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Public thinks big of ‘Little Pinkie’‘Little Pinkie’

On 24 June, 2007 the Roads and Traffi c 
Authority of NSW (RTA) launched a new 
campaign – Speeding...no one thinks big of 
you – targeting young male drivers who speed. 
More commonly known as ‘Little Pinkie’, the 
campaign marks a signifi cant change in the 
RTA’s advertising strategy with a move from 
shock advertising towards a more positive 
social marketing model aimed at long-term 
social change.  Evaluation conducted by TNS 
Social Research, which engaged the hard to 
reach groups of young males and rural youth, 
shows that the campaign is already successfully 
working to reposition speeding as a socially 
undesirable activity. 

Evaluating the campaign posed particular 
challenges, the most testing being engaging 
young male respondents. This group is 
notoriously diffi cult to reach and engage 
using conventional CATI methods. In order 
to reach this group an online approach was 
adopted. By utilising a research panel made 

up of respondents who have opted in to being 
contacted electronically for research, TNSSR 
was able to target young males up front, while 
also introducing cost and time effi ciencies in 
the fi eldwork stage of the research.

In addition, the use of a research panel allowed 
us to target young males in rural areas of NSW. 
As diffi cult as metropolitan-based young male 
respondents are to source, their rural cohorts 
are even more diffi cult to locate. Using a 
research panel allowed us to effectively identify 
and target young male drivers from rural NSW, 
allowing us to incorporate this important 
segment into the sample.

Another key advantage of using an online 
method is that it allows respondents to directly 
view video, as well as other audio-visual 
stimulus. It can be argued that this improves 
the accuracy of fi ndings, especially in relation 
to recall measures and message takeout 
measures. Put simply, respondents are reacting 
directly to the advertising material rather than 
a verbal or written interpretation of it.

The use of a research panel allowed 
us to target young males in rural 

areas of NSW. 

The ‘Little Pinkie’ campaign has received 
considerable press attention since being 
launched (both locally and internationally) 
for its clever use of laconic humour to convey 

its message. For those who haven’t seen the 
advertising, bystanders (including younger and 
older women, as well as their own mates) use 
the little pinkie gesture in response to young 
male drivers engaging in showy, risk-taking 
behaviours. The campaign offers young drivers 
an immediate consequence: speed … and no one 
thinks big of you.

One year after its launch, the campaign has 
made impressive gains by:

• effectively grabbing the attention of 
young male drivers and the general public, 
• increasing in saliency consistently over 
four waves of tracking,
• achieving universal understanding of the 
more subtle aspects of the message amongst ad 
recognisers,
• continuously engaging young men and 
delivering a campaign message that is seen as 
credible,
• positively affecting the attitudes of 
young male drivers.

The tongue-in-cheek message has prompted a 
public dialogue about the speeding issue. Where 
speeding was once seen as an off-limits topic, 
the campaign has empowered the community 
(and young male drivers in particular) to discuss 
the topic critically. The little pinkie gesture 
itself has entered the public consciousness 
– brandished in parliament and parodied by 
commercial advertisers, it’s a simple gesture 
that has effectively conveyed a complex 
message.
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In contrast to online quantitative research, which 
is now mainstream, online qualitative research is 
still in its infancy.  As Web 2.0 evolves, the array 
of online engagement methods, such as blogs, 
forums, social networking vehicles and dedicated 
research tools, multiplies.  While many are still 
in trial, our Canberra-based Group Account 
Director, Natalie Wearne, has developed 
considerable experience with online bulletin 
boards through extensive work with long-term 
client, the Australian Fair Pay Commission (the 
Commission).

As the organisation responsible for adjusting 
pay rates for about 1.4 million low paid 
workers in Australia, the Commission plays a 
role of great social and economic performance.  
Each year, the Commission reviews Federal 
Minimum Wages and in 2007 incorporated both 
face-to-face focus groups and online bulletin boards 
into its nationwide consultation process.

In conducting the bulletin boards, TNS faced the 
challenge of encouraging high levels of respondent 
engagement.  A highly structured process, drawing 
on quantitative elements as well as qualitative, 
was necessary. Specifi c strategies included mixed 
recruitment methodologies (phone and online 
panel); varying the question load and style each day 
to minimise participant drop-out; the inclusion of 
interesting tasks (collecting information and reporting 
back) and debate questions; using a structured 
discussion guide; and linking incentives to daily 
participation with a bonus for completion of all 
activities.  

The beauty of online bulletin boards is that they 
allow for a diverse representation of people – in 
different locations, of varying income levels 

and life situations – to discuss their 
experiences in a convenient forum. It 

opens up discussion and promotes 
lively and interesting debate 
between participants. 

 The fi rst round of bulletin boards 
conducted for the Commission in 
2007 proved so successful that the 
methodology now plays a key role 
in the Commission’s consultation 
strategy.  

Natalie will present, with Justin 
Napier from the Commission, an 

online qualitative research paper 
using case studies drawn from Federal and 

State governments at the 2008 AMI Government 
Marketing and Communications Conference in 
September.  The paper, ‘Online and Onboard: 
New Approaches to Effective Engagement with 
Key Target Audiences’, explores emerging online 
qual methods that have been successfully used to 
interact with hard-to-reach audiences.  The paper 
provides researchers and communicators with 
practical insights into how face-to-face and online 
engagement methods can complement each other 
to deliver best value community consultation.

T N S  D a s h b o a r d
St r e a m l i n e  y o u r  r e p o r t i n g

TNS Dashboard is 
a simple to use, 
interactive reporting 
platform perfect 
for top-level KPI 
reporting and tracking studies.  The 
dashboard report can display a 
wealth of information on a single, 
customised page presented in a 
visually appealing ‘dashboard’ style.  
The viewer can select pre-defi ned 
sub-groups from drop-down menus 
to compare key measures across 
different categories instantly.  

To trial a TNS Dashboard report, 
send a request to whiteboard@tns-
global.com specifying full name and 
preferred email address.

Fair Pay Commission Case Study: Online qual made easy
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AMSRS WA conference presentation abstract

Paul Vittles’ AMSRS WA Conference paper explores the 
concept of ‘desired state planning’ and its practical 
application in all areas of our work and our lives. Paul will 
be talking about creating and implementing visions and 
the challenges this presents for researchers and clients. 

Here’s some of the points Paul will make in his 
presentation and discuss via an accompanying blog:

❯ Researchers spend a lot of time trying to predict 
the future but not much time trying to create it

❯ Trying to predict the future has always been hard 
and is becoming even more diffi cult in a fast-
moving, fast-changing, complex world but 
clients still keep asking us what we think 
the future holds rather than asking 
us to help them shape their future

❯ Creating the future is part belief 
and part technique but researchers 
and clients have self-limiting beliefs 
and limited experience in areas like 
visioning and vision-led change models

❯ Effective behaviour change 
requires a push (away from 
the current state) and 
a pull (to the desired 
state); researchers have a 
long history of contributing 
to the push effects (e.g. by 
identifying current problems) but do not 
have such a good track record of contributing 
to the pull effects, so there is enormous scope 
for more impactful research and consultancy

❯ It is crucial to engage stakeholders in creating 
inspiring shared visions and researchers have 
transferable skills that clients can utilise

❯  Many of the surveys that clients commission, especially 
customer satisfaction and employee satisfaction 
surveys, have little value because they are not linked 
to a meaningful vision. They do not build in change 
dynamics and they can have built-in inertia, e.g. from 
defensive benchmarking, market norming, or continuous 
improvement models that prevent transformation

❯  Visioning techniques are being developed by researchers, 
psychologists and coaches that work at all levels – 
individual, team, organisation, state, country, etc. 
– and we need to understand why and how they work 

and then apply them so more research 
is rooted in a clear future context

❯  If we can develop our ability to 
create and deliver personal visions 

and team visions within our own 
organisations, we are better 
placed to assist external 
clients in creating and 
implementing their visions

❯  We are creatures of habit 
and we resist change, consciously and unconsciously, 
so we have a human need – as well as a corporate 
imperative – to be able to see a better future

❯  We suffer from ‘busy fool’ syndrome and spend 
much of our lives consumed in directionless 
busyness. As Alice said “if you don’t know where 
you’re going, all roads will get you there”! 

Paul is also presenting a paper at the National AMSRS 
Conference in Melbourne on 15 September entitled ‘The 
Dynamics of Change’. This will cover some of the same 
themes but focus much more on the reasons why changing 
behaviour is so diffi cult and how to effect change.  If 
you would like a copy of either or both of these papers, 
please contact Paul via paul.vittles@tns-global.com.
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‘The Best Way to Predict the Future is to Create It’

Predictions and Creations has been 
set up to facilitate debate around the 
issues raised in Paul Vittles WA AMSRS 
Conference presentation ‘The Best Way 
to Predict the Future is to Create It’. 

The intention is to stimulate discussion 
and sharing of experiences, initially 
around predicting the future and then 
moving on to creating the future.

The primary audience for the blog is 
those attending the forthcoming AMSRS 
conferences but the blog provides an 
opportunity for all TNS clients and 
colleagues to join the conversation.

To contribute go to http://
predictionsandcreations.blogspot.com

Discuss desired state planning and other 
visioning exercises that can help break 
the ‘busy fool syndrome’.

http://predictionsandcreations.blogspot.com/
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TNS Social Research prides itself on collaborating with our specialist 
partners when clients require services that go beyond research.  
Our integrated approach to addressing clients’ needs has seen long-
standing partnerships with a variety of advertising, marketing, and 
public relations agencies, cultural research specialists and academic 
consultants.  In this issue of WHITEBOARD, we profi le work conducted 
with Peach Advertising for NSW WorkCover.

Our Canberra offi ce has been involved in six communications and marketing 
campaigns developed by advertising agency Peach Advertising for end client 
NSW WorkCover since October 2007. The relationship with Peach Advertising 
enables swift delivery of campaign development and planning information to 
WorkCover.  The result: timely, educated decisions on the value of competing 
marketing concepts.

TNSSR’s role has been to help select preferred program names and taglines, 
evaluate potential program participants’ reactions to advertising concepts and 
assess their likelihood to take part in program activities. 

Five of the six projects conducted have involved quantitative research, 
with online surveys allowing us to specifi cally target potential users of the 
WorkCover programs and initiatives being explored. 

The evaluations have addressed a number of campaigns introduced by 
WorkCover in the past year including:

❯ The Small Business Forums initiative aimed at encouraging networking and 
sharing of learnings between small businesses.

❯ Safe Manual Handling advertising promoting safe workplace practices for 
physical activity.

❯ The Mentor Program which links small business with big businesses to assist 
their development.

❯ The Business Advisory Offi cer initiative that allows businesses to receive 
workplace health and safety advice.

TNS Social Research prides itself on collaborating with our specialist 
partners when clients require services that go beyond research. 

industry collaboration
Peach Advertising Account Manager Peter Chapman said: “We have had tremendous 
success in forging a relationship with TNS Social Research which has allowed us to 
deliver sound research data on a range of projects. Often our projects have been ultra 
fast turn around and it’s been great to have a relationship with TNSSR which allows us 
to get things done, always within budget.”

TNSSR Canberra General Manager Mathew Densten said: “The greatest result of the 
partnership with Peach is that we have gained considerable comms testing experience 
and benefi ted from working alongside a specialist in the advertising world; the learnings 
for both agencies have been invaluable.”
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COACH ON THE COUCH

As a young researcher, I would tell everybody what 
the ‘facts’ were and take pride in being precise when 
delivering fi ndings. My clients seemed to like my 
certainty and kept inviting me back. Occasionally, there 
would be a dispute over the meaning of the fi ndings but 
I could be very convincing in arguing what the ‘true’ 
meaning was.

Now being a little older and wiser, I have come to 
realise what an uncertain world it really is. Being 
certain usually means that you will at some stage be the 
irresistible force meeting the immovable object. 

I get involved in lots of debriefs and interactive 
workshops where we hear many different perspectives. 
I see how many different valid interpretations there can 
be. I now realise that context is everything and there is 
no one ‘true’ meaning to the results in isolation.

Also exposure to the inexact science of managing and 
leading people tends to cause a re-think.

When I began coaching, one of my fi rst mentors gave 
me this confronting concept: “A fact is a belief that 
someone holds with 100% certainty”. 

He went on to demonstrate the point by getting us all 
to share our respective ‘facts’ and then challenge each 
other. 

The reality is that we have our beliefs and prejudices, 
conscious or otherwise, and these factors shape how we 
see the world.

As Ralph Hodgson puts it: “Some things have to be 
believed to be seen”.  Or as J K Galbraith summed it 
up: “When faced with a choice between changing one’s 
mind and proving one doesn’t need to, almost everyone 
gets busy on the proof”.

Two people with opposing views can look at the same 
data and draw very different conclusions. As researchers, 
we try exceptionally hard to be ‘objective’ but if we are 
too certain about our objectivity we are at risk of not 
seeing other perspectives.

Our clients also pride themselves on their objectivity but 
they are under pressure to deliver certain results, and 
they are only human after all. Former adviser to Tony 
Blair, Matthew Taylor, was quoted as saying that his fi rst 
fi ve years working for the government was devoted to 
evidence-based policy-making and his next fi ve years was 
devoted to policy-based evidence-making!

These days, I fi nd it refreshing to have discussions about 
what we don’t know as well as what we (think we) 
do know. Uncertainty is good. Pragmatism is reality. 
Challenge is healthy. Clients appreciate me asking them 
good questions rather than trying to constantly give them 
answers.

In some recent client workshops, we have presented the 
research and our conclusions but we have also presented 
the key strategic questions arising from the research. 
The room usually goes quiet before someone says “yes, 
that’s a really good question” or “yes, they are the key 
questions we need to answer”. The more uncertain the 
environment, the more important it is to agree on the 
key questions rather than trying to fi nd the answers.

Coaching is designed to help people to help themselves, 
building capacity to do so, raising awareness, broadening 
alternatives, and helping people to take a particular 
course with clarity and commitment. If we use our 
research to try and tell people what course to take, 
they will not grow and develop as individuals and 
organisations. If we can help clients to fi nd their own 
way through life’s maze, we will both be stronger for the 
experience – of that I’m certain!

FEEDBACK

…with Paul Vittles
Director & Executive Coach
TNS Social Research

WHITEBOARD’s purpose 
is to share learnings 
and provide a two-way 
avenue of discourse!  If 
you have any questions, 
feedback or issues you 
would like tabled for November’s edition 
please write to whiteboard@tns-global.com

EVERYONE!  

Quality research.
Fast and inexpensive.

1,000 16-64 year olds nationally

6thdimension™ access panel 
(Australia’s largest online panel)

Able to boost in smaller locations 
or niche target groups

Contact your account director or 
our OnlineBus team on:

t (02) 9563 4200
w www.tnsglobal.com
e omnibus@tns-global.com

EVERYWHERE!

www.tnsglobal.com



