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NATIONWIDE HOME VISITS & SURVEYS

ABOUT OUR RESEARCH

Background & Objectives Methodology Karen Dovey

» Obtaining insight into consumer considerations, reasons for custom framing In-home affinity groups were conducted in the Boston, MA and Austin, TX President / Strategic & Consumer Insights / Ethnography Specialis

and what is framed metropolitan areas in June 2013. Additional sessions were conducted in Denver, CO

and in Orange County, CA in August and September 2013, Founder Karen Dovey is a skilled moderator and researcher with a penchant for

working with diverse audiences in both the US and abroad. Karen has 25 years of
marketing research experience on both the client and supplier side, a BA in

Sociology from Colorado College, and an MBA from the University of Colorado.

Her career started with manufacturing companies: Burlington Industries in New

® 27 homes were visited: 9in MA, 6in TX, 61n CO, and 6in CA York and then with Teledyne Water Pik in Colorado. Karen left her position as Global
Marketing Research Manager at Teleayne Water Pik to launch Research Insights in 1999

« Learning how consumers think of custom options, decide where to shop,
importance of store settings, aesthetic influences and how they perceive store

- * Atotal of 66 consumers took part in the research: 22 - Boston, 18 Austin 15 Denver
expertise differences

and 11 Orange County sessions
« Develop a better understanding of price sensitivity

« Detecting areas of frustration, concerns, barriers to framing Fach interview or affinity group took 30 minutes to one hour
: Interview Ity grou Inu U

« Obtaining insight on purchase preparation, thoughts on what is pre-determined

prior to meeting with framer, what is decided in the store - material, matting, All of the host participants had custom framed a least one thing within the past 2
color, finish, brano years. Invited friends or neighbors had also custom framed an item and/or shopped

« Observing how frames are displayed in the home, and hearing consumer for custom framing



