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Introductory Notes 
 
This report presents the main findings of the 2006 Membership Survey of the 
Independent Consultants Group. 
 
The aims of the survey were, on the one hand, to provide information for members to 
benchmark themselves against other independents and on the other, to provide 
information to help the ICG Committee provide a better service to the membership. 
 
All members were sent an email about the Survey with a link to the questionnaire. 
They were asked to complete the questionnaire online and submit it direct to the 
analysis company.  If they wanted a copy of the report they were told to email Wendy 
Jenkins - the organiser of the survey - to say so. 
 
The questionnaire was emailed out to the 268 members who were on the 
membership database on 26th May. Members were asked to return the 
questionnaire by 11th June. A reminder was sent out on 7th June. 
The survey was closed for analysis to take place on 16th June. By that date 149 
members (56% of the database) had completed the questionnaire and 115 had 
emailed Wendy Jenkins to say that they wanted a copy of the report. 
A further 45 had clicked on to the survey but dropped out early on. 
A presentation of the key findings was given to the ICG Committee on 21st June. 
 
The questionnaire content was devised by Wendy Jenkins, an ICG member.  
Part of it consisted of questions asked in previous years, for comparability purposes 
and part was new questioning.  
The questionnaire formatting and survey analysis was carried out by Justin Alderson 
of Aurora Market Research  who did the same tasks last year. 
The Survey mail out was carried out by Penny Edwards- the ICG Membership 
Secretary. 
 
Unless otherwise stated all 2006 percentages are based on the total sample of 149. 
The results are shown as percentages where there are base sizes of 70 plus. 
 
Sample sizes for earlier years are as follows:- 
      2005          136 
      2003          120 
      2001  89 

2000 85 
1999 83 
1998 80 

 
An overview of the main findings follows these introductory notes. 
The detailed findings are then presented in two sections. 
Section 1 - About the membership 
Section 2 - About ICG 
Full question wording is included above the tables to obviate the need to append the 
questionnaire.
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Main Findings 
‘About the membership’  
 

• More of us are now living in the ‘Rest of the UK’ (i.e. not London or the Home 
Counties) than has been the case in previous years. 
Three quarters of us are between 40 and 60 years of age. 
A slight increase is evident over recent years in the male proportion of our 
membership. It now stands at 45%. 

 
• We highly experienced researchers, having worked in market research for 24 

years on average. 
 

• We are also becoming increasingly experienced as independents. The 
average ICG member has now been independent for 10years – a figure which 
has been rising steadily since 2001. 

 
• Many more of us are now limited companies than was the case a few years 

ago. 
 

• One in four of our membership does some unpaid or voluntary work. 
 

• Just over half of us are doing full-time paid work. 
 

• Whilst for most of us, all or most of our paid work is market research, a 
minority has substantial involvement in other kinds of paid work.  
Just over 40% of us do other kinds of paid work to some extent. 

 
• Those of us who don’t work exclusively in market research these days, 

nevertheless work in related areas in the main, not surprisingly, or at least in 
areas with which our research background (presumably) has provided us with 
some kind of expertise.  
In the ‘other ‘category of non market research paid work we have individual 
members who earn income from psychotherapy, gardening, property 
management, writing novels, proofreading, photography, non executive 
directorship, semiotics, organisational reviews and data analysis as well as 
two who do statistical consultancy. 

 
• As far as our market research work is concerned, as in previous years more 

of us do ad hoc qualitative research, than do any other kind of research, 
though clearly many of us do more than one kind of research. However, this 
year it seems that more of us are doing qualitative work exclusively, than has 
been the case previously. In particular smaller proportions of our membership 
are now doing ‘project management’, ‘design of research programmes as a 
whole’ and ‘part project work’, than was the case last year. 

 
• Although many of us do other kinds of research, the main activity for the 

highest proportion of us, as in previous years, is ad hoc qualitative research. 
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• Two thirds of us consider ourselves to be a specialist in some market sector 
or other. 

 
• Our areas of specialism are wide ranging.  

Many of us specialise in the product fields in which our clients (presumably) 
are involved. The main ones of these are ‘Food/other FMCG’, ‘Financial’ and 
Healthcare/pharmaceuticals’  
Other areas of specialism are specific types of marketing activity (such as 
new product development); specific research techniques (such as customer 
satisfaction): specific locations and specific types of respondent. 

 
• Just over half of us work with others to a significant extent (either ‘mostly’ or 

‘sometimes’). 
 
• Whilst one third of us don’t work with other ICG members at all, just over half 

occasionally do so and 12% do so regularly. 
 

• Generally speaking we are buying in fewer research and general business 
services than we were last year. 

 
• Our clients, as in previous years, are more likely to be ‘end clients’, 

particularly commercial end clients, than intermediaries such as research or 
other agencies/consultancies. Fewer of us now seem to be working for 
management/marketing consultancies than has been the case in the last few 
years. 

 
• For most of us our research clients are usually research professionals but for 

a substantial minority, they are not. 
 

• When asked what we consider the main benefits of being independent to be, 
it is interesting to note that we are more likely to comment on benefits to the 
client, (viz high quality work and the high level of commitment we can give), 
than we are to comment on our more flexible working conditions. 
In the ‘other benefits’ category several commented on the benefit of not being 
involved in office politics. Several also commented on better financial rewards. 

 
• As last year, most of us have had some new client work in the last 12 months. 

 
• ICG activity generated new business for 23% of us last year. This was mostly 

as a result of recommendation by an ICG member. 
 ‘Recommendation’ in general is in fact by far the most important source of 
 new business for us. ‘Keeping in touch with old contacts’ is the next most 
 important source, followed by networking of various kinds. 

It is clear that personal knowledge of us is important in getting new business. 
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• 14% of us use the ICG logo in some context or other to promote our business. 

The most common uses were:- 
- website ( 7 people) 
- stationery (5 people) 
- proposals (4 people) 
- brochures/sales material (3 people) 
- handouts for Insight (2 people) 
- email footer ( 1 person) 

 
• Half of our membership does international research of some kind or other, a 

slight increase on recent years. 
 
• As far as the type of international research we do is concerned, there has 

been a significant increase since last year in the percentage of us who carry 
out qualitative research abroad, doing the moderating ourselves. 

 
• Perhaps not surprisingly, most of those of us who do international research, 

do it in Western Europe  
 

• 28% of us consider ourselves to be fluent in one or more foreign languages. 
 

• Most of our other language speakers speak French or other Western 
European languages. 

 
• Three quarters of us have previously worked for research agencies, as in 

previous years. 
 

• As far as our standard daily charges to end clients are concerned, on average 
we are now charging just under £600 per day. 
43% of us charge £600 or more per day, but £500 is the amount we most 
commonly charge, with 21% of us charging this figure. The lowest figure is 
£50 and the highest £2500. 
 

• There is considerable variation in our gross annual turnovers, obviously 
affected by the type of work we do; whether we work full or part time etc. 
28% of us have a turnover of £101,000 or more. A further 28% have a 
turnover of £40,000 or less. 

 
• Two thirds of us conduct UK consumer group discussions. 

Our charges for a 1.5 hour UK consumer group, conducted for an end client, 
as part of a set of 4, range from £350 to £6000 per group, with the average 
being c £2000. 

 
• As last year, for most of us our standard charge for groups just involves a 

presentation, not a full written report as well. 
 

• Our most common way of quoting in general, is on a total project basis, as 
opposed to a daily rate basis. 
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• We are more likely to have an entry in the ICG Directory than in any other 
hard copy or online directories, though one third of us don’t have an entry in 
any directory. 

 
• There has been a slight increase since last year in the percentage of us who 

have their own website. This now stands at 52%. 
 

• There has been an increase in the numbers who are on the ICG website (now 
76%) and a decrease in the numbers who are on MrWeb. 

 
• Most of us are MRS members. 

 
• Just over half of our MRS members don’t know anything about the MRS 

Company Partners scheme and most of the remainder don’t belong to it.  
 

• Just under 30% of our members are registered under the Data Protection Act, 
with declining proportions in recent years considering doing so. 

 
• Just under half of us don’t have any business insurances. 

The most common ones held are Professional Indemnity and Public/General 
Liability, with just over one third of us holding each. 

 
• Declining proportions of us have a desk top computer and increasing 

proportions have a laptop. Most of us clearly have both though. 
 
About ICG 
 
 
• Half or our current members have been members for 3 years or more. 
 
• Slightly fewer of us are now attending events than was the case last year, 

though in the case of London events those who do attend do so with the same 
frequency as previously. 

 
• London events are generally quite well rated by those who attend. 

 
• The inconvenience of the location is an important reason for not attending 

events, London or elsewhere. 
• However, equally important is the fact that people are too busy to do so.  

 
• Most people read most issues of The Indie. 

 
• The average rating for the Indie remains high.  

 
• Just over 60% of us have visited the new website in the 2 or 3 months since it 

was launched. 
 

• The two most visited areas of the new website so far are ‘Find a Consultant’ 
and ‘Edit my User Details’. 
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• Perhaps not surprisingly, almost all of those who visited Find a Consultant, 
checked their own entry whilst they were there. 

 
• Most people found it easy enough to edit their user details. 

 
• There is a high level of awareness that work opportunities are no longer 

posted on the website. 
 

• The new website is well rated overall. 

 
•  Not many people made any suggestions for improvements, or general 

comments about the website. 
There were more about Find a Consultant than about any other section. 

 
• Almost all of us now belong to the ICG electronic discussion group. 
 
• As last year, the E-group has the highest overall rating of all of the ICG’s 

activities. 
 

• The mechanics for accessing the archive of past E-group messages doesn’t 
seem entirely clear to members. 42% didn’t know they could and a further 
23% don’t have their own Yahoo ID and password to enable them to do so. 

 
• Many of the comments about the E-group are very enthusiastic.  

It is clear it is a much valued resource. 
 There are however some criticisms:- 

- a number of people think that sometimes there is too much general chit 
chat/that replies are not succinct enough/that it can be too jokey. 

- a number of people also dislike the fact that each time there is a new 
response, all previous responses are also shown, unless the responder 
deletes them. 

 There are many pleas for summaries of some kind. 
 
• Participation in the speed networking exercise at The Conference was slightly 

lower this year than last. 
 
• The main reason given for not taking part in the ICG speed networking 

exercise was ‘not planning to attend the Conference’. Many members 
however ‘wouldn’t expect to find new clients from that kind of exercise’. 

 
• A similar number of us exhibited at Insight 2005 as took part in the speed 

networking exercise this year –somewhat fewer than last year. 
 

• The ICG activity at Insight was not quite as well rated this year as last. 
 

 
• The main reason given for not attending Insight this year was being ‘too busy’. 
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• There has been a substantial increase since last year in the proportion joining 
the ICG for ‘opportunities to discuss problems and experiences with others’- 
also, to a lesser extent, in the proportion wanting ‘to share projects with 
others’ and those wanting ‘information on business management matters’. 

 
•  The main need areas not being met are the same as last year viz ‘help in 

keeping up to date with developments in research and ‘access to work 
opportunities’. 

 
•  More members now rate their membership of the ICG as being ‘very‘ 

worthwhile, than have done so in the last couple of surveys. 
 
Overall Summary 
 
Perhaps not surprisingly given that we have chosen to work independently and are 
clearly capable of successfully doing so, many of us are highly experienced 
researchers. For some of us this experience has led to specialism. 
For others it has led into other, related, areas. 
Many of us no longer do full-time paid work and some of us make a broader 
contribution to society in the voluntary sector. 
However, our commitment to our clients remains high, as evidenced (amongst other 
things) by our continuing interest in discussions of research practice and ethics on 
the E-group. 
The E-group is a success story for us. 
Clearly it is an example of a non location-specific activity. 
Location-specific activity is an issue for many of our members. 
Perhaps if more of our activities involved electronic communication, we might better 
meet the needs of our membership as a whole? 
On the other hand personal recommendation is an important source of new business 
for us, including for some, recommendation by other ICG members. 
If we are to develop this latter route perhaps we need a two pronged approach –
meeting each other at location-specific events and communication with each other 
electronically? 

 
----------------------------------------------------------------------------------
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SECTION 1 
DETAILED TABLES  

‘ABOUT THE MEMBERSHIP’  
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TABLE 1  
DEMOGRAPHIC DETAILS  

 
 2006 2005 2003 2001 2000 1999 1998 1997 

   % % % % % % 

Where based           

London boroughs 34 33 33 38 38 41 44 35 

Home Counties 29 33 33 31 32 30 28 33 

Rest of UK 37 32 34 30 31 29 29 32 

Outside of UK 1 2 1      

         
Age         

Under 40 13    10 10 17 21 24 25 27 

40 – 49 36   46 46 42 38 37 40 41 

50 - 59 39 30) 33} 42 41 37 35 32 

60+ 12 14) 12}      

         
Gender          

Male 45 42 40 40 40 34 40 39 

Female 55 58 60 60 60 66 60 61 

 
More of us are now living in the ‘Rest of the UK’ (i.e. not London or the Home 
Counties) than has been the case in previous years. 
Three quarters of us are between 40 and 60 years of age. 
A slight increase is evident over recent years in the male proportion of our 
membership. This now stands at 45%. 
 

 
 

TABLE 2  
NUMBER OF YEARS IN MARKET RESEARCH  

 
Q. For how many years altogether have you worked in market research? 
 

 2006 2005 2003 2001 

 % % % % 

     

0-10 yrs 8 6 10 11 

11-15 yrs 16 11 9 15 

16-20 yrs 15 8 32 29 

21-25 yrs 22 27 19} 45 

26-30 yrs 26 17 18}  

Over 30 yrs 19 30 13}  

     

Average 24 yrs  24yrs 22yrs 21yrs 

 
On average we are highly experienced researchers. 
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TABLE 3  

NUMBER OF YEARS AS AN INDEPENDENT  
 

Q. For how many years have you been an independent consultant/small business? 
 
 2006 2005 2003 2001 

 % % % % 

     

Up to 2 yrs 12 14 13 20 

3-4 yrs 16 11 23 20 

5-10 yrs 37 42 33 31 

11-15 yrs 17 15 20} 25 

16-20 yrs 9 13 9}  

21+ yrs 10 4 2}  

     

Average 10 yrs  9 yrs 8 yrs 7 yrs 

 
The average member of ICG has now been independent for 10years – a figure which 
has been rising steadily since 2001. 

 
 

TABLE 4  
HOW OUR BUSINESSES ARE SET UP  

 
Q.   Are you a sole trader, partnership or limited company? 

 
 2006 2005 2003 

 % % % 

    

Sole trader 54 62 71 

Limited company 40 32 21 

Partnership 6 6 8 

 
Many more of us are now limited companies than was the case a few years ago. 
 
 

TABLE 5  
PAID WORK v UNPAID WORK – 2006 only  

 
Q. Is all of the work that you do these days paid work, or is some of your work 
unpaid or voluntary? 

 % 
  

All my work is paid work 76 
Some of my work is unpaid/voluntary 24 

 
One in four of our membership does some unpaid or voluntary work 
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TABLE 6  
WHETHER WORK FULL-TIME OR PART-TIME      - 2006 onl y 

 
Q. As far as the paid work you do is concerned, would you describe yourself as 
working…. 
  
 % 

  
Full-time (35 or more hours a week) 56 

Part-time (20-34 hours a week) 30 
Part-time (10-19 hours a week) 11 

Part-time( under 10 hours a week) 3 
 

 
Just over half of us are doing paid work full-time. 
 
 
 

 
TABLE 7A  

PROPORTION OF OUR PAID WORK WHICH IS MARKET RESEARC H- 2006 only  
 

Q. How much of the paid work that you do is market research and how much is 
some other kind of work? 
 
 % 
  
All of my paid work is market research 58 
Mos t of my paid work is  market research 27 
My paid work is evenly split  between market research and other kinds of 
work 

10 

Most  of my paid work is not market research 2 
None  of my paid work is  market research 3 
 
Whilst for most of us, all or most of our paid work is market research, a minority of us 
has substantial involvement in other kinds of paid work. Just over 40% of us do other 
kinds of paid work to some extent. 
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TABLE 7B  
 TYPES OF NON RESEARCH PAID WORK WE DO – 2006 only  

 
Q. What kinds of non market research paid work do you do? 

 
Base: all doing at least some non MR paid work = 62 

 Nos 
  

Marketing consultancy 33 
Workshops/brainstormings/facilitations 21 

Training/teaching 21 
Consultancy on a specific subject 21 

Strategic planning  18 
Business (inc NPD) development 14 

Management consultancy 12 
Advertising/account planning 10 

Project management 9 
Database handling/management 4 

Translating 3 
Financial and economic analysis 2 

Other 12 
 
 

Those of us who don’t work exclusively in market research these days, nevertheless 
work in related areas in the main, not surprisingly, or at least areas with which our 
research background (presumably) has provided us with some kind of expertise.  
In the ‘other ‘category we have individual members who earn income from 
psychotherapy, gardening, property management, writing novels, proofreading, 
photography, non executive directorship, semiotics, organisational reviews and data 
analysis as well as two who do statistical consultancy. 
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TABLE 8  
TYPES OF WORK WE DO  

 
Q. What kinds of research work do you do – the whole or parts thereof? 
 
 

 2006 2005 2003 

  % % 

Carry out ad hoc qualitative projects 77 77 74 

Provide project management 44 61 59 

Carry out ad hoc quantitative projects 54 58 58 

Provide other part project services (interviewing, 
moderating, report writing) 

43 51 57 

Design/advise on research programmes as a whole 41 58 53 

Carry out desk research 37 36 43 

Provide consultancy on other specific  
aspects of research 

35 47 38 

Summarise previous research 32 40 36 

Design ad hoc projects  
but don’t personally carry them out 

27 35 29 

Provide training services 19 20 18 

Lecture/teach 7 15 16 

Provide field services 11 13 10 

Provide modelling/ statistical services 10 12 9 

Provide data processing services 8 7 5 

Interim management 12 n/a n/a 

Other 6 9 14 

 
As far as our market research work is concerned, as in previous years more of us do 
out ad hoc qualitative research, than do any other kind of research, though clearly 
many of us do more than one kind of research. However, this year it seems that 
more of us are doing qualitative work exclusively, than has been the case previously. 
In particular smaller proportions of our membership are now doing ‘project 
management’, ‘design of research programmes as a whole’ and ‘part project work’, 
than was the case last year. 
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TABLE 9  
TYPES OF WORK WE MAINLY DO  

 
Q. And what do you mainly do? (NB one answer only requested) 

 
 2006 2005 

 % % 

   

Carry out ad hoc qualitative projects 45 45 

Carry out ad hoc quantitative projects 17 17 

Provide other part project services (interviewing, 
moderating, report writing) 

8 7 

Provide project management 6 6 

Design/advise on research programmes as a whole 3 4 

Design ad hoc projects but don’t personally carry them out - 4 

Provide consultancy on other specific aspects research 3 3 

Provide training services 1 2 

Provide field services 1 2 

Provide modelling/ statistical services 3 2 

Carry out desk research 1 1 

Lecture/teach - 1 

Summarise previous research 1 - 

Provide data processing services 3 - 

Interim management 3  

Other 3 3 

 
Although, as mentioned earlier many of us do several different  kinds of research, 
the main activity for the highest proportion of us is ad hoc qualitative research.  

 
TABLE 10A  

WHETHER WE SPECIALISE BY *MARKET SECTOR   
 
Q. Do you consider yourself to be a specialist in any particular *market sector? 
 

 2006 2005 

 % % 

   

Yes 64 73 

No 36 27 

 
* this wording was ‘subject matter’ in 2005 

 
Two thirds of us consider ourselves to be a specialist in some market sector or other. 
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TABLE 10B  
MARKET SECTORS IN WHICH WE SPECIALISE-2006 only  

Q. In which market sector(s) do you consider yourself a specialist? 
 
 
Base- all who specialise in one or more market sectors = 95 
 

 % 
  

Food/other FMCG 28 
Financial 26 

Healthcare/pharmaceuticals 23 
Retail 20 

Travel/transport/tourism/leisure 15 
Beauty/cosmetics/fragrances 12 

Telecoms/IT/computing 12 
Publishing/media 11 

Alcoholic drinks 9 
Other ‘product ‘field 18 

  
New product development 33 

Advertising development and evaluation 26 
Brand positioning 23 
Direct marketing 6 

Other ‘marketing’ activity 4 
  

Customer satisfaction 24 
Product testing 19 

Other specific types/ aspects of research 8 
  

International/European 25 
  

A specific type of respondent 6 
  

Other 5 
 
Our areas of specialism are wide ranging.  
 
Most of us specialise in the product fields in which our clients (presumably) are 
involved. Some of the ‘other’ product fields not included in the precodes listed above 
were ‘professional services’ (several respondents), ‘B2B’ (again several of us), 
automotive, chemicals, construction, education, maritime, rural matters, bathroom 
fittings, building products, social, utilities, local council, industrial, websites. 
 
Other areas of specialism are particular types of ‘marketing’ activity; research 
techniques, location and particular types of respondent. 
 
 



ICG Membership Survey 2006 18 

TABLE 11A  
WHETHER WORK ON OUR OWN OR WITH OTHERS  

 
Q. Do you mostly work on projects on your own, mostly with others (excluding the 
client researcher) or sometimes on your own and sometimes with others? 
 

 2006 2005 2003 

 % % % 

    

Mostly on my own 44 37 48 

Mostly with others 10 13 9 

Sometimes on own and sometimes with others 46 51 42 

 
Just over half of us work with others to a significant extent (either ‘mostly’ or 
‘sometimes’). 
 
 

TABLE 11B  
WHETHER WORK WITH ICG MEMBERS OR NOT – 2006 only  

 
Q. Do you work with other ICG members or not? 
 

 % 
  

Yes, I regularly work with other ICG members 12 
Yes, I occasionally work with other ICG members 53 

No, I don’t work with other ICG members 35 
 

Just over half of us work with others to a significant extent (either ‘mostly’ or 
‘sometimes’). 
 
.



ICG Membership Survey 2006 19 

 
TABLE 12  

SERVICES BOUGHT IN  
 

Q. Which, if any, of the following research services have you bought in, in the last 
12 months? 
Q. And which, if any, of the following other business services have you bought in, 
in the last 12 months? 
 

 2006 2005 

 % % 

Research services    

Recruitment – groups or depths 55 61 

Venue hire for group discussions 50 54 

Fieldwork for quant. surveys 36 42 

Data processing 38 40 

Tape transcription 30 32 

Omnibus 16 24 

Statistical services 12 18 

Full service qualitative 8 13 

Full service quantitative 9 10 

Venue hire for other reasons 10 7 

Video editing 9 n/a 

None of these 22 n/a 

   
Other business services    

Accountancy 84 84 
(Business) Insurance 30 35 

IT 32 40 
Website design 27 24 

Secretarial 15 16 
Clerical 11 13 

Legal 8 9 
None of these 9 n/a 

 
 
Generally speaking we are buying in fewer research and general business services 
than we were last year.  
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TABLE 13  
TYPES OF CLIENT WE WORK FOR 

 
Q. We would now like you to think about your clients for market research 

work. In the past 12 months, what kinds of client have you worked for? 
 

 2006 2005 2003 2001 2000 1999 

 % % % % % % 

       

NET Any end client 82 n/a n/a n/a n/a n/a 

End clients - commercial 77 77 76 71 74 76 

End clients – government, public 
sector, non-commercial 

32 36 33 28 28 30 

       

Research agencies 59 60 63 56 58 49 

Management/marketing consultancies 39 47 42 46 39 28 

Advertising agencies 26 28 22 24 18 18 

Other “intermediary” clients 23 25 19 26 22 14 

 
 
Our clients, as in previous years, are more likely to be ‘end clients’, particularly 
commercial end clients, than intermediaries such as research or other 
agencies/consultancies. Fewer of us now seem to be working for 
management/marketing consultancies than has been the case in the last few years. 
 

TABLE 14  
WHETHER CLIENTS ARE RESEARCH PROFESSIONALS  

 
Q. Are your *market research clients usually research professionals or not? 
 

 2006 2005 

 % % 

   

Yes, usually research professionals 51 38 

No, not usually research professionals 27 30 

It varies/Don’t know 22 32 

 
* the words ’market research’ were not included in the question wording in 2005 
 
For most of us our research clients are usually research professionals but for a 
substantial minority, they are not. 
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TABLE 15  
 PERCEIVED BENEFITS FROM BEING INDEPENDENT – 2006 o nly  

 
Q. We would like to understand better what benefits we personally gain from being 
an independent/small business. 
Listed below are some of the things which we have been told may be relevant. 
Please indicate the most important ones (maximum of 3) as far as you personally are 
concerned. 

 
 % 

  
Can be confident that the work will be of high quality 

(because don’t have to delegate to juniors) 
47 

Being able to give a high level of commitment to the client 46 
Can choose my hours of work in the day 40 

Can do things my way 33 
It leaves me freer to do other things 32 

Don’t have to report to a boss 32 
Can choose what I work on 30 

Can choose how many days I work 18 
Other benefits 13 

 
 

 
When asked what we consider to be the main benefits of being independent, it is 
interesting to note that we are more likely to comment on benefits to the client, (viz 
high quality work and the high level of commitment we can give), than we are to 
comment on our more flexible working conditions. 
In the ‘other benefits’ category several commented on the benefit of not being 
involved in office politics. Several also commented on better financial rewards. 
 
 
 

 
TABLE 16  

SOURCES OF WORK 
 

Q. In the last 12 months have you obtained work from existing clients, from new 
clients or from both existing and new clients? 
 

 2006 2005 

   

 % % 

From existing client(s) 11 11 

From new client(s) 3 5 

From both new and existing clients 86 83 

 
As last year, most of us have had some new client work in the last 12 months. 
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TABLE 17  
HOW OBTAINED WORK FROM NEW CLIENTS  

 
Q. You say you have obtained work from new client(s) in the last 12 months. Which 
of the following resulted in you obtaining work from new client(s)? 
 

 
 2006 2005 

Base: all obtaining work from new clients  
 

128 120 

 % % 

   

Recommendation by ICG member 16 )           

Other recommendation 61 )             83 

Warm calling/keeping in touch/old contacts 47 n/a 

Networking at conferences I have attended 22 23 

Other networking 21 27 

Cold calling myself 17 17 

Other website 9 n/a 

Entry in other directory 9 9 

Entry in ICG Directory 7 6 

Response to article(s0 I’ve written/talk(s) 
I’ve given 

5 n/a 

ICG website 4 10 

ICG stand at Insight 4 n/a 

Cold calling using telemarketing agency 2 3 

Response to mails hot 2 n/a 

ICG speed networking at MRS Conference - n/a 

Something else 13 n/a 

   

NET Any ICG 23 n/a 

 
ICG activity generated new business for 23% of us last year. This was mostly as a 
result of recommendation by an ICG member. 
(In the 2005 Surveyr, 20% of respondents said that at least one of their new clients was in some way 
connected with their membership of the ICG). 
‘Recommendation’ in general is in fact by far the most important source of new 
business for us. ‘Keeping in touch with old contacts’ is the next most important 
source, followed by networking of various kinds. 
It is clear that personal knowledge of us is important in getting new business. 
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TABLE 18  
WHETHER USE ICG LOGO - 2006 only  

 
Q. Do you use the ICG logo in any context, when you are promoting your business? 
 
 

 % 
  

Yes 14 
No 86 

 
 
14% of us use the ICG logo in some context or other to promote our business. 
 
The most common uses were:- 
-  website ( 7 people) 
- stationery (5 people) 
-  proposals (4 people) 
- brochures/sales material (3 people) 
-  handouts for Insight (2 people) 
-  email footer ( 1 person) 
 
 
 

TABLE 19  
WHETHER OR NOT DO INTERNATIONAL RESEARCH  

 
Q. In the past 12 months, have you done any international research? 

 
 2006 2005 2003 2001 

 % % % % 

     

Yes 50 46 48 56 

No 50 54 52 44 

 
Half of our membership does international research of some kind or other, a slight 
increase on recent years. 
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TABLE 20  
TYPES OF INTERNATIONAL RESEARCH CONDUCTED- 2005 onl y 

 
 2006 2005 

Base: all carrying out international research  72 62 

 % % 

   

Carrying out qualitative research, doing moderating myself 33 19 

Providing project management 32 26 

Carrying out qualitative research with locals doing the moderating 28 29 

Some other type of research 22 24 

Carrying out desk research 18 23 

Carrying out quantitative research through UK agency 18 10 

Carrying out quantitative research through local agency 14 18 

Designing research but not carrying it out 14 13 

Carrying out quantitative research myself (ie online) 11 15 

 
 
Other types of research - 2006 nos 

  
Personal depths 2 

Data processing/coding 2 
Sending UK  interviewer to other parts of world 1 

Tel interviews via UK based foreign language speaker 1 
UK fieldwork for international research partner 1 

Re-analysing previous research 1 
Organisational reviews1 

Multilingual coding  1 
Market survey 1 

Managing ethnography/anthropology 1 
Facilitating group process 1 

Exploratory 1 
Carrying out qual through UK agency 1 

Auditing consultancy 1 
Attending on behalf of client 1 
Analysis of continuous data 1 

Analysis and modelling 1 
 

 
There has been a significant increase since last year in the percentage of us who 
carry out qualitative research abroad, doing the moderating ourselves. 
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TABLE 21  
WHERE INTERNATIONAL RESEARCH WAS DONE- 2006 only  

 
Q. Where was your international research done? 

 
Base- all doing international research = 72 
 

 % 
  

 Western Europe exc Eire 86 
USA/Canada 40 

Far East 29 
Central or South America 25 

Eastern Europe 23 
Republic of Ireland 14 

Australia/New Zealand 14 
Middle East 12 

Africa 10 
Other 4 

 
Perhaps not surprisingly, most of those of us who do international do it in Western 
Europe. 
 
 
 

TABLE 22  
WHETHER FLUENT IN LANGUAGES  

 
Q. Would you say you were fluent in one or more foreign language? 
 

 2006 2005 

 % % 

   

Yes 28 26 

No 72 74 

 
 
28% of us consider ourselves to be fluent in one or more foreign languages. 
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TABLE 23  
LANGUAGES IN WHICH FLUENT- 2006 only  

 
Base – all saying fluent in one or more foreign languages = 42 

 
 

 Nos 
  

French 27 
German 11 
Spanish 8 

Italian 3 
Other Western European 

(inc 2 Portuguese) 
6 

Eastern European 
(Lithuanian, Russian) 

2 

Arabic - 
Chinese - 

Japanese 1 
Other 

( Burmese, Urdu, Hindi) 
3 

 
 
Most of our other language speakers speak French or other Western European 
languages, perhaps not surprisingly. 
 

TABLE 24  
PREVIOUS ORGANISATIONS WORKED FOR  

 
Q. And thinking about before you became an independent consultant, which of the 
following types of organisation had you worked in? 
 
 

 2006 2005 2003 

 % % % 

    

NET Any end client 60 n/a n/a 

Client organisation - commercial 56 60 58 

Client organisation – non commercial 13 12 7 

    

Research agency 74 74 74 

Advertising agency 19 22 18 

Management/marketing consultancy 17 14 n/a 

Other 8 4 9 

 
 
Three quarters of us have previously worked for research agencies, as in previous 
years. 
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TABLE 25  
STANDARD DAILY RATE  

 
Q. Please can you tell us your standard daily (executive) rate, when you are working 
for end clients? 
If you do not have a standard daily rate or would rather not say you can leave the 
box blank. 
 

 2006 2005 
Base – all answering 121 109 

 % % 

£s per day   

50 1 - 

113 - 1 

160 1 - 

180 1 - 

250 1 1 

274  1 

275 2 - 

300 - 2 

320 1 2 

330 - 1 

350 4 11 

375 - 2 

400 16 17 

425 - 1 

440 1 1 

450 3 4 

475 - 1 

500 21 18 

525 1 - 

540 1 - 

550 2 5 

595 1 1 

600 9 10 

650 7 1 

700 5 5 

725 1 1 

750 10 6 

800 4 6 

850 2 - 

900 - 2 

950 - 1 

1000 2 3 

1250 1 - 

2250 1 - 

2500 1 - 

   

Average £595 £526 
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NB In 2005 we did not include the words ‘for end clients’ in the question wording. 
 
Our daily charges range considerably, from £50 to £2500. 
On average we are now charging end clients just under £600 per day... 
43% of us charge £600 or more per day, but £500 is the amount we most commonly 
charge, with 21% of us charging this figure. 
 

TABLE 26  
GROSS ANNUAL TURNOVER  

 
Q. And please can you tell us what your gross annual turnover was, for your last full 
financial year. 

 2006 2003 

 % % 

   

£20,000 or under 7 17 

£21,000-£30,000 10 10 

£31,000-£40,000 11 13 

£41,000- £50,000 9 7 

£51,000 - £60,000 5 6 

£61,000-£70,000 7 10 

£71,000-£80,000 5 9 

£81,000-£90,000 2 5 

£91,000 - £100,000 2 3 

£101,000 or more 28 20 

Would rather not say 10 13 

 
NB In 2003 this question was an open ended one. In 2005 it was precoded, in the turnover bands 
shown above. For these reasons,  if average turnover figures were shown, they would be misleading. 
 
In general there is considerable variation in our turnovers. 
It is obviously affected by the type of work we do; whether we work full or part time 
etc. 

TABLE 27  
WHETHER CONDUCT UK CONSUMER GROUP DISCUSSIONS 

 
Q. Do you conduct UK consumer group discussions? 
 

 2006 2005 

 % % 

   

Yes 67 66 

No 33 34 

 
Two thirds of us conduct UK consumer group discussions. 
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TABLE 28  
STANDARD CHARGE FOR UK GROUP DISCUSSION- 2006 only  

 
Q. What is your standard charge for a 1.5 hour UK consumer group discussion, 
when you are carrying it out for an end client, as part of a set of 4? 
PLEASE INCLUDE RECRUITMENT, INCENTIVES, MODERATION, DEBRIEFING 
AND WRITTEN REPORT IF YOU DO ONE BUT EXCLUDE TRAVEL, 
ACCOMMODATION, VENUE HIRE AND VAT 
 
Base: all conducting UK groups and giving a price = 64 

£ Nos 
  

350 1 
650 1 

1200 1 
1250 1 
1500 5 
1600 2 
1650 1 
1750 2 
1800 5 
1850 3 
1875 1 
1900 4 
1950 2 
2000 12 
2100 1 
2200 6 
2250 2 
2300 2 
2400 1 
2500 7 
2600 1 
2700 1 
2750 1 
6000 1 

  
Average of all £2025 

Average exc the 1 @ £6000 £1961 
 
Our charges for groups range from £350 to £6000 per group, with the average being 
c £2000. 
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TABLE 29  
WHAT KIND OF REPORTING 

 
Q. Does this in fact include the provision of a full written report as well as a 
presentation, just a presentation or just a full written report and not a presentation? 
 
 

 2006 2005 
Base: all doing UK group discussions  and giving a price 

 
64 90 

 % % 

   

A full written report as well as a presentation 17 16 

Just a presentation 54 59 

Just a full written report and not a presentation 6 10 

Don’t know 23 16 

 
As last year, for most of us our standard charge for groups just involves a 
presentation, not a full written report as well. 
 
 

TABLE 30  
WHETHER QUOTE ON PROJECT, OR DAILY RATE BASIS  

 
Q. What proportion of your quotes are on a total project basis or on a daily rate 
basis? 
 

 2006 2005 2003 2001 2000 

 % % % % % 

      

All/nearly all quotes on total project basis 54 53 48 40 55 

All/nearly all quotes on daily rate basis 16 13 8 17 7 

Some on one basis, some on the other 30 32 43 43 38 

 
Our most common way of quoting in general, is on a total project basis, as opposed 
to a daily rate basis. 

 



ICG Membership Survey 2006 31 

TABLE 31  
WHETHER OR NOT PAY FOR ENTRIES IN DIRECTORIES 

 
Q. In which, if any, of the following hard copy or online directories d you have a paid-
for entry  
 

 2006 2005 2003 2001 2000 1999 1998 

 % % % % % % % 

        

ICG Directory 50 57 51 n/a n/a n/a n/a 

The Research Buyers Guide 38 34 36 35 39 34 33 

AQR Directory 16 17 17 15 13 13 16 

BIG Guide 6 9 9 13 8 11 9 

Esomar Directory 10 6 4 6 13 11 5 

Other Directory 7 4 n/a n/a n/a n/a n/a 

No current paid-for 
 directory entries 

34 31 31 51 44 54 39 

 
We are more likely to have an entry in the ICG Directory than in any other hard copy 
or online directory, though one third of us don’t have an entry in any directory. 
 
 
 

TABLE 32  
WHETHER HAVE OWN WEBSITE  

 
Q. Do you or your company have your own website? 
 

 2006 2005 

 % % 

   

Yes 52 47 

No 28 28 

No, but considering it 19 25 

 
There has been a slight increase since last year in the percentage of us who have 
their own website. This now stands at 52%. 
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TABLE 33  

(OTHER) WEB SITES WE ARE ON 
 

Q. Which, if any, of the following websites are you on? 
 

 2006 2005 2003 

 % % % 

ICG 76 71 58 

MrWeb 42 54 51 

The Research Buyers Guide 33 31 27} 

Esomar 9 4 3} 

Other websites 19 14 7} 

Not on any at present 10 10 13 

Not sure whether I’m on any or not 7 10 8 

 
There has been an increase in the numbers who are on the ICG website (now 76%) 
and a decrease in the numbers who are on MrWeb. 

 
TABLE 34  

WHETHER OR NOT MEMBER OF MRS – 2006 only  
 

 
Q. Are you a member of The Market Research Society (MRS)? 
 

 % 
  

Yes 81 
No 19 

 
 

Most of us are MRS members. 
 

TABLE 35  
WHETHER BELONG TO MRS COMPANY PARTERS SCHEME- 2006 only  

Q. Do you belong to the MRS Company Partners scheme? 
 
Base – all who are MRS members = 120 
 

 % 
  

Yes 11 
No 37 

Don’t know anything about it 52 
 
Just over half of our MRS members don’t know anything about the MRS 
Company Partners scheme and most of the remainder don’t belong to it.
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TABLE 36  

WHETHER REGISTERED UNDER DATA PROTECTION ACT  
 

Q. Are you registered (obtained notification) under the Data Protection Act? 
 

 2006 2005 2003 2001 

 % % % % 

     

Yes 28 29 27 25 

No 65 61 56 52 

Considering 7 10 18 21 

 
Just under 30% of our members are registered under the Data Protection Act, with 
declining proportions in recent years considering doing so. 
 
 

TABLE 37  
INSURANCE POLICIES HELD – 2006 only  

 
Q. Which of the following insurances, if any, do you have in respect of your 
research business? 

 
 % 
  

Professional Indemnity 34 
Public/General Liability 35 

Professional Expenses for Tax 
Investigations(VAT, PAYE etc) 

8 

Employers Liability 19 
Other 5 

None of these 47 
 
 
Just under half of us don’t have any business insurances. 
The most common ones held are Professional Indemnity and Public/General 
Liability, with just over one third of us holding each. 
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TABLE 38  
WHAT EQUIPMENT WE HAVE  

 
Q. Which, if any, of the following items of equipment do you have? 
 

 2006 2005 2003 

 % % % 

    

Laptop computer 89 79 64 

Desk top computer 78 81 93 

Separate printer 64 n/a n/a 

All in one scanner/printer/copier 46 n/a n/a 

Digital audio voice recorder 46 n/a n/a 

Separate scanner 39 n/a n/a 

PDA egg Palm 19 25 23 

Digital video recorder 17 n/a n/a 

Separate photocopier 13 18 16 

Multimedia/digital projector 6 4 3 

Blackberry 5 n/a n/a 

 
Declining proportions of us have a desk top computer and increasing proportions 
have a laptop. Most of us clearly have both though. 
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SECTION 2 

DETAILED TABLES  
‘ABOUT ICG’
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TABLE 39  

WHEN FIRST JOINED ICG 
 

Q. In what year did you first join ICG?  
 

 2006 2005 2003 2001 

 % % % % 

     

2006 16    

2005 19 7   

2004 13 14   

2003 10 15 8 - 

2002 10 16 23 - 

Before 2002 32 47 71 100 

 
Half or our current members have been members for 3 years or more. 
 
 
 
 

ICG Events 
 

TABLE 40  
WHETHER ATTENDED ANY ICG EVENTS IN THE LAST 12 MONT HS 

 /HOW MANY 
 

Q. In the last 12 months have you attended any ICG lunchtime or evening events, in 
London or out of London? IF YES TO LONDON EVENTS 
Q. Of the six lunchtime or evening events held n London in the last 12 months, how 
many did you attend? IF YES TO OUT OF LONDON EVENTS 
Q. Of the two ICG out of London events that took place last year, how many did you 
attend? 
 

 London Out of 
London 

 2006 2005 2003 2006 2005 

 % % % % % 

      

Yes 46 50 53 7 20 

No 54 50 47 93 80 

      

Average number 
attended 

2.3 2.2 2.3 1.3 1.6 

 
Slightly fewer of us are now attending events than was the case last year, though in 
the case of London events those who do attend, do so with the same frequency as 
previously. 
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TABLE 41  
OVERALL RATING OF EVENTS -2005 only  

 
Q. How would you rate overall the London/out of London events you attended in the 
last 12 months? Please give a rating on a scale of 1-10 where 1 equals extremely 
poor and 10 equals excellent. 
 

 London Out of 
London 

 2006 2005 2006 2005 

     
Base – all who have attended 69 68 11 27 

     

Average score 7.4 7.2 6.8 7.3 

 
London events are generally well rated by those who attend. 

 
TABLE 42  

REASONS FOR NOT ATTENDING EVENTS IN LAST 12 MONTHS-  2006 only  
 

 London  Out of London  
Base: all not attending 80 138 

 % % 
   
   

Too busy 50 34 
Too expensive to go to London for an ICG meeting 31 n/a 

Locations weren’t convenient 29 50 
Only recently joined ICG 21 17 

Subjects of talks didn’t interest me 13 9 
Not really interested in attending events 13 7 

Some other reason 10 7 
Not in the country at the time 8 9 

Don’t like going to London 6 n/a 
The talks/events were too expensive 4 1 

 
 
The inconvenience of the location is an important reason for not attending events, 
London or elsewhere. 
However, equally important is the fact that people are too busy to do so.  
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The Indie 
 
 

TABLE 43  
WHETHER READ ANY ISSUES 

 
Q. Have you read any of the issues of The Indie in the last 12 months? 
IF YES 
Q. Out of the 6 issues of The Indie how any did you read, at least part thereof? 

 
 2006 2005 2003 

    

Yes 90 92 90 

No 10 8 10 

    

Average number read 4.5 4.7 4.8 

 
Most people read most issues of The Indie. 
 
 
 

TABLE 44  
OVERALL RATING  

 
Q. How would you rate The Indie overall? Please give a rating on a scale of 1-10 
where 1 equals extremely poor and 10 equals excellent. 
 
 2006 2005 
Base: all who have read at least one issue 134 125 
   

Average rating 7.5 7.3 

 
 
The average rating for the Indie remains high.
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The Website 
TABLE 45  

WHETHER VISITED THE NEW WEBSITE 
 

Q.  We would now like you to think about the ICG website which was re-launched in 
March 2006. Have you visited the new ICG website at all since it was re-launched? 

 
 % 
  

Yes 63 
No 37 

 
Just over 60% of us have visited the new website in the 2 or 3 months since it was 
launched. 
 

TABLE 46  
SECTIONS VISITED OF THE NEW WEBSITE 

 
Q. Which of the following sections of the new website have you visited? 
 
Base- all who have visited the new website = 94 
 

 % 

General  
Find a consultant 69 

Useful links 26 
Other general sections 23 

  
Members area  

Edit my User Details 55 
The E-group 30 

The Indie 20 
E-group archives 14 

Supplier companies 14 
Other 3 

 
The two most visited areas of the new website so far are ‘Find a Consultant’ and 
‘Edit my User Details’. 
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TABLE 47  

WHETHER CHECKED ENTRY IN ‘FIND A CONSULTANT’  
 

Q. Did you check your entry in the Find a Consultant section? 
 
Base – all who visited Find a Consultant = 65 
 

 nos 
  

Yes 62 
No 3 

 
 
Perhaps not surprisingly, almost all of those who visited Find a Consultant, checked 
their own entry whilst they were there. 
 
 

TABLE 48  
EASE OF USING ‘EDIT MY USER DETAILS’  

 
Q. How easy did you find it to use the ‘Edit My User Details’ section? 

 
Base – all visiting the Edit My User Details section = 52 
 

 nos 
  

Extremely easy 24 
Fairly easy 18 

Neither easy nor difficult 9 
Not particularly easy - 

Not at all easy 1 
 
 

Most people found it easy enough to edit their user details. 
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TABLE 49  
AWARENESS THAT WORK OPPORTUNITIES NO LONGER ON WEBS ITE 

 
Q. Work opportunities are no longer posted on the website but are sent out via the e-
group. Were you aware of this? 
 
Base –all who have visited the new website = 94 
 

 % 
  

Yes 84 
No 16 

 
 

There is a high level of awareness that work opportunities are no longer posted on 
the website. 
 

 
TABLE 50  

OVERALL RATING OF THE WEBSITE  
 

Q. How would you rate the (new) ICG website overall?  
Please give a rating on a scale of 1-10 where 1 equals extremely poor and 10 equals 
excellent. 
 
Base: all who have visited it at least once 94 

 
  
Average rating 7.4 
 
 
The new website is well rated overall.
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TABLE 51  

COMMENTS ABOUT THE WEBSITE/IMPROVEMENTS TO SUGGEST  
 
Q. Can you think of any improvements to the website, or do you have any comments 
to make about it? 
 
Base – all who have visited the new website = 94 
 
 Nos 
  

Very good/ vast improvement 6 
Lacks punch/needs bit more colour 3 

Get too many consultants when you put in a search/people 
should be specialists in no more than 2 areas 

2 

Some paragraphs a bit wordy/too much writing 2 
Needs testimonials from clients 2 

Content too research orientated for me 2 
Job opportunities would make me visit more regularly 1 
The Search Engine doesn’t search the website itself 1 

FAC can be illogical 1 
Cannot find another Indie by name in FAC 1 

FAC is ‘clunky’ 1 
Don’t know how to access e-group archives 1 

Doesn’t promote consultants  over researchers 1 
FAC should allow search by region 1 

Site needs to rank higher in the search engines 1 
Needs a reason to go to it now that e-group so successful 1 

 
 
Not many people made any suggestions for improvements, or general comments 
about the website. 
There were more about Find a Consultant than about any other section. 
 
 
The E-group 

 
TABLE 52  

WHETHER BELONG  
 
Q. Do you belong to the ICG e-group – the electronic discussion group? 
 
 2006 2005 

 % % 

Yes 89 50 

No 11 50 

 
Almost all of us now belong to the ICG electronic discussion group. 
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TABLE 53  
OVERALL RATING OF THE E-GROUP  

 
Q. How would you rate the ICG e-group overall?  
Please give a rating on a scale of 1-10 where 1 equals extremely poor and 10 equals 
excellent. 
 
 2006 2005 
Base: all who belong 132 68 
   

Average rating 8.0 8.1 

 
 

As last year, the E-group has the highest overall rating of all of ICG’s activities. 
 

 
TABLE 54  

WHETHER HAVE OWN YAHOO ID AND PASSWORD  
 

Q. Do you have your own Yahoo ID and password, enabling you to access the 
archive of past E-group messages? 

 
Base: all who belong = 132 
 

 % 
  

Yes 38 
No 23 

Didn’t know I could 42 
 
 

 
The mechanics for accessing the archive of past E-group messages doesn’t seem 
entirely clear to members. 42% didn’t know they could and a further 23% don’t have 
their own Yahoo ID and password to enable them to do so. 
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TABLE 55  
COMMENTS ABOUT THE E-GROUP/ SUGGESTED IMPROVEMENTS  

 - 2006 only  
 
Q. Do you have any comments about the E-group including ways in which it could be 
improved? 
Base- all belonging to the E-group = 132 

 Nos 
  

Fantastic/excellent/love it 10 
Very helpful/valuable to me personally 5 

Best feature of ICG 3 
Topics tackled excellent 3 

I learn things 2 
Interesting debates/informative 2 

Like it that topics broader than just research 2 
Feel part of like minded community 2 

Excellent value 1 
  

Too much waffle/chit chat/joking/political views 11 
Don’t want all replies repeated – very tedious – people should delete 

previous replies 
9 

Need easy access to straightforward summaries (ideally on website) 7 
Some people don’t seem to understand when to reply to the group v 

the individual 
6 

Some of the discussions go on for too long 5 
We need a register of recommended recruiters, by area 4 

Some replies are too long 4 
A lot of the discussion is not relevant to me 3 

Form of digest is difficult to read through 3 
Sometimes replies don’t relate to the title 3 

Don’t like the occasional rudeness  2 
Would like to be able to filter out recruiter requests/only have specific 

subjects 
2 

Topics sometimes trivial 1 
Can feel overloaded if topics not of interest 1 

Could hot topics be summarised in The Indie? 1 
 

 
Many of the comments about the e-group are very enthusiastic.  
It is clear it is a much valued resource. 
There are however some criticisms:- 
-  a number of people think that sometimes there is too much general chit 

chat/that replies are not succinct enough/that it can be too jokey. 
- a number of people also dislike the fact that each time there is a new 

response, all previous responses are also shown, unless the responder 
deletes them. 

There are many pleas for summaries of some kind. 
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Speed networking  
 

TABLE 56  
WHETHER PARTICIPATED IN SPEED NETWORKING   

AT THIS YEAR’S CONFERENCE  
 

Q. Did you participate in the speed networking exercise which the ICG ran at this 
year’s MRS Conference at the Barbican? 
 

 2006 2005 

 % % 

   

Yes 11 18 

No 89 82 

 
Participation in the speed networking exercise at The Conference was slightly lower 
this year than last. 
 

TABLE 57  
OVERALL RATING OF THE SPEED NETWORKING EXERCISE  

Q. How would you rate this speed networking exercise overall?  
Please give a rating on a scale of 1-10 where 1 equals extremely poor and 10 equals 
excellent. 
 2006 2005 
Base: all participating 16 24 
   
Average rating 4.8 6.2 
 
 

TABLE 58  
REASONS FOR NOT PARTICIPATING IN ICG SPEED NETWORKI NG 

Q. Which, if any, of the following reasons describe why you did not take part? 
 2006 2005 

Base: all not taking part  133 112 
 % % 

   

Didn’t plan to attend the Conference 44 54 

Wouldn’t expect to find new clients from that kind of exercise 22 36 

Wouldn’t be comfortable with that kind of thing 20 17 

No longer need/want to be actively looking for new clients 6 11 

Didn’t know about it 8 1 

Only just joined ICG 13 - 

Too expensive 7 - 

Not free at the time/too busy 20 - 

Some other reason 17 25 

 
The main reason given for not taking part in the ICG speed dating exercise was not 
planning to attend the Conference. Many members however wouldn’t expect to find 
new clients from that kind of exercise. 
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Insight  
TABLE 59  

WHETHER ATTENDED  
 

Q. Did you attend Insight which was held at Earls Court (last) October? 
 
 

 2006 2005 

 % % 

   

Yes - as an exhibitor 13 20 

Yes- but not as an exhibitor 22 20 

No- I did not attend 64 60 

 
A similar number of us exhibited at Insight 2005 as took part in the speed networking 
exercise this year –somewhat fewer than last year. 
 

TABLE 60  
OVERALL RATING OF THE ICG ACTIVITY AT INSIGHT   

 
Q. How would you rate the ICG activity at Insight overall?  
Please give a rating on a scale of 1-10 where 1 equals extremely poor and 10 equals 
excellent. 
 
 2006 2005 
Base: all attending 50 54 
   
Average rating 7.0 7.5 

 
 
The ICG activity at Insight was not quite as well rated this year as last. 

 
TABLE 61  

REASONS FOR NOT ATTENDING INSIGHT 2005 (2004) 
 

Q. Which, if any, of the following reasons describe why you did not attend? 
 

 2006 2005 
Base: all not attending 96 82 

 % % 

   

Not free/too busy 45  

Not interested in that type of selling 23  

The location wasn’t convenient 19 18 

Didn’t know about it 10 6 

No longer need/want to be actively involved in research 
selling 

5 18 

Some other reason 20 52 

 
The main reason given for not attending Insight this year was being ‘too busy’. 
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TABLE 62  

REASONS FOR BELONGING TO THE ICG   
 
Q. For which of the following reasons do you belong to the ICG? 

 
 

 2006 2005 

 % % 

   

The opportunity to discuss problems and experiences with others 75 60 

Access to a business network 68 66 

Access to work opportunities 56 63 

Providing me with a sense of community 52 54 

Help in feeling less isolated 51 54 

Help in keeping me up to date with developments in research 50 59 

The opportunity to share projects with others 40 32 

Help in getting info on business management matters 40 32 

Help in giving credibility to my independent  status 32 49 

Access to a social network 14 15 

Other 4 4 

 
There has been a substantial increase since last year in the proportion joining the 
ICG for ‘opportunities to discuss problems and experiences with others’- also to a 
lesser extent in the proportion wanting ‘to share projects with others’ and those 
wanting ‘information on business management matters’. 

 
TABLE 63  

NEEDS NOT BEING MET 
Q. And which, if any, of these need areas are not being satisfied at the moment as 
far as you personally are concerned? 
 

 2006 2005 

 % % 

   

Help in keeping me up to date with developments in research 19 16 

Access to work opportunities 18 21 

Access to a social network 7 6 

The opportunity to share projects with others 6 7 

Access to a business network 5 2 

Help in giving credibility to my independent  status 5 7 

Help in getting info on business management matters 5 7 

The opportunity to discuss problems and experiences with others 1 2 

Providing me with a sense of community 1 4 

Help in feeling less isolated 1 4 

Other 4 4 

 
The main need areas not being met are the same as last year viz ‘help in keeping up 
to date with developments in research and ‘access to work opportunities’. 
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TABLE 64  
RATING OF MEMBERSHIP WORTH 

 
Q. Generally speaking, how worthwhile to you is your membership of the ICG? 
 

 2006 2005 2003 

 % % % 

    
Very worthwhile (4) 48 40 33 

Fairly worthwhile(3) 44 47 48 

Not very worthwhile(2) 5 9 15 

Not at all worthwhile (1) 1 1 - 

Don’t know/no opinion 2 4 5 

    

Average rating 3 3 3 

 
 

More members now rate their membership of the ICG as being ‘very ‘worthwhile’, 
than have done so in the last couple of surveys.
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 TABLE 65  
WHAT ELSE COULD/SHOULD THE ICG BE DOING FOR ITS MEM BERS 

2006 only  
 

 (Q. Finally, what, would you say, are the three things the ICG could/should be doing 
for its members which are not currently being done?) 
 
 

 Nos 
Job opportunities  

Bringing in more work for ICG members 2 
Job posting 1 

New business generation activity for members 1 
More international work opportunities 1 

More business to business opportunities 1 
Generating more business opportunities 1 

Opportunities to work in sectors in which have no experience, e.g. social work 
– perhaps on voluntary basis 

1 

  
Regional events  

More events/activities outside London 8 
More West of England events 1 

More events for those outside London (e.g. Herefordshire) 1 
More regional gatherings, e.g. NW or Midlands 1 

More satellite groups elsewhere in the country e.g. Scotland 1 
  

Special interest groups  
Segment the database into those doing govt/social/commercial research 1 

Creating special interest groups within the ICG 1 
Build a genuine international/European sector amongst members 1 

  
Keeping abreast  

Keeping us abreast of methodological developments 4 
Keeping me up to date with technology/new research techniques 1 

  
Training/networking events  

Regular informal lunch networking meetings 4 
More frequent training events 2 

More training on specialised topics 2 
More affordable training courses 1 

Better professional training 1 
Seminars to include clients 1 

Being a discussion forum for new ideas 1 
Longer lead times for social events 1 

Evening meetings 1 
Issue name badges at ICG functions 1 

  
Our place in the industry  

Make sure we are involved when the future of our industry is being 
discussed/representing us with the industry 

2 
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Forge links with other professional bodies eg Chartered Institute of 
Marketing/AURA 

2 

More authoritative voice on industry issues 1 
More positive reasons for our existence – not just anti MRS or AQR 1 

Getting a voice in Research Magazine 1 
Would be interested in lobbying for fairer access to public sector tenders 1 

  
Promotion  

More advertising as a group 3 
More PR presence 2 

Raise profile with clients 2 
Persuading more clients to offer job opportunities through ICG 2 

More publicity on behalf of independent researchers 2 
Pursue leaders in target sectors 1 

Become clearer about the focus of the group being research supply 1 
Promote the value of consultancy as well of research 1 

More publicity in marketing media 1 
Client networking 1 
Mutual promotion 1 

A professional consultants stand at MRS Conference 1 
More testimonials from clients on the website 1 

More opportunities for clients to visit us via the ICG website 1 
Advertising our services up against agencies 1 

  
Bulk advantages  

Create teams of indies to go for the big tenders in competition with full service 
agencies/joint approaches for major projects 

4 

Maybe we could have an ICG insurance scheme/package/more bulk purchase 
opportunities for business services 

3 

More group rates for industry events/IT training 2 
Negotiate preferential MRS rates 1 

Power to ensure terms of business are met 1 
  

E-group  
Get overloaded with e-group e-mails 1 

Deliberately start broader discussion on the e-group 1 
  

Evaluating suppliers  
Having an AURA like forum for fieldwork and DP suppliers 1 

Provide a structured format within which to evaluate supplier quality 1 
  

Miscellaneous  
Better Directory 1 

New Directory 1 
Circulate a list of members 1 

Survey on charges 1 
Dispute resolution 1 

Membership benefits 1 
Indies don’t seem to want to use independent fieldwork agencies 1 

Embrace wider interests than pure research 1 



ICG Membership Survey 2006 51 

  
The ICG Committee  

ICG seems very pro-active 1 
Get some paid help for the ICG, e.g. membership secretary 1 

Nothing/you do a good job 16 
 

 
 
___________________________________________________________________ 


