents. One of its patents is a sophisticated
graphic algorithm that is being used as the basis for visuali-
sation technology. "Being able to understand the results of
predictive analytics easily and quickly is a high priority for
clients. This technology allows us to look at data in several ways

on a computer screen and to shift with a single click from
looking at data in table charts, to tree diagrams etc." As spss has
developed software for automated processing of texts, such as
answers to open ended questions, it is not yet planning to
develop products for automated analyses of sound and video
images, although it is closely monitoring academic research in
this field.

Growing market for quick ad hoc research
Despite the power and increased sophistication of software,
there is no way in which software products could make the
expertise and role of market research agencies redundant, spss
believes. An increasing number of companies have been doing
surveys by themselves, using the software that is available to
them to design these self-made market research operations.
Noonan doesn't see any detrimental effects on the market
research industry. "One of the big packaged consumer goods
companies in the us is doing a lot of surveys by themselves. This
company is also the number one user of market research. They,
and many other companies are doing quick ad hoc surveys to
get information that can be validated later. This may provide
information that is not necessarily scientific, but they need
quick market tests. This is a growing market. I wouldn't even
call it research. However, the need to collect quick information
offers an opportunity for market research agencies. Why not
open up panels for ad hoc surveys and charge clients for it? 
The need to collect quick and anecdotal information will also
increase demand for primary market research, because the ad
hoc information clients get from these activities allows them to
do more projects faster. The more projects they do, the more
products they will develop, and this will require more testing
and other types of research regarding these new products. My
belief is that market research should embrace this development,
and ensure it recruits more people who are comfortable with
doing this type of work, as opposed to being afraid of it. I am
convinced that people at the executive level of market research
agencies have the willingness to do this, but it is difficult to
align an entire organisation around a new paradigm."  y
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SPSS integrates MR and data mining

'Do-it-yourself surveys offer opportunity for MR'
Converging data mining and market research is at the centre of SPSS's current

strategy. Jack Noonan, CEO of the software company, sees increased awareness

among market researchers about the opportunities of CRM for their industry. 

By Jos Havermans

RE
SE

A
RC

H
 W

O
RL

D
 –

 J
U

N
E 

20
04

 Jack Noonan: ‘Why not open up panels

for ad hoc surveys and charge clients

for it?’
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