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So, why is research essential in today’s
clima f can’t measure it, you
can’t And if you can’t manage
it, vou  it.

What statistical analysis tools and
database software have you previously
used? What are your favourites and why?
The pre-eminent statistical analysis tool

we use Is the ASTEROID software
interface. This is an easy-to-use tool with
With over 30 years' experience as a researcher,
CEO of Roy Morgan Research Michele Levine has
led thousands of surveys, including many of the
largest research projects ever undertaken in
Australia, many of which continue to play
a critically important part in shaping our
society today.

SET

minimal experience and enables users,
including ourselves and our clients, to
interrogate the Roy Morgan Single Source
consumer datzbase, arguably the best

in the

consumer database of its k
world, Another favourite we use at Ray
Morgan is Tableau which is an easy-to

use statistical analysis tool that func

in an attractive user interface,

We predominantly use Tableau as a data
n tool in our day

analysis and visualisat
to-day work. The data fed into T
is prepared usir
Although not str
tool, another favourite we use is Python

Google Big
al analysis

programming language. Python’s
I

si city, versatility, rich

ysystem and active
community make it a great
tool for beginners and

experts alike.

What are some best
practices for data cleaning?
What are the sieps you take?
We put in place a number
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Why is research so important in today's climate?
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wand influencing as speeding and pattern (also
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sumption decision Parameters for such checks
are specific to each survey
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identify responses that have
mpleted too quickly

{which in

i the ditter
been

cates a lack of

consideration for answers,
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answers at random), or where

e Australian o add

Roy Masgan has
wstralia vis
the respondent is using the
same response continually
We will, for example, identify

repeated and excessive use of the
‘don’t know" and ‘prefer not to
say' answer options, and remove

v hat the

them. We aiso over

ample to allow
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records while maintaining the requi
this is ur
a rigorous quality assuran

droom for the removal of probler

overall sample size

wi

thi

process.

Describe your most complex data
project from start to finish. What were
the most difficult challenges, and how
did you handle them?

Our most comp
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data and machi

lex recent dat
e that link survey

»-based data, device

a projects

nd then new survey

ovement d
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project throughout the pandemic

f the Nation’ -
". The dynamic
means the

a. However, the most interesting

is “Taking the Pulsc

known as the "T
nature of the surve
tly char

questions
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In your opinion, what do you think is
the most important message businesses
need to know about how data can help
their organisation?

ything that businesses encounter

in the modern hyper-connec!
digital world, The world of data grows

at an exponential rate that is simply
impossible for any one person to fully
comprehend - and especially the myriad
ways that different sets of data interact
and inter
and exciting world that we live in
R g ory
to bring together complex data sets on all

react and shape the wonderful

or Ism

Morgan works as a livir

the significant industries in Australia.

Wit

h this wide and rich understanding
aluable

ta, we have developed vs

“Investing in data is an investment
inthe future of a business
- itshapes its future.”

a monthly basis to keep up-to-date
with the changing focus of the survey,

which leans heavily into the current

socio-economic issues

Il

project represented a learning ¢
team members on how complex
data projects can freque
novel ar

ntly present

inforeseen challenges,

ile responses and an

imate connection with the data being
collected, analysed and eventually

assed through to key stakeholder
This impa 3
project, constantly refining how the

and require

ts evervone involved in the

nuts and bolts of colle

complex segmentation arrangements
can translate into an illuminating

and richly informative output in the

1 hands of national stakeholders,

mpani

eventu

including media

segmentation tools to distil the maximum

solve

value for businesses looki

r
problems and find a competitive and

arative edge on their competi
r instance, Roy Morgan’s Helix
rsonas incor

ates values, beliefs and

attitudes, wh are the best predictors

of consumer behaviour. Businesses,

brand owners and media 2

timise marketin

flectively message those potent
customers and, at the same time, find,
ow new markets, To truly grasp

and g
the marketplace in which a business
aCtors that

operates, understanding the
drive consumer attitudes, behaviour, and
5P and data is
central to that understanding,

ending decisions is vital

Investing in data is an investment in the

future of a business - it shapes its future. ®
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