Pyccrun

OT «BUPTYaABHOM AABOPATOPUM» AO «COLIMAABHOIO TEACCKOIIA»:
MeTadOphI TEMATHIECKMUX 1 METOAOAOTMIECKHUX MHHOBALIUA
B OHAQMH-MCCACAOBAHWMIX

Aessatrko Muna PeamxcosBHa — AcomH, mpodeccop, 3as. Kadeapon
aHAAM3a COLMAABHDBIX MHCTUTYTOB AellapTameHTa coumorornn HargmonaabsHo-
IO MCCACAOBATEABCKOTO YHMBEepCcHTeTa «BbIcimas mkoaa SKOHOMMKMY», 3aB. OT-
AEAOM TEOPMU U mcTopuu cognorornu Mucruryra cogmonormn PAH (e-mail:
ideviatko@hse.ru, deviatko@gmail.com)

KaroueBoie croba: urmeprem-uccaedobanus, onraiin-uccaedobarnus, me-
modorozueckue uHHoBayuu, Memodvl COYUAADHBLX HAYK, COYUANDHBLE CCMUL.

B craTbe ImpeACTaBACH aHAAMTUYECKUIL 0030p KAIOYEBBIX ITyOAMKALIMIL B CO-
LJJIOAOTH 11 COITPEACABHBIX AMCIMUIIAMHAX (IIPESKAE BCETO B IICMXOAOTMN 11 KOTH-
TUBHOT HayKe ), IIO3BOASIIOIINX IIPOACMOHCTPIUPOBATD IIPOU3OLICALIME C HAIAAA
2000-x TIr. M3MEHEHMS B TEMAaTUIECKOM PpeIepTyape OHAAMH-MCCACAOBAHWMIA,
B TMIIAX AOCTYIIHBIX AAHHBIX, 4 TAKSKE B IIOHMMAHNUN IIPUPOABL VIHTepHeTa Kak
CPEADBI AAST IIPUKAAAHBIX M aKapeMUIecKux mnccaeposannit. Ocoboe BHMMaHMe
VACASIETCSI OCHOBHBIM METOAOAOIMUECKMM MHHOBALVSIM, a TAKSKE BO3MOSKHO-
CTSIM 1 BBI30BAM, BO3HUKAIOIMM II0 MePe IIPeBPAIeHNsT OHAATIH-CCACAOBAHN
73 BBIIIOAHSION]ErO BCIIOMOTATEAbHbIe GYHKIMN «3€PKAAA» TPAAMULIMOHHDIX Ad-
GOpATOPHBIX IKCIIEPUMEHTOB, OIIPOCOB M TEXHWUK BKAIOYEHHOTO HAOAIOACHWAS
B I1peobAaAatoIyio GOPMY MCCACAOBAHNMS TAOOGAABHBIX 3GPEKTOB MUKPOCOL-
AABHOTO B3aMMOAEVICTBIUSI 11 MCTOYHMUK HOBOW «COLMAABHON (pEHOMEHOAOIMI»
AASL MHOTMX MCCACAOBATEABCKMX HAIIPABACHWMIA, B TOM UMCAE AAST MACIITAOHBIX
IKCIIEPUMEHTAABHBIX MCCACAOBAHMUI COLMAABHOTO BAVASIHMSI, PACIIPOCTPAHEHAS
nHGOPMALMUIM 11 KYABTYPHBIX 0OPA3LOB, MOOMAM3ALMI T T.I1.



OIIbIT IPOTHO3UPOBAHUS PA3BUTUSI POCCUICKOM OHAAMH-MHAYCTPHUHU

Aaspipos Cepreit I'ennapbeBHY — K.(.H, AOLCHT, 3aMECTUTEAD ACKAHA
daxyasrera KoMmmyHUKauMi, meana n Ansaiaa HMY BIID (e-mail: sdavydov@
mailru); Aoryaosa Oasbra Cepreesna — x.couH, souenT Paxyasrera coyn-
aapubix Hayk HMY BIID (e-mail: olga.logunova@gmail.com); Kasapsia Kapen
PasMMKROBMY — TrAaBHBIM aHAAMTUK POCCHMICKONM accoymanmm dACKTPOHHBIX
KOMMYHVKALWIA, TAABHBII PEAAKTOP >KypHara «VlHTepHer B undpax» (e-mail:
kazaryan@raec.ru).

KaroueBoie caoBa: «Dxomomuxa Pynema», sxcnepmmoiil onpoc, oHAQUH-
ONPOC, OHAQUH-POLHKLL, UHIMEPHEM-PEKAAMA, IACKINPOHHAR KOMMEPUU, IKOHO-
MUHECKUTL KPUSUC

CraTpsl MOCBSIJEHA WCCACAOBATEABCKOMY ITPOEKTY «DKOHOMMKA PyHera»,
coBmecTHO peaansyemoro HMY BIID n PADK ¢ 2012 r. [ToapobHO pacemarpn-
BAIOTCSI MCCACAOBaHMs BTOpoi BoAHBI (2013 1.), B pamKax KOTOPOW ObIA cAeAaH
ITPOTHO3 PAa3BUTMS POCCUNCKON OHAAMH-MHAYCTpUM Ha 1rath Aet (2013—2018).
Ormmcansl 9eTsIpe cyeHapust passuTis (KOHCePBATUBHBIN, CTAOMAM3ALMOHHBIN,
MHHOBAIJMOHHBIV, KPU3UCHBIN) PAa3BUTWUs MHTEPHETA W €r0 YeTHIPEX CErMEH-
ToB. Taxske IpuBeAeHbl pesyabTarsl yeTseproit BoaHsl (2015 1.), mocssiiyeHHbIe
IIPEACTABACHMAM DKCIIEPTOB OO SKOHOMMYIECKOM KPU3UCE B POCCHUICKON OH-
AQVIH-MHAYCTPUU U B CTPAHE B LJEAOM.

Ausaiia uccaeposaHmi B cTuAe Boncan

Asxon IlyAecTOH — BuIje-TIPE3UAEHT O BHeApeHmio nHHoBagmii Global
Market Insite, INC (GMI) (e-mail: jpuleston@gmi-mr.com).

Karoueboie caoBa: dusaiin, uccaedobarus

B cTaTbe paccmMaTpmMBaroTCsT HEOOXOAMMBIE AASI AM3ATIHA UCCACAOBAHMS TEX-
HUKM B cTHAE BOHCa: KOPOTKOIO 1 IPeKPacHO cPOPMYAUPOBAHHOIO OIIPOCA.

He Bcerpa kopode 3Ha4YUT Ay4YIIre

MuHa BypaeiH — AOKTOp HayK, AUPEKTOpP OTA€AA AHAAM3A HAHEABHBIX
onpocos The NPD Group (e-mail: Inna.Burdein@npd.com)

Karoueboie croba: drumervrocmo onpocob, cmpykmypa anxentoL.

LleApb 9TOV CTATBM COCTOUT B TOM, 9TOOBI OGOTATUTD MCCACAOBAHWS 11O AAML-
TEABHOCTW OIIPOCOB 3a c4eT Goaee TAyOOKOrO M3Y4eHMs Camoli KOHLEILUN
AAMTEABHOCTH T €€ COCTABASIOIIUX, & TAKCKE OIMCAHMST B3AMMOAEHCTBIS, BO3-
HVKAIOIJETO MEKAY CTPYKTYPOIL AHKETBI 1 YEAOBEKOM, €€ 3aIIOAHSIOIUM.

Hosoe noxosenne onAaiH-aHKeT? MCIIOAB3OBAHME TPEUMYILECTB
MHTepakTUBHOCTH MHTEepHeTa

Measann PeBmasa — AOKTOp Hayk, MccAeAOBATEABCKMIA M IKCIIEPTHBIN
yenTp metoporornu orpocos (RECSM) — Vrusepeurer [Tommney ®abpa (e-mail:
melanierevilla@upfedu); Kapaoc Ouoa — Netquest (e-mail: cochoa@netquest.
com); Aap6ept Typbuna — Netquest (e-mail: aturbina@netquest.com).



KaroueBoie caroba: onaraiin-onpocol, unmepaxmubrote anxemot, kavecmaoo,
Bpems omBema, Bnevamaenus om yuacmus 6 onpoce, Netquest.

PasHooOpasHbIe METOAMKM, CBS3aHHBIC C MHHOBALMOHHBIMM CIIOCObamm
cbopa panHbIX (Hamrpumep, OOAbIIME AAHHBIE ), OKA3BIBAIOT AABACHME HA TPAAU-
LJMOHHbIE AaHKETHDIE OITPOCHL. MBI YBEPEHBI, YTO AASL AOCTUSKEHMS BOBACUCHHOCTM
PECIIOHACHTOB, HEOOXOAMMON AASL IIOAYICHMSI OT HUX AAHHBIX BBICOKOTO Kade-
CTBa B PAMKAaX OHAAMH-OIIPOCOB, CACAYET IIPEAAOSKUTD AHKETHI HOBOTO IIOKOAE-
HWS, TO3BOASIOIINE COBMECTUTD IIPUATHDIC BIICYATACHMS OT YIACTHS C XOPOLIUM
KaueCTBOM IIOAYIEHHOMN B urore nuHopmanni. Xors paspaboTka OHAAMH-aHKET
110 00pasy n 1mop0bmIo aHKeT GYMasKHBIX AO CMX HOP CUMTACTCS HOPMOW, MMe-
€TCs BO3MOSKHOCTD CO3AABATh AMHAMMYECKME OIIPOCH, KOTOPHIE IO3BOASIOT
CPOKYCHPOBATH PECIIOHACHTOB Ha KaSKAOM BBIIIOAHICMOM 33AAHUN TI0 O4CPEAN.
Aannag pabora IOCBAIEHA CTPATEIMM COBEPLICHCTBOBAHMS OIIPOCHBIX aHKET
3a CYET MCIIOAB30BAHMS IIPEMUMYIECTB MHTEPAKTUBHOCTI UHTEPHETA, OCHOBAH-
HOVl Ha COYCTAHWUM IPEABAPUTEABHOTO TECTUPOBAHMA, AADOPATOPHOTO KCIIe-
pumenTa u ompoca. [ToAydeHHBIE PEe3yABTATDI CBUACTEABCTBYIOT O ITO3UTHUBHOM
BIIEYATACHUM OT Y4acTMS B HMOAOOHBIX OIIPOCaX B IIEAOM, 4 TAK)Ke 3HAYMMOM
HOBBIIICHUM KauyeCcTBa COOPAHHBIX B MTOre AAHHBIX. [Opaspo Goablee 4mMcao
PECIOHACHTOB YETKO BBIITOAHMAM OCOOBIE MHCTPYKLMUM, BKAIOYUCHHBIC B aHKETY
AASL IIPOBEPKM MX BHUMATEABHOCTHM IIPU YTEHMU 3aAaHMI. Takmum obpasom, mo-
AOOHbBIE AMHAMMYECKME AHKETDI IIePCHEKTUBHBI AASL cOOpa AAHHBIX B pamKax
AAABHEMINNUX MCCAEAOBAHMIA.

Kax BAMsIET IpHUraAalieHNe HA OTKAMK B OHAAUH-OIPOCAX?

Aviryap MapaToBHa MaBaeToBa — crapiumii IIpelIoAaBaTeAb, ACIApTa-
MEHT COLMOAOIMH, GaKYABTET COLMAABHBIX HayK, Hanmonaasusm Vccaeposa-
TeAbckmMit YHEUBepcuTeT Brrcmas mrxoaa sxonommkn (e-mail: amavletova@hse.
ru); Haraaps I'enHagbeBHA MaAOIIOHOK — MAAQAIII HAYIHBIN COTPYAHUK,
Mucturyr obpasosannsa, Hanmonaasusmt MccaepoBaTeAbckuit YHMBepcuTeT
Boicimas mkoaa skonomnkn (e-mail: nmaloshonok@hse.ru); Esrennin Auape-
eBnd TepeHTheB — BeAYIYMIL aHAAUTUK, LIEHTp BHyTpEeHHEIr0 MOHUTOPMHTIA,
Hanmonaasusiit VccaepoBaTeabckmii YHn BepeuTeT BpIcimas mrkoaa sKOHOMM-
kn (e-mail: eterentev@hse.ru).

KAroueBble CAOBA:  OHAQUH-ONPOCHL, — IAEKMPOHHOLIE — NPULAAULEHUS,
uccaedoBarus.

MccaepoBarean ¢ 0cobOM TIATEABHOCTBHIO MTOAXOAST K COCTABACHUIO IAEK-
TPOHHOTO IIPUTAALIEHNS K OHAQMH-OIIPOCY, ITIOCKOABKY MMEHHO Ha eI0 OCHOBa-
HY OOABIIMHCTBO PECIIOHACHTOB IIPUHUMAIOT PELIeHMe O 3aII0AHEeHNUI AHKETHL
Kax mpaBMABHO COCTABUTD IIPUTAALIEHWUE W YTO B HETrO BKAIOUMTH! B AaHHOM
paboTe MBI AaéM IPAKTUIECKME COBETHI, OIIMPAsICh HA PE3YABTATHI IKCIICPH-
MEHTAAbHBIX MCCACAOBAHMIL. MbI IIOKa3aAW, YTO IIPEABAPUTEABHOE YBEAOMAE-
HE O IIPOBEACHMUI UCCACAOBAHNMS, IIEPCOHAABHOE OOpaIeHme K PeCIIOHACHTAM
110 nMeHN (MAM UMEHWM 71 OTIECTBY), a TAKIKE IIPEAOCTABACHME BO3HATPAKACHIASL



VBEAMYINMBACT OTKAMUK B OHAaI:lH-OHPOC&X. Mpr Taxkske YKa3bpIBACM, KaKasd Tema
IINMCbMA, OTHPABUTCAD U AAMHA IIPUTAAINCHMSI MOIYT YBEAUYNUTDH KOAMICCTBO
V9aCTHMKOB OIIpoca. V‘HATI)IBZHI POCT uncaa MOOUMABHBIX HOABBOBQTCACTZ, ocoboe
BHMMaHME CTOUT YACAUTD MOOUABHOT OIITUMM3ATINUN ITPUTAATITCHIST.

S¢PdexT 3HarROMCTBA TP GOPMUPOBAHUM IPUTAAIISHUST OHAAMH-
OIIPOCAX: OIBIT IMINUPUIECKOTO MY ICHST

I'aBpuaos Kupnaa AHApeeBHY — K.COLLH., AOLEHT KadeApPhl aHAAM3A CO-
LMAABHBIX MHCTUTYTOB HanmMOHAABHOTO MCCACAOBATEABCKOIO YHMUBEPCUTETA
«Bprcmras mKoAa SKOHOMUKWY», HAYIHBIN COTPYAHMK VIHCTHMTyTA commoaormnm
PAH (e-mail: gavrilov@socio.msk.ru).

KaroueBoie croba: onraiin-onpoc, dors omBemubuux, aQ@exm 3naxom-
cmBa, npopeccuorarvias coAudapHocno.

MsydaeTcst BAMSHME ABYX HAKTOPOB HA IIPUHSITHE IIPUTAAIICHMS IIOYIa-
CTBOBATb B OHAAMH-OIIPOCE CPEAV CTYACHTOB By3a: paAKTOP AMIHOIO 3HAKOMCTBA
PECIIOHACHTOB C OTIIPABUTEACM IIPUTAALICHNS, a TaksKe (GakTOp, CBSI3AHHBIN
¢ IPOdHECCMOHAABHON COAMAAPHOCTHIO PECIIOHACHTOB-COLMOAOTOB (CAyYalt, KOT-
Ad MX IIPUTAAIIAET IPEIIOAABATEAB-COLMOAOT). Mcroab3oBarach 6asa AAHHBIX
u3 253 crypeHTos 2 kypea AByx daxyasreros HIMY BIID. Beero Ha Borrpocst
aHKeTs! oTBeTnAM 49% cTyaeHTOB. [IpoBepeHMe AMCIIEPCHMOHHOTO aHAAM3A IIO-
Ka3aA0 HaAMIME 3HAUMMOTO 3pderTa AAs paKTOPa 3HAKOMCTBA: €CAV IIPUTAALLIS-
HVE OTIIPABASIA 3HAKOMBIV ITPETIOAABATEAD, TO AOAST OTBETMUBIINX cocTaBmAa 58%,
a eCAM IIPOCHDba MCXOAVMAA OT HE3HAKOMOTO Anlta — 44%. B 1o 5xe Bpems apdexr
daxropa mpodeccnoHAAPHOM COAMAAPHOCTI He HAOAIOAAACSL.

Hy>KHO AU OCTaBASITH BBIGOPKY Ha BOAO CAYYasI?

As6pa Canryc, Buge-npesupent Sample Strategies TNS Research
International; ITutep Kok TNS Research International; ®paux Keaan, crap-
Wi BULJE-TIPE3UAEHT O TAOGAABHOMY MapKeTHHTy M crpartermn Lightspeed
GMI (e-mail: frankmkelly@hotmail.com).

KaroueBote caoba: x6omupobanue, Gvoibopra, onpoc.

BBI6OP ITOAXOASIETO METOAA KBOTUPOBAHVAS SIBASIETCSI KPUTUIHBIM, €CATA MBI
XOTUM 6I)ITI> YBEPEHHBIMM, 9YTO HAIIN BI)I6OPKV1 IIO3BOASIOT 06eCHe‘HABaTb TO4Y-
HBIe, BOCIIPOM3BOAMMBIE M BBICOKOKAYECTBEHHBIE PE3YABTATHL [IpmHMMAas 3TO
BO BHMMAHME, MBI CPOKYCUPOBAATL AM3ATIH HAIIIETO MCCACAOBAHNS 1 AHAAM3 €TO
PE3YABTATOB Ha BASKHOCTWM YCTAHOBKM KBOT KaK I[PV IIPUTAALIEHWUM K OILIPOCY,
TAaK ¥ Ha 3aBEPIICHHbIC MHTEPBLIO B OTAMUME OT CTAHAAPTHOTO IIOAXOAQ, KOTAQ
KBOTMPYIOTCS TOABKO 3aBepIIeHHbIe MHTePBbIo. CO3AaHMe MCXOASLell BRIOOPKH,
KOTOpast cOaAAHCUPOBAHA C MCIIOAB30BAHMEM COOTBETCTBYIOIMX II€PEeMEHHDIX
7 AdAee CKOPPEKTUPOBAHA C YIETOM YPOBHS OTKAMKA, IIO3BOASIET ObITH yBEPEH-
HBIMW, 9TO IPYIIIIA PECIIOHACHTOB, 3AII0AHSIOIJUX OIIPOC, OYAET COOTBETCTBOBAT
JeACBOV aYAUTOPUL.



ITpumeHeHme BHIGOPKH, HAIIPABASIEMOW PECIIOHAEHTOM B OHAQNH-
UCCAEAOBAHMSIX: METOAOAOTMYECKHUE BHI3OBBI M MCCAEAOBATEABCKUE
IIEPCIIEKTUBBL

Momwcees Cranmncaas ITaBrosna — acumpanr Qakyabrera cOLMaAbHBIX
Hayk HanmonaasHoro mccaepoBaTeAbcKOro yHmBepcmTera <«Bpicimas mkoaa
SKOHOMMKI», UCCACAOBATEAD MeESKAYHAPOAHOM Aa60PATOPIUI IIPUKAAAHOTO Ce-
tesoro aHaamsa HIMY BIID, pyrkosoanTean nccaepoBaTeabckux mpoextos OO0
«tHOOM» (e-mail: spmoiseev@gmail.com); CaBnurosa FOans KoncranTn-
HOBHA — MeHeAKep nccaeposateabckux mpoextos OO0 «Micoc».

Karouebote caoba: Boibopxa, nanpabasemas pecnondernmom; RDS; WebRDS;
memodorozus onAain-uccredobaruil, Botbopounvie memodot.

BO3MOSKHOCTD MCIIOAB30BAHMS BRIOOPKI, HAIIPABASIEMON PECIOHACHTaAMM
AASL IIPOBEACHTASI OHAAMH-OIIPOCOB, OBIAA IIPEACTABACHA HAYIHOMY COOOIIECTBY
OKOAO CeMM ACT Ha3aA. 3a IIPOIIeALIee BpeMsI 3apyOesKHbIe 1 OTeIeCTBEHHbIE TAC-
CACAOBATEAN IIPOBEAU PsIA IKCIIEPUMEHTOB 110 pumeHeHnio WebRDS, opnako
X PE3YABTATHI CAOSKHO CUUTATH OAHO3HAUYHBIMI. C OAHOVL CTOPOHDI, HEKOTOPHIE
asropsl HassiBatoT WebRDS yA06HOT 1 MHOTOOGEIaIOIyeit MCCACAOBATEABCKON
Texnoaornen. C APYIOv, 9acTh MCCACAOBATEACT] YKA3BIBAET Ha CAOSKHOCTH B IIPH-
MEHEHMN BBIOOPKM, HAIIPABASIEMOV PECIIOHACHTAMM, W HEYAAIHBIE IIOIBITKM
IIOAYYUTH HECMEILJeHHBIE OLEHKW IIAPAMETPOB TIeHEPAABHOM COBOKYIIHOCTH.
Ob6osnauenHOE IIpoTUBOPEdne 0bOCTpsETCs boACe IIMPOKOT AUCKYCCHEN O BO3-
MOSKHOCTHM O0eCIIeunTs COOAIOACHME CTPOTUX AOIUVIIEHWHM, HA KOTOPBIX OCHO-
BaHa peaansannsa RDS u ee oHAaliH-Pa3HOBUAHOCTI. B CBA3M ¢ 9TUM B AAHHOTL
CTaTbe IIPOBOAMUTCS AHAA3 SKCIIEPUMEHTOB 10 CO3AAHNMIO BEIOOPKH, HAIIpaBAsie-
MOVL PECIIOHACHTAMM B OHAQMH-MCCACAOBAHMSIX, 1 O0OBLIAIOTCS Pe3yAbTATHI IO~
CACAHMX METOAOAOTMIECKUX MCCACAOBAHMM 110 passutnio RDS. B saxkarouennn
CTaTbW AAIOTCS PEKOMEHAALIMN 110 IIPOBEACHMIO METOAOAOIMIECKIUX MCCACAOBA-

uuit WebRDS.

APdexT camooTbopa mpu GOPpMUPOBAHUM OHAANH-TIAHEAN: OIIBIT
IIEPBOTO rOA2 AOHIUTIOAHOTO MccAeAoBaHMsI ctyaenTos HNY BIIID

Masomonok Hataassa I'eHHaABEBHA — K.C.H., MAQAIIIMTA HAYIHDIV COTPYA-
K Mucturyra obpasosarms HIMY BIID (e-mail).Cemenosa Tarpsana Baan-
MOBHA — aHAAUTUK, VHCTHTYTA 06pasosarms HY BIID (e-mail: tsemenova@
hseru). Tepenrnes Esrennit AHApeeBna — BeAymmii aHaAMTUK LleHTpa BHy-
TpenHero mounropunra HY BIID.

KaroueBote croba: sppexm camoombopa, cmeugerus 6 0annvix, OHAGLH-
nawev, AoHzumooHoe uccaedobarnue

B craTbe aHAAM3MPYETCs OIBIT IIEPBOTO TOAA PEAAM3ALUN AOHTUTIOAHOTO
TCCAGAOBAHMSI CTYACHTOB, IIPOBOASIIETOCS ¢ IIOMOIYBIO OHAaMH-oIpoca. [1pn-
BOAUTCSI OIMCAHWUE IIPOLEAYPHl HAbOpa PECIOHACHTOB B IIAHEAB, 4 TAKIKE WX
VAEPSKaHMS B TeUEHME IIEPBOTO IoAd mMccaeAoBaHMsL. Kpome Toro, IpeApuum-
MaeTcsI IIOIBITKA IIPOAEMOHCTPUPOBATD BO3MOSKHBIE CMELJeHNUST B AAHHDIX, CBSI-



3aHHDIE ¢ 3dPekTOM camooTbopa. DPpdexT camooTbopa B paboTe orrpesesseTcs
C IIOMOIIJBIO CPABHEHMSI CTYACHTOB, COTAACMBIIIMXCS HA YIACTHUE B AOHTUTIOAHOM
MUCCACAOBAHMM, C TEMU CTYACHTAMHM, KOTOPBIE HE CTAAM Y4ACTBOBATH B AAHHOM
nccaeposarmn. CpaBHEHWME IPOBOAUTCS 110  COLMUAABHO-ACMOTPAdUUECKUM
XapaKTePUCTUKAM, COUVUAABHOMY ¥ KYABTYPHOMY KaIlUTAAY, XapPaKTEPUCTH-
Kam OOYYeHNS, IIPUIMHAM HOCTYIIACHNMS B BY3 M AOSIABHOCTM K HEMY, a TaK-
JKE TI0 MOKA3ATEASIM MCXOAHOW HMOATOTOBKM M AKAACMUYECKONM YCIIeBAEMOCTU
B YHUBEPCUTETE.

McroAb30BaHMEe MCCACAOBATEABCKIUX UTP BMECTO reMupUIIMPOBAHHBIX
OIIPOCOB

Banstaue meTopa McCAEAOBATEABCKUX UIP HA BOBA€YEHHOCTh
PECIIOHAEHTOB M BEPOSITHOCTD X GYAYILIETO yYacTHUsI B HOAOOHBIX
IPOEKTAX

Berrn Apamy — Research Through Gaming Ltd, Aonpon, Beankobpwura-
mns (e-mail: betty.adamou@researchthroughgaming.com); Assua Bepre —
Busnec-mkoaa npm Veusepcurere Bumuecrepa, Beanxobpuramms (e-mail:
david birks@winchester.ac.uk).

Karouebote caroba: uzpot, uccaedobamervcxue uzpoi, Research Game, zeii-
muurayus, onpocot, IMPRINTS Futures, 6o6rewenrocmo pecnomndenmob, coop
Oanroix

TeviMnduKaLMs MUCIOAB3YETCSI B OTPACAY MAPKETWMHIOBBIX OHAAMH-MUCCAC-
AOBAHMIL AASI IOBBIIIEHMS YPOBHS BOBACUCHHOCTH PECIIOHACHTOB. Bplcokas
BOBAEIEHHOCTH AA€T MHOSKECTBO IIPEMMYIJECTB, TAKUX KaK IOBBIIICHUE AOAM
OTBETUBIIMX HaA BCE BOHPOCBI AHKETBI M Ka4eCTBa ITOAYYCHHDBIX AQHHBIX, ITIOBbBI-
IIeHMEe JAOBACTBOPEHHOCTN OT YIACTMSI 11 BO3MOSKHOCTD IIOHSTH PEAABHDIN 06-
a3 MbICAET PECIIOHACHTOB.

Hexoropsle crenmnaancTsl yOESKACHDI, YTO WMCCACAOBATEABCKMUE WUIPHL IIO-
3BOASIIOT obecIrednTs GOoAee BBICOKMIL YPOBEHb BOBACUCHHOCTH PECIIOHACHTOB
IO CPaBHEHMIO ¢ revimuduranneit. [To MHEHMIO yYEHDIX, B T.4. CHELMAAUCTOB
II0 UIpam, TeMUPUIMPOBAHHEIE 3aAAHNST MEHEe YBACKATEABHBI II0 CPABHEHMIO
C UIPamH, IIOTOMY UTO ITOCACAHME CIIOCOOHBI BBI3BATH § UIPOKOB a3apT U COOT-
BETCTBYIOLIME KOHTEKCTY amounn. Takmum obpasom, paHHas1 pabora mOCBsIje-
Ha He TeMMUPUKALIN 1 TeMUPUIUPOBAHHDBIM OIIPOCAM, A UTPOBOVL MEXaHMKe
71 UIPOBBIM KOMIIOHEHTAM B PAMKAX OHAAMH-MCCACAOBAHMIA, IIPEAITOAATAIOIIUX
CO3AQHVE IIOAHOLJCHHBIX UIP, AAST ODO3HAYCHNMST KOTOPBIX UCIIOAB3YETCS TePMUH
«ACCACAOBATEABCKIE UTPEIY.

B aaHHOV paboTe IIPEACTABACHBI BBIBOABL O BOBACUECHHOCTH PECIIOHACHTOB
71 DMOLMOHAABHOM OTKAMKE, OOYCAOBAGHHOM KOHTEKCTOM, B PAMKAX ABYX WC-
CACAOBATEABCKVX UIP, Pa3pabOTaHHBIX B LEASIX cO0pa AAHHBIX AASI HAYIHOTO TAC-
caepoBaHMsL. B pabore mOKa3aHO CyIJeCTBEHHOE IIOAOSKUTEABHOE BO3ACTACTBHAE
06enX MCCACAOBATEABCKMX UIP HA YIACTHUKOB, B pe3yabTaTe KoToporo 81% pe-
CIIOHACHTOB IIPOAOASKMAWM YIaCTHE B IIpOeKTe. B codeTanmn ¢ Apyrumn moxasa-



TEASIMH, CBUACTEABCTBYIOIMMI B IIOAB3Y IIPEAAOSKEHHON METOAMKM, HAIIPUMED,
6oaee 90% HMOAOSKUTEABHBIX OTKAMKOB OT YIACTHWUKOB, TU PE3YABTATBI CBUAC-
TEABCTBYIOT, YTO 3TO MHOrooberaromas metoanka. E& nmeer cmsrca Tectupo-
BaTh, Pa3BMBATh U OOCYYKAATH, IIOCKOABKY BBICOKWMI YPOBEHb BOBACUECHHOCTW
PECIIOHACHTOB IIPUHOCUT IIOAB3Y KaK CAMMUM PECIIOHACHTAM, TaK M KAUCHTAM,
3aMHTEPECOBAHHBIM B IIOAYICHNUN UCCACAOBATEABCKIUX PE3YABTATOB.

B KavecTBe MAAIOCTPATUBHBIX IIPUMEPOB B AAHHOM paboTe GYAYT MCIIOAB30-
BAHBL ABE MCCACAOBATEABCKME WIPHI, 3alyIIeHHble B BeankoOpuranmn secHowM
2013 roaa moa uHassaamnamn T.E.S.S.A. Undercover AgentsrlM n Dubious™.

ITpeackasanue 6yAyigero

Asxon IlyAecTOH — BuIje-TIPE3UAEHT O BHeApeHmio nHHoBagmii Global
Market Insite, INC (GMI) (e-mail: jpuleston@gmi-mr.com); Aaexcaaap Yur-
AM — nccaeposareas uaHosatop Lightspeed GMI; Xy6epryc Xodprupxuep —
raasasit $yrypuct Prediki Prognosedienste GmbH (e-mail: us.office@prediki.
com)

KaroueBoie croba: npozrosupobanue, onraiii-uccaedobanus, onpocoL.

Crarpst mocBsiIeHa M3yIeHNIO HAyK IIPOTHO3UPOBaHIsL. B Herl pacemarpn-
BAIOTCST BOIIPOCHL 06 0DAACTSIX IIPOTHO3UPOBAHMS, IIPUMEHEHUI ITOTO METOAL,
a Taroke $aKTOPbI, BAMSIOIIME HA CIIOCOOHOCTD ACAATH HAAESKHBIE IIPOTHO3L,
7 M3MEHEeHMe MOAYIAeMbIX AAHHBIX IIPU aApecaluu BOIPOCOB B popme IPOCh-
6bI caeAaTh MPOrHO3. B HEM TaksKe IPEACTABACHDI PEKOMEHAALIMN 10 AVIIIUM
crrocobam ITOCTAHOBKM HOAOOHBIX BOIIPOCOB T AVYIIMM METOAAM IIPOBEACHMS
IIPOTHOCTUYECKMUX UCCACAOBAHMIL.

KauyecTBeHHbBIE OHAAIH-METOABI

Poskaecrsenckas Eaena IOpreBHa — A.COLLH, TpOdeccop AeIapTameHTa
coynoaornu GpakyAbTeTa COJMAAbHBIX HAyK HalmoHaABHOTO 1CCACAOBATEABCKO-
O yHMBepcuTeTa «BhIcimas mKroaa SKOHOMMUKIY, BEAYILNUIA HAYIHbIN COTPYAHUK
UncturyTa coumonrornn PAH (e-mail: erozhdestvenskaya@hse.ru)

KaroueBoie caoBa: xawecmbBeniote uccaredobanus 6 urmepueme, onpoc, ur-
mepBoiro, zpynnobas duckyccus, nabrrodenue, anarus dokymenmol

B cTaTbe paccmaTpmBaeTCs IEPCIIEKTMBA KAIECTBEHHBIX COLJMOAOTMICCKUX
TCCACAOBAHMIL OHAAVH, C OCHOBHBIM (OKYCOM Ha OIIPOCe, HAGAIOACHWM 11 AHAANA-
3e AOKyMeHTOB. OHAQVMH YCAOBMS TPeOYIOT He TOABKO MCIIOAB3OBAHMS MHHOBA-
LMOHHBIX TEXHOAOIMUIECKUX Pa3pabOTOK AASI KOHTAKTA C IIOAEM, HO 11 AAALITALU
3ACAYIKMBIINX IIPU3HAHME B OpAATIHE METOAOAOTMIECKUX IIPUEMOB B3aUMOALTL-
CTBUS MESKAY MCCACAOBATEASIMU Y PECIIOHACHTAM.

ABrop moaaraer, 4TO He CYLJECTBYET OAHOTO PEIUSHMsS 3d MAW IIPOTUB Ka-
YeCTBEHHBIX OHAAMH-METOAOB. CKOpee, Pedb MAET O METOAOAOTMIECKU AW-
BepcUUIMPOBAHHOM AOCTYIIE, KOTOPBII KOMOMHMPYET IIOAXOABI Ha Oase
MHTEPHeTA B 3aBUCUMOCTI OT TEKYILEN 3aAa4n C IIOMOLJBIO IIPOBEPEHHBIX METO-
AOB OHAQMH-MUCCAEAOBAHMSL



ITpo6aema crrocob6a npoBEeACHMST B KAYECTBEHHBIX MHTEPBHIO: CKAMIIL,
OHAAWMH, AMIJOM K AUILY

Koaozapuan INoanna BaapAmmupoBHa — aciimpaHT GpaKyAbTETa COUAAD-
HBIX HAYK ACTIAPpTAMEHTA COLMOAOIMN Ka(l)eApr dHaAM3a COOMAADPHBIX MHCTUTY-
tos HIMY BIID. (e-mail polikolozaridi@gmail.com).

KaroueBote caroba: unmeplBoro, xawecmBenmovie memodol, xawecmberroie
oHAatin-uccaedoBarus.

Cratps mpepcTaBasgeT 0030p M aHAAM3 OIBITA MCCACAOBATEACH, CBA3AHHBIN
C IIPOBEACHMEM KAYECTBEHHBIX MHTEPBBIO C ITOMOIJBIO OHAAVH-MHCTPYMEHTOB
(Cxarirr, TekRCTOBbBIE COOOIIEHMSI, SACKTPOHHAS II0YTA).

O0630p BrAIOYAET KAACCUPUKALIMIO BUAOB MHTEPBBIO, OIIOCPEAOBAHHBIX [U-
POBBIMM TEXHOAOIMSIMMU, ¥ AaHAAMU3 TOAXOAOB K OLJeHKE Ka4eCTBA UCCACAOBAHMASL.
BBIACASIIOTCSI HECKOABKO KAIOYEBBIX ACIIEKTOB OCMBICACHWS POAM TEXHOAOIMV
B MHTEPBBIO: 3PGEKTUBHOCTD, ITUIECKIME BOIIPOCH! (IIPUBATHOCTD, PACIIPEACAL-
HHe BAACTI), IIPOOAEMA AHOHMMHOCTH, PA3AMINS B UCIIOAB30BAHMI TeXHOAOT
(OT 4aTOB T SAEKTPOHHOTL IIOYTHI AO CKATIIA M CIIELUAABHDIX IIPOIPAMM).

ABTOp IIPUBOAUT IIPUMEPDI MCCACAOBAHMS PA3HBIX ACIIEKTOB U IIPEAAATACT
BAPWMAHTBL UCIIOAB30BAHMST PASHOBUAHOCTEN METOAA: MHTEPBBIO Y€PEe3 CUCTEMBI
IrepeAadrt MTHOBEHHbIX COOBLIEHN, 10 SAeKTPOHHOT II0YTE, BUACOMHTEPBBIO.

OHAaMH-TTaHEAb KaK MHCTPYMEHT TE€ACBU3UMOHHBIX MU3MEPEHUN.

Uckpa MBan CepreeBud — CTapIImii KOHCYABTAHT OTACAA MEAMA MCCAL-
aosarnit OO0 «[PK-Pycp» (e-mail: ivaniskra@gfk.com). Keros Cepreit Ba-
AEpPBEeBUY — PYKOBOAUTEAb OTAeaa meama mccaepoBarmit OO0 «'QK-Pycy»
(e-mail: sergey.ketov@gfk.com).

KaroueBoie croba: onraiin-namerv, usmeperue merebusuonnoil ayoumo-
put, uccaredoBarue 3pUmerrCKUX OUEHKU TNEACTPOZPAMM, NAHEAD 3PUMEADCKUX.
oyeHox

BrlcTpoe pasBuTHE OHAAMH-CPEABI M pa3paboTKa IIMpoKroro Habopa wc-
CACAOBATEABCKMX OHAAMH-MHCTPYMEHTOB B IIOCACAHEE ACCSITHUACTHE CO3AAAM
IIPUHIMAIMAABHO HOBBIE BO3MOSKHOCTH AASI UICCACAOBAHTASI TEACBU3MOHHO ayAT-
Topun. Bo muOIMX eBporerickux crpanax ¢ Hayasa 2000-X roAOB OHAAMH-TTAHEAT
VCIIOAB3YIOTCSI AASI IIOCTOSIHHOTO ¥ OLIEPATMBHOTO M3YICHMST 3PUTEABCKUX OLle-
HOK TEACBU3MOHHOIO KOHTEHTA.

B ocHOBe AQHHOVL CTATbWU A€KUT POCCUICKMUIL OIBIT PEAAM3ALMN OHAAVH-
IIAHEAW 3PUTEABCKUX OLICHOK, cyigectsyomen ¢ 2013 ropa, n craBmen Aas
TEAeKAHAAOB BASKHBIM AOIIOAHWUTEABHBIM MHCTPYMEHTOM KAYeCTBEHHON OLCH-
K TEACIIPOIPAMM, BBIXOASIIMX HA POCCUMCKOM TeaeBuaeHmnn. OCHOBHOM YIIOP
B CTaThe ACAAETCSI HA METOAMYECKIMX BOIIPOCAX ODECIIeUeHNMsT Ka9eCcTBA AAHHbIX
OHAQVMH-IIAHEAN KAK MHCTPYMEHTA PEIYASIPHBIX TEACBU3MOHHBIX MCCACAOBAHMIL,



ITouck peasbHOWM LIEAEBOM AYAUTOPHUU CBOETrO GpeHAa.

TraueB Oaer BURTOPOBHMY — AMPEKTOP IO CTPATEIMIECKOMY HAAHUPO-
parmio 6peranurosoro arerrcrsa Wellhead, asrop kamm «Visual Bpena: mpu-
TATUBAsE B3TASABL TOTpebuTeaer». (e-mail: tkachev@whead.ru)

KaroueBoie caoBa: Lpendunz, cmpamezus, unmeprem-uccaedobanus, ow-
Aatin-uccaedoBanust, KAACMEPHbIL AHAAU3, CeZMEHMAaLus nompebumeiet.

B crarbe mopHMMAETCS IIPOOAEMA, CBSIBAHHAS C IIOUCKOM T MCCACAOBAHVEM
IICMXOAOTV AIOAET, CKPBIBAIOIIMXCSI 32 TEPMUHOM <IJeAeBas aYAUTOPIS». ABTO-
pOM HpeACTaBACH HPaKTT/l‘-ICCKVHZ OIIBIT HpViMeHeHVI}I OHAaﬂH-TeXHOAOI‘VHZ " mc-
IIOAB30BAHVSI AABTEPHATMUBHBIX METOAOB Kaaccumraymm morpebureseit AAs
perrenns crpaTerndeckux 3apad Aa1 FMCG-kommanmit.

McnoAb30BaHME METOAOB OHAANMH MCCAEAOBAHUN AASI IIPOTHO3UPOBAHMS
IOBEAEHWMSI IOTPEOUTEAEN B KPUIUC

Muxaeastn Mura BaarmoBHa — crapumi aHaautuk arearcrsa PBK.
research (e-mail: imikaelyan@rbe.ru); Xurpos Cepreit Cepreesua — crap-
i anaanTuk arenrcrsa PBK.research (e-mail: skhitrov@rbe.ru).

KaroueBote  croba:  npoznosupobanue, nobedenue nompebumenret,
oHAatin-uccaedoBarnus.

B craTbe paccMaTpMBaIOTCS BOIIPOCHI MCIIOAB30BAHMSI METOAOB OHAAVIH-UC-
CACAOBAHMIL AASL aHAAM3A U IIPOTHO3UPOBAHMS CUTYALUM Ha ITOTPEOUTEABCKOM
PBIHKE, a TAK3Ke OLEPATUBHON PUKCALMN HAPOSKAAIOIIUXCS CABUTOB B IIOTpPe-
OGUTEABCKOM IIOBEACHWM, YTO B KOHEYHOM MUTOTE IIO3BOASIET OIEPEKATh CBOUX
KOHKYPCHTOB.

ITpakTurym. besompocusre metoasr: Big Data, anaanTka cogynasbHbIX
ceTe.

boaplve BOTpochl — GOABIIME OTBETHI

Tom Bevic — renepaabusiin anpexrop Genius Digital (e-mail: tom.weiss@
geniusdigital.tv); ®pank Tropo — PyKOBOAMTEAb CTPATETMIECKOTO Pa3BUTMS
GFk (e-mail: Franck Thureau@gfk.com); Hux Beeur — pykoBopuTeas Harrpas-
Aenms 1o passutnio meana (e-mail: Niko.Waesche@gfk.com).

KaroueBote caoba: 6orvue darnovie, onpocoL.

B oruere kommanmun Gtk paccmarpmpaercst Tema «6OABIIMX AQAHHBIX», UX UC~
HIOAB30OBAHMSL B COCTABACHUN IIPOTHO30B, IIOCTPOEHMN GU3HEC-MOACACH 11 OTCAC-
SKMBaHMS TOTPeOUTEABCKOTO HTOBeAeHMs1. KArouesbie MeHeA KepDI 1 YITpaBACHIIBI
n3 14 mepnarpynn B popmare MHTEPBBHIO PACCKA3BIBAIOT O IIPEUMYIECTBAX UC~
HIOAB30BaHMS «OOABIINX AAHHBIX» B UHAYCTPUN BELJAHMSL.



Kaaccnduranmst AOASKHOCTE: IePexoA K mapaaurme Big Data

Aebepes ITaBea AHApeeBUY — K. COLL H., PYKOBOAUTEAD HAITPABACHSI TAC-
caepoBanmit oprasa Superjobru (e-mail: p.lebedev@superjob.ru); Iy purrm-
Ha Aapbsi AAekceeBHA — CTapLIMii aHAAMTUK Hopraa Superjobru (e-mail:
d.shurygina@superjob.ru).

KaroueBuvte croba: 6orvuue dannvie, big data, xaacmepuzayus mexcmo6,
k-means, pvuiox mpyda, xraccuduxayus Jorxrnocmetl.

B crarpe OmmcaH SKCIEPUMEHT IO KAACCUPUKALMM TEKCTOBBIX AAHHDIX
MeToAOM k-means AAs [jeAelt aBTOMATMYECKOV TPYIITMPOBKM Ha3BaHWUI KOH-
KPETHBIX AOASKHOCTeT (B BAKAHCWSX T Pe3iome). DKCIIEPUMEHTBI IIPOBOAMUATCH
Ha BbIGopKe u3 14 Thicsia HazBaHMN BakaHCKi opraaa Superjob. B crarse mpu-
BOAUTCSI AATOPUTM II€PEXOAd K ABTOMATUIECKOMY OIIPEACACHMIO CHHOHMMOB
AOASKHOCTETA, IIO3BOASIIOLIEMY COKPATUTDH Bpemst Ha oOpaboTKy M aHAAM3 AaH-
HBIX. B OCHOBe aAropmuTma AeSKMUT coBMelleHne Mexanusma paborst ¢ Big Data
7 PYYHOV IIPOBEPKI HA OIPEACACHHBIX JTAIIAX, UTO IIO3BOASIET AOOUTHCS BBICO-
KOVL TOYHOCTH PE3YABTATA IIPY CHUSKEHNUI BPEMEHHBIX 3aTPaT.

ABTOMATH3MPOBAHHBIE METOABI AHAAM3A OOABIINX MACCUBOB
MHTEPHET-TEKCTOB

Oaecsa KoApLoBa — coLnoAOr, BO3TAABASIET AABOPATOPUIO MHTEPHET-UCCAC-
sosarmit B ITerepOyprexom xamiyce Briciment koAbl sKOHOMUKHM. Ee HayuHbIC
MHTePeChl BKAIOYAIOT M3YIeHMe OHAAMHOBOTO OOIJeCTBEHHOIO MHEHWs, MHTep-
HeT-COOOIeCTB " CBA3M MEKAY OHAAMHOBBIMU M OPPAANHOBBIMU CTOPOHAMMU
COLMAABHBIX SIBACHMIL C MUCIIOAB3OBAHMEM METOAOB ABTOMATUIECKOTO AHAAM3A
TEKCTOB 1 COUAABHBIX ceTel Ha boAbImx AanHbIX; (e-mail: ekoltsova@hseru).

KaroueBoie croba: abmomamusupobarnoviil ararus mexcmoG, 1oboie memo-
Ovt, uccaredobanus unmeprema 6 COuUArvHLLX HAYKAX, boAvuUe DarHbLe.

B craTbe mpeacTaBaeH 0630 COBPEMEHHBIX METOAOB MAILIHHOTO AHAAM3A TeK-
CTOB, MMEIOIYNX GOABIIION ITIOTEHIUAA AAST M3YICHST MHTEPHETA B COLMAABHBIX HAY-
kax. PaccmaTpuBarorcst Tpr ocHoBHbIe rpymsn: (1) KaaccmuKrarist, kaactepusanms
71 TEMATUIECKOE MOACAPOBaHe; (2) CCHTMMEHT-aAHAAM3 1 M3BAedeHMe MHeHNMTL; (3)
M3BACIEHNE OOBEKTOB, ACIIEKTOB 1 GaKTOB. BTopast 4acTh CTaTh1 COACPSKIUT KPATKIMI
0030p POCCUMCKMX MCCACAOBAHNI, IIPEAITPUHMMAIOIIUX HIEPBBIE HOIIBITKN ITPUME-
HEHWMSI STUX METOAOB B COLMAABHBIX HAYKAX AASI M3YICHMST MHTEPHETA.

WAVE 8: Kourent u ero geHHocts. HOBBIN SI3bIK 061I€HMST
IIPOU3BOAUTEASI OpeHAa U ToTpebuTeAst.

bopoanu AaHunA AAeRCAaHAPOBUY — AUPEKTOP 110 MccaepoBanmniam UM
Russia (e-mail: Daniil.borodin@umww.ru, danil.borodin@gmail.com).

KaroueBvie caroBa: ummepnem-uccaedobanus, omAatin-uccaedoBanus,
WAVE 8, coyuarvnoie cemu, axmubrote urmepuem-norvzobameru, KoHmenm,
YEHHOCD KOHMEHMA, NOMPEOHOCU, KOMMYHUKAYUOHHVLE 3A0aULl, AULHDLE
danrvie, cMapmeorvl, MOGUALHBLE TEXHOAOZULL.



B cTaThe ONMCBHIBAIOTCS PE3YABTATHI TAODAABHOTO MEKAYHAPOAHOTO MUCCAE-
sosaunss WAVE 8, xoropoe mposoantcs pekaamubim arentctsom UM. B xope
AAHHOTO VCCAEAOBAHMUS OBIAO YCTAHOBAEHO, YTO KOHTEHT MOYKET MMETh OYeHb
60ABIIOE BAMSHME HA OTHOIIECHME ITOTPeOUTEAS K OPEHAY, ¢ KOTOPBIM CBI3aH
AAHHBIVI KOHTEHT. A OT 3TOrO BO MHOTOM 3aBUCST OTHOLICHWS IOTPeOuTeAs
" 6peHAa — Yem AydYIIe KOHTEHT OpPeHAa OTBeuaeT IOTPeOHOCTAM HmoTpebuTe-
Afl, TEM BBIIIE YPOBEHb AOBEPUA K bpeHAy morpebuteas. Taxoke HeMaAOBaKEH
Y IPaBUABHBIV BRIOOP KaHAAA KOMMYHMUKALMN ITOTPeOUTEAS ¢ GPEHAOM — Ha-
CTOABHOTO KOMIIBIOTEPA, CMAapPTPOHA MAM IIAAHIIETHOTO YCTPOMCTBA. Takmm
06pasom, IIpy IIPABUABHOM OIPEACACHUN IOTPEOHOCTEN MHTEPHET ITOAb30BA-
TeAeM, KaHaAa KOMMYHMUKALMUM U BUAQ KOHTEHTA MOYKHO BBLICTPOUTDH ITPOYHBIC
OTHOILIEHNUS MEKAY IIPOUSBOAUTEACM U1 IIOTPEOUTEAECM.

English

From “Virtual Lab” to “Social Telescope”: Metaphors of Theoretical and
Methodological Innovations in Online Research

Inna F. Deviatko, Ph.D,, Professor, Head of Department of Social Institute
Analysis at the School of Sociology of the National Research University Higher
School of Economics, Head of Theory and History of Sociology Division at the
Institute of Sociology of the Russian Academy of Sciences (e-mail: ideviatko@
hseru, deviatko@gmail.com)

Keywords: Internet research, online research, methodological innovations,
social science research methods, social networks

The key trends and publications in social sciences are reviewed in the paper
in order to reveal and present in a systematic way the changes in dominant
research topics and methods of Internet research taking place since early
2000s as well as concomitant modifications in types of available data and
in our understanding of the nature of Internet communications. Particular
attention is paid to leading methodological innovations and to possibilities
and challenges which arise as a leading function of online research shifts from
an auxiliary “mirror” of conventional lab experiments, surveys and participant
observations to a prevalent mode of research of global effects of micro-
interactions and source of new “social phenomenology” for many research



fields, including large scale experiments on the topics of social influence and
cultural diffusion, political mobilization, etc.

Forecasting the Development of the Russian Online Industry

Sergey G. Davydov, Ph.D., Associate Professor, Deputy Dean of the Faculty
of Communications, Media and Design at the National Research University
Higher School of Economics (e-mail: sdavydov@mailru). Olga S. Logunova,
Ph.D, Associate Professor of the Faculty of Social Sciences at the National
Research University Higher School of Economics (e-mail: olga.logunova@gmail.
com). Karen R. Kazarian, Chief Analyst at the Russian Association of Electronic
Communications, Editor-in-Chief of the Internet in Numbers magazine.

Keywords: “The Economy of Runet”, expert survey, online research, online
markets, Internet advertising, electronic commerce, economic crisis

The paper is based on the results of the Runet Economy research project,
jointly implemented by the NRU HSE and RAEC since 2012. Detailed analysis
of the second wave (2013) data is proposed, containing the five-year forecast
of the Russian online industry development (in 2013-2018). The four
development scenarios are described (conservative, stabilization, innovation,
crisis) for the Internet and its four market segments. The paper also provides
the fourth wave (2015) results concerning experts’ opinions on the economic
crisis in Russia and its online industry in particular.

Bonsai Survey Design

Jon Puleston, Global Market Insite, INC (GMI) (e-mail: jpuleston@gmi-
mr.com)

Keywords: design, research

This paper will explore the tools and technique needed to design Bonsai
surveys: short, perfectly formed pieces of market research.

Shorter Isn’t Always Better

Inna Burdein, Ph.D., Director of Panel Analytics The NPD Group (e-mail:
Inna.Burdein@npd.com).

Keywords: survey length, questionnaire structure.

A search on “best practices” for online surveys on various market research
websites will inevitably lead to advice on survey length. The most common
sentiment is: Keep the survey short. The definition of “short” varies, but the
general stance is the longer the survey, the more data quality, completion
rates, and survey satisfaction will suffer. Recently with the mobile revolution,
even greater focus has been placed on cutting up long and arduous surveys
into quick and easy ones to alleviate respondent fatigue. This push for shorter
surveys seems as much guided by actual research as it is guided by presumptions.
There is a general assumption that shorter is better, time is limited, and sitting
through a long questionnaire is tiresome.



A New Generation of Web Questionnaires? Taking Advantage of the
Interactivity of the Internet

Melanie Revilla, PhD, RECSM — Universitat Pompeu Fabra (e-mail:
melanierevilla@upfedu); Carlos Ochoa, Netquest (e-mail: cochoa@netquest.
com); Albert Turbina, Netquest (e-mail: aturbina@netquest.com).

Keywords: Web surveys, interactive questionnaires, quality, response times,
survey experience, Netquest.

All kinds of new methodologies that aim to collect data in innovative
ways (e.g. big data) are putting pressure on the traditional surveys based
on questionnaires. We believe that in order to obtain from respondents the
necessary effort to provide high quality data through web surveys, it is necessary
to propose to them a new generation of questionnaires, capable of combining
a satisfactory experience with good data quality. Although it is still the norm
to design online questionnaires much like paper questionnaires, it is possible
to create dynamic surveys that may help make the respondents focus on the
tasks one at a time. This work explores, by combining pretesting, laboratory
experiment and survey, a development strategy for questionnaires that take
advantage of the interactivity of the Internet. The results show an overall good
survey experience, and some significant improvement of data quality: a much
larger share of respondents followed properly specific instructions added to
check that they were reading carefully. Therefore, these dynamic questionnaires
could be considered for future data collection.

The Impact of Invitation on Response in Web Surveys

Aigul M. Mavletova, Senior Lecturer, School of Sociology, Faculty of Social
Sciences at the National Research University Higher School of Economics
(e-mail: amavletova@hseru). Natalya G. Maloshonok, Junior Researcher,
Institute of Education at the National Research University Higher School
of Economics (e-mail: nmaloshonok@hseru). Evgeny A. Terentyev, Chief
Analyst, Center for Institutional Research at the National Research University
Higher School of Economics (e-mail: eterentev@hse.ru).

Keywords: electronic invitations, web survey, research.

Since most of respondents decide to participate in a web survey based
on an invitation, researchers pay attention to each element of an electronic
invitation they send to the participants. How should researchers design
invitations? In the paper we give some practical advice on how to design an
invitation based on the results of experimental studies. Pre-notification,
personalization and incentives increase response rates in web surveys. We also
show how the subject, the invitation sender, as well as the invitation length can
increase response rates. Considering the increasing proportion of mobile web
respondents researchers should take into consideration mobile optimization of
electronic invitations.



Effect of Acquaintanceship in Formation of Online Survey invitations: an
Empirical Study

Kirill A. Gavrilov, Ph.D,, Associate Professor of the Department of Social
Institute Analysis at the National Research University Higher School of
Economics, Researcher at the Institute of Sociology of the Russian Academy of
Sciences (e-mail: gavrilov@sociomsk.ru).

Keywords: online survey, response rate, the effect of acquaintanceship,
professional solidarity.

In our study we analyze the influence of two factors on the acceptance of
an invitation to participate in an online survey among university students. The
first factor is the acquaintanceship with the invitation initiator, the second —
the professional solidarity of sociology students (when they are invited by a
sociologist). We used a sample of 253 second-year students from two faculties
of the Higher School of Economics. The overall response rate was 49%. ANOVA
showed a significant effect for the acquaintanceship with the invitation
initiator factor: if the request was from a familiar lecturer the response rate is
58%, whereas if the request came from an unknown person, the rate is 44%. At
the same time the effect of the professional solidarity factor was not observed.

Should Sampling be Left to Chance?

Debra Santus, VP of Sample Strategy and Standards, TN'S; Peter Kwok,
Manager of the Marketing Sciences Center, TNS; Frank Kelly, SVP Global
Marketing & Strategy, Lightspeed GMI (e-mail: frankmkelly@hotmail.com).

Keywords: quota, sample, survey.

Choosing an appropriate technique to manage quotas is critical to ensuring
our samples are designed to provide accurate, replicable and high quality
results. Keeping this in mind, our primary research design and analysis focuses
on the importance of managing quotas for both sample invitations and survey
completes vs. only managing quotas within the survey completes. Creating an
outgoing sample that is balanced using the appropriate variables and further
adjusted for expected response rates ensures that a group of respondents
starting a survey matches the target audience.

Implementation of Respondent-Driven Sampling in Online Research:
Methodological Challenges and Research Perspectives

Stanislav P. Moiseev, Ph.D. student of the Faculty of Social Sciences at
the National Research University Higher School of Economics, Researcher
of the International Laboratory of Applied Network Research at the National
Research University Higher School of Economics, Head of Research Projects at
000 inFOM (e-mail: spmoiseev@gmail.com). Yulia K. Savinkova, Manager of
Research Projects at OOO Ipsos.



Keywords: RDS; WebRDS; online research methodology, sampling methods.

The possibility to use respondent-driven sampling to conduct online
surveys was introduced to the scientific community seven years ago. Since
that time, foreign and domestic researchers conducted a series of experiments
with WebRDS. However, their results have been ambiguous. On the one
hand, some authors see WebRDS as a convenient and promising research
technology. On the other hand, some researchers bring attention to the
difficulty of applying respondent-driven sampling and unsuccessful attempts
to obtain unbiased estimates of the target population parameters. The
contradiction is further escalated by broader discussion of the possibility to
follow basic RDS assumptions. Therefore, this paper analyzes implementation
of respondent-driven sampling in online research and summarizes results of
recent methodological discussion on the development of RDS. In conclusion,
the paper provides recommendations on conducting methodological studies of
WebRDS.

The Self-Selection Effect in Online Panel Formation: First Year Overview
of Longitudinal Research of HSE Student Population

Natalya G. Maloshonok, Ph.D, Junior Researcher, Institute of
Education at the National Research University Higher School of Economics
(e-mail: nmaloshonok@hseru). Tatyana V. Semenova, Analyst, Institute of
Education at the National Research University Higher School of Economics
(e-mail: tsemenova@hseru). Evgeny A. Terentyev, Chief Analyst, Center for
Institutional Research at the National Research University Higher School of
Economics.
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The paper analyzes the experience of the first year of students longitudinal
study conducted via online survey and presents the description of some
procedures for respondent recruitment into the panel and their retention
during the first year of research. Moreover, we attempted to demonstrate
possible bias in the data derived from the effect of self-selection. The effect
of self-selection is determined by comparing the students who agreed to
participate in the longitudinal study, with those who refused to participate, with
the comparison based on their socio-demographic characteristics, social and
cultural capital, educational characteristics, reasons for university enrollment
and university loyalty level, as well as indicators of initial attainment level and
academic performance at the university.



ResearchGames as a Methodology: Moving Away from Gamified Surveys
The Impact of Online ResearchGames Upon Participant Engagement and
Future ResearchGame Participation

Betty Adamou, Research Through Gaming Ltd, London, United Kingdom
(e-mail: bettyadamou@researchthroughgaming.com); David Birks, University
of Winchester, Business School, Winchester, United Kingdom (e-mail: david.
birks@winchester.ac.uk).
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Gamification is used within the online market research industry to grow
participant engagement Through increased engagement, an array of benefits
are contended to be produced, such as increased response rates and data quality,
increased participant enjoyment, and the ability for researchers to understand
the true mindsets of participants. It is contended that ResearchGames
(fully-fledged games made for online research) can produce higher levels of
engagement than gamification, as ludologists and other academics assert that
gamified activities are not as engaging as games, as games can induce ‘flow’
and in-context emotional states in players. Therefore this paper is focused on
game mechanics and game components with online research when applied as
a fully-fledged game, labeled as a ‘ResearchGame’, not applied as Gamification
research or ‘gamified surveys’. This paper offers explanations and results about
the impact that two ResearchGames (that were created to provide data for an
academic study), had on participant engagement as well as emotionally-driven,
in-context participant responses. This paper highlights the significant positive
impact both ResearchGames had on participants where an 81% continuation
rate was produced. Combined with supportive evidence such as over 90%
positive participant feedback, these results show that ResearchGames are a
promising methodology that would benefit from further experimentation,
development and discussion as high levels of participant engagement can
benefit both the participant and the client requiring research results. Two
ResearchGames, launched in the United Kingdom in Spring, 2013 named
T.ESS.A. Undercover Agents™ and Dubious™ will be used as illustrative cases.

Predicting the Future: Primary Research Exploring the Science of
Prediction

Jon Puleston, GMI (e-mail: jpuleston@gmi-mr.com); Hubertus
Hofkirchner, Chief Futurist Prediki Prognosedienste GmbH (e-mail:
us.office@predikicom); Alexander Wheatley serves as Research Innovator,
Lightspeed GML
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This paper is an exploration of the science of prediction. It examines what
we are good and bad at predicting and why; what influences our ability to
make reliable predictions and what differences arise in the data when we ask



questions predictively. It provides advice on the best ways to ask predictive
questions and the best techniques for conducting predictive research. Itis based
on the learnings from over 30 research on research experiments conducted
over a 3-year period, the meta analysis of over 500 predictions and a review of
the prominent academic literature published on this topic. We hope this will
act as a guide for the market research industry wishing to exploit prediction
protocols in their research.

Qualitative Methods of Online Research

Elena Yu. Rozhdestvenskaya, Ph.D., Professor of the School of Sociology,
Faculty of Social Sciences at the National Research University Higher School
of Economics, Leading Researcher at the Institute of Sociology of the Russian
Academy of Sciences (e-mail: erozhdestvenskaya@hse.ru)

Keywords: qualitative research in the Internet, the survey, interviews, group
discussions, observation, analysis of documents

The paper discusses the prospects of qualitative sociological research online,
with the main focus on survey, observation and analysis of documents. Online
conditions require not only the use of innovative technological developments
for contact in the field, but also the adaptation of recognized offline methods
of interaction between researchers and respondents. The author believes that
there is no single solution for or against online qualitative methods. Rather,
it is a methodologically diversified access, which combines Internet-based
approaches adequate to the current task with the help of proven methods in
online research.

The Problem of the Qualitative Interview Method: Skype, Web-Based,
Face-to-Face

Polina V. Kolozaridi, Ph.D. student of the Faculty of Social Sciences,
School of Sociology, Department of Social Institute Analysis at the National
Research University Higher School of Economics (e-mail polikolozaridi@
gmail.com).
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The paper provides an overview and analysis of the researchers’ experience
associated with the qualitative interviews using online tools (Skype, text
messages, e-mail).

The review includes the digitally-mediated interview classification and
analysis of research properties. There are several key aspects for technology
role interpretation: effectiveness, different technologies usage (messaging,
e-mail, Skype, etc.) and ethical issues, which are confidentiality, privacy, power
relations, anonymity.

The author observes various research approaches and suggests how online
mediated interviews might be used in the most productive way.
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000 GfK-Rus (e-mail: ivaniskra@gfk.com). Sergey V. Ketov, Head of Media
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A rapid development of the online environment in general together with
a wide set of online research tools in particular developed in the last decade
have created new opportunities for television audience research. Online panels
have become a popular instrument for appreciation survey in many European
countries since the early 2000s.

An experience in the implementation of an online Appreciation Panel
System on request of a Russian TV channel is at the core of this paper. The panel
was set in 2013 and has proven to be an important and valuable instrument
for a qualitative assessment of TV programs broadcasted on the Russian TV.
Methodological issues and data quality in regards to a continuous television
audience research study, based on an online panel, are in the focus of the paper.

Finding the Real Target Audience for Your Brand

Oleg V. Tkachev, Strategic Planning Director a Branding Agency
Wellhead, author of VisualBrand: Drawing the Eyes of Consumers. (e-mail:
tkachev@whead.ru)
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The paper addresses the problem of search and research of psychology of
the people that are designated with the term “target audience”. The author
presents his practical experience with application of online technologies and
use of alternative consumers’ classification methods for the solution of FMCG
companies’ strategic tasks.

Application of Online Research Methods in Forecasting of Crisis-Time
Consumer Behavior

Inga V. Mikaelyan, Senior Analyst at RBC.research (e-mail: imikaelyan@
rbc.ru); Sergey S. Khitrov, Senior Analyst at RBC.research (e-mail: skbitrov@
rbe.ru).

Keywords: forecasting, consumer behavior, online research.

The paper discusses the application of online research methods in analysis
and forecasting of consumer market situation, and immediate identification of
emerging shifts in consumer behavior, which ultimately offers a competitive
advantage.



Big Questions, Big Answers. Will Harnessing Smart Data for Audience
Analytics Save the Broadcast Industry?
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Big Data is still in its infancy. Companies are offering more and more
subscription-based or registration-based services, across more devices, and
are collecting mountains of data about their users and audiences. But most of
this potential is currently going unused. Rohana Rozhan, CEO of Malayasia’s
leading pay-TV company Astro agrees, stating, “I would love to say we are very
good with data but the reality is we are not yet and we are working hard to
change that.” Yet the industry can be dramatically reshaped by the insights Big
Data has to offer. Broadcasters, content curators and advertisers can utilize this
information and make predictions that will fundamentally change business
models and revenue streams. But according to Jonathan Sykes, Chairman of
Genius Digital, “more doesn’t necessarily mean better... The bottom line
is understanding that the behavioral data helps in all areas of the business,
from strategy to operations, advertising, acquisition to churn management.”
In this paper key decision makers and executives from 14 media groups were
interviewed to explore the benefits of Big Data in broadcast. Together, these
companies serve over 70 million subscribers and deliver content that reaches
nearly a billion people every day.

Classification of Job Positions: Shift to Big Data Paradigm

Pavel A. Lebedev, Ph.D., Head of Research, Superjob.ru (e-mail: p.lebedev@
superjobru); Daria A. Shurygina, Senior Analyst, Superjobru (e-mail:
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The paper observes an experiment on text classification with k-means
clusterization method. The purpose is automatic grouping of job positions
titles (vacancies and resumes). The experiment is based on a sample of 14,000
vacancies from Superjob recruitment portal. The paper presents the shift to
automatic detection of positions synonyms, reduces the time for data analysis.
The algorithm is based on the combination of Big Data techniques and manual
inspection that leads to high accuracy of the result with reduced time expenses.



Automated Analysis of Big Internet Text Corpora

Olessia Koltsova is a sociologist and Director of the Laboratory for
Internet Studies at St. Petersburg campus of the Higher School of Economics,
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The paper presents a review of new methods for automatic text analysis
that have a great potential for internet studies in social science. Three major
groups of methods are being considered: (1) classification, clustering and topic
modeling; (2) sentiment analysis and opinion mining; and (3) extraction of
object, aspects and facts. The second part of the paper briefly reviews Russian
studies that make the first steps applying these methods to social science
Internet research.

WAVE 8: The Content and Its Value. The New Language of Brand —
Consumer Communication

Daniil A. Borodin, Director for Research, UM Russia (e-mail: Daniil.
borodin@umww.ru, danil.borodin@gmail.com).
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The paper describes the results of a global international study called
WAVE 8, carried out by UM Advertising Agency. It was found in the study that
the content may have a very important influence on the attitude toward the
brand associated with the content. It has a direct impact on the consumer —
brand relations — the better the content of the brand meets the needs of the
consumer, the higher is the level of consumer confidence in the brand. Also
of considerable importance is the right choice of channel for the consumer —
brand communication: desktop, smartphone or tablet device. Thus, with proper
identification of the Internet users needs, communication channel and type
of content, it becomes possible to build a strong relationship between the
manufacturer and the consumer.



