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QUALITYQUALITY Assurance
All reputable research organisations strive for consistently high standards of quality. This includes quality of thinking at 
the outset and quality of design. It also includes quality of thinking at the end of the research, quality of advice, and 
not to forget attention to detail. And then there is quality assurance within the processes to make sure that quality 
plans become quality implementation.

We would like to think that TNS delivers quality through the quality of our staff, quality of ideas, and quality of 
interpretation but we must not overlook the process component of quality assurance. That is why TNS sought, 
achieved, and has sustained accreditation to the International ISO Standard for Market, Social and Opinion Research: 
ISO 20252.

Internal audits of our systems take place and we also have external audits from SAI Global to ensure that we 
continually comply with the required standards. There is constant review to check that we are in line with recognised 
industry best practice, for example, the IQCA requirements for data collection, and current international standards for 
quality assurance. 

Of course, quality is in the eye of the beholder, so we always welcome client feedback on the quality of our work. 
Please tell us where you think we can improve and remember to tell us when you are impressed with the quality of our 
work – it makes all the effort so much more worthwhile!

We would also be interested to hear from you if you have views about ISO or want to know more about the TNS Quality 
Management System. Please contact Kate Snow, Director TNS Social Research and Quality Manager for TNS Australia 
(kate.snow@tns-global.com).

o f f i c e  m o v e m e n t so f f i c e  m o v e m e n t s

After fi ve years in the Canberra offi ce Jason Davis has decided to head west for sun, surf and scuba diving.  He joins the Perth social research team and continues to work with 
state and federal government departments.  Jason is a Qualifi ed Practising Market Researcher (QPMR) under the AMSRS scheme.   

Geraldine Craven has also moved to the Brisbane offi ce following over two years working in the Canberra offi ce. Geraldine will continue to work in social and government 
research, focusing in particular on Council and State Government research.

Gillian French has decided to take the leap of faith and move from the Perth offi ce to the Sydney offi ce after her partner was accepted as a PhD candidate.  She brings her 
experience in commercial research and now works exclusively with the social and government team in Canberra and Sydney.
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                                                                          Australians are unwilling                       
                                                                       to trade their lifestyle for 
                                                                   the environment. A 
                                                                 17-country green study 
                                                              conducted by TNS found that 
                                                         cost is one of our greatest barriers 
                                                      to adopting ‘green’ behaviours.

The ‘Our Green World’ study revealed that, when asked to rate the 
condition of their own natural environment, globally six in ten think their 
local environment is ‘poor’ or ‘fair’, while only four in ten Australians 
share the same opinion. 

The remaining 58% of Australians rate the condition of our environment as 
‘excellent’, ‘very good’ or ‘good’, a level of regard surpassed by only one 
other country involved in the study –   Singapore, where 81% of citizens 
hold a positive opinion of their local environment.

Only two other countries also recorded a majority with a positive opinion 
of their own environment – the United States and the United Kingdom both 
at 51%.

Kate Snow, Director with TNS Social Research says that the results show 
there are high levels of concern for the global environment, as well as for 
local environments, almost universally worldwide.

“The majority of Australians have positive opinions about our environment 
at home, but this appears to be resulting in a lower urgency towards 
adopting ‘green’ behaviour when a lifestyle trade-off is involved.

“We are seeing that Australians are willing to make changes in areas that 
have little impact on lifestyle but are less willing to make more signifi cant 
changes for the benefi t of the environment.”

When asked if they have changed their behaviour to benefi t the 
environment in the recent past, only 8% have made ‘a great deal’ of 

going green
change, with 45% having made ‘a good amount’ of change.

The main barriers to uptake of green initiatives that emerged were the cost 
of going green and poor perceptions of public transport which were issues for 
at least four in ten Australians.  

One in four also agreed they would love to do more for the environment 
but are put off by confusion arising from confl icting information.  A lack of 
awareness of what to do and a lack of time to make changes were issues for 
one in fi ve Australians.

Amongst the countries surveyed, Australia ranked fi fth in terms of the amount 
of behaviour change made to benefi t the environment in the recent past and 
was above the global average of 40%.

When asked to rate the condition of the natural environment in the world 
generally, 78% of respondents globally rate it as ‘poor’ or ‘fair’.  Amongst 
Australians, 71% feel that the natural environment in the world generally is 
‘poor’ or ‘fair’.

In fi ve countries – Japan, Brazil, France, Russia and Argentina – 90% or more 
feel that the world’s natural environment is ‘poor’ or ‘fair’.

When it comes to identifying which countries people 
feel are to blame, China and the United States 
are the most frequently mentioned globally.  
Other countries named were India, Japan, 
Indonesia, Russia and Brazil.  

Interestingly, the US is the 
most self-critical with 63% 
of Americans nominating 
their home country as 
the most damaging.  For 
Australians, the countries causing 
the most worry are China (63%), the 
US (49%) and India (28%).
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Being a newcomer to the shores of Australia 
I had not yet come across the intensity of the 
Melbourne Cup. I had, of course, heard about 
it but nothing can prepare you for the full 
appreciation the country has for the race.  

So, a couple of weeks ago I attended my fi rst 
Melbourne Cup function and what a day it 
was.  It was great to see a whole nation stop 
what they were doing and follow the race; 
I could practically feel the years of tradition 
(over 100 years) even though I was states 
away from the action.  And what a race! One 
of the most exciting fi nishes to a horse race 
that I have seen.  

My colleagues in Canberra did miss out somewhat by having their ‘community 
day’ on the same day, which basically meant they had all disappeared for a long 
weekend.  On the fl ip side, it is the only Melbourne-based event that Sydney unites 
to celebrate – so there is hope for national policy yet!  

The winner of the Melbourne Cup was a long-shot and there are big gains to be 
made by getting that right, which got me thinking about the role of research in taking 
away risks and avoiding your decisions being a gamble. Especially when we are 
talking key policy and management decisions.

It is always wise to research who the key players are, and what the key infl uences 
and likely outcomes of a project are likely to be.  Knowing where the fi nishing line is 
as well as how to get there, what/who is there when you reach it and how they will 
be affected are as important as rolling out the project itself. 

Even in a world in which consumer confi dence has been shaken and spending has 
been cut, it would appear that research has remained high on the list of priorities 
across major companies and government organisations.  The importance of fi nding 
out what the end-user is thinking becomes more urgent when times are hard as the 
risks of not knowing (and getting it wrong) are that much higher. 

You think you know your customer... 
Page 9$$

Bein
I ha
Me
it b
ap

So
Me
wa
w
I c
(o
a
o
th

but would you put money on it?
Given this (now higher?) level of importance placed on research outcomes perhaps it 
is time to take stock of what is actually being produced.  

How often do we reach the end of a research project with something that has 
addressed all of the objectives but has left us with more questions than answers?  
How often do we spend so much time seeking new ideas that we forget about 
established good practice such as clearly stated aims and objectives and 
understanding of the expected research outcomes?
 
As the demand for market research to inform decision making increases, the desire to 
deliver insights more effi ciently also increases. Within this environment, there can be a 
temptation to deviate from best practice research principles, perhaps compromising 
quality in the search for speed. It is important to remind ourselves about minimum 
quality thresholds, minimum sample sizes, necessary contextual analysis, etc. and 
then look for more effi cient ways of delivering to the minimum required standards, as 
well as seeking added value insights.

We have been working with the Australian Tax Offi  ce to develop a best practice guide 
to provide staff  conducting or commissioning research with a defi nite source of 

information on how to carry out best practice research, regardless of their research 
background.  This guide will help staff  to understand the importance of each aspect of 

the research process, which begins when defi ning the research objectives and approach 
of course.

The research process begins before the agency sees the brief, although we do like to 
be involved early to help you shape the brief.  Get it right at the design stages, ask the 
right questions before the aims and objectives are drawn up and you will end up with 
a well-designed research project with more of the right answers. 

Yes, research can take the risk out but if that research is fl awed then you may as well 
have put money on the long-shot. Sure, it worked this time – but would you risk it 
again? 
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COACH ON THE COUCH

One of my coaching clients, a senior manager 
in a state government department, recently 
asked me if I would design and facilitate a team 
coaching session with his colleagues. We discussed 
his needs, his issues, the team’s needs, and I 
designed a session tailored precisely to the client’s 
requirements. I called the half day workshop “The 
Science of Saying Yes and the Art of Saying No”. 
Although tailored to that particular client’s needs, 
there has been a lot of interest in this topic. It 
seems that quite a few teams have similar issues.

The world should really be a very simple place, 
characterised by us devising plans that address the 
priority issues and then carrying out those plans 
without distraction, with passion and purpose, 
and with great effect from our productive focus 
on what we have agreed is most important. But 
in the real world, we seem to create plans that 
are not clear, we create too many different plans, 
we fail to prioritise, we don’t communicate our 
priorities effectively, we shift our priorities, we get 
distracted. 

There is a ‘science’ that underpins the process 
of focusing on what is most important. It is not 
an exact science (what is?!) but there are tried 
and tested principles and processes for agreeing 
on our key goals, our critical success factors, our 
priority actions. But this is only one half of the 
equation. Saying no is an art and we need to learn 
the art. Whenever we say yes to something that 
is not important, we are effectively saying no to 
something that is a priority, so we must learn the 
discipline. We must separate urgent and important. 

We must be conscious of the proactive and the 
reactive, and fi nd ways of spending more time on 
the former. 

As human beings, we gravitate to those things 
that come easily to us and that we enjoy. Quite 
naturally, we go looking for work that we enjoy 
doing. We also move between acceptable stretches 
that challenge us and recovery periods in our 
comfort zones. However, most of us are not lucky 
enough to spend our entire week doing only those 
things that are in our ‘want to do’ box so we have 
to learn how to tackle the ‘have to do’ tasks, to mix 
them up with the ‘want to do’ tasks, and schedule 
them appropriately. 

We also need to manage the time we spend in our 
comfort zone, our uncomfortable zone, and our 
stress zone. We learn in our uncomfortable zone 
and the more time we spend there the bigger 
our comfort zone becomes. We don’t learn in our 
comfort zone and we don’t even function in our 
stress zone. So we need to learn how to stretch 
without snapping. Flexibility is a virtue but saying 
yes to everything is not being fl exible. All of us have 
different boundaries so we need to be self-aware 
and we need to make others aware of where the 
lines are drawn. This then makes it easier to know 
when to say yes and when to say no. And just as 
importantly, it makes it easier for our colleagues to 
accept a yes as a yes and a no as a no. 

So, do I practice what I preach? Well, yes and no. 
The problem is I can’t say no to running team 
coaching workshops!

…with Paul Vittles
Director & Executive Coach
TNS Social Research

We would like to hear 
what you have to say.

We very much want WHITEBOARD to be 
a two-way communications opportunity, 
so please send us your comments, 
suggestions for improvement, material 
for future editions, etc. Please write to 
whiteboard@tns-global.com

FEEDBACKFEEDBACK


