
control pills. “Every specialist prescribed treatments
for Carly that fit within their own area of expertise,
but none could get to the root of it,” Heyman said. 
As Carly suffered from her mysterious malady,
Heyman read James Surowiecki’s “The Wisdom of
Crowds,” which promoted the collective wisdom of
crowds as more accurate than individual experts.
It took three years for medical science to find Carly’s
problem. It turned out to be FX-POI, or X-associated
primary ovarian insufficiency, affecting 1 in every
15,000 females. It reduces function of their ovaries; its
cure is wearing an estrogen patch. But Heyman’s fas-
cination with crowdsourcing didn’t go away. 
From 2008 to 2010, he studied crowdsourcing,
crowd psychology and prediction markets. At his
startup research firm, Infosurv, Heyman developed
an MR prediction market, the “Infosurv Concept
Exchange,” which predicted outcomes specific to
market researchers with great accuracy.

Heyman spent 2010 to 2012 travel-
ing around the world. He had an
epiphany while sitting on a beach in
Brazil and thinking about his sister’s
illness, eventual diagnosis and
crowd psychology. “I thought: ‘If
crowds are so smart and if predic-
tion markets are such a powerful
mechanism for capturing and aggre-
gating their collective wisdom, why
don’t we see if a crowd can solve a
medical problem?’” he recounted to
his audience. 

“I know it sounds crazy; when we think
of medicine, we think of experts, with lab coats, who
have a special prefix before their name,” he continued.
“But doctors diagnose common diseases; they're not
very good at diagnosing rare diseases that affect multi-
ple body systems. What if a crowd can do something
better than MDs? What if a crowd can correctly diag-
nose a patient’s medical problem, like the one with my
sister?”

More than 350 million people
worldwide - about 8% of the popula-
tion - suffer from one of 7,000 rare
and difficult-to-diagnose medical dis-
eases, said Jared Heyman, former
CEO of Infosurv and current CEO of
CrowdMed (San Francisco, CA). He
has a personal tie to those who suffer
in this way: his sister is one of them.
Ten years ago, 18-year-old Carly
Heyman, a college freshman, suddenly
experienced a severe case of depres-
sion and anxiety. She didn’t want to
go outside or drive anywhere. Although
she slept 14 hours a day, Carly was still tired and
lethargic. She had terrible nightmares and suicidal
thoughts, gained weight and had strange
menopausal-like symptoms (e.g., hot flashes and
irregular menstrual cycles). Her condition became
so severe that she had to quit school. 
Psychiatrists prescribed anti-depressants and anti-
anxiety medications; gynecologists prescribed birth
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Main Point: Jared Heyman combined crowd-
sourcing and gaming elements to create
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Smith claimed that the key to
understanding how digital age
shopping works is understanding the
Internet’s origins. “The Internet was-
n’t created for access to information
and data,” he said. “It was created to
connect people with other people.
Since its inception, the Net has fos-
tered relationships between people.
The Web has always been a social
network.”
Smith said the old “brand-centric”
marketing model is also wrong. “By
and large, we’ve employed social
media that way, too, to build more engagement with
our brands,” he said. “But a brand-to-consumer
approach works with a narrow view of social. The
next big step in social means doing more – a diffi-
cult concept for us.”
He embellished this point using a Forbes survey that
asked marketers and consumers the elements that
constitute brand engagement. Marketers said it was
sharing ads, discussing ads, discussing the brand, rec-
ommending a brand, liking a brand or company on
Facebook or following it on Twitter. 
Consumers saw things completely differently: 25% to
30% responded that they followed brands on social
media for one reason only: to get discounts. 
Smith’s snap analysis: Clearly, marketers think and
like social media as a means to a brand-consumer rela-
tionship, but consumers do not see their social media
interactions with brands that way. They remain in a

people-to-people (“kinship economy”) orientation.
Citing this evidence that marketers of brands are still
“getting it wrong” in their social media relationships
with consumers, Smith stated, “(Marketers) need to be
in the business of providing the social currency people
need to connect with others.” He described four
types of social currency: push, partnering, partici-
pation and place.
“‘Push’ refers to things people can say to others,
whether or not they respond,” he began. “‘Partnering’
refers to dialogue. ‘Participation’ is using a social
group as a reference point without necessarily saying
anything or having a conversation. ‘Place’ is simply a
venue from which to connect with others.
“My favorite example of what has worked at retail is

Amex Sync,” Smith said. “Consumers sync their Amex
card with their Twitter, Facebook and/or Foursquare
accounts. To take advantage of a brand’s promotional

offer, you tweet it, like it or check in.
It is something more to say to your
social contacts. When you purchase
the promoted item with your Amex
card, Amex credits you with the deal.
The Amex Syncmodel is about spend-
ing social currency, exactly the sort of
thing that people want brands to
facilitate and foster.”
Next, Smith explained new social
currency rules for retail.
The first social media rule for retail is
that manufacturers need to put people
together with other people (i.e., facili-

tate and foster people-to-people interactions) by sup-
plying social currency for people to spend. Then assess
your success with a new metric: measuring how many
conversations you’ve started.
The second social media rule for retail calls on man-
ufacturers to shift their focus about what matters to
shoppers. Consumers formerly wanted manufacturers
to help them 1) have more time by making things
more efficient and faster and 2) lighten up what they
had to do to keep up with everything going on.
“Shoppers’ priority today is ‘headspace,’” Smith said.
He said The Futures Co.’s Global MONITOR track-
ing of consumer values and lifestyle attitudes found in
2012 that “71% of people want to simplify their lives,
to push back against the increasing complexity and
pace of contemporary life, much of it rooted in digital.
“Address your consumers’ needs in a transformative,
headspace-oriented kind of way,” Smith recommend-

ed. “Treat each contact as a stand-alone opportunity
to deliver headspace and offer value in the process,
not simply something about your product. Make the
process of what you deliver as much a reward for
brand loyalty as the product itself.”
Smith said what he is suggesting ties in with the
brilliant thinking of Steve Jobs. “Don’t just simplify
your products and brands; streamline them,” he
said. “Consumers have pulled back or slimmed
down their approach, but not their aspirations.
Make every consumer contact with your brand - no
matter what - trim, sleek and well-proportioned.
“Streamlining matches your brand and product
to how consumers think about the world today,”
he continued. “Consumers want to ‘live large,’ yet
‘carry little.’ They want all the satisfactions they
ever had before, but without all the baggage that
used to go with it. They want more of less.”
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Marketers need to provide the social currency people crave to connect with others. 

J. Walker Smith

popular diagnosis or a not-as-popular one with a
higher payout.  CrowdMed does not dispense cash
awards. “Intrinsic rewards have been found to be
better than extrinsic rewards,” Heyman explained.
“Play-money markets can be just as effective as real
money markets. CrowdMed is very gamified.”
CrowdMed has a charitable component; for every
1,000 points a medical detective earns, he/she can
donate a dollar to Watsi (a non-profit) for an
overseas patient who needs a life-saving treatment. 
Skeptics rightly point out that MDs are highly
trained for a reason - to use their medical knowledge
to diagnose all, even rare, diseases. They look at the
concept of a crowdsourcing website where ordi-
nary, non-medically trained people “play doctor” as
like a person in a Holiday Express commercial.
Twenty validation cases were run, including
Carly Heyman’s, to test CrowdMed. In all 20, the
correct diagnosis appeared in the top three predic-
tions. Carly’s disease was correctly diagnosed by a

group of 300 medical detectives in three days.
Two months after its debut, CrowdMed had helped
a woman who for three years had suffered from
undiagnosed Lyme disease and a 12-year-old boy
who, also for three years, had dealt with undetected
PANDAS (Pediatric Autoimmune Neuropsychiatric
Disorders Associated with Streptococcal infections).
Heyman claimed CrowdMed saved patients about $4
million in healthcare costs. 
Asked about CrowdMed’s financial viability, he said
directly, “That’s what we want to find out.”  

That became the idea behind his new company,
CrowdMed. “It harnesses the wisdom of crowds to
solve medical mysteries,” he said. “We specifically try
to solve problems that have eluded doctors. We’re
not trying to diagnose colds or flus; we’re looking for
tough medical cases, where patients have seen six or
12 or 20 doctors without a satisfactory diagnosis.
We’re seeing if a crowd can crack a case like that.”
CrowdMed launched in April 2013. A user of the
website can submit a case (anonymously) for $200, or
solve a case (it’s free). “I wanted to make everything
free,” Heyman said, “but my investors didn’t like that.
Some cost also ensures that we won’t get ‘junky’ cases.”
The website collects all the information one would
give an MD: age, gender, ethnicity, symptoms, when
they started, personal and family medical history, etc. 
CrowdMed currently has about a dozen active
cases. Each submitted case is automatically
uploaded into the “solve a case” interface. When a
“medical detective” logs in on CrowdMed, they

come in with 5,000 points, and they bet points for
every prediction they make. They can show the
strength of their conviction about having the correct
prediction by betting more points. Heyman
admitted that CrowdMed likes medical students to
participate. “They have a lot of knowledge, but no
biases,” he elaborated.
Each of the medical detectives (there were 3,000 as
of mid-May) competes to be at the top of the “leader
board” for most points won and most correct pre-
dictions. Medical detectives can choose to bet on a
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CrowdMed “medical detectives“ correctly diagnosed 20 pre-launch tests.

3 new social media rules for manufacturers, retailers 
Institute for International Research: Shopper Insights in Action

July 14 - 16, 2013, Chicago, IL

“The Future Shopper: How Digital Changes Everything, 

But Not in the Way You Might Think“

Contact: jwalker.smith@thefuturescompany.com

Main Point: The shift from a fixed retail framework
to a fluid one is the under-appreciated, overlooked
and the most important aspect of how digital has
changed everything about shoppers.

RCR impressions of content: Freshness: A
Relevance: A
Practicality: A

“Your store doesn’t sit at a fixed location any
longer; it moves with the customer,” stated J.
Walker Smith, Executive Chairman of The
Futures Co. (Charlotte, NC). “Your customer carries
your store around in his/her mobile device.
“The way in which people decide what they buy has

become completely fluid,” Smith continued. “The
‘old-timey’ purchase funnel is an outdated model. It is
unidirectional, with a fixed set of stages and stopping
points, that goes from point A to point B. That’s not
how shopping happens now.”



For example, it was found that only
1% of the population of New Jersey
was responsible for 33% of the state’s
medical costs. Those 1% were ending
up in the emergency room, having the
same body of tests done over and over
again. 
New Jersey launched a program that
involved doctors making house calls
on those 1% to keep tabs on this small
group before they showed symptoms
that would land them back in the emergency
room. It worked, Smolan declared. People who
previously had hundreds of thousands of dollars in
medical bills from the E.R. no longer have them.
He pointed to The Gates Foundation, which uses
Big Data to fulfill its polio eradication mission. Nigeria

has the highest resurgence of polio in the world,
Smolan said, and despite efforts to distribute polio
vaccines, there are some villages in the country
that just don’t show up on any known maps. 
It is essential that every person receive that polio
vaccine to stop the spread of the disease through fam-
ilies. The Gates Foundation needed to find a way
to identify Nigerians at risk for polio. Enter Big Data.
Using a combination of satellite data that can see the
location of villages, it triangulates that geographic
information with data from GPS-enabled cell
phones. Inoculation officers use that to find villages
and thoroughly deal with the polio threat.
Satellite data can not only find villages, but minuscule
and yet critical things like mosquito eggs. Instead of

spraying areas where mosquito eggs grow
with DDT and polluting bodies of water,
satellites can find the exact location of mos-
quito larvae and thereby only target certain
spots of bodies of water to eradicate malaria
and other deadly diseases.
Up to 50% of medicines available in phar-
macies in Africa is counterfeit, Smolan said.
The company mPedigree puts a unique
code on every bottle of medicine. Before
you leave the pharmacy, you text the code to

the company and it tells you if it’s real or not. “That
information is also saving lives,” Smolan said. 
He also shared a personal story of how Big Data
could help family members. His 90-year-old mother
has fallen five times in the past four years. “She didn’t
want to move in with us, so we hired women to move

in with her in shifts, which of course she hated,” he
said. “At TED Med, I ran into Eric Dishman, who,
through a partnership with General Electric and Intel,
is working on something called a Magic Rug. 
“It measures how a person walks normally, and if it
senses that your gait is off or you haven’t walked on it
in a while, it sends a message to your loved ones,” he
said. The Magic Rug doesn’t invade anyone’s privacy,
but it could possibly help those who have fallen.
These examples, plus several more, rounded out
Smolan’s presentation. They underscored his overall
philosophy that “Big Data” is not “Big Brother,” and
that it truly can be used to transform lives and even
the planet itself.  
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If someone hasn’t walked on Eric Dishman’s “Magic Rug“ in their home 

in a while or if that person’s gait is off,  an alert is sent to a loved one.

Rick Smolan

Main Point: A look at the psychological reasons
why gaming for MR purposes can make sense and
be workable, plus an explanation why gaming is
not more ubiquitous in research use.

RCR impressions of content: Freshness: A-
Relevance: A
Practicality: A+

The benefits of using games for research

Institute for International Research: 

Future of Consumer Intelligence Conference

May 14-16, 2013, San Francisco, CA

“The Psychological Effects of Game Elements in Survey Research“

Contact: bill.macelroy@sotech.com

Smith said it is important to put into context
people’s changing attitudes about material things. “In
the past, a ring of materialism defined our ambitions
and defined the context of meaning in our lives,”
Smith said. “We aspired to premium, high-end,
luxury satisfaction, but those overwhelmed other
priorities. That’s not true today.”
Another study from The Futures Co., in partnership
with American Express (“The Life Twist”), showed
the number one self-described characteristic for suc-
cessful people is fluidity, or being “open to change.”
Only 27% of people said that “having a lot of money”
was characteristic of successful people. 
“A ‘decent’ amount of money was considered far
more successful than ‘a lot’ of money. Many young
people say they will be satisfied being ‘threshold earn-

ers’ – earning just enough and no more,” Smith
explained. “That balance of priorities reflects on-going
change and real-time value evolution - it puts pressure
on traditional ways of purchasing. The purchase fun-
nel is not useful with priorities in motion like this.”
The third new social media retail rule is “stock
and sell more of less.” “We have to find ways of
responding dynamically to an ever-changing mix of
fluid priorities and consumption approaches,” Smith
remarked. “In the short-term, companies have to
make sure that the value they deliver is not wholly tied
up in the end-point purchase. Shopping must be an
experience that engages consumers and delivers value
to bring them back. In turn, that means marketers
need to inventory touchpoints to find those with the
greatest opportunities to do so.”
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Don’t be misled, Big Data is not “Big Brother“

WIRED Health Conference

October 15-16, 2012, New York City, NY

“The Human Face of Big Data“

Contact: aao@launchsquad.com

Main Point: Despite the enormous prevalence of
media articles that equate “Big Data” with “Big
Brother,” the comparison is simply not apt. Big
Data is being used to solve problems in everything
from public health to electricity bills. And it doesn’t
need to be intrusive.

RCR impressions of content: Freshness: A
Relevance: A-
Practicality: A+

What is “Big Data,” and how can people use it to
change the world?, asked the CEO of Against All
Odds Productions (Sausalito, CA), Rick Smolan.
He began to answer the question with an anecdote
about how he first became interested in Big Data.
“About a year ago, at All Things Digital and
TEDx, all of my friends in the technology world
were using the phrase ‘Big Data,’” Smolan said. “I
said ‘What’s Big Data?’ The first person I spoke to
answered, ‘It’s so much data that it doesn’t fit in
your laptop.’ The next person I asked said, ‘Taking
information from one organization and then taking
information from another organization and overlap-
ping them and seeing patterns in the data.’ Well,

that didn’t sound very interesting to me.
“Then, I ran into Marissa Mayer from Yahoo!,” he
continued. “And she said, ‘Rick, Big Data is like
watching the planet develop a nervous system.
Right now, all of us with our smartphones, all
these data that are being gathered through so many
means; it’s like watching the planet wake up.’”
Humanity is at a tipping point in history, Smolan
claimed. “We’re constantly producing and consuming
data…We are at a point where our machines are pro-
ducing more data than we are ourselves,” he added.
Smolan quoted Eric Schmidt, the Executive
Chairman of Google, who said, “From the dawn of
civilization until 2003, humankind generated five
exabytes of data. Now we produce five exabytes
every two days… and the pace is accelerating.
“We’re starting to be able to measure things, analyze
them, visualize them and respond in real time,”
Smolan said, again quoting Marissa Mayer. “We’ve
never had that ability before as a species. We’re not
the center of the data solar system anymore,” Smolan
said. “So what do we do with all this information?”
He spoke about how data, collected by a digital
chip installed in one’s home, can be used to show
people where most of their electricity bill money
is going toward - i.e., 11% from a DVR alone. 
Oceanographers have started to put sensors on
animals in the South Pacific to map ocean currents
and migration patterns. Big Data, when implemented
and collected correctly, can be used to solve big
(or small) problems.
But the proving point for Big Data has been its use
in the medical field, where lives have been saved.
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“New Chemistry: Demystifying Social Media“

Contact: Jessica@eggstrategy.com 

Main Point: Social intelligence (an evolved form of
social media listening) is a smart methodology when
combined with other MR tools. It can change the
notion of researchers as minimizers and not oppor-
tunity seekers. Projects where social was integrated
with traditional research were offered as evidence.

RCR impressions of content: Freshness: A
Relevance: A
Practicality: A

“Social media research began with basic listening
and monitoring tools, many of which haven’t evolved
to deliver deeper consumer insights,” explained
Jessica Hogan, Director of Social Strategy at Egg
Strategy (Boulder, CO). “On the other hand, social
intelligence… is not just listening to consumers. It
allows greater flexibility and access to consumer

conversations” via advanced tools and expert analysis.
She said that social media is not the key to unlocking
consumer research, but, when used correctly, it can
add greatly to insights. “We strongly believe that social

Send RCR information about your upcoming conference at least 2 months in advance. Email it to info@rflonline.com.

ing categories as well as surveys. People
have high levels of satisfaction when they
are instructed to “build” their favorite
product and are then presented with the
tangible fruits of their decision making.
They are more entertained and, therefore,
more engaged with the survey.
Games of chance (or gambling) have also
been proven to be highly successful in 
creating “exclusionary focus,” that is, 

when the environment surrounding the highly
focused individual is basically invisible. Guessing a
product's price at risk of “losing” the game has been
shown to be highly effective, MacElroy said.
He mentioned that extreme focus on test stimuli
can be undesirable because it’s an unrealistic envi-
ronment in terms of how people shop, and
MacElroy proposed a solution: add “noise - a lighting
change, speed or parallel processing - to the task.”
MacElroy revealed that Socratic Technologies
has found that in a 20-minute survey, animations
increase completion rates by 14%. Furthermore,
though surveys should generally not exceed 20
minutes, the use of animation in 40-minute-long
surveys increased completion rates by 20%. More
research will be needed to find out exactly why
animation has that impact, he noted.
The presenter stressed that the concept of engage-
ment in research needs to flow through the entire
survey cycle, meaning it should be examined from
the standpoint of survey participant - and the
researcher and client should not be overlooked. 
What benefit do games in research create? MR
reports often are static, live for a single decision and
then “cognitively disappear” from the firm. They fail
to be institutionalized as learning for various reasons,
including how stale and vague they are. MacElroy
warned that the more this situation exists in a firm,
the lower the ROI associated with research.
He took the occasion to suggest a solution to such
dollar-wasting MR processes: make the data more
interactive by loading results into a “data dashboard.”
These are underused by most MR companies, he
stated, because they take time to build, are an added
expense, don’t fit a low-tech standard of MR agencies
and require a different presentation approach.
They also don’t fit the typical client’s MR report
mold. Because they are interactive, they are not
many clients’ cup of tea and implementing a data
dashboard necessitates IT dollars. Yet, “interactive
what-if games and simulators cut costs, decrease
waste and redundancy and show a better return for
research dollars spent,” MacElroy said.   
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The MR industry has witnessed a contin-
uing, deep dive in survey response rates. In
1997, phone surveys had a 24% response
rate; the most recent data (2011) shows
only 7% of attempts get a phone pickup.
Web panel research achieved 62% reach in
1997, but it had dropped to 14% the last
time it was measured.
Bill MacElroy, Chairman of Socratic
Technologies, Inc. (San Francisco, CA), who
has been studying why people didn’t respond to sur-
veys for that 16-year span, said four general elements
affect cooperation: 1) perceived burden of the request,
2) type & amount of incentive, 3) the interest & perti-
nence of the study topic to respondents and 4) respon-
dents’ authority & affinity with the survey sponsor. 
“Successfully ‘engaging’ respondents in a survey
does result in better, more thoughtful consumer
inputs, as well as happier respondents,” he stated.
“A satisfying survey experience is more likely to
lead to future participation.”
Successful engagement, MacElroy continued, comes
through a psychological phenomenon that occurs
when the mind is highly focused on a specific task or
activity. It is achieveable if a survey is interesting,
important, fun or challenging. 
He offered a lengthy list of characteristics of online
tasks and activities that take place in electronic
games and that also drive focus:
• Concentration • Sorting & Matching
• Differentiation • Learning & Exploration
• Problem Solving • Manual Interaction Skills
• Creative Construction • Tests of Knowledge
• Games of Chance • Human Interaction
MacElroy detailed how and why each of these are
effective engagers. Concentration yields more rea-
soned answers, plus intrinsic and extrinsic rewards.
Game environments help with “central” versus
“peripheral” processing. Three in particular - prob-
lem solving games, creative construction and games
of chance - received MacElroy’s special attention.
Puzzles and problem solving tasks can create a high
level of focus in people. MacElroy noted that not all
people find this type of activity enjoyable (so proceed
with caution). However, puzzle-based tasks produce
superior results in comparison to traditional “fill in the
blank” types of questions. “‘Fill-in-the-missing-words’
games are the best bet when it comes to choosing
puzzle types for surveys,” MacElroy advised.
Creative construction survey activities give respon-
dents the sense that they are engaged in an iterative
process, and it has been very popular in certain gam-

Bill MacElroy



intelligence identifies opportunities faster
and with more confidence.” 
Egg Strategy’s integration model ties social
intelligence methods with traditional ones.
“It combines advanced listening tools, a
strategic application based on brand/project
goals and expert analysis of social data, most
often in conjunction with other research
findings,” Hogan said. “It has turned skeptics
into believers… We believe the industry is about to
kick [social intelligence] into high gear.”
Hogan said social intelligence’s value becomes clear
in its deliverables: “dynamic views of primary, sec-
ondary and tertiary conversation activity; nuanced
detail of topics, topic associations and prioritization;
consumer emotions, attitudes, behaviors revealed
clearly in their language; and clean and relevant
data.” Plus, she observed, “people reveal new things
when no one is watching. No other method allows
us to listen in on…millions of natural conversations
and individual thoughts, desires and experiences.” 
She shared how Egg Strategy used social intelligence
to shed light on consumer views of a high-profile spir-
its brand. Cursory social intell revealed that for some
consumers, one notable liquor brand had “become a
joke,” she said. “It had the highest volume and also the
negative sentiment of all analyzed brands.” It also had
the strongest male interest. Plus, the brand had ush-
ered in African-Americans and Hispanics. They were
two areas of brand opportunity.
To begin this liquor research, Egg Strategy reviewed
another agency’s robust 2010 segmentation study.
Next, social intelligence focused on three years of con-
versations concerning this particular liquor category.
Parallel-pathed with that were interviews with spirits
industry “cultural creators and industry insiders.” The
end result: new areas for further focus group testing.
Seven potential opportunity areas were identified
around consumer-needs states. More spirits industry
interviews “helped us see ‘street’ and on-premise
trends. It illuminated areas to explore using social
media analysis, but our Motive I.D. social intelligence
methodology brought new and valuable context and
broad consumer input,” Hogan said.
“Social intelligence also showed that one key trend
wasn’t as strong an opportunity as we thought,”
Hogan noted. Social media data even pointed to
potential trouble for a competitor’s liquor brand.
While it had been mentioned 721,000 times in
social media in the past year (vs. 490,000 for all
other category brands), its 24% share of negative
mentions far outpaced competitors. And the brand
was experiencing an overall drop in favoritism.
“Through social intelligence, we were able to see
that the tide is actively turning in the market-
place, and our client has an opportunity to craft a

new offering or reposition a current brand to
meet the desires of a major target consumer
looking to make a change in their liquor
choices,” Hogan summarized.
Assessing what Egg Strategy social intelli-
gence had accomplished on this assignment,
Hogan said it “helped to bridge the gap
between older, but very strong segmentation
research, and newer, trend work that we

employed with industry interviews.”   
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