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Need to get plugged-into 
what kids have to say? 
The KldzEyes.com ™ online children's research 
panel can give you amazing insight into what 
thousands of 6-to-14 year-olds nationwide are 
thinking. Whether you want to conduct a cus­
tom, full-scale study or ask only a few questions 
in our monthly omnibus, KidzEyes can provide 
you with a fresh, kids-eye view on topics rang­
ing from advertising, promotions, packaging, 
concept and pilot testing, Web site evaluations, 
trend tracking and more. And you can rest easy 
knowing that every KidzEyes panelist has been 
pre-screened and permissioned in full compli­
ance with the Children's Online Privacy Protec­
tion Act. 

KidzEyes.com -- the latest creative research 
solution from C&R Research Services. 

For more information , contact us at lnfo@KidzEyes.com or 1-800-KIDZEYES. 
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yourcustomers 
talk to us 
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A one-stop marketing research agency 
for all your international surveys 

• full service 
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With dual cameras, on-site technicians, 
and multiple views, 

you'd swear you were there. 

FocusVision delivers the live focus group experience 
right to your office or home ... for all to see. 

The focus group experience is not simply "watching" a focus 
group. Focus Vision captures all of the nuances and expressions, 
the all-important "immediate debrief' from your moderator, and 
a shared experience with your business associates. It is the 
dynamics of the focus group experience that produce the 
insights unique to qualitative research. 

Whether its Focus Vision Videoconferencing or Videostreaming, 
we have multiple cameras, picture-in-picture, plus live camera 
operators who get close-ups and full-group views. 

With Focus Vision, you increase staff productivity; while cutting 
thousands of dollars of travel expenses. 

These are the reasons more than 300 leading companies use 
Focus Vision regularly. 

Focus Vision,·· 

Call1 -800-433-8128 
or e-mail: info@focusvision.com to find out more. 
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San Jose: 
• NICHOLS RESEARCH, INC. 
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TESTING, INC. 
-GroupNet"" ENCINO 

• ADLER-WEINER RESEARCH 
WESTWOOD 

MECZKA MARKETING 
RESEARCH 
CONSULTING 

MURRAY HILL CENTER 
WEST-SANTA MONICA 

* PLAZA RESEARCH LA 
* SAVITZ FIELD & FOCUS 
• SCHLESINGER ASSOCIATES 
• TROTTA ASSOCIATES 

MARINA DEL RAY 
L.A. Orange County 
• FIELDWORK, L.A. -

IN ORANGE COUNTY 
TROTTA ASSOCIATES 

-IRVINE 
San Diego 
• LUTH RESEARCH, INC. 

SAN DIEGO 
• TAYLOR RESEARCH­

Gr oupNet "" 

COLORADO 
Denver 
• ACCUDATA MARKET 

RESEARCH, INC.­
GroupNet"" 

* COLORADO MARKET 
RESEARCH 

* FIELDWORK DENVER 
INFORMATION RESEARCH 

• PLAZA DENVER 

CONNECTICUT 
Danbury 

MARKETVIEW 
Stamford 
• FOCUS FIRST AMERICA 
Norwalk 

NEW ENGLAND 
MARKETING 
RESEARCH 

FLORIDA 
Fort Lauderdale 
• PLAZA RESEARCH 
* WAC OF SOUTH FLORIDA, 

INC.-GroupNet"" 
Jacksonville 

IRWIN RESEARCH 
SERVICES 

Miami 
* NATIONAL OPINION 

RESEARCH SERVICES 
Orlando 
• SCHLESINGER ASSOCIATES 
Tamps 

THE HERRON GROUP 
-GroupNet"" 
MARINER AVE. 

• THE HERRON GROUP 
-GroupNet"" 
WESTSHORE BLVD. 

SUPERIOR RESEARCH 
• TAt-TAMPA BAY INC. 

GEORGIA 
Atlsnts 
• FIELDWORK ATLANTA 

MURRAY HILL 
CENTER-ATLANTA 

• JACKSON ASSOCIATES, 
INC.-GroupNet"" 

The largest network of top-rated facilities now equipped for 
videoconferendng and videostreaming service. 

• PLAZA RESEARCH-ATLANTA 
• SCHLESINGER ASSOCIATES 

SUPERIOR RESEARCH 
T & K RESEARCH CENTERS 

ILLINOIS 
Chicago- Downtown 
* ADLER-WEINER RESEARCH 

CHICAGO FOCUS 
FOCUSCOPE, INC. 

• MURRAY HILL CENTER 
CENTRAL, INC. 

• NATIONAL DATA 
RESEARCH, INC. 
-GroupNet"" 

NATIONAL QUALITATIVE CENTERS 
• PLAZA RESEARCH CHICAGO 
• SAVITZ FIELD & FOCUS 
* SMITH RESEARCH 
Chicago- Suburban 
* FIELDWORK CHICAGO­

NORTH 
* FIELDWORK CHICAGO-O'HARE 
• FIELDWORK CHICAGO­

SCHAUMBURG 
FOCUSCOPE, INC.-

OAK PARK 
• NATIONAL DATA 

RESEARCH, INC. 
-GroupNetno.. NORTHFIELD 

• OAKBROOK INTERVIEWING 
CENTER 

DELVE(QCSJ-OAK BROOK 
• SMITH RESEARCH, INC. 

DEERFIELD 

INDIANA 
Indianapolis 
• HERRON ASSOCIATES, 

INC.-GroupNet "" 

KANSAS 
Ksnsss City 

THE FIELD HOUSE 

MARYLAND 
Baltimore 
• CHESAPEAKE SURVEYS, 

INC.-GroupNet"" 
• HOUSE MARKET RESEARCH 

THE BALTIMORE RESEARCH AGENCY 

MASSACHUSETTS 
Boston- Downtown 
* BERNETT RESEARCH 
* BOSTON FIELD & FOCUS 

PERFORMANCE 
PLUS-GroupNet"" 

FOCUS ON BOSTON 
* FOCUS POINTE BOSTON 

NATIONAL QUALITATIVE CENTERS 
Boston- Suburban 
* BOSTON FIELD & FOCUS 

PERFORMANCE PLUB­
GroupNet"" FRAMINGHAM 

• FIELDWORK WALTHAM 
FOCUS ON BOSTON- BRAINTREE 

MICHIGAN 
Detroit 

DELVE(QCS) 

MINNESOTA 
Minneapolis 
* FIELDWORK MINNEAPOLIS 
* FOCUS MARKET 

RESEARCH, INC. 
-Group Net"" 

* ORMAN GUIDANCE ASH. 

MISSOURI 
St. Louis 
• PETERS MARKETING 

RESEARCH, INC. 
DELVE(QCS) 

NEW JERSEY 
FIELDWORK EAST­

FORT LEE 
GROUP DYNAMIICS.CHERRY 

HILL, INC.-GroupNet"" 
VOORHEES 

MEADOWLANDS 
CONSUMER 
CENTER, INC.· SECAUCAS 

PETERS MARKETING 
RESEARCH, INC. 

PLAZA PARAMUS 
SCHLESINGER ASSOCIATES 

EDISON 
TAi • NEW JERSEY-TEANECK 

NEW YORK 
New York City 
• FOCUS SUITEs-NEW YORK 

MURRAY HILL CENTER 
• NEW YORK FOCUS 
• SCHLESINGER ASSOCIATES 

• WAC OF NEW YORK, 
INC.-GroupNet"" 

New York-Buburbsn 
• FIELDWORK NY­

WESTCHESTER 
THE LOOKING GLASS-SYOSSET 

NORTH CAROLINA 
Raleigh 
• L & E RESEARCH 
Charlotte 
• LEIBOWITZ MARKET 

RESEARCH ASSOC., 
INC.-GroupNet"" 

OHIO 
Cincinnati 

THE ANSWER GROUP 
• QFACT MARKETING 

RESEARCH, INC.­
GroupNet"" 

Cleveland 
* FOCUS GROUPS OF CLEVELAND 
• PAT HENRY CLEVELAND 
Columbus 

DELVE(QCS) 

OREGON 
Portland 
• CONSUMER OPINION 

SERVICES, INC. 
-Gr oupNet"" 

PENNSYLVANIA 
PHILADELPHIA- Downtown 
* FOCUS POINTE 
• JRA 
• SCHLESINGER ASSOCIATES 
Philsdelphis-Suburbsn 
• FOCUS POINTE-

BALACYNWYD 
FOCUS SUITES 

OF PHILADELPHIA 
• GROUP DYNAMIICS 

IN FOCUS, INC.­
BALACYNWYD 
-GroupNet"" 

• PLAZA MARLTON­
MALTON, NJ 

RHODE ISLAND 
Providence 
• BOSTON FIELD & FOCUS 

PERFORMANCE 
PLUS-GroupNet"" 

TEXAS 
Dsllss 
* CONSUMER RESEARCH 

ASSOC./SUPEROOMS 
* FIELDWORK DALLAS 
• FOCUS ON DALLAS, 

INC.-GroupNet"" 
* PLAZA RESEARCH DALLAS 

DELVE(QCS) 
• SAVITZ FIELD & FOCUS 
Houston 
* CQS RESEARCH, INC. 

OPINIONS UNLIMITED, INC. 
-Group Net "" 

• PLAZA RESEARCH 
* SAVITZ FIELD & FOCUS 

VIRGINIA 
Fsirfsx 

METRO RESEARCH 
SERVICES, INC. 

WASHINGTON 
Seattle 
• CONSUMER OPINION 

SERVICES, INC. 
-GroupNet"" 

GILMORE RESEARCH GROUP 
• FIELDWORK SEATTLE 

WASHINGTON DC 
• HOUSE MARKET RESEARCH 
* SHUGOLL RESEARCH, 

INC.-GroupNetTM 

WISCONSIN 
Milwaukee 

LEIN/ SPIEGELHOFF, INC. 

CANADA 
Toronto 

FOCUS FIRST 
TORONTO FOCUS 

* Videostreaming 
also avis/able 

Plus 70+ International 
faclltftes 

FocusVision Worldwide, Inc. 1266 East Main Street, Stamford , CT 06902-3562 
Tel: 800-433-81 28 • Fax: 203-961-0193 • E-mail: info@focusvision. com • Web Site: www.focusvision. com 
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Shipping and handling 
charges: necessary evil 

New York based Jupiter Media 
Metrix reports that while shipping and 
handling (S&H) charges have di s­
suaded 63 percent of con umers from 
completing online purchases, nearly 

half ( 45 percent) of retailers say they 
are losing money on shipping and han­
dling costs. New Jupiter retail infra-
tructure research reveals that compa­

nies need to gain their customers' trust 
regarding S&H charges because the 
majority of consumers are looking at 
these costs before making purchases. 
To minimize both cu tomer distrust 
and merchant risk, Jupiter analysts 
advise retailers to view S&H charges 
as a breakeven proposition and to base 
S&H charges on the weight of pack­
age , rather than on order size. 

"The latest Jupiter research suggests 
that con urners are wi er to the true 
co t of shipping than retailers think. 
Con umers who have mailed packages 
via UPS , the USPS , or orne other 
hipper, are well aware of the fact that 
hipping costs are driven by weight, 

rather than by the value of the pack­
age," says Ken Cassar, Jupiter senior 
analy t. "Online retailer must begin 
ba ing their shipping charges on 
weight and di tance because that is 
what they are familiar with. Retailers 
that believe that they're simplifying 

continued on p. 84 
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Study looks at leisure trends 
Americans plan on doing more jogging, but their interest in playing ice hock­

ey is on the decline. Active vacations such as swimming and hiking are on 
the ri e, but Americans' interest in racquetball and surfing is not as great as 
it once was. Americans are using 
the Internet more as a leisure activ- r-------~..,...~------..a.. 
ity, but they also have an increased 
desire to remain physically fit. 
Tho e are just some of the findings 
of Bear Steams' leisure trends sur­
vey. The survey, conducted in con­
junction with Yesawich, Pepperdine 
& Brown, attempts to shed light on 
how Americans spend their leisure 
time and money and predict leisure 
trends moving forward. 

The Bear Steams leisure survey polled more than 1,000 American con­
sumers above the age of 18. The questions focused on past and future partic­
ipation levels for a variety of leisure activities. Using the data, the analysts 
were able to calculate an anticipated "net gain" for each activity. For a given 
activity, the net gain is the difference between the proportion of American 
adults who expect to participate more frequently minus the proportion of 
American adults who expect to participate less frequently. The difference is 
expressed in percentage term . 

According to the survey, the majority of Americans feel they do not have 
enough leisure time, want more pleasure out of life, and say they try to 
engage in new experiences. About one-half of the adult population reported 
that when they have spare time, they like to relax and do nothing at all. 

The majority of Americans tend to enjoy more passive leisure activities, such 
as watching television or going to the movies, as opposed to vigorous activ­
ities like aerobics, jogging and weight training. However, the survey did find 
participation levels for phy ical activities could increase significantly during 
the coming years. 

The survey also evaluated which spectator sports are well-positioned for 
future growth. Professional football and basketball top the list, while sports 
such as college baseball, women's professional basketball, and professional 
soccer could face a decline. 

The majority of Americans responded favorably to the concept of travel and 
made it clear that they do so whenever they get the opportunity. Americans 
also hunger for new experiences, which could lead to significant increases in 
the travel business. 

The survey found active vacations appear to be on the rise for many 
Americans. Swimming, jogging, hiking, fishing and boating should all expe­
rience net gains, according to the survey. However, nearly 50 percent of all 
other sporting activities studied will have an expected loss in participation by 
adults on vacation during the next two years, including many popular sports 
such as snowmobiling and surfing. Finally, the survey found most Americans 
rank visiting a beach or a lake or just spending time with family and friends 
at the top of their lists for vacation activities - a trend that bodes well for 
companies that serve those needs. 

www.quirks.com Quirk's Marketing Research Review 
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Fundamental Research Group, Inc. , 
Southampton, Pa. , has named 
Marguerite Genesio senior project 
manager. In addition, Valarie 
Toroniewski has been promoted to 
busine s manager. 

NFO WorldGroup, a Northwood, 
Ohio, research firm, has promoted Lisa 
Intrieri to marketing manager for the 
company's Minneapolis office. In 
addition, Fern Schapiro has been 
named senior vice president of NFO 
North America. 

Schapiro Passerieu 

Censydiam, an Antwerp-based 
research firm, has named Katherine 
Passerieu as managing director of its 
U.K. office. 
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Marlene Yanovsky has joined The 
Willard & Shullman Group, Ltd., a 
Greenwich, Conn., re earch firm, as 
executive vice president. Yanovsky 
will report to Sharon Humphreys, 
who joined the company in May as 
managing director. 

Nicole Douglas has joined Western 
Wats B2C, a Provo, Utah, research 
firm, as a client service representative. 

Jan Reisman has joined Message 
Factors Inc., as vice president in the 
company's Memphis headquarters. 

Peggy Moylan has been named 
director of brand intelligence for New 
York-based J. Walter Thompson North 
America, a new position. Moylan has 
served in senior research and planning 
posts for JWT Detroit, where she will 
remain headquartered. 

New York-based VNU, Inc. has 
named Michael P. Connors chairman 
and chief executive officer of VNU 
Media Measurement & Information, 
comprising all of the media and enter­
tainment information units ofVNU and 
ACNielsen. In addition to his new post, 

. ' 

i 
.~.~ 

Connors will continue as vice chair­
man of ACNiel en. He will al o remain 
a member of the ACNiel en Board. 

Fred Spring has been promoted to 
vice president of research at Turner 
Classic Movies and Turner South in 
Atlanta. 

Farmington Hills, Mich., research 
firm MORPACE International has 
named Linda Retford vice president of 
planning. 

Vickie Henry, chief executive offi­
cer of Feedback Plus, a Dallas research 
firm, ha been elected president of the 
Mystery Shopping Providers 

Hugh E. Sawyer, president and 
CEO of Irving, Texa -ba ed CRM and 
marketing research firm Aegis 
Communications Group, Inc., resigned 
in June to join Allied Holdings, Inc. in 
Atlanta a pre ident and CEO. John 
R. Birk, chairman of the board of direc­
tors of Aegi , will as ume the role of 

continued on p. 98 
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RESEARCH & STRATEGIC SOLUTIONS: 
POWER TO CHANGE YOUR WORLD. 

We uncover information vital to your business--capitalizing on the 
in erent benefits of the Internet. 

E-commerce Satisfaction, Business-to-Business, Website Design 
Evaluations, Employee Satisfaction, Online Focus Groups, and more. 

Using appropriate online sampling frames including access to over 22 
million households via AOL's Opinion Place®. 

The MORPACE approach: Power to change your world. Contact 
Susan Semack or Jeffrey Leiman at (313) 240-8910. Visit our website 
at www.morpace.com. 

LMP"). MORPACE International, Inc. 
~ 1 7 Market Research and Consulting 

Corporate Headquarters: 31700 MiddJebelt Road, Farmington Hills, MI 48334 USA 248-737-5300 www.morpace.com 
UK Office: Hollywood House, Church Street East, Woking, Surrey GU211HJ England +44 1483 737000 
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Technique mixes 
qualitative, quantitative 

Seattle-based research firm Global 
Market Insite (GMI) and London-based 
research firm QualiQuant have formed 
a joint venture for the development and 
marketing of the QualiQuant Toolkit. 
Using GMI's Web-based software, the 
QualiQuant Toolkit will allow the 
fusion of qualitative and quantitative 
research to be performed, both online 
and offline, on a scaleable, multilin­
gual, self-administered or interviewer­
assi ted basis. QualiQuant Toolkit is 
integrated with GMI's Net-MR plat­
form for market re earch a well as 
GMI' global consumer panel. The 
product incorporates visual, interactive 
projective questions adapted from tech­
niques more commonly applied to 
group discussions. This allows the col­
lection of qualitative data in a quanti­
tative context. The techniques can also 
be applied to smaller qualitative-type 
unstructured interviews. For more 
information contact Claire-Juliette 
Beale at 301-599-0555 or at 
cjbeale@ gmi-rnr.com. 

OpenSurvey debuts first 
open standard software 
effort 

TabsML, the first OpenSurvey stan­
dard to reach implementation level, was 
unveiled in June at the lOth Melinco 
User Group Meeting at the 
Marlborough Hotel London. 
OpenSurvey is an organization whose 
mission is to improve the usefulness of 
survey research oftware through the 
promotion and development of open 
standards and other cooperative efforts. 
Tab ML is an XML repre entation of 
survey table content, intended to cover 
all aspects of annotation and numeric 
data. A well as providing a pathway 
between traditional crosstab packages 
and the newer table delivery systems, it 
is also expected that it will be a way for 

12 

end users to consolidate tables from 
different sources and different time­
periods (i.e., for continuou survey ). 
Initially designed by E-Tab under 
OpenSurvey's spon or hip, the stan­
dard ha been implemented by 
Merlinco Ltd. (table exported by 
MERLIN and MERLINPLUS), E-Tabs 
(imported byE-Tabs Profe sional) and 
DataTree (imported by the TeraTree 
suite). Version 1.1 of the tandard (a 
represented by an XML Schema, and 
detailed documentation) can be in pect­
ed and downloaded from www.open­
survey.org. The existing implementor 
intend to develop it further, and anyone 
interested in joining the development 
group should contact info@open ur­
vey.org. 

Pre-test commercials 
over the Web 

Atlanta-based research firm 
Marketing Workshop , Inc., ha 
announced a new service to pre-test 
televi ion commercials over the 
Internet. In conjunction with 
ActiveGroup, the commercial i 
treamed over the Internet to a sample 

of qualified household who then 
an wer que tions about it. Because the 
commercial i treamed rather than 
downloaded the test commercial cannot 
be seen more than once, and cannot be 
copied, e-mailed, downloaded, or 
saved. The system checks the respon­
dent's computer to make sure it has the 
proper bandwidth and other equipment 
needed to ee and hear the commer­
cial. For more information contact Jim 
Nelems at 770-449-6767 or visit 
www.mwshop.com. 

Greenfield packages 
concept screening 
services 

Greenfield Online , a We tport, 
Conn., research firm, ha announced a 
package of services designed to speed 

up concept screening and also provide 
a rating system to separate winners 
from losers. The company has pack­
aged its online survey technologies 
with best practices for concept screen­
ing, creating a new product, 
SuccessScreen. Concepts can be tested 
as text only or with visuals. 
Comparisons are made on key concept 
screening measures. SuccessScreen 
relie on proprietary software and 
works by linking Web-enabled con­
sumer urveying to a normative data­
ba e that "score " new concepts rela­
tive to previou ly tested concepts, 
through FYI Worldwide, a modeling, 
data analysis and forecasting company. 
For more information contact Lis Tanz­
Harrison in the company' St. Louis 
office at 314-316-3050. 

Web survey software 
from the Analytical 
Group 

The Analytical Group, Inc., 
Scottsdale , Ariz., ha released 
QueryWeb/WinQuery 2.0, software 
which lets users securely host 
WinQuery studies on the Web. 
QueryWeb u es WinQuery 2.0 to cre­
ate studies, so there is no need for any 
custom CGI, Java, or other scripting. 
Once a study is created, WinQuery's 
Internet-ready files are copied to a 
secure location on a QueryWeb 
Internet/intranet erver. Using this 
approach, que tionnaires are ready to 
run on the Web within minutes. Since 
the questionnaire logic is shared 
between its three modes, a WinQuery 
2.0 study developed for u e in phone 
centers and/or mail survey may also be 
used for Internet viewing, with all 
respondent data being collected in a 
single location. The company can also 
host your WinQuery 2.0-generated 
questionnaires for you. For more infor­
mation visit www.acsinfo.com or call 
800-946-2767. 

continued on p. 94 
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DATABASE SCIENCES 

A complete, independent 
eFieldFacility 

A professional staff with experience specific 
to market research fielding best practices . 

Proprietary technology that enables us to 
rapidly configure and deploy robust online 
surveys. By automating the Web programming 
process, we help our clients streamline the 
research study lifecycle . 

Quality online consumer and 828 panels. 

For more information, or study bids, 
please contact Richard Raffel by 
phone 1-800-7 42-6035, extension 12 
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News notes 
The Online Consumer Panel of The 

NPD Group, Port Washington, N.Y. , 
has reached 900,000 members world­
wide, including 750,000 U.S. con­
sumers. 

KidzEyes, an online kids research 
panel from Chicago-based C&R 

Milwaukee-based Market Probe has 
been restructured into two research divi­
sions: a custom research and consulting 
division, and a customer satisfaction 
and loyalty division. Executive Vice 
President Carol French will head the 
custom research and consulting divi­
sion. John Morton has been named vice 
president and head of the customer sat­
isfaction and loyalty division. 

company to repurchase from time to 
time over a one-year period in open 
market transactions up to one million 
shares of the company's common stock, 
or approximately 7.4 percent of out­
standing shares. The company current­
ly has 13,523,157 shares of common 
stock outstanding, 14,262,812 shares 
on a diluted basis. 

Research Services, now has over 6,300 SPSS Inc., Chicago, has formed of a 
"permissioned" panelists in compliance Total Research Corporation, new division, CustomerCentric 
with the Children's Online Privacy Princeton, N.J., has announced a new Solutions, designed to extend the com­
Protection Act (COPPA). stock repurchase plan for one year end- pany's experience in analytical tech-

ing June 30, 2002. The company 's nology and enterprise-wide solutions to 
The Canadian subsidiary of board of directors has authorized the helpderive greatervaluefromcustomer 

~c:~~~,. 
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Megaputer Intelligence will hold a two-day seminar, 
"Data, Text and Web Data Mining," at the following loca­
tions: Chicago- August 2-3; San Francisco- August 24-25; 
New York- August 31-September 1. For more information 
visit www.megaputer.com/services/seminar_dtwm.php3. 

The ninth Sawtooth Software Conference on Acquisition 
and Analysis of Market Research Data will be held on 
September 12-14 in Victoria, B.C., Canada. In addition to 
the general conference, there will be optional tutorials, 
clinics and workshops. Attendance will be limited to 250 
participants. For more information call Marilyn Stanford at 
360-681-2300 or visit www.sawtoothsoftware.com. 

Strategy Research Corporation will hold its U.S. Hispanic 
seminar on: September 13 at the Hilton Miami Airport; 
September 19 at the New York Helmsley Hotel ; September 
21 at the Omni Los Angeles Hotel ; and September 25 at Le 
Meridien in Dallas. For more information visit www.strat­
egyresearch.com or call 305-649-5400. 

The European Society for Opinion and Marketing 
Research (ESOMAR) will hold its annual congress in Rome 
on September 23-26. For more information visit www.eso­
mar.nl. 

Tragon Corporation will hold a workshop titled 
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www.tragon.com. 

The Council of American Survey Research Organizations 
(CASRO) will hold its annual conference on October 10-12 
at the Ritz Carlton Amelia Island, Amelia Island, Fla. For 
more information visit www.casro.org. 

The Institute for International Research (IIR), in con­
junction with the Interactive Marketing Research 
Organization (IMRO), and the American Marketing 
Association, will hold a conference on online research and 
usability on October 17-19 at the Fairmont Hotel in San 
Francisco. For more information visit www.iirusa.com. 

The International Quality & Productivity Center (IQPC) 
will hold its conference on online market research and 
Web-based surveys on October 23-24 at the Hotel Nikko 
in San Francisco. For more information call 800-882-8684 
or visit www.iqpc.com. 

The European Society for Opinion and Marketing 
Research (ESOMAR) will hold a conference on qualitative 
research on October 28-30 in Budapest. For more infor­
mation visit www.esomar.nl. 

The Advertising Research Foundation (ARF) will hold its 
annual Week of Workshops on October 29 to November 1 
at the Westin Michigan Avenue, Chicago. For more infor­
mation visit www.arfsite.org. 
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relationship management (CRM) ini­
tiatives. 

Millward Brown IntelliQuest, an 
Austin, Texas re earch firm, has 
announced the expansion into Europe of 
the IntelliQuest Technology Panel, a 
group of pre-profiled users and buyers 
of technology product and ervices. 
The new coverage include panel mem­
bers from France, Germany and the 
U.K. 

Acquisitions 
Germany-based GfK Group has 

acquired a 51 percent s take in the 
Martin Hamblin Group, a U.K.-based 
research firm, and will take 100 per­
cent owner hip of within ix year . The 
Martin Hamblin name and brand will 
continue as will the management. GfK 
GB, part of the GfK Group, will become 
part of the consumer and busine s divi­
sion of Martin Hamblin. 

Istanbul-based ProCon GfK 
Business Information Service Group 
has acquired ffiS Marketing Research 

Services from IBS Research & 
Con ultancy, I tanbul. Under the new 
structure, a new IBS Unit will be creat­
ed within ProCon GfK. 

London-based United Business 
Media ha announced a definitive 
agreement to acquire Allison-Fisher 
International Inc, a supplier of pre­
purcha e yndicated market re earch to 
the U.S. auto industry. 

Alliances/strategic partnerships 
Stamford , Conn. , research firm 

InsightExpress is working with 
Microsoft to deliver direct access to its 
ervices through Microsoft 's new 

Office XP suite. Using templates and a 
library of prewritten questions, users 
can develop, deploy and complete a sur­
vey in 24 to 48 hours. They can also 
choo e to receive their results either on 
the Web or in Microsoft Excel spread­
sheets. 

Looking Glass, Inc., a Denver con­
umer marketing information company, 

has formed an alliance to combine its 

Cohorts household-based market seg­
mentation system with the consumer 
behavior and psychographic market 
research of Simmons Market 
Research Bureau. 

Scottsdale, Ariz., research firm 
Cahners In-Stat Group, has partnered 
with DCICommunity, an online IT 
information resource. Consisting of 
three specialty IT Web sites, 
DCICommunity offers free member­
ship to business and IT executives, pro­
viding immediate access to technology 
information. Cahners In-Stat will pro­
vide each DCICommunity with tech­
nology-related research highlights as 
well as a listing of relevant In-Stat 
reports available for purchase. 

Encino, Calif.-based E-Poll, an audi­
ence research firm, has announced an 
agreement with Twentieth Television 
and Carsey-Werner Distribution to 
develop The EDGE, a suite of polling 
applications. In addition, The EDGE 

continued on p. 88 
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Qualitatively Speaking is a regular column in which a revolving cast of authors offers their thoughts on various aspects of 
the multifaceted world of qualitative research -in 1, 000 words or less! Submissions are welcome. Send your ideas or man­
uscripts to Quirk's Editor Joe Rydholm at joe @quirks. com. 

Don't say the f-word 
By Carey Rellis 

Editor's note: Carey Rellis is a moderator-consultant with 
Primary Insights, a Lisle, Ill. , research firm, and can be 
reached at 920-720-6399 or at carey@ primary-insights. com. 

L
ast year, while participating in a trend seminar in 
New York City I unexpectedly learned something 
about qualitative research: don 't say the f-word. That 

is, if you or your consumer insights are going to stand up 
as being even remotely credible, don 't say they came 
from focus groups. 

Call your research method anything else, call it friend­
ship groups, home visits, round-robins , coffee klatches, 
but nevermore let us invoke the traditional and 
omnipresent focu group. 

Focus groups have been (and continue to be, I might 
add) a staple method of conducting qualitative research. 
But perhaps the very length of their history means that 
they simply aren't trendy enough for the cutting-edge 
crowd of researchers, marketers, and ad agency creatives 
at the seminar. 

Yet the newer terminology -like friendship groups­
for a gathering of people who "focus" on a topic of dis­
cus ion i n't really all that new. Furthermore, these excit­
ing, suppo edly emerging methods are all simply varia­
tion on the ba ic premi e of group discussion. 

At the seminar, after gaining sufficient courage, I final­
ly raised my hand and asked, "What's wrong with focus 
groups?" A stunned ilence followed, until the group 
recognized me as being from the hopelessly untrendy 
Midwest. The answer left me speechless (no small feat, 
by the way): "Consumers lie in focus groups." This gross 
over tatement brought to mind a rather ugly possibility: 
consumers might not be 100 percent truthful, regardle s 
of the methodology. 

Why do con umers lie? Some blamed the "artificial" 
environment of a conference table and chair in a sterile 
room at some agency in Anytown, U.S.A. After all, what 
motivation would respondents have for telling the truth 
to eight or nine perfect tranger ? 

continued on p. 86 
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Research for Mexican e-com site 
shows impact of cultural factors 

Editor's note: J.P. Theberge is manager, corporate devel­
opment and client services/Latin America, TNS Market 
Development, a San Diego research firm. He can be reached 
at jp.theberge@mktdev.tnsofres.com or at 619-232-5628 
x122. 

W
hile Internet mania may be cooling off in the 
general market, there are subsegments of the 
population that are still in the early phases of 
growth and can be marketed to as they begin 
their infatuation with the Web. 

The U.S. Hispanic market is one such subsegment, and 
possibly the most significant. Thirty-two million strong, 
Hispanic consumers are going online much faster than mar­
keters ever realized. Depending on who you ask, somewhere 
between 25 to 30 percent of Hispanics can be classified as 
Internet users. Because Hispanics are on average 10 years 
younger (27) than the general population (according to the 
U.S. Census Bureau), most are still in the early phases of 
their income earning cycle. 

Take a young population with increasing social mobility 
and a thirst for information, add in the declining cost of com­
puters and access to a worldwide treasure trove of infor­
mation, and you have the opportunity to establish and grow 
a marketing relationship with an relatively ignored and 
brand-loyal consumer. 

Culturally relevant 
Internet companies, both pure plays and the brick-and­

mortars, are beginning to see the importance of the Hispanic 
consumer and are starting to see that this market needs to 
be strategically reached in a culturally relevant way. 

One company that decided to involve the consumer early 
on in the process was DeCompras.com, a Monterrey, 
Mexico-based Web site which provides Mexican expatriates 
in the U.S. a way to send gifts and other items via the 
Internet to their families still living in Mexico. Like other 
e-commerce sites, DeCompras.com allows users to browse 
through an online catalog of products ranging from elec­
tronics to kitchen appliances and have them shipped free of 
charge to any destination in Mexico. 

DeCompras' General Manager Fernando Lopez Castro 
had noticed in the back-end Web site logs that the site was 
getting many active visitors who seemed to spend a lot of 
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time on the site browsing through the different SKUs and 
adding various items to their online shopping cart. But the 
conversion to a purchase was lower than expected. This per­
plexed him and members of his staff, and prompted them 
to tum to TNS Market Development to investigate the sit­
uation. 

Our fmn implemented a qualitative usability and navi­
gability study to track users' progress through the site to 
determine which part of the process was turning away inter­
ested customers. A series of interviews was conducted in 
which a bilingual moderator accompanied individuals dur­
ing their online search for a product. Through specialized 
software, Internet and video technology, clients were able 
to observe the physical, non-verbal cues of the respondent 
as they navigated the site and also to see exactly what was 
happening on-screen, all from a remote location. 

Traditional focus groups were conducted as well, to allow 
for more spontaneous feedback from consumers. The ses­
sions included exposure to the Web site and thorough prob­
ing on layout, design, and navigability. Respondents were 
selected to be representative of Spanish-dominant Hispanic 
Internet users of Mexican origin (i.e., a range of experience 
levels, leaning towards less experienced). 

After a short session of exploratory probing on Internet 
usage and sending gifts to family in Mexico (to aid in the 
development of communication goals), respondents were 
given a brief non-specific description of the site (i.e. 
"DeCompras.com allows you to purchase items online for 
family or friends in Mexico") and were asked to pick out 
and actually purchase an item for someone in Mexico. After 
some observation, the moderator probed respondents specif­
ically on why they made certain navigational choices as they 
browsed the site. 

Expose weaknesses 
With the usability interviews our firm was able to expose 

weaknesses in the interface design that assumed a great deal 
regarding Hispanic Internet users' habits. Not unlike other 
marketers, DeCompras was so deeply immersed in the 
details of its business and making the site work that it was 
easy to lose sight of the way consumers actually navigate 
a site. Generally speaking, the site assumed users were 
more advanced in their use of the online medium (which, 

continued on p. 82 
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By Sandra Marshall, Tim Drapeau and Maritza DiSciullo 
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Eye-tracking helps fine tune 

AT&T's customer service site 
Editor's note: Sandra Marshall is 

president and CEO, and Tim Drapeau 
is vice president of sales and business 
development, at EyeTracking, Inc., a 
San Diego research firm. They can be 
reached at 619-594-0370 or at smar­
shall@eyetracking.com or td@eye­
tracking.com. Maritza DiSciullo is 
director of market intelligence at 
AT&T Broadband. She can be 
reached at 303-858-3418 or at mar­
itzadi@att.com. This paper was first 
presented at the 2000 ARF Week of 
Workshops. 

T
his article tells the story 
of an integration of qual­
itative and quantitative 
approaches to Web site 
usability. Working col­

laboratively, usability specialists from 
San Diego-based EyeTracking, Inc. 
(ETI) and AT&T investigated how 
two groups of users interacted with 
AT&T's Customer Service Home 
Page. 

The quantitative approach 
described here come from an eye­
tracking methodology developed by 
EyeTracking, Inc. ETI records eye 
movements in two ways: 1) a video 
that shows the point-of-gaze super­
imposed on the display seen by the 
user and 2) the precise record of hor­
izontal and vertical pixel coordinates 
on the screen. The latter are recorded 
at 250Hz, yielding 15,000 observa­
tions per minute for each eye. ETI's 
approach comes from the analytic 
techniques that synthesize this large 
body of data into revealing aspects of 
a user's performance as he or she tra­
verses a Web site. 

The article is organized in three 
parts. The first part provides details of 
the study. The second part summa­
rizes the results from the two 
approaches, both separately and in 
combination. Finally, the third part 
discusses the value added by thi inte­
grated approach. 

The Web site usability study 
In a one-day study, ETI tracked the 

gaze of 12 participants 
who interacted with the 
AT&T Customer 
Service Home Page. 
Two groups of users 
were recruited: those 
who were already user 
of the online customer 
service and those who 
were AT&T customers 
but were yet not online 
users. The project was 
carried out in the usabil­
ity lab at EyeTracking, 
Inc. Subjects were 
recruited and screened 
by an outside recruiting 
firm using customer 
information provided by 
AT&T. 

Each user responded 
to a set of 13 ta ks. 
Nine of the tasks were 
common to both groups 

study in approximately one hour. 

Technical details 
The eyes of each participant were 

tracked for about 30 minutes. During 
this time, he or she wore the eye track­
er shown in Figure 1 while interacting 
with the AT&T Web site displayed on 
a 17" monitor in 800x600 resolution 
through the Internet Explorer brows­
er. The user was free to use the mouse 

of participants, and four Figure 1 -an example of the eye-tracking equipment used to test 
tasks were unique to the AT&T site. 
each group. Most of the 
ta ks required a user to make a menu and type in normal fashion. 
selection from the AT&T Customer 
Service Home Page and then to fol­
low appropriate links to complete 
the task. A11 subjects completed the 

Project objectives 
Prior to a redesign of its site, AT&T 

continued on p. 90 

July/August 2001 www.quirks.com 21 



OnlineResearch 

22 

Editor's note: Scott Young is pres­
ident of Perception Research 
Services, Fort Lee, N.J. He can be 
reached at syoung@prsresearch.com 
or at 201-346-1600. 

0 ver the pa t five years, my com­
pany has been fortunate to work 
with many marketers and design 

professionals as they implement their 
Web marketing strategies. In some 
case , we've used traditional method­
ologies (such as focus groups, sur­
vey and in-depth personal inter­
views) to better understand visitors' 
needs and expectations from Web 
sites. On other studies, we've u ed 
relatively new approaches (such as 
usability testing, eye-tracking of 
screen viewing patterns, and Web­
based interviewing) to document and 
mea ure vi itors' satisfaction with 
their Web experiences. 

On one level, our experience has 
certainly confirmed that all of us 
(marketers , designers and 
re earchers) have a lot more to learn 
about creating excellent Web experi­
ences for our customers/visitors. 
However, our research studies have 
revealed several fundamental insights 
that appear applicable to most, if not 
all, Web marketing and design efforts. 
In this article, I' 11 share several of 
these insights and suggest their poten­
tial implications for effective Web 
design. 

Starting at the home page 
As you might expect, a good deal of 

our research has focused on home 
page content and design. In fact, as an 
adjunct to "traditional" usability test­
ing, we've used a new version of our 
PRS Eye-Tracking technology to 
document viewing patterns and to 
uncover exactly what people see (and 
ignore) a they visit home pages. 

The mo t important learning we've 
found is intuitive, but often ignored 
by Web marketers: People nearly 
always visit Web sites for a specific 
purpose. They are not inclined to 
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brow e until after they have complet­
ed their intended ta k (checking a 
stock quote, finding a product, get­
ting a recipe, etc.). Therefore, efforts 
to market to people on the home page 
(via links and banners) are likely to be 
ignored. In fact, we've seen that most 
visitors spend under 10 seconds view­
ing home pages, typically starting in 
the middle of the creen (with the 
dominant graphic or vi ual element) 
and working their way left towards 
the earch engine and/or navigation 
bar. Unfortunately, the overwhelming 
majority of visitor never return to the 
home screen, once they have left it to 
complete their intended task. 

This finding draws into question the 
design strategy of mo t Web mar­
keters, which is to cram as many 
link /messages as possible onto the 
home page, since this screen typical­
ly receives the most vi it . When you 
con ider the sheer number of elements 
on most home screens - and the lim­
ited time that people spend there- it 
is obvious that most links are never 
een/considered. Our research sug­

gests that Web marketers and devel­
opers would be best served by: 

• Clearly emphasizing three to fi ve 
links on the home page 

People typically will not take the 
time to read through a laundry list of 
10-12 different ite feature . A clut­
tered screen is likely to discourage 
involvement and hinder u ability. On 
a home page (as on package labels 
and print ads), less is more in terms of 
engaging visitors and getting your key 
mes ages acros . 

• Using visual icons to draw atten­
tion to these primary links 

In our studies, we've repeatedly 
found that links with accompanying 
visuals (such as logo /icon ) are far 
more likely to be con idered than 
tho e without a visual treatment. 
Predictably, however, if each link on 
the screen is treated this way, the 
effect/impact is lost. 

• Positioning key messages above 
the fold, but below the top banner 

Our research confirmed the well­
publicized fact that many people 
never scroll down below the initial 
screen viewing area. However, we've 
also found that many people have 
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trained themselves to ignore the top 
banner of Web screens, on the 
assumption that it will contain adver­
tising. In most cases, people begin 
their viewing below this top banner (in 
the content area) and never both­
er to move upward. 

• Positioning the navigation bar on 
the left side 

Our studies suggest that the left-

Figure 1 - IBM home page 

The current IBM home page 
(Figure 1) applies many of these 
design principles, most notably its rel­
ative simplicity and use of a domi­
nant visual to lead people to three to 
five key links. A more typical home 
page, such as that of Compaq (Figure 
2), fail to set clear priorities and 
requires involvement far beyond the 
willingness of most visitors. 

The moment 
of opportuni­
ty 

This IBM home page is notable in its relative simplicity and its use of a dominant 
visual to lead people to three to five key links. 

In our stud­
ies, we ' ve 
repeatedly 
seen that the 
moment of 
opportunity 
comes imme­
diately after 
the person has 
sati fied 
his/her prima­
ry reason for 
visiting. At 
that moment, 
once the visi­
tor has col­
lected a 
recipe, placed 
a trade, or 
gathered 
product infor­
mation, he can 
decide to 
leave or take a 
few minutes 
to explore 
other features 
of the site. 
Assuming that 
the site has 
served his 

Figure 2- Compaq home page objective, it 's 
A more "typical" home page, such as that of Compaq, fails to set visual priorities also likely that 
and thus sacrifices communication and usability. he is some-

what favor­
column navigation bar has become ably disposed towards the site or com­
the standard with which most visitors parry. Unfortunately, it is at this point 
are most familiar and comfortable. It - occa ionally referred to as the 
is where people now naturally gravi­
tate , rather than the top banner. 
Interestingly, this gravitation to the 
left has made visitors prone to ignor­
ing the items in the far right-hand col­
umn of the screen. 

seductive moment - that most Web 
sites fail to seduce. Rather than com­
municating a compelling reason to 
stay, many site leave visitors with 
only a navigation bar and/or a text 
link back to the home page. By failing 
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Caesar Chicken with Orzo 
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1. Hul oilm lo..ixh akllkl over medoP.m- · b&ll. Cook chickn m ell 
cbclcm &om dallot keqr '""" 

Figure 3- a recipe at BettyCrocker.com 

., __ Impro v ing 
"' usability 

Every Web 
researcher has 
his or her Top 
10 list of com­
mon usability 
problems, and 
I'm no excep­
tion. However, 
I' 11 avoid 
dwelling on 
the very obvi­
ous (such as 

• long download 
times and 

For many sites, the "moment of opportunity" comes immediately after the person 
has satisfied his/her primary reason for visiting. By failing to send a call to action 
on this screen , Betty Crocker has missed an excellent opportunity to move visi­
tors beyond short, single-function visits 

browser 
incompatibili­
ty) and point 
out three 

to send a call to action ("Did You 
Know That We Also Offer ... "), Betty 
Crocker (Figure 3) has thrown away 
an excellent opportunity to make its 
site "stickier" and move visitors 
beyond short, single-function visits. 

issues that may 
be a bit less intuitive: 

• Link descriptions 
In our studies , we've found that 

unclear or misleading link descrip­
tions are a very consistent source of 
navigational problems and/or unmet 
expectations. Several factors appear to 
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drive this problem, most notably the 
mismatch between marketer language 
and customer language. However, 
Web designers sometimes compound 
this problem by pushing for short 
(one- to two-word) descriptions or try­
ing to be too cute/clever (i.e., "Turbo 
News"). In our experience, we've 
found that a variation of Murphy's 
Law is in effect: Any link that can be 
misinterpreted will be misinterpret­
ed, resulting in a confused, frustrated, 
or disappointed visitor. Using 
rollovers to provide more detail is 
valuable, but not a perfect solution, 
since we've seen that many people 
never bother to explore a link that 
does not immediately convey a clear 
message. Better to spend a few more 
words getting the terminology exact­
ly right. 

• Search engines 
The disconnect between marketer 

language and visitor language also 
dooms many visitors' search efforts. 
Often, they type in "their" term, only 
to find no matches, because the com­
pany calls the same product some-

Get the benefit of both 
from your "virtual" 
.research department. 
The top executives behind one of America's 
most successful niche research firms have re­
teamed to offer growing companies a "virtual 
research department." Our integrated menu of 
services includes: 
MARKET RESEAICH/PlANNING/CONSULTING Let us identify 
the right sources, negotiate pricing and create 
a gameplan for making your research pay off. 
CUSTOMER RELATIONS MANAGEMENT A sophisticated 
system for evaluating your customer relations 
program and creating a predictive, relational 
database that will increase sales. 
STRATEGIC PLANNING Expert guidance to let your 
team create a business plan that is realistic, 
meaningful and workable. 

For the complete story, visit: 
www.coyoteinsight.com or call 
Grace Post at 7141626-0682. 
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FIRST, 
MARKET 

RESEARCH. 
first Market Research helps 
its clients "get the facts" with : 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National telephone inter­
viewing -paper & pencil or 
computer aided with 
remote monitoring 

• Special expertise in: 
business-to-business 
high technology 
consumer research 
health care 

The common-sense comma. 
It turns our name into an agenda. 

www.firstmarket.com 

1-800-FIRST-1-1 
1-800-FIRST-TX 

First 
Market 

= Research 
656 Beacon Street, Boston, MA 02215 

(800) 347-7811 or (617) 236-7080 
2301 Hancock Drive, Austin, TX 75756 

(800) 347-7889 or (512) 451-4000 
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thing else. Typos and misspellings 
also sabotage many searches, which is 
why some sites have wisely moved 
to a search-by-letter approach (e.g., 
Type in "A" and see all the options 
starting with "A"). While offering a 
search engine is a must, we feel that 
the best way to enhance usability is to 
focus on minimizing search engine 
use via effective site navigation and 
design. 

• Sorting processes 

length of vacation, etc.). Figure 4 and 
5 illustrate the "Trip Finder" 
proce ss on the Web site 
Gorptravel.com, both before and after 
usability re earch. 

Promoting visitor registration 
Acquiring registered users (and 

their e-mail addresses) is the Holy 
Grail for many marketing Web sites, 
but we've seen many sites that do a 
very poor job of encouraging people 

Sites offer- ~-••••••••==m;:za:.tt::::tzr::::;:::=;~ 
ing thousands 
of products or ~.;;;;::======.:=:::::=:=::=:::::::=:==::===:iiiiiiiliiiiiiiiiiili:::::::====~=A 

ervices face a 
difficult chal­
lenge in help­
ing people sort 

and consider ~ ~=;~~~~ 
different II 
options. Here, •----­
we ' ve also •---­
found that less 

·-=~--
is more: . 

Trying to llliiiiiil• '-------------
match people 

to the ideal ~~~=-- :.:.:;-::;...._...:o:o=;;;oo;.;=;.:;; · 

product in one Jla!IPI!I.II~-~~~~~~---•••••••••••[;til:if 
te p rarely r:===-=~~~~--:::iiiiiiii~~~~====:':"'=.:=:---;--'------::l 
works , 
because it 
require the 
person to enter 
too much 
info rmatio n. 
Asking a per­
son to enter 
seven piece of 
information 
give him or 
her seven 
opportunities 
to make a mis- ...__ __ _ 
take , whic h 
often results in 
zero matches. 
A better strat­
egy is to tackle 
the is ue in 

Figures 4 and 5- the "Trip Finder" feature at Gorptravel.com (before and after) 
Asking visitors to enter too much information often leads to mistakes. Usability 
research led Gorptravel.com to tackle the issue in two steps, by simplifying the ini­
tial query, insuring many matching trips and allowing people to sort options by sev­
eral key dimensions. 

two steps: First, ask for two or three 
critical pieces of information (desired 
destination , desired activities, etc.) 
and provide a broad range of match­
es (i.e. , 100 trips that match tho e 
ba ic criteria). Then, allow people to 
quickly sort those option by everal 
key dimensions (i .e ., by price, by 

to register. Specifically, they fail to: 
• Communicate a compelling rea­

son to register 
Keep in mind that "You will not 

have to provide this information 
again" i not an end-benefit for a vis­
itor. Coupons, savings and advance 
notification on new products are com-
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pelling benefits and rea ons IIE••a;:a~rm••••••••••••III!IICii~ For example, on med­
for registering. In our experi­
ence, we've found that news 
(via e-mail) can also be com­
pelling, but only if it is tied 
specifically to the per on' 
interest area. For example, an 
e-mail regarding the latest 
news in arthritis treatment 
will obviously be meaning­
ful/valuable to someone who 
has indicated that he has this 
condition. An e-mail with the 
day 's general health headlines 
(which forces the person to 

~-:-:-...,.,--~~~~~~~~~~~~~~~- · ical sites, we've seen that 

to,... 

3 

r chtdl'tn' p 

scan through to find relevant =---..;;::=.:::.-....-:======--­
articles) is usually not worth Figure 6- registration screen 

most people visit to edu­
cate themselve about an 
illness or a specific med­
ication that their doctor 
has prescribed. On auto­
motive Web sites, most 
people visit to find vehi­
cle specifications (for a 
potential purcha e) or to 
check maintenance and 
warranty information 
(for their current vehi­
cle). 

sending. 
• Provide reassurances 

In terms of Web devel­
opment and design, this 
fact suggests that if you Many registration screens ask for too much personal information and fail to pro­

vide the reassurances that visitors need. 
focus on identifying, 

highlighting and executing these key 
applications, you will consistently 
meet the needs of 80-90 percent of 
site visitors. Unfortunately, many 
companies are in such a hurry to 
launch (or re-launch) their site that 
they don't take the time to speak with 
visitors and identify the most impor­
tant site benefits. As a result, they 

about the use of personal information 
Obviously, people need to know that 

their e-mail addresses will not be sold 
and that they will not be bombarded 
with sales calls. However, it is best to 
keep these reassurances hort and sim­
ple. Interestingly, we've consistently 
found that "shouting" ecurity reas­
surances ("You're safe with us") tends 
to raise more concerns than it solves. 

• Ask for only the most relevant infor­
mation 

The more information you request, 
the more likely a per on is to refuse to 
register. Most marketer only need two 
or three pieces of information (name, 
e-mail address and area of interest) to 
begin a meaningful dialogue with a 
potential customer (by sending a rele­
vant e-mail), but they inevitably ask 
for 10-15 pieces of per onal informa­
tion and often don't allow people to 
skip certain questions and an wer oth­
ers. As a result, people simply decide 
not to register. From a design stand­
point, it is important to keep these ben­
efits and reassurance in view as the 
person provides the information, rather 
than ju t putting them on an introduc­
tory creen. It's al o be t to let people 
know exactly how many questions they 
will be a ked (i.e. , "que tion #2 of five 
questions"), so that they know the reg­
istration process will be relatively 
short. Figure 6 contains a registration 
screen that fails to provide vi itor with 
the rea urance that they need. 

Guiding content decisions 
When it comes to site content, I'm 

skeptical of broad generalizations 
regarding the value of different fea­
tures and applications. However, we 
have learned one thing (about site con­
tent) with significant implications for 
Web deign: 

• For nearly every Web site, there 
are three or four main reasons why 
mo t people visit. 
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a sign equal importance (and visual 
prominence) to eight to 10 features and 
inevitably waste time and energy 
developing features that people don't 
want or never see. This failure to pri­
oritize is nearly always reflected in 
busy home pages that sacrifice usabil­
ity and fail to insure consideration of 
the most important links. 

Understanding the visitor 
The need to prioritize underlies per­

haps the most important truth we've 
found regarding Web marketing and 
design: 

The "rules" of communication that 
apply to packaging and print advertis­
ing are also in effect on the Web: 
Effective communication is about 
making choices, setting priorities and 
focusing on key messages. 

To make intelligent decisions, Web 
marketers must start with an under-
tanding of their visitors' expectations 

and objectives. With this in mind, I'd 
like to conclude by offering these two 
suggestions for using vi itor research 
in the Web development and design 

process: 
• Think beyond usability testing 
To some, Web site research has 

become synonymous with u ability 
testing. While usability testing ( obser­
vation of visitors as they navigate the 
site and use various features) is an 
important piece of the puzzle, it has 
two important limitation : 
-It only provides information after 

a Web site is nearly finalized (in beta 
form). At this point, a tremendous 
amount of time/money has already 
been invested, timelines are inevitably 
tight, and marketers are generally 
unwilling to truly re-think their ite. 
In short, they are approaching the 
research as a disaster check and look­
ing for quick answers/adjustments, 
rather than ideas and insights. 

- By its nature, usability testing 
focuses the visitor on the micro-level of 
site functionality (Does it work?), 
rather than the macro-level of the site's 
value to them (Is this feature worth 
using?). By showing a person a func­
tional prototype, you are automatical­
ly narrowing his/her field of vision in 

Fast Internet Access 
DoN'T SETTLE FOR DIAL ·UP SPEED (S6K), 

WHEN You CAN HAVE A FuLL "T" (1,5001<). 

Present your website with high speed internet access and accomplish more during 
your next research session. 

OUR TECHNOLOGY AT YOUR DISPOSAL ••• 
• High Speed Internet Access for up to 25 people at one time. 
• Usablllty Lab (split screen video of navigation and facial reactions) 
• VIdeo Conferenclng compatible with all networks and systems 
• Color Laser printer 
• Color Scanner (600dpl) 
• Broadcast TV reception 
• Full time Internetle-mall access 
• Dedicated client workstations for Windows & Macintosh computers 

So next time your travels 
bring you to Chicago, 
call ... 

PRECISION RESEARCH 

-==:==-
For more Information visit our web site at www.preres.com 

or call 847-390-8666 

thinking about how a Web site can be 
of personal benefit. 

Taken together, this means that 
usability research can often result in 
the refinement of features/functions 
that are not valued by customers (Bad 
ideas, well-executed.). 

This i not an argument against 
doing u ability testing, but rather an 
argument for involving the vi itor ear­
lier in the design process. In our expe­
rience, we have consistently found that 
upfront research (concept testing) near­
ly always pay for itself by focusing 
development efforts on the site's pri­
mary ources of value, and away from 
features that are unlikely to be used. 

• Build research into project plan­
ning 

If re earch is not incorporated into 
timeline from the beginning, it is like­
ly to end up rushed (and compromised) 
at the end of a project. Ideally, we rec­
ommend speaking with visitors at three 
points in the Web development 
process: 

1) concept testing early in the devel­
opment process, to challenge/confirm 
assumptions and guide decisions 
regarding content and design (overall 
look/feel and organization); 

2) usability testing at the working 
prototype (beta) stage, to confirm func­
tionality and guide refinements prior to 
going live; 

3) site-based surveys after the new 
(or re-launched) site has been intro­
duced, to measure visitor satisfaction, 
to document the site's impact on visi­
tors' attitude /behavior and to guide 
further site refinements. 

Too late 
Following this process will insure 

that Web designers hear from end-users 
as key deci ions are being made, 
before it is too late to change direction. 
And, it will document the value of 
effective Web design in terms of satis­
fying and influencing site visitors, 
rather than often-misleading measures 
of site traffic. In short, designers who 
involve the visitor throughout Web 
development are likely to be rewarded 
with a streamlined process, a more 
effective final product, and more com­
pelling evidence of the impact/effec­
tiveness of their work. r~ 
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OnlineResearch 

Editor's note: Sharon Funk and 
Garth McCallum-Keeler are asso­
ciates at Applied Marketing 
Science, a Waltham, Mass., research 
firm. They can be reached at 
sfunk@ams-inc.com or at gmccal­
lum@ams-inc.com. 

The advent of online research has 
brought increasing debate about 
appropriate incentive strategies 

and amounts for research participants. 
At a recent conference on online 
research, attendees asked: 

• Is it possible to reduce incentives 
for participation in online research, 
since the respondent incurs no 
expenses in getting to a field site (e.g., 
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drive time, mileage, gasoline, etc.)? 
• Is it possible to reduce incentives 

for participation in online research, 
since respondents can complete the 
exercise from the comfort of their own 
home, at their own pace, and accord­
ing to their own timeline? 

The answer to both of these ques­
tions is: yes. In fact, you may not have 
to pay at all! Response rates are not 
always contingent upon the cash 
incentives given to respondents. 
While cash is often still appropriate 
and necessary, depending on the tar­
get population and the purpose of the 
research, you may achieve greater 
cooperation with other types of incen­
tives, or by complementing monetary 

incentives with other incentive types. 
Certainly, money continues to be a 
strong motivator. But in an Internet 
Age, it is important to think more 
broadly about effective incentive 
methods - not only may traditional 
monetary incentives become an 
expensive proposition, they may not 
even be enough! 

Because of the speed, potential 
number of respondents, and conve­
nience of the Internet, it has become 
easier to conduct many types of 
research and more and more people 
are being asked to participate in stud­
ies. This results in over-researched 
populations, making every individual 
within that population more difficult 
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to recruit (a trend seen in all modes of 
research). Now, more than ever, 
researchers must consider who their 
target populations are and what their 
specific wants and need are, so that 
they can offer incentives that truly 
persuade. 

Considering the variou popula­
tions one might reach, we sketched a 
typology of incentives that work well 
in gaining the highest levels of par­
ticipation. 

When It Comes to 
Website & Usability Testing ... 

Fleischman Field Research 
Call for an estimate on 

usability testing for your website. 

800.277.3200 

Iff 
FLEISCHMAN 

F I ELD RESEA R C H 

250 Sutter Street • 2nd Floor 
San Francisco, CA 94108 

Phone: 415.398.4140 • Fax: 415.989.4506 
www.ffrsf.com 
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Material incentives 
The first type of incentive, materi­

al incentive , include what we tradi­
tionally think of as incentive : money 
and gifts. The amount of money and 
the value of the gift can vary greatly, 
anywhere from a couple of dollar or 
a et of movie tickets, to a large cash 
prize or a Palm Pilot. Sometimes 
re pondent are offered a choice from 
a specified gift list or catalog. 
Regardle s of its value, the material 
incentive come in two form : guar­
anteed or lottery. With the guaranteed 
material incentive, the re pondent 
knows that upon completion of the 
research task, /he will automatically 
receive a gift. The lottery material 
incentive only qualifie the re pon­
dent for a chance to win a prize upon 
completing the research ta k. 

Material incentives appeal to most 
populations. However, over time, 
their value and, subsequently, their 
powers of persuasion, dimini h. For 
example, if you are trying to build 
and maintain a panel of Internet 
respondents, a material incentive 
might not be sufficient to persuade 
people to continue to participate over 
time. There is evidence that this is 
particularly true with lotterie . Over 
time, these lottery incentive are le 
and less effective since people are 
bound to become frustrated if they 
have participated in 10 surveys and 
have received nothing. Even with 
guaranteed gifts, unless a large sum of 
money is involved, a few dollars is not 
likely to convince re pondent to con­
tinue to donate their time to ucce -
sive research ta k . Similarly, these 
material incentives are al o inade­
quate for affluent population , which 
are less likely to be enticed by a rela­
tively small sum of money or gift. 

Altruistic incentives 
A econd incentive type is an altru­

istic incentive - this is an incentive 
that per uades people to participate 
in research because doing so conveys 
(both to themselves and to others) that 
they are performing a good deed. 
Whether they perform the research 
task becau e they are truly altruistic or 
becau e it makes them feel altruistic 
is irrelevant; the outcome i the arne. 

The true motivation is probably a 
combination of the two - it is the 
nice thing to do and it makes them 
feel good about themselves. 

A with the material incentive, the 
altrui tic incentive often involves 
cash, but the money goes to a chari­
table organization instead of directly 
to the re pondent. When thi type of 
incentive is used, it is a good idea to 
make the donation in the name of the 
respondent. The organization will typ­
ically send a letter of thanks to the 
respondent directly, giving the respon­
dent the satisfaction of having done a 
good deed (of feeling altruistic) , not 
only through the research it elf and 
recognition by the market research 
firm but also through the direct 
acknowledgment and appreciation of 
the charitable organization. 

The altruistic incentive is most 
effective with working profe ionals, 
high-level B2B recruit , and older 
population . This incentive help elic­
it participation from people who 
might not otherwise participate -
those who are not motivated by cash 
incentive , or who are both weary and 
wary of market research. It i al o a 
good alternative for population that 
feel it is improper to personally accept 
money or gift in exchange for par­
ticipation (e.g., those working for the 
government, tho e who do the 
research on their companx ' time). 

A very bu y profe sional who earns 
a significant alary and contributes 
personally to charities may not be 
enticed with a traditional material or 
altrui tic incentive. Certainly one 
approach i to increa e the incentive 
amount (material or altruistic) to a 
threshold that few would refuse. 
However, thi is likely to be an expen­
sive proposition, and there are other 
method of per uasion that go beyond 
money, which will likely be more 
practical and ju t as successful. 

Didactic incentives 
Sometime , baring top-line infor­

mation gleaned from a study is the 
most enticing incentive for partici­
pants, particularly in B2B studies. The 
didactic incentive provides respon­
dents with something that benefit 
them- information and knowledge, 
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things especially valued among cer­
tain populations. The didactic incen­
tive is rarely on its own a sufficient 
motivator, but it provides legitimacy 
and serves to distinguish your study 
from others. A physician, for example, 
who might not ordinarily participate 
in a study (because of lack of time 
and no real need for a few extra dol­
lars) may be more inclined to partic­
ipate when told that, along with a cash 
incentive, s/he will also be provided 
with a report summarizing the central 
findings of the study and how other 
physicians responded to the same 
questions. This report is attractive in 
that it offers insights into what other 
physicians are doing, information on 
the future prospects of some new tech­
nology, or information that might help 
the physician treat patients and keep 
her/him current on new findings and 
new information in the field. 

Likewise, managers in companies 
are often forbidden from or feel 
uncomfortable accepting money for 
participating in studies. However, 
receiving a report that outlines how 
other managers in their own industry 
are dealing with a certain issue or how 
they view the "state of the world" is 
quite enticing. They can then justify 
their participation and the time it will 
require since they will not only be 
doing a good deed (charitable dona­
tion), but they will also receive tangi­
ble, meaningful results (i.e., compet­
itive intelligence, benchmarking data) 
that will assist them in their job. Of 
course, it is necessary to gain the 
client's approval prior to offering such 
information. However, we have found 
that a short, one- or two-page report 
that identifies the purpose of the study 
and includes a few bullet points out­
lining interesting information relevant 
to the population will suffice, and 
need not reveal any proprietary data. 

Integrative incentives 
Finally, the integrative incentive is 

one that helps to promote a sense of 
community- as such, it creates feel­
ings of obligation and commitment 
that can be very effective in motivat­
ing people to participate, or, for panel 
members, to continue to participate. 
This strategy can be used when study-
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ing both homogeneous and heteroge­
neous populations, although different 
trategies should be employed. When 

a homogeneous population is being 
tudied, a common thread that con­

nects the pool of respondents already 
exists, for example, they are all nurs­
e , they are all contractor , they are all 
SUV owners, they all suffer from the 
arne illness. In each cenario, a some­

what unique attribute common among 
them is leveraged to encourage par­
ticipation. The study may be intro­
duced as one that will ultimately ben­
efit all nurses/that will help to better 
define the needs of contractors/that 
will lead to a better SUV /that will help 
to find a cure for a specific disease. 
The respondent is often motivated to 
participate in a forum for people in the 
same profession/situation because it 
"helps others who are similar to me in 
some way." 

Very often, however, the group may 
be a heterogeneous population with 
no common interest or occupation, 
or whose commonality is too broad to 
support the notion of a community. 

For example, an omnibus household 
survey about consumer products must 
likely use other integrative trategies 
to compensate for the lack of a uni­
fying thread connecting respondents. 
Many research companies have been 
incredibly successful in building and 
maintaining the membership base of 
their panels simply by sending out 
periodic newsletters, which report 
topline findings from surveys that 
member participated in and which 
spotlight a "member of the month." 
These strategies create and reinforce 
the notion of a virtual community, all 
working together to help companies 
hape their products and services. A 

commonality is created around the 
fact that all members are participating 
in surveys - the community is the 
"surveyed." Also, many established 
consumer goods companies have in­
house research teams that have devel­
oped their own panels for their exclu­
sive use. At a recent conference, a 
representative from a large consumer 
packaged goods company spoke 
about the success they were having 

with their customer advisory panel. 
Panel members participate, he tat­
ed, because they feel they have a rela­
tionship with the company and they 
are part of a special group. The need 
for incentives among this group is 
rare, since members are enthu iastic 
about helping a well-known compa­
ny develop new products. 

Strategies to augment the new let­
ters described above include person­
alized letters, professional-looking 
materials, and responsiveness to 
member queries. All of these actions 
help to convey to panelists that they 
are valued members of the commun­
ity, and that the research organiza­
tion or company is willing to expend 
real effort to maintain the relation­
ship. 

The various types of incentive out­
lined above should serve as a con­
ceptual framework for researchers 
thinking about how to package the 
thing that will get the greatest 
re ponse, most efficiently, and for the 
least amount of money. One type of 
incentive, two types, or more, may 
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be the best tactic for a project , 
depending on who is being studied. 
Combining a nominal monetary or an 
altruistic incentive with a didactic 
incentive may work well for one 
study, while an integrative incentive 
in combination with an altruistic 
incentive may work equally well for 
another. 

Some examples 
We recently conducted a study in 

which we were attempting to recruit 
40 energy managers at large com­
mercial and industrial companies to 
participate in 30-minute open-ended 
telephone interviews. Because of the 
restructuring of the electric indus­
try, these high-level respondents 
were being called to participate in 
research on a regular basis, and were 
highly over-researched. We were 
successful in reaching them by pack­
aging multiple incentive types - a 
generous monetary incentive for 
either themselves, their company, or 
the charity of their choice, coupled 
with an executive summary of the 
study results. The study results 
proved to be a powerful motivator. 
Due to extreme uncertainty in the 
industry, respondent were very 
interested in learning the responses 
of their peers. 

In another setting , a national 
research organization has sustained 
an enormous Internet panel of con­
sumers (heterogeneous group) by 
creatively combining an integrative 
incentive with a form of altruistic 
incentive. By providing members 
with quarterly newsletters and peri­
odically giving them the opportuni­
ty to vote on which charities the 
organization will contribute to, the 
organization has created a panel of 
over half a million respondent - all 
with no monetary compensation to 
the respondent! The success of non­
monetary incentives in this example 
is a striking counterpoint to the ques­
tions we heard posed by researchers 
at the aforementioned research con­
ference. The next time someone asks 
you , "Is it possible to reduce incen­
tives for online re earch ?" , your 
answer should be, "You may not 
have to pay at all! " r~ 
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OnlineResearch 

You've got questions, 
we've got answers 
By Monica Zinchiak 

Editor's note: Monica Zinchiak is 
owner of Z. Research Services, San 
Diego. She can be reached at 619-223-
4107 or at ZRsch@cts.com. Much of 
the following information has been 
generated from a collaborative effort 
by the members of the QRCA Online 
Qualitative Research Task Force 
(Phase//). Members include Kalpana 
Biswas, Mary Cowden, Lina Di Blasia, 
Brenda Johnson, Lisa Kindig, Abby 
Leafe, Casey Sweet, David Van Nuys, 
Jeff Walkowski, Foster Winter, and 
Monica Zinchiak. The perspectives 
offered reflect those of the author. 

As techniques and technology have 
advanced, the acceptance of 
online focus groups by qualitative 

researchers has grown. What began as 
modified chat rooms have morphed 
into sophisticated online research envi­
ronments. Online moderators have 
developed distinctive styles that they 

feel produce meaningful result . 
Professional organizations have prung 
up to address the needs of researchers 
using the online medium. 

All of this has led to more questions 
than ever regarding how to successful­
ly execute an online focus group pro­
ject. Following is a list of frequently 
asked questions collected from both 
experienced and inexperienced online 
moderators, clients using their ser­
vices, and vendors that support online 
focus groups. 

Application issues 
Q: Can online focus groups be used 

as a substitute for face-to-face groups? 
A moderator must evaluate the 

objectives of the study and each avail­
able methodology to determine 
whether online focus group will be 
appropriate. Online focu group are 
another tool available to moderator , 
not an equivalent replacement, just as 

telephone focus groups are not a 
replacement for face-to-face groups. 

Q: What kinds of topics or respon­
dents are best suited for online quali­
tative research? 

Online qualitative re earch i espe­
cially good for (but not limited to) 
some of the following situations: 

• studie with low-incidence respon­
dents where face-to-face groups are 
not fea ible; 

• tudie where respondents are 
widely di per ed, including those in 
rural areas; 

• studie on sensitive topics, where 
anonymity i desired; 

• Web ite evaluation or feedback 
sessions or other topics related to the 
Internet or computer technology; 

• B2B professionals with limited 
time. 

Q: When is it appropriate to use the 
online focus group method? 

The general belief among well-sea-
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soned online qualitative researchers is 
that in some topic areas (high-tech, 
Internet usage/Web site evaluation, or 
highly personaVsensitive topics) online 
focus groups can perform as well as or 
better than traditional groups. Bulletin­
board focus groups (BBFGs) may be 
the best example of thi , a respon­
dents can respond at their leisure and 
take more time to compose their 
answers - often generating lengthy 
transcripts. Probing by a moderator can 
also be longer and more in-depth. 

Situations where online focus groups 
may not be the best application are: 

• when capturing body language or 
facial expressions is vital; 

• when you need to show prototypes 
or 3D models; 

• when products need to be handled, 
when hands-on usage is critical or 
touch/feel experience is mandatory; 

• if conducting taste-testing, com­
mercial testing, or testing ads with 
heavy copy; 

• if client material or the topic i 
highly confidential. 

Recruitment and respondents 
Q: How do I recruit for online focus 

groups ? 
Recruitment method principles are 

the same as recruiting for traditional 
focus groups - contact the correct 
individual, screen for qualifications, 
invite, and confirm attendance before 
the group. The main differences will be 
how the respondent is contacted. 

1) Convenient and popular are e­
mail invitations and/or screening. 
While this may seem to be an efficient 
and appropriate method there are 
issues to be aware of. 

• You must know with certainty that 
the potential respondent has given per­
mission to be contacted via e-mail (opt­
in li ts). 

• Many people do not check their e­
mail every day and you may lose valu­
able recruitment time. 

• Without clear identification or 
familiarity with the sender's name, 
people will not always open unsolicit­
ed e-mails. 

• E-mail addres e change often and 
people do not take the time to update 
everyone. 

2) Telephone recruitment, identical 

40 

to traditional recruitment, is usually 
reliable. Be aware of the sophistica­
tion of the respondent base. It i advis­
able to make some e-mail contact with 
them prior to the group. E-mail 
addres es need to be recorded correct­
ly and confirmed as this will be often 
used to send the URL, in truction , 
and individual password . 

3) A combination of both e-mail and 
telephone works well. Confirmation 
phone calls used with e-mail contact 
will elicit a real commitment from the 
respondent that otherwise may be lost 
via e-mail confirmation. 

Q: Which companies recruit for 
online focus groups ? 

Many of the online focus group 
rental facilitie have panel they main­
tain for recruitment. The e panel vary 
in their scope and reliability. Be ure to 
ask how panel participants were col­
lected to a e s your comfort with their 
databa e. There are very few services 
that cater strictly to online market 
research recruitment. Some of the 
online recruiting services are new to 
recruiting so it is important to ask them 
to describe their recruitment steps, 
review their correspondence with 
respondents, and establish the time­
lines they will adhere to. 

A few of the bonus-point vendors, 
such as My Points or Flooz, have pro­
grams that you can utilize to recruit 
respondents. Keep in mind that the e 
vendors generally are looking for large 
participant commitment and the co t to 
the project can be high. The trade-off 
here i that their databa e are enor­
mou and the participant are cooper­
ative. 

Lastly, your mo t trusted databa e 
may come directly from your client. 
Client resources are typically reliable 
and also cost -efficient. However, if you 
are using a client's databa e make cer­
tain the people have given their per­
mission to be contacted via e-mail. You 
can increase the effectivenes of this 
method (response rate) if the originat­
ing corre pondence comes directly 
from your client. 

Q: What show rate can I expect with 
online focus groups ? 

The show rate is highly dependent 
on the type of respondents being 
recruited and the recruitment method 

employed. For typical consumer 
group , recruited solely online and 
confirmed online, show rates are gen­
erally lower than face-to-face groups; 
for eight participants, it is recom­
mended that at least 16 be recruited. 
Respon e rates tend to be higher when 
recruiting is done via telephone or at 
least confirmed via telephone with 
comparable over-recruitment. 
Problems with respondents' ISPs 
and/or traffic on the Internet can also 
affect your show rate. 

Q: What are the issues to keep in 
mind when screening for online pro­
jects? 

If you are using a Web-based screen­
er you will want to keep in mind how 
the question will be read or interpret­
ed. Some moderators feel it is possible 
to have more extensive screening ques­
tions using a Web-based screener 
because they feel respondents can 
answer at their leisure. Other 
researcher di agree and prefer to keep 
Web-ba ed screening simple and to­
the-point. You may want to ask at least 
one open-ended screening question to 
give you a feel for how well the respon­
dent expres themselves online. 
Telephone recruitment follows the 
arne guidelines as with traditional 

group . 
Q: How representative is the online 

population ? 
Some would argue that the online 

user is more affluent than the average 
con umer, but every day the online 
population grows and becomes 
increasingly more reflective of the gen­
eral population. According to an 
August 2000 study by the U.S. 
Department of Commerce, approxi­
mately 42 percent of homes are 
presently connected to the Internet. 
Online focu group topics tend to be 
better directed towards users of the 
Internet or projects that surround 
Internet issue . A possible advantage to 
using the online population i the abil­
ity to reach lower-incidence respon­
dents more efficiently. 

Q: What are appropriate incentives 
for an online focus group? 

Incentives tend to be in line with tra­
ditional focu group incentives. At this 
time, $40 eem appropriate for a typ­
ical con umer real-time group running 
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90 minutes. As with traditional groups, 
the lower the incidence generally the 
higher the incentive to motivate those 
individuals to commit. Similarly, B2B 
professionals will require a higher 
incentive. 

BBFG incentive practices are not 
well defined yet. The incentive amount 
will greatly depend on the time com­
mitment you ask from the respondent, 
and in some ca e , the affinity they 
have for the topic. For example, doc­
tors may have great interest in sharing 

for real-time groups, like B2B profes­
sionals. Real-time groups work well 
for consumers, but are not limited to 
only this type of online group. These 
are generalizations and the complexi­
ty of the subject and commitment level 
of the participants may determine 
which methodology will work best. 

Q: How do I make sure the person 
sitting on the other end of the comput­
er is who they say they are? 

Telephone confirmation and re­
creening help to some extent. If a 

respondent does not seem to be quali­
fied the moderator can send a private 
message to the respondent and ask 
them qualifying questions, and it is 
generally simple to remove them with­
out being obvious to the others in the 
group. You may find it prudent not to 
send the URL or password to the 
respondent too early- no more than 
one to two days prior to the group, giv­
ing them less time to pass this infor­
mation along. 

with peers their experiences with a new ,--------------------------~---­
pharmaceutical and may not require 
large incentives. Keep in mind there is 
a trade-off with BBFGs: Respondents 
can participate at their convenience but 
they are a ked to dedicate a significant 
amount of time during the run of the 
study. 

Q: What is the right size for an 
online focus group? 

Just as with traditional focu groups, 
if you have too many respondents you 
sacrifice time and depth of research. In 
the end, your project will determine 
its own right size but generally eight 
respondents for a real-time group are 
easier for the moderator to manage, 
observers to follow, and participants 
to build a relationship. The size of the 
transcript generated must also be fac­
tored into your analy i time. 

Larger groups are recruited for a 
BBFG because the attrition rate is high 
and respondents have more time to 
read and po t. Again, the complexity of 
the discussion and the length of the 
board will determine the appropriate 
size. Some projects may require as 
many as 25 participants; a more com­
mon number is 15-20. Keep in mind, 
too many participants in BBFG can 
lead to a large number of posting and 
an increa ed likelihood that not every 
participant will take the time needed to 
read them all. 

Q: Is there a certain type of individ­
ual that is best suited for online focus 
groups? 

Individuals need not be articulate, 
but they do need to feel comfortable 
with the online environment and be 
able to express themselves using 
words. They should also have adequate 
keyboard skills. BBFGs work well for 
individuals who have less availability 
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The mechanics of the online focus 
group process 

Q: How secure is the online envi­
ronment? 

Most facilities have designed their 
software to provide password protec­
tion for participants and observers. 
Some facilities claim to have the abil­
ity to protect visual concepts through 
print-screen security measures. 
However, if stimuli (visual or descrip­
tive) are highly confidential, you may 
not wish to incur the risk that such 
intellectual property might be com­
promised. 

Q: What kind of visual stimuli can be 
presented in online groups? 

Any image that can be transferred 
into a graphic file or Web page can be 
di played during an online focus 
group. Online facilities that have this 
capability offer a couple of different 
options for presentation: a separated 
frame, known a a whiteboard (similar 
to Microsoft N etmeeting); or a new 
browser window that opens on the 
respondent's desktop. Active Web 
pages can be presented in the white-

board area and static images are most 
often required to take the .jpg format. 
Be aware that the whiteboard i not a 
full frame image and respondents may 
need to scroll up and down or side­
ways to view the entire image. 

Spawning a new brow er window is 
a nice way to show true form Web 
pages, but there are concerns with this 
approach. One problem is that your 
re pondents have now been taken 
away from the discussion. This brows­
er page is live, and the moderator has 
no control over the respondent' actions 
when viewing. Some respondents 
may get di tracted by this new 
window and may not return to the dis­
cussion in a timely manner. It can be 
difficult for the moderator to regain 
control of the discussion in this situa­
tion. 

Q: Can clients view or observe the 
group? To what extent can clients be 
involved with the moderator? 

In most virtual facilitie , clients can 
view the groups without the partici­
pants being aware of their presence. In 
some facilities, clients can chat with 
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other client , clients can chat with the 
moderator, and tech support people can 
communicate with the moderator, all 
without the re pondents knowing. 
Beware: Clients can overuse this fea­
ture, taking too much of the modera­
tor's attention away from the session. 
The moderator must establi h proto­
col with the client regarding private 
me aging during the group. 

Q: How do you schedule groups to 
accommodate time zones? 

With real-time groups, evening are 
still the most popular for con umer dis­
cussion , but depending on the target­
ed population, daytime groups can 
work. The timing of online B2B groups 
varies ju t a it does with traditional 
B2B groups. Timing doesn't have to be 
a huge hurdle if all your respondents 
are in close time zones (i.e ., North 
America), but what happens with 
cross-continent participants? 
Whenever possible, it's be t to group 
them within a few time zones of each 
other. In any case, make sure that your 
respondent knows the correct group 
start time in hi /her area. 

With BBFGs you do not always have 
to con ider time zones as the respon­
dent checks the bulletin board at his or 
her convenience. For clo e time zones, 
new topic threads are generally po ted 
in the early morning to accommodate 
the early bird who log-on. 

Moderation and analysis 
Q: What moderator skills will I have 

to call upon in an online focus group? 
The same skills are required from 

the moderator whether it be online or 
offline. Extra thought should be put 
into writing the discussion guide to 
eliminate misinterpretation of the ques­
tions. Probing questions should be 
phrased to welcome responses from 
all respondents. Clarification will be 
even more important in the text envi­
ronment a you will not be able to use 
non-verbal clues to determine the 
meaning of the respondent's answer. 
You may find analysis more or less 
demanding depending on how much 
you rely on the transcripts. Familiarity 
with chat room culture/slang and com­
petent typing kill areal o helpful. 

Q: What projective techniques are 
possible in online focus groups? 
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Some projective exerci es are easi­
ly adaptable to the online environment, 
while others are difficult to transfer. 
Obviously, the successful techniques 
are those which are mostly verbal­
"What kind of animal does this brand 
bring to mind?"- something respon­
dents can think about and then put into 
words. Unique projective techniques 
are likely to be developed as this 
methodology matures. 

Q: How is the moderator's guide 
handled in online focus groups? 

Careful thought must be given to 
how the question is compo ed and the 
language in which it i written. How 
the respondent interprets the question, 
particularly when the di cu sion pur-
ue a path not anticipated, hould be 

thought out and te ted. Many online 
focu group facilitie allow you to pre­
load your discussion guide, eliminating 
the need to cut and pa te que tions dur­
ing the real-time discussion. With these 
preloaded questions editing is possible, 
but this takes your attention away from 
the respondent's answers. 

BBFG discussion guides can also be 
preloaded (even automatically posted 
by the server without you manually 
entering questions) with editing being 
seamless because the group i not run­
ning in real time. Thi give the mod­
erator much more editing flexibility 
and accuracy. In addition, the client 
can be consulted about the path of the 
discus ion to addre issue that arise, 
making it possible to re-develop the 
discus ion guide on the fly. 

Q: Are individuals more or less can­
did because of online anonymity? 

Mo t researchers who have used 
online groups agree that online respon­
dents tend to be more candid and 
direct. Generally, respondents com­
pose their answers before reading oth­
er ' po tings. Therefore they expre s 
only their opinions, not a reflection of 
the peer pressure sometimes experi­
enced in traditional groups. 
Respondents also seem to express their 
opinions without the tempering some­
times seen in traditional groups. For 
example, respondent feel more com­
fortable giving you negative or con­
troversial feedback ("Thi ad sucks!") 
if they are not sitting at a table where 
people might verbally challenge them. 

Q: Do dominators exist online as 
with in-person groups? What tech­
niques can be utilized to control 
respondents? 

It is difficult for a person to dominate 
an online focus group due to the text 
environment; everyone is an equal with 
no body language, facial expressions or 
perceived ocial status. A real-time 
group may contain someone who types 
a longer re ponse, but since responses 
are generally posted in groupings there 
is no ense of dominance by one 

respondent. In addition, most respon­
dents type their replies before reading 
the postings of others and therefore are 
not influenced by their fellow partici­
pants. However, it is not impossible 
for a dominant respondent to surface 
online. Some of the online facilities 
have blocking and private messaging 
features that will help you deal with the 
problem respondent without alerting 
the other participants. 

Q: Do you wait until all respondents 
answer one question before moving to 

On-Line Surveys: 
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the next? 
Respondent typing kills, server 

refre h rates, and Internet Jag time are 
some of the factors that delay by a 
few econd the po ting of responses. 
Give the respondents time to read the 
other postings and the moderator to 
probe before moving on to the next 
question. The group will move 
smoothly despite the lag time. You 
will develop a rhythm in the group 
that will dictate when to move on. It 
is not always nece ary to have all 
postings before doing so. Some mod­
erators u e a general rule of waiting 
for at least two-third of the re pon -
es to appear before jumping to the 
next question. 

Q: How does the absence of body 
language affect the results? 

Face-to-face focus groups and 
online focus groups should not be 
compared. Instead, the objectives of 
the project should be evaluated to 
determine which methodology will 
best erve the project's needs. If you 
apply the online methodology appro­
priately, the ab ence of body language 

will not be an is ue. The learning 
achieved using online focus groups 
can often be more in-depth, as with 
BBFG that generate a great amount 
of data. Currently there i not much 
information surrounding how the lack 
of body language impacts qualitative 
findings through this methodology. 

Q: What is the attention span of a 
respondent and how does a modera­
tor maintain the enthusiasm and 
interest level of the group? 

The enthu ia m of the group can be 
affected by a number of variable , 
including: 

• the interest level of the partici­
pants; 

• the time of day- participants can 
be tired late in the evening; 

• the changing of visual stimuli; 
• the u e of humor, html language, 

and punctuation; 
• warm-up exerci es; 
• spirited conver ation in the wait­

ing room; 
• the pace and tone e tabli hed by 

the moderator. 
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• Support for Wide Area Networks (WAN) 
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are the most common, but thi does 
not mean that longer group will be 
le successful. Keep in mind that 
respondent are reading from a com­
puter creen continuously and tend to 
get burned out if the group is too long. 
However, a with traditional focus 
groups, if respondent are highly 
engaged by the topic you will find it 
difficult to get them to leave the room. 
Scheduling groups with a 30-minute 
break in between will help if the group 
runs overtime. This also gives the 
moderator a short break. 

Q: What techniques help make 
BBFGs less like serial questioning? 

Due to the large amount of text, 
respondents may not take the time to 
read everything written in a BBFG. 
Instead they may choose to only 
answer the moderator's daily posted 
que tions, resulting in omething that 
resembles simultaneous one-on-one 
interviews. Encouraging respondents 
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to read previous po tings on a daily 
ba i and respond to them can reduce 
thi tendency. It is important that 
respondents under tand that interac­
tion with other participant i one of 
their responsibilitie . Some helpful 
suggestions: 

• Send out e-mails to inactive par­
ticipant directing their attention to a 
particular posting. 

• Try not to add any verbal clue to 
your po tings that might be interpret­
ed a closing a discussion thread. 

cript may be easier to work with 
becau e of their formatting; most are 
in a CSV (comma eparated value) 
format which can be easily manipu­
lated or merged with other data. Ask 
the online facility if the transcripts 
can be exported to Microsoft Excel or 
Word or whatever format you feel 
mo t comfortable with. In addition, 
transcript are generated immediate­
ly and can be reviewed while the 
group i fresh in the moderator's 
mind. Keep in mind BBFGs generate 

an enormous amount of text and this 
requires additional reading and analy­
sis time. 

Q: How important are the keyboard 
skills of the moderator? 

The keyboard skills of the modera­
tor can be a limiting factor to probing 
on-the-fly. The availability of facili­
ties that offer pre-loaded di cu ion 
guides and generalized probing que -
tions make a moderator's typing peed 
less of a factor. However, communica­
tion with clients via private message 

• Let respondents know that you 
willkeepilieBBFGopen~ranaddi- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

tiona! couple of days o that they may 
take time to add or review anything 
they may have mi ed. 

• Formulate question that require 
participants to give you a timeline of 
their behavior. (This is what I used to 
do ... This is what I do now ... I plan 
on doing thi in the future ... ) 

• Stay away from closed-ended or 
brief question that only require brief 
answers. 

Q: What are the best ways to keep 
attrition rates down for a BBFG? 

BBFGs require a high commitment 
from respondent and they will Jose 
interest if the discussion is not engag­
ing. Keeping the topic lively and 
including probing several times a day 
helps keep participant engaged. 
Respondents will need to understand 
their visit requirement at the outset. 
E-mails and/or a tickler on "Today's 
Topic" serve to remind participants 
of their promise to log on daily. Some 
BBFG software offers a feature that 
sends respondent an auto-notifica­
tion that their posting has received a 
reply. This is very effective in getting 
them to return and read the other post­
ings. 

A daily incentive, uch as paying 
them $20 for each day they visit twice 
and leave a thread in the discu ion, is 
another approach that has been effec­
tive for orne BBFG moderators. 

Q: What is the best way to handle 
lengthy transcripts when doing analy­
sis? 

Analysis techniques are a highly 
individual proce s. Tran cript use in 
analy is will vary from moderator to 
moderator. Online focus group tran-
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will be difficult if the moderator is a 
slow typist or is acting solo (without 
a typing assistant) during real-time 
groups. Some first-time online mod­
erators choose to use a typist in order 
to familiarize themselves with the 
dynamics of an online group and not 
become overwhelmed. 

Other questions 
Q: What is the typical cost to do an 

online focus group? 
Pricing an online focus group fol-

lows the same breakouts a tradition­
al groups: study design, recruitment, 
facility rental, moderation, incentives, 
analysis and report writing. As a gen­
eral rule, the costs for these items are 
not that different from traditional 
groups. When bidding a project, keep 
in mind recruitment may take more 
monitoring. The real cost difference 
between traditional focu groups and 
online groups is that there i no trav­
el cost for the moderator or observers. 
Also, transcripts of sessions are auto-
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matically recorded so there is no tran­
scription co t to pass along to the 
client. 

Q: Have side-by-side comparisons 
or validation studies been done 
addressing online focus groups? 

Researchers have only recently 
started to try to validate this new 
methodology and there is very little 
publi hed information in this area. 

Q: How can quantitative s'tudies be 
used in conjunction with online focus 
groups? 

The objectives of your tudy will 
dictate whether or not a quantitative 
piece is needed before, during, or after 
qualitative research. Following are 
some pos ible approaches: 

• Online focus groups can be used 
to uncover information used to create 
quantitative studies. 

• With Web-driven survey , it is 
possible to drive potential respondents 
to an invitation to participate in an 
online focus group based on their 
response to the survey. In e ence 
the survey serve as the screener. 

• Some online focus group facilities 
can program surveys to be inserted 
into the discu sion. The re ults can 
immediately be shown to the moder­
ator and ob ervers. In some cases , 
immediate tables can be generated 
from thi data. 

Q: How does the client experience 
compare to traditional focus groups? 

Those experiencing an online group 
for the first time will be more satisfied 
if they know what to expect. For 
example, the discussion will move 
quickly - perhap too quickly for 
some. But transcripts are immediate­
ly available for their review. Clients 
must be cautioned not to be distract­
ed by other activities and to keep up 
with the reading. 

Q: How does respondent satisfac­
tion compare to traditional focus 
groups? 

At this point, we can't offer a 
definitive answer. However, many 
researchers will tell you that respon­
dents expre s to them how much 
fun, or how educational, the online 
focus group session was for them. 
As with traditional group , re pan­
dent satisfaction is dependent on 
many variables. rlG 
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OnlineResearch 

uccessful 
online qual·tative 
market research 

Editor's note: David Bradford is vice 
president of international sales and 
marketing of !tracks International, a 
Canada-based developer of online 
research software. He can be reached 
at 203-259-4061 or at 
db radford@ it racks. com. 

It would be difficult to find another 
re earch methodology that ha over­
come the challenge and objection 

encountered by online qualitative 
research. When the first groups were 
conducted (around 1994), they met the 
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By David P. Bradford 

typical resistance and skeptici m any 
new, unproven research methodology 
must overcome. In addition, potential 
researchers were faced with a number 
of obstacles: a limited sample, a myr­
iad of technological complexities, crit­
ici mover the lack of non-verbal clues, 
and few ways to learn how to proper­
ly conduct the research. However, the 
potential of faster turnaround, lower 
cost , and greater convenience were 
too powerful to ignore, and better 
re earch oftware tool , along with 
improvements in Internet expan ion 

and connectivity, fueled growth. 
Recent academic re earch findings and 
conference ca e studies provide com­
pelling evidence that results compara­
ble to traditional method can be 
achieved with proper online qualita­
tive methods in appropriate applica­
tions. 

Comparing online and traditional 
methods 

Miller and Dickson (2001) refer to 
important academic re earch conduct­
ed by the AC Niel en Center at the 
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University of Wisconsin that provides 
the most complete analysis and com­
parison of traditional and online qual­
itative methods to date. Nine groups in 
each of three modalities (in-person 
focus groups, online focus groups, and 
telephone focus groups) were con­
ducted and the findings compared. 
According to Neli Esipova (the lead 
author of the study, now with the 
Gallup Organization) , three main 
research findings stood out and dis­
pelled certain misconceptions regard­
ing online groups. First, although there 
were observed differences across 
modalities in the proportion of speech 
segments in which participants inter­
acted with each other, these differences 
were not statistically significant. 
Second, the proportion of strong (pos­
itive or negative) words was signifi­
cantly higher for the online groups. 
Finally, there were no significant dif­
ferences in responses to the specific 
sensitive questions presented to these 
groups. "The interaction that occurs 
does not depend on the modality as 
much as the people who are involved 
in the discussion," Esipova observed. 
"The online dynamics differ because 
there is less influence from others ' 
opinions and more equal opportunity to 
respond rather than waiting for their 
turn to speak." 

The e findings echo a number of 
presentations delivered at recent pro­
fessional conferences that document 
comparisons of online and traditional 
methods. According to Tim Stehle, 
senior director of research at 
KnightRidder.com, there is virtually 
no difference when it comes to the inte­
gral components of a study, regardless 
of the methodology. His experiences 
with traditional focus groups were 
compared to a series of 25 online 
groups that dealt with branding, con­
sumer benefits, and other marketing 
research issues. According to Stehle, 
"Whether real or virtual, a study needs 
to be conducted in an appropriate 
research environment with a qualified 
moderator to manage the project and 
deliver a quality report. 

"The recruiting matters a lot," he 
adds, "and it takes time to be effec­
tive. Just like traditional focus groups, 
you are going to have some respon-
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dents and sessions that are duds, but at 
least you don ' t waste a day getting 
there and another day getting home." 

Maritza DiSciullo, director of mar­
ket intelligence for AT&T Broadband, 
has presented the results of parallel 
research studies conducted within 
AT&T Customer Sciences. Their pur­
pose was to compare several tradition­
al data collection methods with online 
data collection methods, and examine 
any differences in responses ba ed on 
the type of study (customer satisfac­
tion, advertising, product concept eval­
uations, etc.). Out of six customer eg­
ments where traditional focus groups 
were conducted, three were identified 
as appropriate for a comparison and 
online focus groups conducted with 
them. 

The study concluded that face-to-face 
and online qualitative research meth­
ods lead to nearly identical study results. 
While it was felt that slightly more 
depth could be gained through face-to­
face groups via interpersonal commu­
nication, online research still derives 
the same main perceptions, opinions, 
and concerns from participants . 
Participants in both types of discussions 
bonded with one another and felt open 
to express their thoughts and opinions 
and had nearly the same reactions to 
the concepts and stimuli. Recently com­
pleted sets of parallel online groups 
resulted in mirroring these findings with 
small business owners. 

"We all need to realize that we are in 
the beginning stages of online qualita­
tive research and still finding out some 
of the things that we need to do ," 
DiSciullo says. "When used with the 
right audience and with an experienced 
Internet moderator, online group are 
just as reliable as in-person groups. 
The onus is on the researcher to make 
sure it is an appropriate application, 
recruiting is properly conducted, and 
the moderator has the right skill ets 
and experience for online groups." 

Moderation in all things? 
According to Sweet and Walkowski 

(2000), very few QRCA moderators 
they surveyed had any experience 
moderating online groups, and even 
fewer had done more than a handful. 
The fact that so few had succes fully 

made the transition to online moderat­
ing may be due to either technical or 
philosophical reasons. Some might be 
resistant to learn the new technical 
skill , or alternatively, feel they are 
unable to provide meaningful analysis 
without the non-verbal communication 
clues they been trained to rely on. 

Most moderators will find it easier to 
conduct bulletin-board focus groups, as 
they are more technically forgiving and 
don ' t require the fast typing skills 
essential for a live chat-based group. 
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According to Naomi R. Henderson, 
president and founder of RIVA, a firm 
that provides moderator training, new 
online moderating cour es were added 
to accommodate re earcher wanting 
to increase their kills and develop 
good practices in this area. "A truth 
about online moderating is that the 
moderator who does this well is one 
who has shifted their paradigm about 
what moderating is," says Henderson. 
"A good online moderator needs to be 
a good face-to-face moderator fir t and 

must address their Internet comfort 
level, chat room or e-mail experience, 
and include a typewritten response to 
an open-ended question. Asking the e 
que tion before the ses ion begins 
allows you to avoid having unquali­
fied participants in your study. Other 
criteria when recruiting for online qual­
itative include determining if they have 
adequate computer and Internet con­
nectivity, and screening for any band­
width or plug-in requirements. 

Online opt-in recruiting sources may 

not be cost-effective for smaller pro­
jects or those requiring rapid turn­
around. Client-supplied sources 
including existing customer databases 
or Web-based random intercepts are 
fast and very cost-effective for many 
studies. For smaller online qualitative 
projects some electronic panels are 
effective, as is traditional telephone 
recruiting (which also provides an 
important validation component). 
Open-ended questions in Web screen­
ers or sent by e-mail will help to con-

then can be coached to fine-tune their ,------------------------------­
skills, prevent the adoption of poor 
techniques, build confidence and be 
able to offer a more diverse set of skills 
to their clients." 

Jeff Walkowski of Qualcore Inc. 
teaches classes based on hi experi­
ence with both chat and bulletin-board 
groups and conference workshops he 
has conducted on the subject. "There 
are still some limitations on interven­
tions that can be used during an online 
focus group," he says. "Some of these 
interventions, projection techniques for 
example, can be modified for the 
online environment if they are simpli­
fied and used in a more ba ic form. 
Studies that require tactile reaction to 
stimuli would not yield the arne feed­
back that a traditional setting provides. 
Other intervention uch as picture 
sorts and collage may eventually 
become technically possible but are, 
at best, very cumbersome to execute. It 
is possible to send timuli or home­
work a signments to respondents 
before the groups, but it add com­
plexity to the process." 

Raw recruits or well done? 
Successful recruiting for online or 

traditional qualitative tudie requires 
additional steps to locate the be t pos­
sible respondents to provide meaning­
ful insights. In a traditional focus 
group, participants who are unable to 
articulate their thought and feelings or 
unable to speak the language would be 
considered unacceptable. The same 
holds true in the online version, par­
ticularly if respondents cannot type 
well or are ineffective in expre sing 
their emotions, thoughts and feelings 
while using a keyboard. Screening 
questions for online qualitative tudies 
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firm both a potential panelist's Internet 
capability and their ability to articulate 
a meaningful response. 

"Response and show rates will vary 
widely depending on the recruiting 
source, incentives, and the motivations 
of the respondents," says Ira Goodman, 
vice president at Custom Research. 
"Over-recruiting, reminder e-mails and 
phone calls, and additional screening 
may add slightly to the costs and prepa­
ration involved in an online study, but 
are preferable to a disappointing 
turnout and inadequate findings." 

Right tools for the job 
Online qualitative is continuing to 

evolve into an array of new method­
ologies that should leverage the 
uniquene.ss and power of the Internet in 
appropriate research situations, rather 
than virtually imitating traditional 
methods. Any new online methodolo­
gy used must still be the best match for 
the desired research objectives. One 
such application is online one-on-one 
interviews while presenting stimuli. 

"Favorable comparisons of online and 
traditional focus groups with college 
students resulted in our applying the 
technology to another segment of our 
Internet-based customers," says David 
v azquez, who conducts qualitative 
research for CD NOW. "In a single day, 
we've conducted individual interviews 
with key international customers that 
would have been impossible using tra­
ditional means within the available 
budget and timeframe." 

At the other end of the size pee­
truro, the growth of large participant 
bulletin-board focus groups is taking 
online qualitative re earch into entire­
ly new directions. In recent concept 
testing for the college market, a 60-
person bulletin board focus group wa 
conducted over a five-day period. 
According to Juan Garcia, vice presi­
dent of the youth market research con­
sultancy U-30, "We asked six seg­
mented groups of college students a 
series of 40-50 questions which need­
ed detailed verbatim that we could 
probe further. We were impre sed with 

Have You 
Lost Your 

Direction? 

the amount of quality data we collect­
ed and the extremely high participation 
rates of the target market." 

The beginning of online qualitative 
studies presented early researchers with 
formidable challenges, many of which 
have now been overcome or minimized. 
Today's researcher has better technol­
ogy, a more diver e online population, 
numerou training opportunities, and 
sophisticated online re earch tools 
developed specifically for their needs 
and creative u es. We are just beginning 
to realize the potential for online qual­
itative re earch, and our understanding 
will increase a more online qualita­
tive studies are conducted and the find­
ings analyzed. r~ 
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Editor 's note: Ken Green is an assis­
tant professor at Henderson State 
University, Arkadelphia, Ark. He can be 
reached at 870-230-5018 or at 
greenk@hsu.edu. Bobby Medlin is asso­
ciate professor at University of Arkansas 
at Monticello. He can be reached at 
medlin@ uamont. edu. Dwayne Whitten 
is an assistant professor at Ouachita 
Baptist University, Arkadelphia. He can 
be reached at whittend@obu.edu. 

Survey instruments erve as the pri­
mary means of data collection for 
organization researchers. Data col­

lection using survey instruments is both 
co tly and time consuming. The phe­
nomena under observation by organiza­
tion researchers change rapidly, making 
it desirable to shorten the research pub-
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lication process. Dickson and 
Maclachlan ( 1996) compared the pro­
ductivity of fax and mail survey method­
ologies. They found that data collected 
using the fax survey method was con­
sistent with that collected using the more 
traditional mail survey method and that 
fax responses were received more quick­
ly and in greater number . The purpose 
of this study is to identify and investigate 
the use of a third alternative: Internet 
surveys. 

Internet and mail survey methodolo­
gies are compared on the basis of data 
consistency, speed of respon e, response 
rate and cost. Advantages and disadvan­
tages of the Internet and mail alternatives 
are identified and discussed. 

Researchers using survey in truments 
to collect data seek to 1) improve 

re ponse rates , 2) shorten the time 
required for data collection, and 3) 
reduce the co t of data collection. The 
use of an Internet urveying methodol­
ogy offer po sibilities for improvement 
in all three area . Investigation of the 
efficacy of Internet surveying is neces­
sary to determine if, in fact, response 
rates can be improved, time can be 
saved, and co t can be reduced. 

The general purpose of thi study is to 
provide an empirical evaluation of the 
use of Internet surveying methodology 
compared to a mail-based methodology. 
The objectives of this study are to com­
pare the data consi tency between 
Internet and mail urvey methodologies 
and to compare response rates, response 
times, and costs associated with the two 
methodologies. The compari ons are 
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necessary to identify the efficacy of the 
Internet survey methodology. 

The study provides researchers with 
information to assist in the selection of 
a survey-based data collection method­
ology. Dickson and Maclachlan's ( 1996) 
results support the use of a fax survey 
methodology as a viable alternative to 
mail surveying. This survey provides 
information relating to a third method­
ology, Internet surveying. 

Literature review 
Yu and Cooper (1983) conducted a 

comprehensive literature review of tech­
niques used to increase response rates to 
questionnaires. In general, they found 
that, as personal contact, the use of 
incentives, and the application of fol­
low-up measures increase, response 
rates increase. While personal contact, 
incentive, and follow-up increase 
response rates, they also increase costs. 
Their review included 389 mail surveys 
with a weighted average response rate of 
47.3 percent and a standard deviation of 
19.6 percent. Dickson and Maclachlan 
(1996) sought to compare fax and mail 
survey methodologies. They found that 
the data collected was consistent across 
methods and that fax methodology 
yielded improvements in response rate 
and response time. Dickson and 
Maclachlan (1996) contend that sur­
veying by fax is less costly than mail sur­
veying but they offer no specific analy­
sis to support their contention. 

Technology supporting the Internet 
has advanced rapidly, making it possible 
to collect data using an Internet survey 
methodology. This newer methodology 
remains untested. This study compares 
mail and Internet survey methodologies. 
It is hypothesized that 1) data quality 
will be consistent across method , 2) 
Internet survey methodology will yield 
a ignificantly higher response rate than 
mail surveys, 3) Internet survey method­
ology will yield a ignificantly faster 
respon e time than the mail methodolo­
gy, and 4) Internet survey methodology 
will cost significantly less than the mail 
methodology. 

Methodology 
A questionnaire was developed for 

the purpose of collecting data related to 
the use of peer evaluations by AACSB­
accredited chools of business. The sam­
ple frame was systematically divided 
into two groups. The que tionnaire was 
administered to one group using a tradi­
tional mail urvey methodology; the sec­
ond group was asked to respond elec­
tronically through the Internet. MAN O­
VA was u ed to ascertain data consis­
tency. Response rates and times and 
costs were assessed and compared. 

The questionnaire used in this study 
was constructed for the purpose of col­
lecting data related to the u e of peer 
evaluation as part of the business fac­
ulty evaluation process. The peer evalu­
ation data will be analyzed in a follow-
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530 West Fir Street • Sequim, WA 98382-3209 

360/681-2300 • 360/681-2400 (fax) 
www.sawtoothsoftware.com 
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ing study. A sample frame of approxi­
mately 350 Association to Advance 
Collegiate Schools of Business-accred­
ited business schools was identified 
using the AACSB 98/99 Membership 
Directory. The sample frame was sys­
tematically divided into two groups. 
Dean of business schools in the first 
group were mailed a peer review ques­
tionnaire. Deans of schools in the second 
group were e-mailed a request to 
respond to the questionnaire at a speci­
fied Internet address. 

Paper questionnaires were mailed on 
a Friday afternoon, and e-mail messages 
ent the following Thesday morning in 

an attempt to approximately match 
receipt times. The paper questionnaire 
was headed by an appeal to respond and 
each was accompanied by a self­
addressed stamped return envelope. The 
e-mail message sent to deans in the 
Internet survey group included an appeal 
to re pond to the electronic question­
naire posted at a specified Internet 
addres . 

Results 
Some support for Hypothesis 1 (data 

quality will be consistent) was found. 
The SAS MANOVA procedure was 
used to compare data from the mail sur­
vey to data from the Internet survey. 
Wilk's Lambda, Pillai's Trace, 
Hotelling-Lawley Trace, and Roy's 
Greatest Root tests all returned proba­
bilities greater than F of .5117, indicat­
ing no significant difference between 
the mail and Internet data. This com­
parison of data sets used only data from 
questionnaires with yes responses to 
Question 1. Question 1 on the question­
naire asked whether peer evaluations 
where included as part of faculty evalu­
ations. Fifty-eight percent of the Internet 
respondent and 49 percent of the mail 
respondents an wered yes to Question 1. 

Support for Hypothesis 2 (higher 
respon e rate for Interne methodology) 
was not found. The response rate for 
Internet survey was 24.54 percent; the 
rate for mail surveys was 30.11 percent. 
While both response rates are reason­
able, the Internet methodology did not 
surpass the mail methodology. 

Support for Hypothesis 3 (faster 
respon e time for the Internet method­
ology) wa found. The average response 
time for Internet respondents was 2.45 
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days; the rate for mail respondent was 
11.85 days. Figures 1 and 2 illustrate 
the return patterns for the alternate sur­
vey methodologies. 

Support for Hypothe i 4 (lower cost 
for Internet methodology) was found. 
Each mail-out required a stamped and 
addressed envelope, a three-page ques­
tionnaire, and a self-addres ed and 
stamped return envelope. None of these 
costs were incurred during the electron­
ic surveying process. Preparation costs 
for the two methods was considered to 
be approximately equal. 

Conclusions 
Results indicate that the Internet sur­

vey methodology may be a viable alter­
native to the more traditional mail sur­
vey methodology. Data collected was 
found to be consistent across the two 
methods. While the mail response rate 
exceeded the Internet rate, both rates 
were above 20 percent. The average 

re ponse time was significantly shorter 
for Internet respondents, and the Internet 
process was overall significantly less 
costly. Certainly, additional investiga­
tion into the efficacy of an Internet sur­
vey methodology is warranted. 
Replication of this study is necessary. 
The Internet methodology should be 
revi ed in an attempt to gamer higher 
response rates. r~ 
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Editor's note: Amy Yoffie is vice 
president and general manager of 
LiveWorld Research Services, 
Westfield, N.J. She can be reached at 
ayojfie@ liveworld.com or at 908-232-
2723. 

"I 
meant." 

know you think you under­
stood what I aid, but what 
you heard is not what I 

When I hung these words on my wall 
in college, little did I know that 30 
years later this '60 logan, directed at 
any and all authority figures, would 
turn into the marketing cry of the new 
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millennium. 
Blame it on the Internet. 
In today 's Digital Age, customer 

are aggre sively seeking busine. e 
that can understand their needs and 
de ire and respond to them. No longer 
content to be talked at, they are in i t­
ing on two-way communication, some 
form of regular ongoing dialogue , 
some form of making you understand 
what they need. 

The question is, how can your com­
pany meet this " revolutionary" 
demand? The an wer will probably 
surprise you. 

Over the years, market research has 

gotten a bad rap . It 's been seen as 
stodgy, rigid, error-prone, and expen­
sive. It 's been criticized for creating 
layers between decision-makers and 
custom rs. And, maybe in some 
in tances it has. But the real i ue is 
companies' failure to recognize that its 
value depends on how it i used. 

For market research is about listen­
ing to your customers. In fact, suc­
cessful companies are tho e that don't 
pay lip service, don't " ort of' pay 
attention, don't operate in a vacuum; 
they really and truly want to know 
what i on the cu tomer's mind . Their 
ultimate goal, not surprisingly, is to 
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ensure that each customer's purchase is 
not his or her last. But they know that 
the way to maintain loyalty is to be 
flexible and in tune with individual 
needs. 

And, there are two types of market 
research, formal and informal. While 
formal research provides a periodic 
mechanism for rigorous, in-depth data 
collection, informal research is the 
means for qualitative feedback on a 
more ongoing basis. A market research 
study gathers information you need to 
know about your customers, while 
informal research is information your 
customers want you to know. 

Disciplined way 
Companies should look to formal 

market research - online focus groups 
and Web-based surveys- for a disci­
plined way of learning from customers, 
in order to make crucial business deci­
sions. These methods constitute rigor­
ous, high-quality research that yields 
truly actionable data. What can be 
learned? 

• Know your customers: Most com-

panies have no clear idea of who is 
visiting their Web site and why. They 
have tracking data, but have failed to 
leverage the Internet to get closer to 
their customers. An effective Web­
based visitor profiling survey gains an 
understanding of the people who visit 
and utilize the site; the areas of the site 
they use, the reasons why, and the fre­
quency of use; the degree to which vis­
itors' expectations have been met; vis­
itors' experiences and evaluations; and 
how the site compares to those of its 
competitors. 

• Understand buying habits: Beyond 
understanding who visits their sites and 
why, companies that want to engage in 
e-commerce have to develop an effi­
cient purchase process. A surprising 
80 percent of those who start a Web­
based purchase abandon their virtual 
shopping basket. Few companie know 
why this happens, and most think that 
it is impossible to get the data they 
need in order to reverse this trend. 

In fact, formal market research can 
survey both the shopper who bails out 
and the one who completes a transac-
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tion, to yield data that can mean the dif­
ference between making sales and los­
ing them. The immediacy of this type 
of research is unparalleled in its abili­
ty to determine rapidly what is work­
ing and what is not. And, results can be 
provided in real-time to get instant data 
on what is happening while your cus­
tomers shop. Both in the early stages of 
developing an e-commerce solution, 
and in the actual implementation, the 
purchase process can be refined to con­
vert customers from shopper to pur­
chaser. 

• Meet your customers online: Of 
course, not all consumers come to a 
Web site in order to buy something; 
sometime they are simply looking for 
information or activities to do. 
"Eyeballs" and "stickiness" generate 
the sources of revenue for many sites, 
so making sure that the site content 
meets visitors' needs is crucial. 

To truly evaluate whether a Web site 
is reaching its target audience, compa­
nies can conduct online focus groups to 
gather a great deal of data. Online 
groups allow for geographic disper­
sion, deeper levels of participation than 
traditional focus groups, and are more 
cost-effective. Meeting your target 
audience online can help you test 
advertising, concepts and new prod­
ucts. 

There is a second kind of online mar­
ket research, which is informal, ongo­
ing and also yields valuab1e informa­
tion. Informal research includes 
always-open chat areas, discussion 
boards or online events. And while 
these methods do not yield serious, sta­
tistically valid data, they do provide 
indispensable information straight 
from the mouths of customers. 

Informal research builds two-way 
communication by letting customers 
initiate conversation. These activities 
can be the key to a successful e-busi­
ness, by guiding companies to heed 
three rules of the Web. 

• Always be open, 2417: We are in a 
world where people are knocking on 
your company's online front door 24 
hours a day, seven days a week, so you 
must always be ready to listen. There 
are many informal ways to give cus­
tomers a forum where they can provide 
feedback. Discussion boards and 
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always-open chat area are two impor­
tant ways to increase dialogue. 

• Give your customers a say: The 
Internet itself provide a va t network 
of consultants, who happen to be the 
taste-makers and opinion leaders of 
your products. This group that consis­
tently interacts with your offering is 
priceless for helping olve difficult 
de ign, branding and po itioning prob­
lem . By inviting them to make their 
opinions heard, and bowing them your 
new product first, you can learn how 
thing sit with your mo t pa ionate 
customers. For example, an informal 
forum, such as a virtual auditorium 
meeting with cu tamer , can e tablish 
a two-way communication y tern to 
obtain feedback on product de ign 
plan. 

• Get and stay interactive: The 
Internet provides not only new tech­
nologies, but its interactivity creates a 
new culture, new ways of doing things 
and new rules to go with it. Your TV 
talks at you. So does your radio. The 
Web does not. It talks with you. 

The Web is your best platform for 
developing two-way communication 
and building your customer relation­
ship management activitie . While you 
will till want to offer your customers 
toll-free numbers and snail mail, you 
can greatly broaden your reach via dis­
cussion boards, online events, e-mail, 
and chat areas. 

Listen to them 
The best way to turn your customers 

into your consultant i to li ten to 
them- using a combination of formal 
and informal research. Both will let 
you reach consumers on a personal 
level, in unprecedented number and at 
uncommon speed. Both will provide 
the data you need to identify the best 
means for evolving your brand, not to 
mention involving your customers. 

Online research is more than gath­
ering data on your customers. It is 
more than selling them on any spe­
cific product or service. The purpo e 
of formal and informal online 
research is to get to know your cu -
tamers intimately and to develop life­
long relationships with them. This is 
how your customer become your 
very best consultants. r~ 
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Editor's note: Karen Seidler­
Patterson and Michael J. Patterson 
are principals of Usable Solutions, 
LLC, a firm with offices in New York 
City (212-588-0297) and Colorado 
(719-487 -0563 ). 

A
s the dust settles from the stam­
pede to get on the Web, compa­
nies are taking a more reasoned 

approach to their online product devel­
opment, with well-placed attention on 
the quality of the customer experience. 
As numerous companies have already 
painfully learned firsthand, if you 
neglect the customer experience, your 
customers will take their clicks else­
where. 

Creating a positive customer expe­
rience is critical to any online product 
success, whether we're talking about 
business-to-business, business-to-con-
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sumer, or internal products. What 
defines the customer experience? 
Certainly, a product filled with bugs 
will make your customers unhappy. 
However, over and above basic tech­
nical performance is ues, it i the use­
fulness and usability of the product 
that ultimately defines the customer 
experience. 

Usefulness refers to whether the 
product has the information, features , 
and functions that the user needs. It 
answers the customer ' s question: 
"Would I want to use this site?" 
Usability, on the other hand, has to do 
with whether or not the site commu­
nicates its content and functionality to 
the user and how well a user can effec­
tively access and use the ite ' infor­
mation and features to perform a task. 
Usability corresponds to the cus­
tomer's question "Can I use it?" Each 

Test your product 
before it goes 

online 

By Karen Seidler-Patterson 
and Michael J. Patterson 

dimension is critical to the customer 
experience and if one is missing, a 
company may fail to achieve its Web 
busine s objectives and experience 
erosion of its cu tamer ba e. 

Traditional market research and 
observational techniques, such as 
focus groups and contextual inquiry, 
can be used to discover what would 
make a product useful. There is also no 
shortage of companies offering an 
array of techniques to evaluate Web 
site usability. In our experience, there 
is simply no substitute for directly 
ob erving customers trying to use your 
product through usability testing. 

In a usability test, representative 
users are observed performing realis­
tic tasks with a Web prototype or 
online product. Usability testing 
exposes inconsistencies between how 
the users expect to interact with the 
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product and how they actually must 
interact with it. It also exposes the 
obstacles preventing users from suc­
cessfully completing transactions, 
accessing product content, or per­
forming other desired tasks. 

Usability testing is about what peo­
ple actually do, not what they say they 
do. This differentiates it from focus 
group studies, which are often inap­
propriately used to elicit usability 
information, or from online research 
methodologies that rely on self-report­
ing. Observing the usability test allows 
the product team to make a connection 
with their customers and see their 
users in action with their designs. The 
impact of directly witnessing usabili­
ty tests often transforms initially reluc­
tant product team observers into ardent 
usability advocates. 

Usability testing is well-suited to 
informing online product design. It is 
easily adapted to any stage in the Web 
development process, allowing the 
product team to evaluate the usability 
of early, paper prototype concepts, 
low- or high-fidelity prototypes, or 
live products and competitor sites. The 
ability to assess designs throughout 
development can prevent product 
teams from wasting critical resources 
on the wrong design paths and help 
guide design choices at critical prod­
uct development junctures. 

The nuts and bolts of usability test­
ing 

Usability studies do not need to be 
expensive or elaborate to provide high­
quality insight. However, they do need 
to be well-planned and executed. All 
effective usability tests start with a test 
plan identifying goals and the mea­
surements that will be used (e.g. , 
instances of user frustration, number 
of successful task completions). 
Quantitative metrics are sometimes of 
interest, for example when bench­
marking is the goal or where shaving 
time off performing tasks is critical to 
save money or lives. However, quan­
titative studies usually require larger 
numbers of participants and may sac­
rifice rich verbal insight into relevant 
issues. 

In qualitative usability studies, par­
ticipants are asked to think aloud while 

performing realistic task scenarios. 
Thinking aloud helps to expose user 
expectations, problems, and frustra­
tions with the product. The partici­
pants' actions are also observed (e.g., 
which navigation route is being taken 
to do a task, what do participants do 
when they can ' t find needed informa­
tion) . It is critical to carefully observe 
the participants to ensure that what 
they are saying syncs up with their 
actual behavior. We often see a dis­
crepancy in which participants say one 
thing but do another. 

These incongruities are particularly 
valuable in a usability test because 
they point out things that are unclear 
or confusing to the user. In a recent 
usability test of an online brokerage 
application, for example, a test partic­
ipant exclaimed "Wow, that was 
easy!" when, contrary to his own 
intentions, he unwittingly sold a stock 
instead of buying one. This disparity 
between attitudes and actions is a 
strong argument in favor of usability 
testing over usability evaluation 
methodologies that are wholly ground­
ed in self-reporting. 

Task scenarios are selected to rep­
resent the typical or critical tasks for 
which customers will be using the 
product. These tasks are often identi­
fied during earlier phases of research. 
Task scenarios often include both 
directed tasks, in which the partici­
pant is asked to perform a specific 
task, and self-directed tasks, which 
target user-chosen goals or browsing 
behavior. 

A few participants go a long way o o o 

You don ' t need many participants 
to uncover the major usability flaws, 
although the participants do need to be 
representative of your target user 
group(s). For a qualitative usability 
study, most experienced usability spe­
cialists know that using about five par­
ticipants per target group is sufficient 
to provide meaningful data. With more 
participants, you often see diminishing 
returns on findings, in addition to 
glazed eyes of observers in the back­
room. You need to ensure that the 
major user groups are represented, 
even those whom you suspect will dif­
fer in the ways they will use your prod-
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uct. For instance, when we tested an 
online benefits management tool that 
would be used by both general 
employees of a company and the com­
pany's HR benefits administrators, we 
recruited participants from both pop­
ulations. 

Testing in the lab and beyond 
There are a number of choices when 

it comes to where to conduct testing. 
Most commonly, usability studies are 
conducted in a focus group-type facil­
ity (either with or without a usability 
lab setup). The two-way mirror setup 
at such facilities allows the product 
team to observe test sessions firsthand 
and in real time. A usability lab setup 
provides the additional capability of 
capturing a picture-in-picture view of 
the product (e.g., a Web page) simul­
taneous with a view of the participant, 
allowing observers to see and perma­
nently record the details of the partic­
ipant and what the participant is click­
ing on. While a nicety, a usability lab 
does add a layer of cost to the study 
and its absence will not compromise 

the quality of the test sessions. 
A cost-effective alternative to run­

ning the usability study in a focus 
group facility is to conduct the test 
sessions in an office or meeting room. 
This approach is appealing when the 
number of observers is very small or 
when facility cost or availability is a 
serious issue. The downside is that you 
cannot accommodate many observers 
in real-time, although videotaping the 
test sessions (using either a simple 
video-camera setup or portable usabil­
ity lab) can extend observer capabili­
ties. 

Sometimes it doesn't make sense to 
divorce the user from the environment 
in which the product will be used and 
the critical social or environmental 
conditions cannot easily be replicated 
in a lab. In such cases, usability tests 
can be conducted in-situ, i.e. , in the 
workplace or other environment in 
which the product will be used. While 
in-situ studies are somewhat more 
complicated to conduct and require 
giving up some control over aspects of 
the test sessions, the realistic back-
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drop can provide very rich usability 
data. 

Involve the team in observation, 
analysis, and solutions 

We find that involving the product 
team in some manner in the usability 
testing makes it more likely that 
usability issues will be addressed in 
the redesign. Team members can 
observe test sessions, take notes, and 
help collate findings by listing 
observed issues from their notes and 
describing them with examples and/or 
performance measures from across 
participant sessions. 

When identifying issues, it is criti­
cal to not just consider observations 
individually, but to see if there are 
themes or patterns that potentially 
point to a larger issue (e.g., is there a 
problem with the tab label or is the 
problem that the overall content has 
not been organized intuitively?). 
During analysis, it is also important to 
identify the usability strengths of the 
product, so that redesign solutions can 
further capitalize on them. 
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Once the team has identified the list 
of usability issues, prioritizing them is 
helpful. We often employ a simple 
cale that takes into account both the 

severity of the problem (i.e., the extent 
to which the issue will affect task per-

formance) and its expected frequency. 
For example, a major problem would 
be one that prevents users from com­
pleting a task or causes significant 
delay or frustration . This would be a 
high priority fix . 

When it's titne to focus, 
think Tragon. 

For over 25 years, clients large and small have teamed 
with Tragon for their marketing research needs. Our 
qualitative suites are well-appointed and ideally located 
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with meticulous anention to detail: 

• Screener and survey design 
• Telephone recruiting and interviewing 
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• AN services, closed-circuit television 
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• Consulting 

Call1-800-841-1177 or visit 
www.tragon.com. 
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Combine the qualitative insights 
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quantitative precision of a 
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The Perception Analyzer™ 

Without a doubt, the most comprehensive 
interactive group communication system 
available. 

Join the leader in Interactive Research 

www. perceptionana lyzer. com 
800.769.0906 or 503.225.8418 

With the li t of usability is ues and 
priori tie in hand, the team can brain­
storm olutions. The prototype or 
product i then redesigned or refined, 
based upon the insights. 

Test early and iterate! 
Undoubtedly, the most common 

remark we hear from the backroom 
during u ability te t session i "Why 
didn't we test earlier?" Typically, com­
panie wait until the product is virtu­
ally ready to launch to conduct their 
usability te ting. While certainly any 
u ability te ting i better than none, 
by the time you have a highly func­
tional prototype, it is often too late to 
addre major u ability flaws for the 
current effort, no matter what type of 
evaluation technique you are using. 
For instance, six months ago we were 
asked by a large insurance company to 
evaluate the usability of a highly func­
tional prototype just weeks before its 
launch. Our te ting identified orne 
major flaw with the overall organiza­
tion of the product content and the 
navigation. But the product's infor­
mation architecture was so far along 
that only button and link labels could 
be tweaked. The product launched and 
several months later, the company 
find that it must now revi it the 
usability i ues and the product's 
information architecture (e.g., naviga­
tion, organization) because of such 
poor customer re ponse. 

Building usability into a product is 
fundamentally a proces , rather than a 
single tep. U able products are most 
efficiently created through an iterative 
approach that incorporates the results 
of the u ability evaluation into 
rede ign or refinement solutions, and 
then tests the product again. We usu­
ally advocate quick iterative design­
test cycles , to keep pace with the 
aggre ive schedules typical of most 
online product development organiza­
tions. 

Ultimately, the earlier in develop­
ment you implement usability testing, 
the easier it will be for the product 
team to ab orb andre pond to the find­
ings to create highly usable products 
which truly elevate the cu tomer expe­
rience. r~ 
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Editor's note: Jonathan Schneider and 
Liz Vandenberg are the founders of 
Square One Research, Atlanta. 
Schneider can be reached at 
jonathan@squareoneresearch.com or 
404-685-0748 and Vandenberg can be 
reached at liz@squareoneresearch.com 
or 404-685-0803. 

S
ince its introduction in the 1970s, 
conjoint analysis has become one of 
the researcher's most trusted tools 

to upport the product development 
process. The methodology offers the 
ability to quickly isolate a product's indi­
vidual attributes that drive buyer prefer­
ence while also identifying features that 
have marginal or negative impact. 
Results that ea ily enable various what­
if cenario al o make conjoint analysis 
an ideal choice for clients who demand 
action-oriented re ults. 

Re earcher have applied conjoint 
analysi to questions related to advertis­
ing, pricing, and even package design. 
The Internet presents another opportu­
nity for it u e a a robust decision-mak­
ing and trade-off analysis tool. Most 
firms acknowledge that they mu t have 
some kind of online pre ence. But the 
enormous financial opportunities of the 
online market give rise to sizeable ques­
tion : Should we sell online? Who 
should we target? What products should 
we offer? What type of customer ser­
vice should we provide? What are suit­
able product delivery timeframes? 
Companie must make careful choices as 
the deci ion can have far-reaching 
impacts on the organization and its bot­
tom line. 

In thi article, we will examine the 
application of conjoint analysis to sup­
port Web site development, using 
Hairlnc, a fictitiou company ba ed on 
an actual former project, to illu trate 
tudy preparation, fielding, and the appli­

cation of re ult . 
Hairlnc needed to make just the kind 

of tough choices we have described for 
it new Hairlnc.com venture. A one of 
the nation ' leading manufacturers and 
supplier of profe ional grooming tool 
and hair care products, Hairlnc de ired 
to grow its bu iness and improve its 
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margins by doing business online. Yet 
the company's firmly embedded sales 
process - exclusively through local 
franchise distributors - made Internet 
sales a tricky proposition. The online 
portion of Hairlnc's business needed to 
cooperate with the distributors and find 
innovative ways to satisfy customers' 
currently unmet needs. 

Hair Inc was also unique in that it had 
three distinct customer segments to con­
sider: salon owners; stylists; and cut-it­
yourselfers (CIY) not currently served 
by distributors. Adding one more ele-

Too much open-end 
~ata from your last 

Internet or CATI study? 
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ADAPT has designed a proprietary 
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for Internet and CATI produced 
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fast. 
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3) Return Mail Handling 
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6) Data Entry 
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Recognition Scanning 
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ment of complexity to the situation, 
Hair Inc was considering online partner­
ships with several companie that would 
enable it to sell complementary products 
such as freestanding hair dryers, styling 
chairs, and salon management oftware. 

Thus, Hairlnc's informational needs 
were to 1) understand what product and 
pricing options would be most success­
ful on the new Hairlnc.com, 2) deter­
mine which site features would drive 
preference and which would have mar­
ginal and negative effects, 3) determine 
the type of customer service necessary 
to support Hairlnc.com, and 4) decide if 

FIGURE 1 

Concept #1 

• Salon management software 

• 24-hour customer service 

• 20% discount off distributor prices 

• Overnight delivery 

• Online stylist job listings 

Concept #2 

• Styling chairs 

• 7:00 a.m. to 7:00 p.m. customer service, 

Tuesday through Saturday 

• 10% discount off distributor prices 

• All products backed by a one-year money 

back guaranteed warranty 

• Online training courses 

Concept #3 

• Hair Inc. grooming tools 

• 24/7/365 customer service 

• Distributor prices 

• Online hair coloring guide 

• Customized salon news e-mails 

the site should target only existing cus­
tomer segments or include the previ­
ously underserved CIY market as well. 

Planning for conjoint 
After taking into con ideration 

Hair Inc's complex informational needs, 
its budget and timeframe , we recom­
mended a conjoint study. The fir t step 
of the project involved determining all of 
the potential features or elements of the 
new site that would serve as the con­
joint test stimuli. Elements would take 
the form of text statements uch a 
"salon management software," 
"overnight delivery," and "24-hour cus­
tomer service." 

The process benefited from an earlier 

round of focu groups that yielded a 
number of options for the overall 
Hairlnc.com strategic direction, prod­
uct offering, pricing, features, and func­
tionality. That information along with 
several internal brainstorming sessions 
helped the team develop approximately 
55 to 60 different elements. 

The next tep was the creation of 
approximately 100 Hairlnc.com "con­
cept ," or various combinations of the 
elements. While each Hairlnc.com con­
cept contained approximately five ele­
ments, high-level categories dictated the 
type of elements within each concept. 
All Hairlnc.com concepts contained ele­
ments related to must-have categories 
such as "product offering," "pricing," 
and "cu tomer service." A concept's 
remaining two elements came from var­
ious nice-to-have categories, such as 
product warranty, delivery, and recruit­
ing, that were not necessarily critical to 
include in Hairlnc.com. 

Figure 1 shows examples of concepts 
and their related elements. 

Although conjoint analyses may 
employ any one of several design tech­
niques (e.g., ratings, rankings, paired 
comparisons, etc.), the Hairlnc.com 
project u ed a rating method. The study 
called for research participants to rate 
each concept in terms of likelihood to 
use the site (1 = not at all likely, 10 = 
very likely) in the absence of any other 
concept. 

Fielding the study 
While fielding a conjoint study online 

is an option for some projects, the inci­
dence ofHairlnc's target audience dic­
tated that the project be offiine. To ensure 
consistency of data collection, salon 
owners, stylists, and CIYers were 
recruited using screening criteria and 
geographic markets from the earlier 
focus groups. Participants came to a 
research facility where they read a gen­
eral statement about Hairlnc.com and 
then rated approximately 75 to 100 con­
cepts. An example of a concept is includ­
ed in Figure 1. All concepts were dis­
played on computer screens with sever­
al graphical elements included to pro­
duce more of a Web look and feel. 

While travel to central re earch facil­
ities was a necessary aspect of the study, 
participants individually rated all of the 
concept . For hard-to-reach and time­
strapped targets like salon owners, con­
joint offered multiple opportunities to 
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complete the study, limited only by the 
operating hour of there earch facilities. 
As long as the desired sample size for 
each target was reached, cheduling es­
sion at various time pre ented no 
issues for data collection effort . 

Interpreting the results 
With the help of regres ion analy i , 

the research data enabled Hairlnc to 
determine the effect that an individual 
element would have on the percentage of 
participants giving a Hairinc.com con­
cept a top three-box score (in this case an 
eight, nine, or 10). While the analytic 
process may sound complex to some, 
actual conjoint data is relatively easy to 
explain, interpret, and can be quite fun 
for a client to play with as he or she cre­
ates multiple what-if cenarios. 

Optimizing the Hairlnc.com ite offer­
ing for various target audiences first 
focused on determining which elements, 
when combined together, would create 
the greatest percentage of respondents 
giving Hairlnc.com a top three-box 
score. For the Hairinc.com team, some 
of these elements would require minimal 
development time while other would 

your2cents1 
, ~ ~.com 'J 
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require a longer and more co tly com­
mitment. Next, the data revealed which 
elements had only a marginal impact on 
overall preference. (It is intere ting to 
note that some of these elements seemed 
like must-haves during the focus 
groups.) Finally, we determined which 
elements would actually have a negative 
impact on a segment's likelihood to use 
the site. 

Under tanding which elements were 
critical to overall site succe while 
being able to place others on the back 
burner was invaluable in helping the 
Hairlnc team prioritize development 
efforts and properly allocate its 
Hairlnc.com budget. Yet, the data also 
enabled Hairlnc to make larger, more 
trategic decisions. For example, results 

suggested that stylists and CIYer 
favored many of the same elements. 
And, alon owners seemed relatively 
lukewarm to the overall concept regard­
less of its elements. Therefore develop­
ing a ite that focused on the needs of 
one core market, stylists, would allow it 
to meet the needs of a new market with­
out much incremental effort. 

Hair Inc al o realized that online sales 

of such items as alon chairs and free­
standing hair dryers - items that only 
a salon owner would purchase - wa 
going to be difficult. For Hair Inc. com, it 
was not necessary to formally partner 
with complementary product manufac­
turers, as incorporating their wares 
would have only a marginal effect on site 
success. 

Straightforward means 
In the post-dot-com era, perhaps one 

of the most pleasing aspects of con­
joint analysis is its rationality. The 
methodology gives companies a 
straightforward means to narrow the 
dizzying choices that come with doing 
business on the Internet. In addition, 
and unlike some techniques, conjoint 
benefits from input from a variety of 
stakeholders. Senior management, 
internal teams, outside agencies, and 
past research participants can all help 
develop the study without necessarily 
adding to its complexity. As the Internet 
continues to grow in importance for 
more and more organizations, an inclu­
sive research methodology such as con­
joint should be most welcomed. r~ 

AMERICA'S INVITATIO 0 LY 
INTER ET SURVEY PANEL 
Now Available for Your Online Surveys -

Your Programming or Ours. 

We've taken a better approach to recruiting an online survey 
panel. Potential respondents are contacted randomly (by phone, 
mail and other means) and requested to participate in online 
studies. Random Selection helps avoid problems associated 
with other online panels, including: 

• Incentive Program offers screened and qualified 
respondents an immediate reward for survey 
participation, and sweepstakes are held to a 
minimum. 

• Response Rates are nearly twice the average for 

• Self selection bias 
• Too many "professional" survey takers 
• Lack of representation 

Other advantages of our New Approach Include: 
• Demographic Targeting for better representation 

from higher income households, ethnic populations 
and male gender. 

• Panel Profile Questionnaire screens members 
in advance for many interests and usage categories, 
identifies all household members (children, elderly 
parents) and collects individual e-mail addresses 
for male and female head of household. 

online panels. 

These advantages mean lower costs for you (priced on a per­
completed survey basis) and a more representative sample. The 
growing number of Your2Cents Opinion Survey Panel members 
are available for your next online survey. Custom panels, survey 
development and programming, cross-tabs or real-time reporting, 
available as needed. Also available, Your2Cents 4Teens, 
Early Adopters and B2B selections. 

Call today for an immediate quote or see our web site for more 
information on using a better approach for your next 
online survey. 

Your2Cents Opinion Survey Panel 

------------- 1-866-249-4295 ------------· www. your2cents.com/info.html 
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Editor's note: Jeff Rosenblum is 
president of Audience Profiler, a 
Tiburon, Calif., research firm. He can 
be reached at 415-789-5741 ext. 232 
or at jeff@audienceprofiler.com 

The Web has always had great 
promise of being the world's 
greatest communication tool. 

However, most corporate communi­
cation via the Web goes in one direc­
tion - from the brand to the cus­
tomer. By conducting online surveys, 
companies from virtually any indus­
try can gain a competitive advantage 
by making their Web-ba ed commu­
nication flow in two directions using 
online surveys. 
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Conducting surveys online i rela­
tively easy and affordable. When 
conducted effectively, the return on 
investment is so high that no compa­
ny can truly afford to not conduct 
them. This article provide an 
overview of the fundamentals of 
online surveying. 

Typical objectives of online sur­
veys 

The reason that online surveys are 
so valuable is that a brand can learn 
virtually anything it wants via a prop­
erly designed and executed urvey. 
Some examples of survey re earch 
objectives include: 

• gauge customer satisfaction 

across various competitive elements, 
including quality, price and service; 

• asse s cu tomer loyalty and iden­
tify methods for increasing loyalty; 

• measure your target audience 's 
usage of specific brands, products 
and services; 

• determine the likelihood of 
prospects to purchase new products 
and services; 

• generate responses to marketing 
efforts, including positioning state­
ments, media sources, advertising 
copy and design; 

• explore issues associated with 
your brand's Web presence, includ­
ing usability, content and speed; 

• evaluate the impact of advertising 

www.quirks.com Quirk's Marketing Research Review 





campaigns on brand awareness and 
perceptions. 

How to conduct online surveys 
Conducting an online survey is a 

relatively easy process. There are 
many research firms that can manage 
the entire process, and there are a 
few technologies and software pack­
ages that can enable you to conduct 
the surveys in-house. 

Unless you have sufficient train­
ing in quantitative research, I strong­
ly recommend using a high-quality 
research firm. (While our firm clear­
ly has a vested interest seeing com­
panies outsource their survey devel­
opment needs, I can honestly say that 
the only thing more dangerous than 
not conducting research is misman­
aging or misinterpreting research 
findings.) 

There are seven key stages to con­
ducting a survey online: 

• Develop the project objectives: I 
recommend thinking from a results 
standpoint - do not try to develop 
the survey at the beginning of the 
process, try to create the individual 
pages of the report in your mind. 
Focus on the two to three things that 
you want to learn , not the actual 
questions that you want to ask. The 
survey will naturally develop after 
you have identified your core objec-
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tives. 
• Develop the survey: A urvey 

should consist of approximately 20 
questions . Many companies conduct 
longer surveys, but that lead to elf­
selection bias and respondent fatigue. 
When in doubt, just remember: the 
shorter the better. Do not make your 
objectives too broad. Try to have the 
survey flow so it progresses in an 
easy-to-follow que tion order for 
your respondents. 

• Program the survey: There are 
many new technologies for conduct­
ing online urveys. We typically con­
duct one-page survey , not multi­
page urveys. Our own research has 
demonstrated to us that thi format is 
mo t appealing to respondent . If you 
are conducting the surveys with your 
own customers , maintain your 
brand 's identity in the graphical lay­
out of the urvey. That help build 
your brand and improve respondents' 
focus. If you are conducting the ur­
vey with non-customers, be sure that 
you are working with a reputable 
company with a database of quali­
fied (and not over-u ed) respondents. 

• Acquire respondents: 
Respondents can be invited to par­
ticipate in the survey from your Web 
site via a live link or a pop-up inter­
cept. You can also use a customer 
database, but do not invite re pon-

dents via e-mail unless they have pre­
viou ly told you that they would like 
to be contacted. We recommend pro­
viding an incentive to participate in 
the survey, for example by donating 
$1 to charity for each completed sur­
vey or a chance to win a significant 
prize. Incentives help reduce self­
selection bias and show appreciation 
to cu tomer for spending their time 
helping you. 

• Collect data: When respondents 
submit an online survey, the data typ­
ically goes to a back-end statistical 
package. If fea ible, we recommend 
conducting a survey with at least 400 
respondents. A larger base size pro­
duce higher tatistical validity. Also, 
it enables you to look at sub-sets of 
the data, such as frequent purchasers 
vs. non-frequent purchasers. 

• Report on findings: Unless you 
are an experienced market 
researcher, I recommend working 
with a market research consultant. A 
strong report will focus on the topline 
finding and significant differences 
in actionable sub-sets of the data. Be 
sure not to get bogged down in over­
analysis of data that does not yield 
actionable findings. 

• Keep records on file: All respon­
dents hould be asked if they may be 
re-contacted to participate in follow­
up urveys. For those who would like 
to be re-contacted (typically more 
than 75 percent of the sample) , the 
contact information and other rele­
vant data hould be kept on file. This 
file can be u ed a the basis for a pro­
prietary panel, which will enable you 
to acce s the respondents quickly, 
easily and affordably when needs 
ari e. 

Reporting on findings 
Here i a very strong recommen­

dation: Do not over-analyze your 
research findings. A good online sur­
vey will reveal two to three key 
themes. For example, the majority of 
customers are unsatisfied and satis­
faction can be substantially improved 
by lowering hipping costs. 

In my experience, many compa­
nies look too deeply at their research 
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data, trying to find nugget that could 
be very helpful, such a recognizing 
that a key audience egment has a 
higher propensity to purchase. 
However, more frequently, by over­
analyzing the smaller tactical find­
ings, the broad theme frequently get 
ignored. Or, many companie uffer 
paralysis by analy i , meaning that 
action is not taken becau e the data is 
looked at too long and too hard. 

This is what I recommend: Use a 
topline report for your online sur­
veys. Identify the key themes and 
understand how to act upon the key 
themes. Communicate your recom­
mendation to your appropriate team 
members and provide them with 
user-friendly graphs that support 
your recommendations. If you are an 
experienced market researcher or 
report to an experienced market 
researcher, it is more than appropri­
ate to search for the hidden nuggets 
of information in the banner books. 
However, first get the ball rolling 
with strategic recommendations 

based on topline data, then look for 
the detailed data. 

Moving beyond one-off surveys: 
how to develop an online customer 
panel 

While online quantitative surveys 
are extremely valuable, the true 
power of the Internet can be realized 
by developing and managing an 
online panel of your customers. 

Proprietary panels are extremely 
valuable because they enable com­
panies to quickly and easily acquire 
strategic input from customers on a 
need-to-know basis for virtually any 
bu ine i ue that arises. For exam­
ple, if any of the following takes 
place in your industry or your com­
pany, you can find out within 24 
hours what, exactly, your customers 
would like you to do to maintain their 
loyalty: 

• your company or a competitor 
launche a new product, advertising 
campaign or Web site; 

• a new competitor emerges with-

in your industry; 
• your company or a competitor 

changes product prices; 
• your Web site experiences tech­

nical difficulties; or 
• a new technology emerges that 

can be used in your industry. 

Conclusion 
For virtually any company, online 

surveys should be used to ensure that 
your strategie , marketing, and prod­
uct selection are developed with 
strategic input from customers and 
prospects. Virtually any objective can 
be accompli hed via an online survey. 
When conducted on a regular ba is, 
they will create a two-way communi­
cation flow that will provide you and 
your company with a true competitive 
advantage. Many companies conduct 
online survey , but few conduct them 
on a regular basis and effectively act 
upon the findings from the project. 
Start conducting surveys today and 
start recognizing a competitive 
advantage tomorrow. r~ 
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OnlineResearch 

An overview of online 
security approaches 

By Fred Bullock 

Editor's note: Fred Bullock is 
senior vice president of marketing at 
Alchemedia, a San Francisco 
provider of online security software. 
He can be reached at 415-864-4652. 

T
he Internet is quickly becom­
ing the medium of choice for 
today's market research profes­

sionals. The Web offers several 
advantages over telephone or on-site 
market research studies. 
Researchers can enrich online sur­
veys with images, text, and other 
information to add depth to the pan­
elist's survey experience. Panelists 
often prefer Web-based studies, 
where they can enjoy the conve­
niences of anonymity, interactivity, 
and speed. 

The number of consumers willing 
to participate in telephone surveys is 

dropping steadily. Only 30 percent 
of potential panelists say they are 
willing to be contacted by phone. 
On-site surveys conducted in hop­
ping malls and elsewhere can't 
match the Web for convenience or 
privacy. And then there is cost: the 
Internet allows researchers to dis­
tribute hundreds or thousands of 
digital surveys instantaneou ly and 
at minimal expense compared to 
conventional methods. 

While the benefits of online 
research are clear to research pro­
fessionals, many of their clients are 
hesitant to commission online stud­
ies. Their concerns often focus on 
information security. 

Security challenges for sensitive 
concepts 

The drawbacks of communicating 

sensitive and proprietary informa­
tion online are se lf-evident. The 
basic problem, in the words of PC 
Magazine, is that "the Internet is 
one big copying machine." Web 
users can cut, copy, paste, save, or 
screen-capture images and text with 
a few keystrokes or clicks of the 
mouse. Even the inexperienced 
computer user can easily print en­
sitive information, and then redis­
tribute that material to unauthorized 
viewers. Many prospective clients 
worry that posting sen itive prod­
uct or design information on the 
Web amount to little more than giv­
ing it away. 

Hugh Davi , a technology execu­
tive at marketing research firm 
Greenfield Online, tells of his com­
pany' experience in dealing with 
the information security problem: 
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Unmask the Mystery 
About Internet Research 

Mystery solved! The QueryWeb™ & WinQuery™ software 
combination is the most powerful, quickest and easiest-to-use 

Internet research software on the market. 

Do It Yourself 
It's easier than you may think. Create your questionnaire using 

WinQuery, our popular CATI/CAPI questionnaire authoring 
software. Copy the Internet-ready questionnaire files to 

your Internet server running QueryWeb. It's that 
simple-you get all of the survey sophistication 

you've come to expect using WinQuery, without 
any custom CGI, Java, or other complicated 

scripting! Our QueryWeb Project Manager 
lets you easily modify the look of your 

Web-enabled study at any time to suit 
your requirements. 

Not ready to make the investment 
n QueryWeb, the hardware and 
personnel infrastructure? Let The 
Analytical Group, Inc., host your 

WinQuery-generated questionnaires 
for you! Being a total support marketing 
research organization, we have 
everything in place to securely host all 
of your Web-based studies. 

For over 30 years, The Analytical Group, 
Inc., has provided full support for the 
research community with products such 
as WinCross~ WinQuery~ and now 
QueryWeb~ 

For more information, call us 
or visit our website. 

800.946.2767 
www.acsinfo.com 



"As a marketing research company 
we had to turn away many projects 
because we had no way of guaran­
teeing that product images would 
not end up in the wrong hands. The 
last thing a client wanted was their 
prototype concept being passed 
around the Internet. However they 
still wanted to take advantage of the 
cost and time savings of conducting 
the research online." 

Watermarking solutions 
The understanding that sensitive 

information in online surveys could 
end up in the hands of competitors 
or the media has compelled market 
research firms to search for solu­
tions to the problem of online copy­
ing . The simplest among these -
including scarring, em bossing, 
watermarking, and thumbnails -
attempt to discourage users from 
copying online data. 

The practices of scarring and 
embossing work by degrading the 
appearance or quality of images. 
Both techniques involve superim­
posing an identifying (or in the case 
of scarring, simply a degrading) 
mark across the face of a digital 
image. Both render images useless 
for most commercial or educational 
purposes - including those neces­
sary to conducting successful mar­
ket research studies. Thumbnails 
can discourage panelists from pass­
ing along sensitive images to friends 
or colleagues; however they are sim­
ply too small to be of much value to 
panelists and can defeat the purpose 
of the survey. 

Digital watermarking works by sub­
tly encoding a copyright owner's 
information into digital images. This 
method relies on enforcement of copy­
right rather than prevention of infor­
mation theft. Even if a market research 
firm could locate images stolen out of 
its surveys - no small feat given the 
difficulty of mining the billions of 
images hosted on the Internet - it 
could do nothing to reverse the dam­
age that exposure of this information 
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may have already caused. 

Software solutions 
Due to the drawbacks inherent in 

watermarking, scarring, and other 
image-manipulation techniques, 
many research firms have tried to 
develop proprietary security tools. 
These solutions generally involve 
replacing images with bits of soft­
ware code that trigger the display 
of specific information. Companies 
can use these applications to pre­
vent end users from saving protect­
ed material. 

Because their approach to protec­
tion focuses on proscribing user 
action rather than on preventing the 
replication of information in bytes 
or pixels , these proprietary applica­
tions cannot stop users from screen­
capturing sensitive information. 
This represents a critical breach in 
security; one that most users can 
easily exploit with a few keystrokes, 
or by using third-party screen-cap­
ture software. 

DRM solutions 
In-house software solutions tend 

to be expensive to develop and easy 
for knowledgeable users to subvert. 
Many research firms have therefore 
experimented with the more robust 
security offered by digital rights 
management (DRM) software. 

The idea behind DRM is to protect 
copyright and the exclusivity of 
information by limiting what people 
can do with it. The newest genera­
tion of DRM software allows com­
panies to endow images and other 
information with policies that gov­
ern which individuals can view 
information and what they can do 
with it once they see it. Some DRM 
applications can prohibit users from 
printing or saving information, or 
can limit the number of times a user 
can open a specific file. 

While DRM applications can pro­
tect companies against certain types 
of information theft, they are not 
ideal for protecting market research 

surveys. First of all, DRM solutions 
require substantial administrative 
oversight. Most work by combining 
encryption technology (to protect 
information in transit) with a digital 
key system that authenticates and 
establishes usage restrictions for 
each user. Each instance of protec­
tion involves setting a usage policy 
that can vary from file to file and 
from user to user. This need to 
micromanage usage makes DRM 
solutions cumbersome for both the 
company deploying them and the 
end user who has to negotiate them 
in order to access protected infor­
mation. The amount of effort 
required on both sides makes DRM 
solutions ill-suited to the task of 
protecting individual surveys 
online. 

Secure Display 
Other solutions for protecting 

information in online surveys 
involve technologies that can inher­
ently prevent the duplication and 
misuse of data. These applications 
fall within the category of Secure 
Display solutions. 

Unlike DRM software, water­
marking, thumbnails, and other 
methods , Secure Display software 
applies general rules for protecting 
information before it is served to the 
Web. The best Secure Display solu­
tion prevent users from copying, 
printing, saving, and screen captur­
ing information displayed within a 
Web browser. Because the level of 
security does not vary according to 
end-user or by specific usage policy, 
Secure Display protection is easy to 
implement and maintain, and 
requires minimal involvement on 
behalf of the end-user. 

Currently several firms employ 
Secure Display software to prevent 
online information theft. As more firms 
successfully implement security for 
their surveys, clients who commission 
online research studies are starting to 
demand a higher level of protection for 
their information. r~ 
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Web Surveys 
DRC translates leading-edge technology into easier, faster, and 
better solutions for your survey programs. With 20 years of 
survey and technology experience, DRC is uniquely qualified as 
a premier provider of large-scale Web surveys. 

Our easy-access Web surveys and large-volume online reporting 
put your customers' and employees' opinions at your fingertips. 
With up-to-the-minute reporting you have everything you need 
to make decisions that benefit your bottom line. 

DRC's Web technology is backed by full-service research and 
process consulting for seamless execution of your survey 
project. The results are extraordinary. 
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Hispanic e-com 
continued from p. 19 

like in the general market, most were 
not). What consumers really required 
was some serious guidance, to explain, 
illustrate, and support the process of 
selecting the items and then checking 
out and purchasing the items. 

Several days following the comple­
tion of the research , DeCompras 
redesigned its site and later reported 
significant increases in completed sales 

Question is, 
how confident are you? 

When you choose Discovery/NQ focus 
facilities, confidence runs high. Our excep­
tional staff is among the best in the business, 
recruiting top quality respondents so you 
secure the most accurate information 
possible. We know that quality respondents 
can make or break your focus group, and 
possibly your relationship with your client. 

In addition, our focus facilities are staffed by 
individuals who know how important every 
detail of your group experience is. From the 
candy in the dish to transportation to the 
airport, we are there to smooth the way and 
make the experience a successful one for both 
you and your client. Rest assured, we will take 
care of the details, make you feel at home and 
let you concentrate on being a moderator. So 
when you find yourself looking for a focus 
facility that offers quality, comfort and peace 
of mind, call Discovery/NQN and make "The 
Confident Choice." 

DISCOVERY-NATIONAL QUALITATIVE N ETWORK 
1061 East Indiantown Rd. , Suite 204, jupiter, FL 33477 

PH: 561-748-0931 • 888-331-7779 • FAX: 561-748-0911 
www.discoverynqn .com 

ATU.NTA • BOSTON • CHICAGO • DALLAS 
IRVINE • LOS ANGELES • MINNEAPOUS • NEW YORK 
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per visitor. Additionally, 
Decompras.com was acquired by 
ElSitio.com, a leading Latin American 
Internet portal. 

Important to know 
In addition to providing direction for 

improving the DeCompras site, the 
research uncovered three thing that 
are important for all e-marketer to 
know about how to approach Hispanic 
consumers, particularly the large for­
eign-born segment. 

The first major finding, which was 
consistent with findings from other 
Hispanic Internet research, wa that 
Hispanic consumers are generally 
inexperienced with using the Internet 
and with computer culture in general. 
These consumers, who have not had 
the benefit of being rai ed with com­
puters, are not only inexperienced on 
the Internet, but in some cases aren ' t 
comfortable with manipulating a 
mou e or u ing a keyboard. 

Online Hispanic consumer are al o 
le likely to be accustomed to the tep 
required in an e-commerce tran action. 
Common e-commerce site elements 
such as adjusting the quantitie of 
items in the shopping cart or regi ter­
ing as a user of a site are not a obvi­
ous to the e consumer . 

In fact, the whole idea of shopping 
remotely rather than in-per on i a rel­
atively new concept to foreign-born 
consumers from Latin America, where 
historically the postal y tern ha not 
been particularly reliable and credit 
card shopping has not been embraced. 
There i no culturally ingrained histo­
ry of purchasing things from catalogs 
as there is in the U.S. (e.g. , J. Crew, 
L.L. Bean, Sears, etc.). 

Additionally, the use of computerese 
tends to throw some consumer off, 
even though the terms are in Spanish. 
Spani h-dominant con umer , who 
tend to be less tech-savvy in general, 
are not familiar with the terms in 
English or in Spanish. Since the e con­
sumers tend to be foreign-born , they 
have received little to no training and 
exposure to computer or the Internet 
in their countrie of origin. 

Thi i a le on that packaged goods 
manufacturer have been learning all 
along. For example, Hi panic con-

sumers, eager to try new food prepara­
tion technique , were trying a particu­
lar packaged baking product in droves, 
but were un ati fied with their experi­
ence. It turned out that the product 
packaging failed to fully explain the 
process to consumers who did not have 
experience with a) baking their food 
and b) u ing a pia tic bag to prepare 
their food. Through research, the com­
pany learned that Hispanic consumer 
were cooking the product in their fry­
ing pans , to disastrous results. The 
packaging was modified and the mar­
keting efforts were adapted. The result: 
a more loyal con umer. 

All this point to the need fore-mar­
keter who are in the process of build­
ing brands with con umers in the 
Hispanic market to consider education 
as a main part of their strategy. Simply 
differentiating the brand itself isn't 
enough. As illustrated in the 
DeCompras research, consumers were 
interested and willing to purcha e 
items, but became frustrated with the 
checking-out process and abandoned 
the sale in its final stages. This points 
to the need to inform and guide the 
consumer more explicitly throughout 
the process and do some category 
building in addition to brand building. 

Focused on information 
A second major finding was that 

Hispanic Internet users are more 
focused on the information value of a 
Web site than on its entertainment 
value. Hi panic consumers suffer from 
an information gap. There are rela­
tively few ource of information about 
navigating everyday life in Spanish. 
The information-gathering process is 
more complicated for Spanish-domi­
nant con umers. This was consistent 
with our finding on Hispanic con­
sumers ' reaction to advertising mes­
sages, which showed that Hispanics 
are more likely to rely on advertising 
for information and, for most cate­
gories , tend to prefer informational 
commercials rather than entertain­
ment-oriented ones. Any Web site, 
regardless of its ultimate objective, will 
be better received by Hispanic u er if 
it incorporate an informational ele­
ment that peak to this need among 
Hispanic consumers. 
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We also learned that, in communi­
cations messages, Hispanics tend to be 
more focused on finding out the end 
benefit of a site (or service) rather than 
the more specific product features. 
They are less likely to judge a site pos­
itively or negatively in terms of its fea­
tures. Their focus is much more on the 
end-use of the site- what it's for and 
what it does to improve the user's life. 

In the DeCompras research, this was 
illustrated by consumers ' extremely 
positive reactions to the statement: 
"DeCompras.com is a site that allows 
one to send packages to family in 
Mexico." The statement itself did not 
focus on product or service attributes 
(such as no delivery fee) but rather in 
the end result. While the actual shop­
ping experience was confusing to 
them, they were overwhelmingly pos­
itive about the site concept. 

This is similar to what we've found 
in the financial services area, where 
Hispanic consumers are much more 
motivated by hearing that a particular 
financial instrument is for buying a 
house or paying for a child's education 
than about its rate of return, interest 
rate, etc. 

Regardless of their purpose, Web 
sites that stress that purpose and how 
it relates to the values of Hispanic users 
- in this case, the ability to maintain 
a closer connection to home - will be 
more appealing than sites that try to sell 
their features. This is not to say that 
features are not important, but only in 

choose. What the studies do not show 
is that consumers would rather get cer­
tain information in Spanish, if they 
could. 

The language issues surface partic­
ularly in the retail arena as well as in 
other marketing environments. 
Spanish-dominant Hispanics , who 
would rather make a purchase with a 
salesperson who speaks Spanish, do 
not have many opportunities to do so, 
and are forced to make sometimes­
important decisions in a language they 
are not comfortable with. 

This phenomenon can help explain 

the extraordinary success within the 
Hispanic community of certain door­
to-door sales companies staffed with 
bilingual sales people. There is a huge 
opportunity to offer this customized 
Spanish-language exchange in an e­
commerce environment as it offers 
something that most Spanish-dominant 
Hispanics could only dream of: a one­
to-one dialogue with the seller in their 
most proficient language. This is not to 
say that there aren't certain obstacles to 
overcome, but knowing what the 
obstacles are is an important step in 
the right direction. r~ 
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the context of accomplishing the ~--------------------------------------------------------~ 
intended goal, i.e., sending gifts to 
family in Mexico, being informed 
about buying a new car, or finding 
more information about health care 
options. 

Need for Spanish-language content 
The last significant point uncovered 

in this research, and confmned in other 
research, is that while there is an over­
abundance of quality content available 
in English, predominantly Spanish­
dominant Hispanic consumers are still 
very much interested in obtaining 
information about products and ser­
vices in Spanish. Most studies show 
that Hispanics online prefer existing 
English-language sites to existing 
Spanish-language sites, if forced to 
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Survey Monitor 
continued from p. 8 
matters for their customers by charg­
ing based upon the dollar size of the 
order or on the number of items in an 
order are making a mistake that may 
undermine the relation hip that 
they're trying to build." 

Key findings and forward-looking 
analysis from the latest Jupiter retail 
infra tructure research include: 

--According to a Jupiter Consumer 
Survey, 46 percent of consumers intu­
itively believe that shipping costs 
should be based on the weight of 
package , while only 10 percent 
believe that price/order ize should 
drive S&H costs. A Jupiter WebTrack 
Survey of the top 50 Media Metrix 
online retailers, however, reveals that 
54 percent of retailers base shipping 
costs on order size, while only 30 
percent base costs on weight. 

--Jupiter analysts have found that 
companies that charge on any ba is 
other than weight risk either losing 
money or robbing their customers. 
For example, Pets.com went out of 
business because it subsidized the 
high costs of shipping pet food. On 
the other hand, Jupiter analysts cite 
CDNOW- which charges $2.99 in 
S&H for the first CD and 99 cents for 
every additional CD - as a compa­
ny that has used a dangerous per-item 
based pricing model. A purchase of 
200 copies of Journey ' Greatest Hits 
would cost a customer $200 in S&H, 
while CDNow would only incur 
about $28 in shipping cost. 

-- A Jupiter Consumer Survey 
reveals that 73 percent of consumers 
evaluate the total price of products, 
including S&H, before making an 
online purchase. According to Jupiter 
analysts, companie that are profiting 
on S&H run the ri k of increa ing 
distrust among consumers. 

"Across online retail and catalog, 
there is an even split between retail­
ers that make money on S&H and 
those that lose money on S&H. As 
profitability becomes increasingly 
important, it is perfectly understand­
able that retailer would eek new 
sources of profit, including S&H 
charges," says Cassar. "However, the 
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long-term interest of the retailer i 
best served if its customers tru t it. 
The late t Jupiter research how that 
S&H is not perceived as a product ­
but as a necessary evil." 

Turning money 
machines into 
marketing machines 

There are opportunitie for ATMs 
as delivery channels for adverti ing 
and coupon dispensing, according to 
a recent consumer research tudy by 
Synergistics Research Corp. , Atlanta, 
entitled "Re-Inventing ATMs." The 
study, conducted in July of 2000, is 
based on a telephone survey of 1,002 
con umers age 18 or older with 
household income of $15,000 or 
more. Results reveal that almost half 
of the ATM users in the urvey ay it 
would be useful if ATMs dispensed 
coupon for di count on general 
merchandise or service . Clo e to 
four in 10 ATM users re pond po i­
tively to ATMs dispensing coupons 
for discounts on financial services. 
The survey al o mea ured reaction to 
on-screen advertising at ATMs. One­
third of the ATM users found on­
screen ads for financial service u e­
ful. Advertising on the ATM for gen­
eral merchandise and service i u e­
ful to one-fifth of the ATM u ers. In 
general, younger and lower-income 
ATM users are more likely tore pond 
positively to adverti ing and coupon 
dispensing at ATMs. For more infor­
mation contact Genie M. Dri kill at 
800-423-4229 or visit www. yner­
gisticsre earch.com. 

Workers preparing for 
layoffs 

Although 73 percent of working 
adults feel secure in their current 
jobs, according to the February 2001 
Xylo Report: Job Security Within the 
U.S. Workforce, more than half of 
the respondents (58 percent) are tak­
ing precautions to prepare for the pos­
sibility of layoffs in the mid t of con­
cern that a rece sion may hit the U.S. 
economy in 2001. 

The Xylo Report is a national sur­
vey on work/life issues conducted 
monthly by Wirthlin Worldwide for 
Xylo , Inc. , a Bellevue, Wash., 
provider of Web-based work/life 
solution used by companies to 
attract and retain employees. The 
company commi ioned Wirthlin 
Worldwide, McLean, Va. , to urvey 
1,006 U.S . adults during the period of 
February 2-5. Sixty-five percent of 
the 1,006 respondents qualified for 
this survey by being employed (mar­
gin of error was ±3.9 percent, n=647). 

The report provides insight into 
how the average American worker 
perceive the impact of a lowing 
economy and explore orne of the 
mitigating factors that shaped their 
opinions. Nearly three-fourth (73 
percent) of employees surveyed feel 
that their job i ecure in light of talk 
about an economic slowdown and 
company layoff , with more than half 
(56 percent) saying they feel very 
ecure. While the survey found that 

working women are only slightly 
more inclined than working men to 
feel very secure about their job (58 
percent and 54 percent, respective­
ly), the result illu trated clear trend 
ba ed on age and gender. Thirty-one 
percent of employee over the age of 
55 feel in ecure, while only 19 per­
cent of tho e under 34 year old feel 
insecure. Ba ed on gender, a tagger­
ing 42 percent of men over the age of 
55 were concerned over losing their 
jobs, compared to only 19 percent of 
women over age 55. 

Although the majority of workers 
feel a sense of job ecurity, 58 percent 
of respondent are taking precaution 
for the po ss ibility of layoffs. 
Improving per onal finances topped 
the li t, with 26 percent indicating 
that they are savi ng money. Fifteen 
percent are taking teps to improve 
their position in the job market by 
interviewing for other position , 
going back to school for a degree, 
increasing skills through job training 
course , working harder to increa e 
job security, updating their resume, 
and looking at want ads. Eight per­
cent are altering their finances by cut­
ting per onal expenses, inve ting 
money, paying off debts or taking a 
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econd job. 
Although a majority of the respon­

dent were optimi tic with re pect to 
their job ecurity, 34 percent believed 
they would be laid off or have their 
pay reduced if their company made 
staff reductions. One-fifth (20 per­
cent) of workers believed they would 
be the individuals laid off if their 
company chose to make cuts, while 
14 percent said they would be affect­
ed by pay cuts. Summarie of thi and 
other Xylo Reports are available at 
www.xylo.com. 

Couch potato-ettes? 
It's notju t men who love to watch 

TV port . Women around the world 
are getting in on the act, too, accord­
ing to research firm Ipso -Reid. A 
survey of adult con umer in 34 
countrie reveal that 93 percent of 
men who watch TV tune in to port . 
Among women, the number i n't all 
that far behind, at 83 percent. (Thi 
study looked at TV sport preference 
only; a similar study will be repeated 
this summer with additional questions 
about sport participation and interest 
in sport around the world a a lead­
in to next year's Olympics.) 

What men and women are watch­
ing, however, i rather different. Men 
are attracted primarily to occer, 
American football, car racing and 
boxing. Women are more likely than 
men to watch figure skating, tennis, 
gymnastics, athletics, volleyball and 
swimming, although some women 
are also tuning into soccer and 
American football. But both sexes 
share the same pa ion for ba eball 
and ba ketball, a well as hockey and 
golf, the research found. 

"While there are some sport that 
appear to have broached the gender 
divide, women and men in living 
rooms around the world may till be 
fighting over the remote when it 
come to televi ed sport ," ays 
Melanie Dowe, a enior vice presi­
dent with the company in San 
Franci co. "The fact that women pre­
fer watching sports like figure skat­
ing, tenni and gymna tics may high­
light the appeal of female role mod­
els in sport - omething lacking in 

the American football, car racing and 
boxing coverage preferred by men. 

"The tudy also highlights the 
wealth of opportunity for advertisers 
to target both genders via televised 
sports coverage. Sporting events 
around the world have captured the 
attention of a va t majority of people. 
While baseball and basketball appeal 
to men and women alike, adverti er 
can accurately tailor their me age to 
pecific audiences aero a much 

wider variety of sport than ever 
before." 

Overall , occer reign a the 
world's favorite TV port, notes 
Ipsos-Reid in its quarterly study of 
international trend and opinions, 
Global Express. Soccer ranked high­
e t in 24 of 34 countrie and is espe­
cially popular in the urban market of 
Brazil, Colombia, Saudi Arabia, and 
Thailand, a well a in Turkey and 
Egypt, where at least half of re pon­
dent named occer as their top TV 
ports choice. 
The greate t TV sport fan are in 

South Korea (96 percent are armchair 
athletes), urban China (95 percent), 
urban Russia (95 percent) and urban 
Thailand (95 percent). In urban 
Colombia, Germany and the United 
States, the figure is slightly lower at 
91 percent. 

In contrast, in Taiwan and Turkey 
one-third and one-quarter of adult 
re pectively don't tune into televi­
ion port at all. 

What' hot where soccer is not 
top ? Cricket is the favorite choice 
in urban India (watched by 64 percent 
of TV sport enthusiasts); ba ketball 
is tops in the Philippines (59 percent); 
baseball gets top mention among the 
Japane e (45 percent); wimming i 
the TV sport of choice in the 
Netherland (34 percent); American 
football ranks highest among 
American (33 percent); figure kat­
ing tops the list in urban Russia (26 
percent); ice hockey is favored by the 
Swedes (25 percent) and Canadians 
(23 percent); tennis (13 percent), 
rugby (11 percent), and occer (10 
percent) rate almost equally in terms 
of popularity among TV sports fans in 
Au tralia. For more information vi it 
www. ipsos-reid.com. 

July/August 2001 www.quirks.com 

no More Problems. 
Dnlv Solutions. 

When it comes to choosing a WATS 
telephone research house, we have 

your solution. PhoneSolutions. Our 

standard is to provide impeccable 
survey results, on time, and at a 
competitive price. We offer: 

• 150 CA Tl stations 
• 15 hour dialing day 
• Low-incidence respondents 
• Hard-to-reach or tough-to-recruit 

respondents 
• Medical/professional/consumer studies 
• Programming and tabulation services 

THE TRIAD OFA PHONE SOLUTION 

Quality 

Let us show you the 
perfect solution to your 

field service needs. 

Call Michael Schlegel at 
(2 7 2) 352-0445 or e.mail him at 

michael@phonesolutions.com 

Tucson • Albany • New York 

85 



Qualitatively Speaking 
continued from p. 16 

Now, I'm all for trying new things. 
I have on several occasions banished 
the dreaded and intimidating confer­
ence table set-up and replaced it with 
overstuffed chairs, couches, pillows, 
and beanbag chairs. This was done 
out of respect for our respondents and 
to enhance their comfort, not out of 
distrust of them. 

Apparently this isn't enough. 
According to my trendy colleagues, 
friendship (a pre-approved f-word) 
groups are fine. The respondents 
know each other and are more relaxed 
in a familiar (home) environment. 
They keep each other honest. 

However, in defense of qualitative 
research participants and their gen­
erous willingness to disclose infor­
mation, I submit that there are sev­
eral occasions in which consumers 
might be more comfortable (and 
more openly honest) with the sense 
of anonymity that comes with having 

a group of so-called strangers meet 
in neutral territory (i.e., a focus 
group). For example, who wants to 
tell their group of friends about their 
experiences with incontinence or 
their shy 7 -year-old son's bed wet­
ting issues? 

My experience has shown that con­
sumers feel a sense of catharsis and 
relief when they can share their sto­
ries and concerns with strangers. It 
creates a bond that did not previous­
ly exist. They are more apt to build on 
each other's experiences as they learn 
and disclose together because they 
don't already know each other's 
habits and stories. 

I'm not sure why people are fixat­
ed on respondent honesty as a flaw of 
focus groups. Maybe we blame con­
sumers for our failure to truly under­
stand and meet their needs. I do 
believe that consumers try their best 
to please us, and if they do provide 
inaccurate answers, it is only in their 
innocent attempt to give us informa­
tion they simply may not have. Often, 
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such misleading answers may be the 
result of unfair, leading, or impossi­
ble que tions ("Would you really pay 
more for it?''). Or maybe it's in our 
interpretation of their answers. 
Perhaps we oversimplify the con­
sumer psyche. Maybe we don't real­
ly listen. 

The way I see it, we as researchers 
are obliged to help keep them honest. 
Maybe we should have them place 
their right hand on the Bible and 
swear in when they sign the confi­
dentiality agreement. Perhaps we 
could persuade moderators to be like 
Wonder Woman, who captured vil­
lainous liar with her truth lasso and 
made them come clean ("I would def­
initely not pay more for it, even 
though I just spent 45 minutes telling 
you how great your idea is."). 

For what it's worth, here's my take 
on the trend: We need insights and 
information from consumers faster 
than ever before. We get frustrated 
when we miss the mark and our pro­
totypes and concepts fall short of con­
sumer delight. We might even be 
guilty of blaming them for our failures. 
Did they lie or did we not really listen 
to what they were trying to tell us? 
Focus groups do not measure behav­
ior. They are not the place to assess 
purchase interest or the incremental 
volume potential of our new ideas. 

But let' at least be honest with 
ourselves. Whether the participants 
know each other or not or meet in a 
conference room or a living room, a 
GROUP consisting of consumers 
FOCUSING on a topic is a focus 
group. The term might be generic, 
but I believe it's universal. Maybe 
my new friends and colleagues from 
New York are just tired of saying it. 
Maybe they're attempting to sound 
savvy by using new terms to define 
age-old practices. Maybe we'd be 
more hip if we called them "discus­
sion groups" with a British accent. 

If you want to hear more, you're 
welcome to come over for coffee. I'll 
invite a few friends. That way you'll 
know I mean what I'm saying. r~ 
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Research Industry News 
continued from p. 15 
will provide syndicated research tar­
geted to entertainment executives , 
re earchers, marketer , agents, pro­
grammers and advertising agencies, 
giving them Web-based access to indus­
try information, audience analysis, 
trend , and attitudinal data. Under the 
deal, the companies will work together 
to refine The EDGE user interface, 
de ign, data validation, panel integrity, 
survey content and needs assessment. 
The development partners will receive 
a number of custom research studies in 
addition to syndicated data at discount­
ed rates. 

WebSurvey Research, an Internet 
survey company for the health care 
indu try, has entered an agreement in 
which Cyber Dialogue, a New York 
marketing technology and services 
company, will exclusively use the com­
pany's WebSurveyMD panel for its 
online physician research. 

Alchemedia, a San Francisco 
provider of security software, has joined 
the Alliance Program of Akamai 
Technologies, Inc., a content delivery 
service provider. A a member of the 
Akamai Alliance Program, Alchemedia 
will collaborate with Akamai to enable 
Alchemedia's Clever Content cus­
tomers to utilizeAkamai 's globally dis­
tributed network and services for con­
tent delivery. 

Association/organization news 
The Council for Marketing and 

Opinion Research (CMOR), Port 
Jefferson, N.Y., announced that Diane 
K. Bowers, its founding president, is 
leaving to accept election as the full­
time president of the Council of 
American Survey Research 
Organizations (CASRO). Christine 0. 
Adams has been selected as the interim 
president of CMOR. She is currently 
secretary of the board of CMOR. 
Adams recently retired after over 30 
year with ACNielsen BASES. CMOR 
was founded nine year ago by four 
re earch industry a ociation : the 
Advertising Re earch Foundation 
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(ARF), the American Marketing 
Association (AMA), the Council of 
American Survey Re earch 
Organizations (CASRO), and the 
Marketing Research A ociation 
(MRA). The membership has grown to 
over 150 associations and companies. 

Awards 
Susan Taylor, founder of San Diego­

based Taylor Re earch, has been named 
the Woman-Owned Small Business of 
the Year for 2001 by the U.S. Small 
Bu ine Administration (SBA). The 
award wa pre ented during the Small 
Business Week Awards banquet on May 
24, co- ponsored by the SBA and the 
San Diego Regional Chamber of 
Commerce. The annual SBA award 
program recognizes out tanding small 
busine ses and their contribution . 

The American Marketing 
Association gave it top Cry tal award 
to research studies conducted for 
BindView by the Quest Business 
Agency, Houston. The annual compe­
tition honors marketing excellence 
among AMA members. Entrie are 
judged on documented proof of ucce 
in research, marketing and adverti in g. 
Houston-based BindView Corporation 
offer oftware ecurity products to IT 
profe sional . The firm commissioned 
Que t to conduct blind, projectable 
quantitative re earch for two products 
among IT professionals nationwide. 

Essman/Research, Des Moines, 
Iowa, ha been elected a one of the 
top-rated focu facilities worldwide by 
moderators and researchers who par­
ticipated in a survey conducted by the 
Impulse Research Corporation for the 
2001 edition of the Impulse Survey of 
Focus Facilities. 

New accounts/projects 
The NPD Group, Inc. , Port 

Washington, N.Y., signed 10 new retail­
ers to it point-of-sale tracking panel in 
April and May. The new retail panel 
member include Autozone; Bo cov; 
CSK Automotive; DaisyTek; Just for 
Feet; Meldisco, the licensed footwear 
divi ion of Kmart; Pamida; Payless 
Shoe Source; Quill Corporation; and 

Sephora. Each new retailer will provide 
NPD with detailed information on prod­
uct movement throughout their stores. 
Thi information will in turn be u ed by 
NPD to enhance point-of-sale tracking 
report for a range of industrie . In 
return for their participation in the NPD 
panel, retailers will receive compli­
mentary reports based on aggregated 
data from all retail participant . 

Princeton, N.J.-ba ed Opinion 
Research Corporation has signed 
database management contracts with 
governmental agencies in both the U.S. 
and the U.K. The value of the combined 
contract i in exce of $14 million 
over an initial period of three to four 
years. With option that could lengthen 
the duration of the United Kingdom 
work by an additional two years, the 
value of the contracts could substan­
tially increase. 

ACNielsen U.S. , Schaumburg, Ill. , 
and Adams Business Research, 
Norwalk, Conn., have expanded their 
multi-channel liquor sales information 
service, LiquorScan. Houston-based 
Spec's Liquor Warehouse has joined the 
portfolio of liquor retailers whose 
account- pecific information is avail­
able through LiquorScan. 

New companies/new locations 
Market Insight has moved to 112 

W. Foster Ave., Suite 202-C, State 
College, Pa. , 16801. Phone 800-297-
7710. Fax 814-234-7215. 

Foy Conway, formerly CEO of 
Conway/Milliken & Associates, a 
Chicago research firm, has established 
a new creative marketing service firm, 
Conway Creative Group LLC, at 645 
N. Michigan Avenue in Chicago. 
Additional information can be found at 
www.conwaycreative.com. 

International Communications 
Research (ICR), Media, Pa., ha igned 
a 10-year lease with Somerset 
Properties, Lower Gwynedd, Pa. The 
new build-to-suit office building will be 
located at 53 We t Baltimore Pike in 
Media. The initial building will have 
35,000 square feet in total and will serve 
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as ICR's headquarter . 

MORPACE Pharma Group, Ltd., 
Concord, Mass., ha e tabli hed a new 
sales and research office near Princeton, 
N.J., with expanded capacity to erve 
the company's pharmaceutical and 
biotechnology clients. The office con­
solidates two maller offices in 
Princeton and Doyle town, Pa. 

Old Bridge, N.J.-ba ed Q Research 
Solutions, Inc. has doubled it capaci­

cal 2000, a 21 percent increase. Net 
income for the third fiscal quarter was 
$421,372, or diluted earning per share 
of $0.03, compared with $412,515, or 
diluted earnings per hare of $0.03, for 
the same quarter of fiscal2000. For the 
nine-month period ended March 31, the 
company reported record revenues of 
$39 ,507 ,566 compared with 
$36,176,327 for the same nine-month 
period of fiscal 2000, a 9 percent 
increase. Net income for the nine-month 
period wa $1 ,542,142, or diluted earn-

ings per share of $0.11, compared with 
$1 ,668,282, or diluted earnings per 
share of $0.12, for the same nine-month 
period of fi cal2000. 

In announcing financial results for 
fiscal year 2000, Cary, N.C., software 
firm SAS reported total revenue growth 
of 10.1 percent (16 percent before cur­
rency loss adjustment) to $1.12 billion, 
marking the company's 24th con ecu­
tive year of double-digit percentage 
growth. 

ty by moving into a new 15,000- quare- .-----------------------------­
foot facility. The new facility includes 
75 CATI stations, 10 central location 
te ting rooms, a ventilation y tern for 
fragrance and flavor te ting, and a focu 
group uite. 

A new research firm , Periscope 
Marketing, has opened at 3450 
Sacramento Street , #222 , San 
Franci co, Calif. , 94118. Phone 415-
441-2744. Fax 415-409-1641. Web 
www.peri copemarketing.com. For 
more information contact Sara 
Edelman. 

Company earnings reports 
In 2000, Germany-based re earch 

fum the GfK Group achieved the best 
re ult in company history. Total rev­
enue rose by 23.8 percent to Euro 480.9 
million and i more than 10 percentage 
points above average growth rates in 
the last 10 years at 13.7 percent. EBIT 
amount to Euro 39.4 million and con­
sequently exceed the figure ofEuro 38 
million foreca t at the end of February. 
With the increase in the dividend from 
Euro 0.13 to 0.15, the total amount dis­
tributed ri es from Euro 3.4 to 3.9 mil­
lion. The increa e in total revenue of 
Euro 92.3 million i 62 percent, attrib­
utable to the consolidation of ub­
sidiaries for the fir t time. Adju ted, 
organic growth amount to 9.1 percent. 

Total Research Corporation, 
Princeton, N.J. , announced third-quar­
ter and nine-month results for the peri­
od ended March 31. For it third fiscal 
quarter, the global marketing research 
firm reported record revenues of 
$12 ,396,329 , compared with 
$10,273,085 for the same quarter of fis-
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AT&T 
continued from p. 21 

wanted to study the usability of the 
current site. This study was intended 
to provide baselines against which the 
newly designed site could be com­
pared. Of primary interest were mea­
sures of overall effectiveness of the 
site, including ease of use and appeal 
to the customer. Also of immediate 
interest was the detection of any tech­
nical problems currently existing on 
the site. 

Eye tracking is particularly useful 
for identifying problem areas as indi­
viduals work through tasks on a site. 
In the eye-tracking paradigm, tasks 
are presented one at a time to a par­
ticipant, who is free to ask questions 
if she or he does not understand what 
to do. No other verbalization is 
required, although participants are 
free to make any comments they wish. 
They carry out the tasks independent­
ly, without interruption from the 
experimenter and without being asked 
to describe either what they are think­
ing or to explain why they are making 
particular choices. As a result, their 
natural performance can be observed 
without possible influence from an 
experimenter's comments or ques­
tions. 

In-depth interviewing brings addi­
tional information. It is here that the 
participant is asked to describe his or 
her reaction to a site, to point out likes 
and dislikes, and to explain why cer­
tain actions were taken. 

Results of the study 
Eye-tracking results 

The primary foci of the eye-track­
ing analyses were the functionality 
and usability of the home page, 
because the home page was the criti­
cal point of initiation of all tasking. 
Failure to move from the home page 
to the appropriate next pages insured 
task failure for a participant regardless 
of the structure of the subsequent 
pages. 

Three essential characteristics of a 
Web site are usability, visibility, and 
optimization. The eye-tracking analy­
ses focused on measures of these three 
features. 
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• Usability. 
Three mea­
sures of usabil­
ity were deter­
mined: success 
on the task, 
time to suc­
ceed, and 
degree of con­
fusion shown 
by the partici­
pants. The first 
of these is a 
common mea­
sure and needs 
no further 
elaboration. Success in this study was 
defined by reaching a pre-determined 
page in the Web site, depending upon 
the specific task being undertaken. 
The success rates for experienced and 
new users were 88 percent and 81 per­
cent respectively. 

The second measure of usability is 
important because it reveals whether 
a high success 
rate masks 
important 
problems. If 
individuals can 
succeed but 
require an 
inappropriate 
amount of time 
to do so, a site 
does not have 
good ease of 
use. For each 
given task in 
this study, the 
time required 
by participants 
to reach the criterion page was the 
basis of the measure. The average 
times to complete tasks successfully 
were 40 seconds for experienced users 
and 42 seconds for new users. These 
numbers are misleading, however, 
because of the large range over the 
tasks. Figure 2 shows the average 
times by task for the two groups. 

The third essential measure of 
usability is based on the degree of 
confusion or hesitation that users dis­
play in trying to navigate around a 
Web site. If users find the site under­
standable and easy to use, they tend to 
navigate quickly and easily. If they 

have difficulty understanding the 
logic of the site, they tend to have 
specific eye patterns that reveal this 
confusion. 

Figure 3 shows an example of a user 
who is confused. On this task, the user 
is trying to decide which menu option 
is best. In the figure, each dot repre­
sents one observation in the individ-

ual's point of gaze. Adjacent dots 
were recorded 4 msec. apart. The col­
ors indicate the sequence in which the 
observations were made. They occur 
in the following order: red, blue, yel­
low, green, purple, aqua- with each 
color representing 4 seconds of obser­
vations (i.e., there are 1,000 observa­
tions of each color). 

In Figure 3, it is evident that the 
participant was in doubt about the 
menu selection because of the very 
large number of observations that 
occurred repeatedly in the same area 
of the menu. More than 20 seconds 
were consumed as he made his deci-

www.quirks.com Quirk's Marketing Research Review 



sion. 
In contrast, the eye movements of 

Figure 4 show little or no confusion. 
The participant moved immediately 
to the menu and selected the appro­
priate option in less than 5 seconds. 

Confusion about the menu is 
revealed only in the eye movements. 
The two participants shown in Figures 
3 and 4 made exactly the same num­
ber of mouse clicks for menu selec­
tion. However, the participant shown 
in Figure 3 took about 20 seconds 
longer than the participant in Figure 4 
to make the decision to select the 
menu item, and he was focused on the 
menu for most of the time (the red 
and blue dots were early observations 
before he looked at the menu). The 

that across all 
common tasks, 
more than half 
of all users -
in both groups 

showed 
high levels of 
confusion in 
using the 
menu. 

It is impor­
tant to consider 
the confusion 
index in addi­
tion to tradi­
tional mea­
sures such as 

overall success or time on task 
because it is 
entirely possi­
ble to perform 
a task success­
fully on a very 
unusable site. 
A site that is 
easy to use 
should have 
high rates of 
success, low 
times to com­
pletion, and 
very low rates 
of confusion. 

• Visibility. 
A second mea-

sure derived from patterns of eye 
movements indicates the extent to 
which all relevant regions of a dis­
play are noticed. When individuals 
are given time to explore a display, 
they tend to notice the outstanding 
features and to pick up its general 
organization by scanning around the 
page. It is useful to determine if some 
regions are attracting too little atten­
tion while others are attracting too 
much. The two GazeStats in Figures 
5 and 6 illustrate this point. 

Figure 5 shows the average per­
centage of time spent by experienced 
users in a free scan of the Customer 
Service Home Page, and Figure 6 
shows the same thing for the new 

participant's uncert~nty is reve~ed~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

in the multiple back and forth move-
ments across the various menu 
options. 

In these data, confusion was con­
sidered absent if there were few back 
and forth movements and the response 
time fell between 2 and 8 seconds. 
Confusion was judged to be present if 
there were repeated back and forth 
movements in one location and the 
response time fell between 8 and 24 
seconds. 

The confusions were tallied by sub­
ject across all tasks and averaged over 
groups. The overall average level of 
confusion for experienced users was 
.63 and for new users was .52. A value 
of 1.0 would indicate that all users 
experienced confusion on all tasks; a 
value of 0 would indicate no confu­
sions. The observed values indicate 
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users. Notice the large differences 
between these two groups of users in 
their free scan of the home page. The 
experienced users spent significantly 
more time on the menu items to the 
left (which are the key navigation 
tools on this page) and on the text box 
in the lower center. The attention of 
new users was captured by the AT&T 
logo and the picture in the center. The 
differences between the two groups 
on all regions are tatistically signifi­
cant. 

• Optimization. A simple measure 
reveals the efficiency with which 
users are able to elect items and make 
transactions efficiently: the number 
of non-page-changing 
extraneous menu items that 
are inspected (and then 
rejected). With optimal per­
formance, a user will make 
few or no extra clicks on 
the menu items. 

On an unfamiliar site, 
new users would be expect­
ed to make more extrane­
ous clicks on menu items 
than experienced users, and 
this expectation was real­
ized in the study. New users 
required an average of 22.8 
clicks and experienced 
users registered an average 
of 17.7 total clicks for the nine com­
mon tasks. The optimal number of 
clicks for the set of nine common 
tasks is 10, indicating that both groups 
are well above the optimal number. 
(Note: This difference approaches but 
does not reach statistical significance 
because of the great range of clicks in 
each group and also because of the 
small sample size.) 

It should be noted that these extra­
neous clicks provide information 
above and beyond the confusion data 
reported above and shown in Figures 

Name Creation: h•l NMranding 

Name Testing. ee.~ 

For Information Contact: John P. Hoeppner 
(480) 488-9660 
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3 and 4. The confusion data sugge t 
that participants were looking again 
and again at the different menu titles, 
perhaps trying to understand what 
they were and how to differentiate 
among them. The extraneous links 
indicate a searching strategy and sug­
gest that the users have not remem­
bered correctly what the variou cat­
egory and subcategory menu items 
contain. 

Interview results 
The primary focus of the interviews 

was to ascertain why participants had 
trouble completing specific tasks, 
with special attention to features that 

the participants misunderstood. 
During the eye-tracking session, an 

interviewer observed the participant 
through a one-way mirror. While mon­
itoring the participant's eye move­
ments, this interviewer also listened to 
any verbalizations and observed the 
participant's body language throughout 
the exercises. Notes were taken regard­
ing tasks that appeared to be met with 
difficulty, so that these could be 
addressed in a debriefing interview 
with the participant. 

In the debriefing interview, the par­
ticipant was asked for general impres­
sions of the Web site and was then 
probed about his or her impres ions of 
certain tasks. The interviewer was 
able to follow up by asking the par­
ticipants to review their thought 
processes during certain tasks and to 
explain their decision processes. 

Having difficulty 
Both uccess rate and confusion 

rate are high for experienced u ers , 
indicating that they can succeed in 
doing simple tasks but are having 
difficulty using the site. The high 
confusion rates suggest that wording 
or organization of the menu is 
unclear. One would expect confu ion 
to drop with increased familiarity, 
but thi i not the case. For the expe­
rienced users, confusion was high­
est toward the end of the study. 

All regions of both home pages 
were noticed by most users. The text 
of the customer service home page 
captured quite a bit of attention, sug­

gesting that important 
information placed here 
would be seen by both 
new and experienced 
users. 

The large number of 
extra menu clicks and 
extraneous page links sug­
gest that visitors are not 
using the site in optimal 
ways. The menu clicks 
may be caused by a num­
ber of factors, including 
failure to understand the 
categories, the absence of 
desirable categories, or the 
hierarchical structure of 

the categories. 
The traversing of extra pages is 

probably related to misunderstand­
ings about menu items. Users tended 
to click on a menu item, open a page, 
and then return immediately to the 
menu in order to elect another item. 

Corroborative results 
The combination of eye tracking 

with in-depth interviewing produced 
strong corroborative results. Through 
this proces we were able to verify 
that the aspects we interpreted as con­
fusing were in fact confusing and we 
were able to understand why. This 
integration provided the research team 
with a richer interpretation than either 
technique alone. The result is a et of 
strong, detailed recommendations for 
site improvement that have both ta­
tistical and qualitative bases. r~ 
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Product & Service Update 
continued from p. 12 

S PSS Server 10.1 out 
now 

SPSS Server 10.1 -the server com­
ponent of SPSS Distributed Analysis 
Architecture (DAA) - is now avail­
able for AIX from SPSS BI, a division 
of SPSS Inc., Chicago. DAA enables 
organizations to securely analyze mas­
sive data sets. Comprised of SPSS for 
Windows and SPSS Server, SPSS 
DAA provides users with a calable 
enterprise-level data analysis olution: 
SPSS for Windows- SPSS BI's mod­
ular, integrated desktop data analysis 
oftware- serves as the client inter­

face, while SPSS Server manages 
access to and perform computations 
on the data. SPSS DAA enables users 
to analyze data sets faster by allowing 
large data sets to remain on the server 
and eliminating the need to copy and 
convert data. It also facilitates data 
access from many sources and enables 
administrators to maintain a high level 
of data security. For more information 
vi it www.spss.com/spss10/spssserv­
erl0. 

Guidebook for employee 
focus groups 

Davis & Company, a River Edge, 
N.J., employee communications con­
sulting firm, has introduced Working 
Wisdom: Capturing Employee Insights 
Through Focus Group Research, a 92-
page guidebook de igned to help pro­
fessionals use focus groups to uncover 
the attitudes behind employees' view­
points and turn this information into 
effective programs that help the com­
pany achieve its goals. A Web site, 
www.davisandco.com/focusgroup, 
contains excerpts from the book, a table 
of contents, and other details about the 
book, in addition to general information 
about employee focus groups. 

New tracking system for 
CPG firms 

FreedomPay, Inc., Wayne, Pa., devel-
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opers of a network to enable cashless 
purcha e coupled with consumer loy­
alty programs, has launched it 
FreedomPay MicroTrack CPG 
Marketing Suite, a tracking system 
designed to improve promotional effi­
ciency and provide advanced marketing 
data for manufacturer in the consumer 
packaged goods (CPG) industry. The 
FreedomPay Micro Track system tracks 
FreedornPay members' purcha e at the 
point of ale and combines both behav­
ioral and demographic information, 
allowing FreedomPay to develop tar­
geted consumer promotions for it CPG 
cu tomers. FreedomPay's network 
device are attached to vending 
machine and cash register to gather 
individual item movement. The 
MicroTrack system merges that infor­
mation with profiles of individual 
FreedomPay members who use the net­
work to make everyday ca hle pur­
chases. Tracking individual con umer 
buying behavior allow FreedomPay 
to conduct targeted marketing pro­
grams ba ed on criteria pre-selected by 
the CPG manufacturers. For more 
information visit 
www.freedompay.com or call888-495-
0222. 

New version of DSS 
WorkBench 

Customer Potential Management, 
East Peoria, Ill., has released version 
3.0 of DSS WorkBench, its database 
analy is and query tool. The new soft­
ware offers more user-friendly selection 
of variables to generate complex 
queries without having to know SQL 
(Structured Query Language). DSS 
WorkBench allows health care plan­
ners and marketers to analyze the infor­
mation in their database for decision 
support. DSS WorkBench Ver ion 3.0 
adds a new restriction screen for more 
complex list exclusions. It al o offers 
embedded reference tables that display 
choices for selection parameters. Other 
new features include integration with a 
mail list generator to produce mailing 
lists and control groups simultaneou -
ly with queries, and the ability to save 
query formulas for repeat use. CPM 
retained features such as geodemo-

graphic mapping capabilities, charting 
and graphing, data export, analytical 
proce sing and service utilization. Also 
included are standard and customized 
analytical reports and data filters for 
restricting data views for information 
pertinent to each ta k or goal. For more 
information vi it www.cpm.com. 

Conduct Web surveys in 
many languages 

CustomerSat Inc., a Mountain 
View, Calif., re earch firm, has added 
enhanced multi-language capabilities 
in it Enterpri e Customer Experience 
Management (eCEM) System 4, 
expanding users' ability to invite and 
manage feedback from a global, 
multi-language customer ba e. The 
new functionality allows u ers to cre­
ate surveys in different languages and 
to include a ingle proce s to auto­
matically deploy every aspect of the 
online urvey process - e-mail in vi­
tation , online survey, reminder 
notice , etc. - in an unlimited num­
ber of different languages, including 
double-byte character languages such 
as J a pane e, Chinese, and Korean. 
This feature allows a business to cre­
ate one master survey, with automat­
ic deployment of the e-mail invita­
tion written in any combination of 
languages. The e-mail asks customers 
to provide feedback through an online 
survey, which appears to the customer 
in same language as the invitation. 
All subsequent communications are 
also generated in this language. For 
more information visit 
www.Cu tomerSat.com or call 800-
372-7772. 

Software updates from 
NetRaker 

NetRaker Corporation, a 
Sunnyvale, Calif., research software 
firm, ha released NetRaker Suite 3.1, 
an update of its customer evaluation 
application that delivers feedback on 
a Web site' ea e of use, content, 
audience, and other business decision 
information. The NetRaker Suite 3.1 
enhanced features include: NetRaker 
ResearchLogic, which provides con-
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trol over the flow of re earch by 
allowing users to rotate blocks of 
questions and usability tasks, trigger 
questions based on responses and 
user actions, set up user quotas, and 
drive questions based on information 
stored in backend databases; 
NetRaker Cross Tabs, which helps 
users analyze the patterns in research 
data by identifying the similarities, 
trends, and distinctions between dif­
ferent groups; and NetRaker Filters, 
a new way to answer questions about 
customer attitudes and behavior pat­

validity checking and branching. The 
researcher uploads the pages to their 
Web site, and responses are stored on 
their server until they're ready to be 
analyzed. The new graphics design 
module offers a large selection of pre­
sentation-quality charts, including 
traditional pie graphs, bar graphs, box 
and whisker plots, and scattergrams. 
Graphs can be included with the tab­
ular reports or saved as .jpg files. The 
StatPac for Windows update is free to 
all users by calling 612-925-0159 or 

visiting www.statpac.com. 

School location 
databases from Spatial 
Insights 

Spatial Insights, Inc., Vienna, Va., 
has released two extensively attrib­
uted databases of geocoded school 
locations: K to 12, comprised of ele­
mentary and secondary schools; and 
Higher Ed, which includes college 
and university locations. The data 

terns by filtering and sorting the .---------------------------- - ­
research data based on common 
answers. For more information visit 
www.netraker.com. 

I M S profiles leading 
pharm companies 

IMS Health, a Westport, Conn., 
health care information firm, has 
announced online availability of 
Pharmaceutical Company Profiles 
(PCP), a database of information 
about 100 leading pharmaceutical 
companies worldwide. PCP provides 
analyses of each company's research 
and development pipeline, strategy, 
products and performance, as well as 
forecasts by financial and industry 
analysts. Annual interview conduct­
ed with executives and professionals 
from the largest global pharmaceuti­
cal companies supplement informa­
tion compiled from ources that 
include specialist publication , con­
ferences, investment report and IMS 
Health sales data. For more informa­
tion visit www.imshealth.com. 

Free update of StatPac 
Minneapolis-based StatPac Inc. has 

announced a free update for StatPac 
for Windows, its survey software and 
analysis package. The new update 
offers an Internet survey ystem and 
graphics module. The new oftware 
features single and multiple-page 
Internet urveys, including the abili­
ty to send cu tomized and serialized 
e-mail invitation to potential re pan­
dents asking for their participation. 
The software creates html Web page 
complete with Java script to control 
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supplement existing information 
sourced from the U.S. Census and 
collectors of business statistics. Data 
for the more than 94,000 elementary 
and secondary schools were assembled 
from government surveys conducted 
annually. Among its more than 500 
attributes, K to 12 includes student 
enrollment by grade, student-teacher 
ratio, and gender and ethnicity of the 
student population for each grade level. 
Specialty information provides the 
count of students eligible to receive 
free or reduced lunches plus migrant 
enrollment. Also compiled from infor­
mation queried directly from the edu­
cational institutions, the Higher Ed 
dataset features over 9,800 colleges 
and universities nationwide. In addi­
tion to name and address fields, attrib­
utes include type of school (public, pri­
vate, or nonprofit), number of years 
(four-year or two-year), and degrees 
offered, enrollment, and tuition fees . 
The K to 12 data are available for the 
199811999 and 199711998 school 
years. The vintage of the Higher Ed 
data is 199711998. The data work 
directly with ARC/INFO, Arc View, 
Mapinfo Professional, and are avail­
able in a number of industry standard 
formats, including .tab, .shp, and .dbf. 
Both datasets are GIS-ready. For more 
information visit www.spatialin­
sights. com/ datal geodata/ school. 

Updated GIS software 
from ESRI 

Redlands, Calif., GIS software firm 
ESRI has released ArciMS 3.1, the 
newest version of its GIS and mapping 
software for the Internet. It is the first 
major update of the software since its 
initial release last year. The ArcGIS 
Desktop products (Arc View, 
ArcEditor, and Arclnfo) can now con­
nect directly to the map and feature 
services provided by ArciMS 3.1 and 
use ArciMS as a data source in con­
junction with other data types. With 
the release of ArciMS 3.1, ESRI has 
internationalized the software; mes­
sages and menus have been placed into 
resource bundles for easy localization, 
and the software supports code pages 
for all languages for shapefiles and 
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database files. The firm is also shipping 
ArcGIS 8.1 Geostatistical Analyst, 
which provides a variety of tools for 
spatial data exploration, identification 
of data anomalies, statistical estima­
tion, optimal surface creation, and 
evaluation of uncertainty in prediction 
surfaces. New analytical tools such as 
detrending using local polynomials, 
error modeling with kriging and cok­
riging, data transformations, and cross­
validation model comparison allow 
optimal surface creation and analysis. 
Geostatistical Analyst provides a series 
of wizard dialog boxes containing ana­
lytical tools to assist the user in deter­
mining the values for the parameters 
specified. The product includes pre­
diction, quantile, probability, predic­
tion of standard errors, and standard 
error of indicators output maps. For 
more information, VISit 
www.esri.com/arcims or call ESRI at 
1-800-447-9778. 

New resource for 
foodservice industry 

The NPD Group, Inc., Port 
Washington, N.Y., has launched a new 
Web-based resource for the foodser­
vice industry, NPDFoodworld. 
Through the new service NPD is col­
lecting and delivering industry infor­
mation online. The service offers 
secure access to market data and analy­
sis updated monthly, including an 
enhanced version of NPD's CREST 
service. In addition to NPD market 
information, the service provides 
access to third-party links and feeds 
delivered via a personalized Website. 
For more information visit 
www.npd.com. 

Briefly 
KidzEyes.com, an online research 

panel from Chicago-based C&R 
Research Services, is now offering an 
omnibus service giving clien ts 
monthly access to 900 kids, six to 14 
years of age. Clients can access data 
via a dedicated, password-protected 
reporting portal plus a downloadable 
data file. For more information contact 
Megan Burdick at 312-832-8775. 

Nashville-based 20/20 Research, Inc. 
has added online bulletin board and 
chat capabilities to its list of qualitative 
research services. 

Claritas UK and European sampling 
agency Sample Answers have launched 
a European lifestyle database for con­
sumer market research. The database, 
SampleHome Europe, was developed 
in conjunction with Claritas UK and 
encompasses data from Claritas opera­
tions in the U.K., Germany, Holland, 
Spain, France and Italy. 

Zurich-based electronic data collec­
tion firm Quask has launched a Web­
based research software system 
called FormCaster. The software is 
available free from www.quask.com, 
and allows online survey forms to be 
created and tested by anyone with a 
PC. Once forms are created, Quask 
hosts the online survey, and handles 
data collection and analysis. The ser­
vice is priced on a pay-per-use basis. 

Business intelligence marketplace 
MarketResearch.com has released a 
new report, "The U.S. Hair Care 
Mar ket," published by Packaged 
Facts. MarketResearch.com is also 
offering "The Windows Report," 
which examines the current trends in 
the windows product industry, "The 
U.S. Fence Products Report," pro­
duced by Specialist Business In 
Bu iness Information (SBI), and "The 
U.S. Market for Gastrointestinal 
Products." 

Arbitron Inc., New York, has 
launched Webcast Audience Profile, a 
new Webcast audience measurement 
service which gathers audience demo­
graphic of individual streaming media 
channels. The service uses a pop-up 
survey on Webcasters' sites to gather 
demographic, socio-economic and 
Internet usage information. The survey 
does not interrupt the Webcast pro­
gramming or content. 

Albany, N.Y. research firm Colwell 
& Salmon Communications, Inc. has 
launched a new Web survey product 
to be hosted on the www.market­
ingservicesonline. net site. 
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Names of Note 
continued from p. 10 

interim president and CEO. Sawyer 
will continue to serve on the Aegis 
board of directors. 

Research Corporation has named 
James C. Burke senior vice presi­
dent and chief human resource offi­
cer. 

Calabasas, Calif.-ba ed Informa 
Research Services, Inc., has named 
John Packel to head up business 
development for its Internet partner 
initiative. 

Michael Kirsch has joined man­
agement consulting firm Les Wood 
Associates, North Andover, Ma. , as 
vice president of research. 

Princeton , N.J. -based Op in ion 
Greenfie ld On li ne, Wilton , 

Conn ., has announced a new cus-

CARAVAN" 
ORC Internationals twice-weekly CARAVAN® surveys 
are the industry s best and most cost-effective national 
telephone omnibus programs. For more than 35 years, 
clients have relied on CARA VAN to reach general and 
specialized populations. 

• A twice-weekly consumer telephone 
omnibus survey 

• Provides a national probability sample 
of 1,000 adults (total of 2,000 per week) 

• 
• 

Results provided in three business days 

An ideal vehicle for: 

Image Measurement 

Advertising Tracking 
Product Awareness 

Concept Testing 

Additional CARAVAN services include: TEEN CARAVAfV® and PRE-TEEN 
CARAVAfV® 

MEASURE 

For additional information 
contact Judi Lescher at: 

ph: 800-999-0213 
fax: 800-759-5786 

e-mail: caravan@prn .opinionresearch .com 

Visit our website at www.orcinternational.com 

[f]l9[l INTERNATIONAL 

tomer-focused sales and services 
strategy and has promoted Mara 
Shelby to enior vice president and 
chief research officer to lead this 
new alignment. The custom 
re search part of Greenfield 
Online' business had been orga­
nized into separate sales and ser­
vices departments. Jason Levy and 
Marriott Dowden have been pro­
moted to vice president - custom 
re search. Meg Bachtel , Joan 
Barten-Kline, and Juli Schmidt 
have been promoted to senior direc­
tor - cu tom research. Susan 
Shulman ha been named enior 
director - FieldSource. Charlene 
Coody has been named director -
client partners. And Jonathan 
Flatow has changed titles to vice 
president- corporate development. 
He retains the position of general 
counsel and is a member of the 
operating committee. 

Woodbury, Conn., research firm 
Development II has named Sheldon 
Dill director of sales and marketing. 

Chandra Chaterji has been 
named enior vice president Taylor 
N e lson Sofres Information 
Technology, New York. 

Lisa Simpson has been named 
re search project coordinator at 
Essman/Re search , Des Moines, 
Iowa. 

Rossella Clark has joined Clark 
Marketing Research Group , Rocky 
Hill , Conn. , as vice president. 

Elizabeth J. Slimmon has been 
named re earch associate at 
Dialogue Resource, Inc. , Fairfield, 
Conn. 

Thomas Bang has been named 
president of the TVG Marketing 
Research & Consulting business unit 
of TVG, Inc. , Fort Washington. 
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Contact: Kevin O'Neill 
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Media, Ent. 
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2991 Dow Ave. 
Tustin, CA 92780 
Ph. 714-838-4234 
Fax 714-838-4260 
E-mail: gpeterson@autopacific.com 
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Contact: George Peterson 
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BAIGiobal lnc . 
580 White Plains Rd. 
Tarrytown, NY 10591 
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Fax 914-631-8300 
E-mail: kpermut@baiglobal.com 
Contact: Kate Permut 
Contact: Steve Wolf 
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Balaban Market Research Consulting 
Phoenix, AZ 
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Contact: Caryn Balaban, M.P.H. 
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Behavior Research Center, Inc. 
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E-mail: info@brc-field.com 
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Contact: Luis N. Ortiz 
6 Moderators; All Subjects, In English or 
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Brophy Research 
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Contact: David B. Brophy, President 
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Fax 513-792-7 404 
E-mail: ncalo@caloresearch.com 
www.caloresearch.com 
Contact: Nick Gala 
15+ Years B2B, Tech, Legal/Graduate 
Degrees Psych. & Marketing/Recruit 
Nationally From One Location. 

Cambridge Associates, Ltd . 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: waltkendall@home.com 
www.focusgroupguru.com 
Contact: Walt Kendall 
Focus Groups, Conjoint Analysis, 
Surveys. Call To Discover The Difference. 

Cambridge Research , Inc. 
3521 W. 24th St. 
Minneapolis, MN 55416 
Ph. 612-929-8450 
Fax 612-929-8460 
E-mail: dalelongfellw@cambridgere­
search.com 
www.cambridgeresearch.com 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus., Ag., Specifying Engineers. 

Campos Market Research , Inc. 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484, ext. 507 
Fax 412-471-8497 
E-mail: dbalbo@campos.com 
Contact: Deb Balbo 
Full-Service Market Research. Gust 
Qual. & Quant. Rsch. Design/Anal. 

Chalfont Healthcare Research , Inc. 
4275 County Line Rd., #112 
Chalfont, PA 18914-2212 
Ph. 215-412-2388 
Fax 215-855-9993 
E-mail: laura@chalfonthealth.com 
www.chalfonthealth.com 
Contact: Laura Swart 
Full Service, Healthcare Specialization, 
Experience, References. Details at 
www. chalfonthealth. com. 

Chamberlain Research Consultants, 
Inc. 
710 John Nolen Dr. 
Madison, WI 53713 
Ph. 608-246-3010 
Fax 608-246-3019 
E-mail: crc@crcwis.com 
www.crcwis.com 
Contact: Sharon R. Chamberlain 
Contact: Tyler J. Walker 
Fuii-Svc. Quai./Quant. Experience With 
Cons. , B2B, Gov't. , Mock Trials, Prod. 
Placement & Testing. 

Cheskin 
255 Shoreline Dr., Ste. 100 
Redwood Shores, CA 94065 
Ph. 650-802-2100 
Fax 650-593-1125 
E-mail : info@cheskin.com 
www.cheskin .com 
Contact: Nancy K. Shima mota 
Intercultural & tnt'!. Mkt. Cnsltg. & Rsch. 
We Help Firms Compete In The New 
Global Internet Economy. Multilingual 
Staff/20+ Cultures. 

(((~~~~i~c 
) Inc. 

Creative Focus , Inc. 
209 The South Chace 
Atlanta, GA 30328 
Ph. 404-256-7000 
Fax 404-231-9989 
E-mail: vardis@mindspring.com 
www. c reativefocus. net 
Contact: Harry Vardis 
Consumer Products, Bus. -to-Bus., 
Telecommunications, Seniors, Brand 
Strategy Sessions, Name Development. 

Cunningham Research Associates 
500 Ashwood Lane 
Fairview, TX 75069 
Ph. 972-529-4965 
Fax 972-529-1285 
E-mail: markc@craresearch.com 
www.craresearch.com 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch., Consumer, Advg., 
Bus./Bus., Hi-Tech. 

Daniel Associates 
49 Hill Rd ., Ste. 4 
Belmont, MA 02478 
Ph . 617-484-6225 
Fax 800-243-3493 
E-mail: sdaniel@earthlink.net 
http://home.earthlink.net/-sdaniel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

Data & Management Counsel , Inc. 
P.O. Box 1609 I 135 Commons Ct. 
Chadds Ford , PA 19317 
Ph. 610-459-4700 
Fax 610-459-4825 
E-mail: info@DMChome.com 
www.DMChome.com 
Contact: Bill lift-Levine 
Extensive Experience In Domestic & 
International Qualitative Research. 

Decision Drivers 
197 Macy Rd. 
Briarcliff, NY 10510-1017 
Ph. 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your Market 
Decisions. 
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Dolobowsky Qualitative Services, Inc. 
94 Lincoln St. 
Waltham, MA 02451 
Ph. 781-647-0872 
Fax 781-647-0264 
E-mail : reva@doloqual.com 
www.doloqual.com 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. For 20+ Years. 

Ergo Research Group, Inc. 
83 East Ave. , Ste. 208 
Norwalk, CT 06851 
Ph. 203-838-0500 
Fax 203-853-0369 
E-mail: peter@ergoresearchgroup.net 
www.ergoresearchgroup.net 
Contact: Peter Mitchell 
Years of Experience; Quick Response & 
Turnaround. 

Erlich Transcultural Consultants 
21241 Ventura Blvd., Ste. 193 
Woodland Hills, CA 91364 
Ph. 818-226-1333 
Fax 818-226-1338 
E-mail: info@etcethnic.com 
www.etcethnic.com 
Contact: Andrew Erlich, Ph.D. 
Full Svc. Latino, Asian, African-Amer., 
Amer. Indian Mktg. Rsch. 

Essman/Research 
100 E. Grand, Ste. 340 
Des Moines, lA 50309-1800 
Ph. 515-282-7145 
Fax 515-282-4535 
E-mail: mail@eassoc.com 
www.eassoc.com 
Contact: Deborah Stearns, Rsch. Dir. 
Fuii-Svc. Qual. & Quant. Rsch./New 
Facilities/Moderators. 

\ I 
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Fader & Associates 
372 Central Park W., Ste. 7N 
New York, NY 10025 
Ph. 212-749-3986 
Fax 212-749-4087 
E-mail: faderassoc@aol.com 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products, Repositioning, Concept Dev. , 
Creative Diag. 

First Market Research Corp . 
656 Beacon St., 6th floor 
Boston. MA 02215 
Ph. 800-FIRST-11 (347-7811) 
Fax 617-267-9080 
E-mail: jmr1 O@ziplink.net 
www.firstmarket.com 
Contact: Jack M. Reynolds 
Hospitals, Physicians, Bio-Tech, 
Advertising, Retail Chains. 
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First Market Research Corp . 
2301 Hancock Drive 
Austin, TX 78756 
Ph. 800-FIRST-TX (347-7889) 
Fax 512-451-5700 
E-mail: jheiman@firstmarket.com 
www.firstmarket.com 
Contact: James R. Heiman 
High Tech, Publishing, 
Bus.-To-Bus., Telecommunications. 

Focus Latino 
1617 Cabinwood Cove 
Austin, TX 78746 
Ph. 512-306-7393 
Fax 512-328-6844 
E-mail: gcafocuslatino@austin.rr.com 
Contact: Guy Antonioli 
Specialize in Qualitative Hispanic 
Consumer Research. 

FOCUStPLUS 
Focus Plus, Inc. 
79 5th Avenue, 5th fl. 
New York, NY 1 0003 
Ph. 212-675-0142 
Fax 212-645-3171 
E-mail: focusplus@msn.com 
www.focusplusny.com 
Contact: John Markham 
Innovative, Reliable Full-Service Qual. 
Research. Online Access & 
Videoconferencing. Spacious Facility- 3 
Suites. Impeccable Recruiting. 

FOCUSED Marketing Research , Inc. 
P.O. Box 290 
Bedminster, PA 18910-0290 
Ph. 215-795-9993 
Fax 215-795-9992 
E-mail: quirks@focused1 .com 
www.focusedmr.com 
Contact: Vern Dougherty 
Insightful Analysis & Actionable 
Reports. Consumer, B-to-B, Internet, Rx 
& Pets Products. Call Us Today! 

Franklin Communications 
200 Valley Rd. 
Mt. Arlington, NJ 07865 
Ph. 973-601-0111 
Fax 973-601-0109 
E-mail : michael@fc4research.com 
Contact: Michael Franklin 
Specializing in Healthcare Research 
Since 1982. 

Global Qual itative Group, LLC 
One World Trade Center 
121 S.W. Salmon St., 11th floor 
Portland, OR 97204 
Ph. 503-471-1397 or 503-784-5110 
Fax 800-878-1422 or 253-681-8102 
E-mail: ghansen@globalqualitative.com 
www.globalqualitative.com 
Contact: Greg Hansen 
Focus GrpsJin-Depths/Dyads/Triads/Online 
For Technology & Telecomm. Also Edu., 
Utilities, Gov't., Health care. Design! 
MgmtJRecruit/ModJAnalysis/Report. 

g r a f f g r o u p { :;;;;:;: · ~\) 
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Graff Group, Inc 
10178 Phaeton Dr. 
Eden Prairie, MN 55347 
Ph. 952-829-4640 
Fax 952-829-4645 
E-mail: carol@graffgroup.com 
www.graffgroup.com 
Contact: Carol Graff 
Partnering with Market Leaders to 
Deliver Qualitative Market, Customer & 
Competitive Intelligence, Focusing on 
Bus. -to-Bus. Challenges & 
Opportunities. 

Hispanic Research Inc. 
1 Springfield Rd. 
East Brunswick, NJ 08816 
Ph. 732-613-0060 
Fax 732-613-8612 
E-mail: info@hispanic-research.com 
www.hispanic-research.com 
Contact: Ricardo A. Lopez 
Contact: Otto Rodriguez 
Consulting Firm Specializing In U.S. 
Hispanic Market. Serving Firms 
Targeting U.S. Latino Market. Offices: 
Miami/New York. 

~HYPNOSIS 
~FOCUS GROUPS 

Hypnosis Focus Groups 
39 Acacia Tree Lane 
Irvine, CA 92612 
Ph. 800-646-4041 or 949-551-3400 
Fax 949-551-3419 
E-mail: hgqandqres@adl.com 
www.hypnosisfocusgroups.com 
Contact: Hal Goldberg 
Free Demo Video, Fortune 500 & Major 
Ad Agency References. 

I+G Medical Research International 
33 College Hill Rd ., Bldg. 10C 
Warwick, Rl 02886 
Ph. 401-823-4900 
Fax 401-823-4903 
E-mail : info@igmedresearch.com 
www.igmedresearch.com 
Contact: Monique Rinner, Exec. Rsch. Dir. 
New Product Development, Health Care, 
QRCAMember. 

Image Engineering 
Image Engineering, Inc. 
1 0510 Buckeye Trace 
Goshen, KY 40026 
Ph. 502-228-1858 
Fax 502-228-2829 
E-mail : listening@imageengineering.net 
www.imageengineering.net 
Contact: Michael C. Sack 
Image Engineering 's Unique Visual 
Approach Uncovers Consumer Insights 
Unattainable Via Traditional Approaches. 

www.quirks.com 

insight europe gmbh 
Turmstr. 5 
60385 Frankfurt 
Germany 
Ph. +49-69-956366-0 
Fax +49-69-956366-11 
E-mail: eva@insighteurope.de 
www.insighteurope.de 
Contact: Eva Caspary 
International Full-Service Institute, 
European Coordination, In-House 
German and French Moderators, Also 
Bilinguals. 

JUST THE FACTS:::. 
YOUK INFOKMAT I ON SOU K C t~ •:i;: 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph. 847-506-0033 
Fax 84 7-506-0018 
E-mail: facts2@interaccess.com 
www.just-the-facts.com 
Contact: Bruce Tincknell 
Highly Skilled; Well Organized; 
Maintains Control, While Enabling 
Creative Flow; Strategic Moderating; 
Actionable Results; 25 Yrs. Experience. 

Knowledge Systems & Research, Inc. 
500 South Salina St. , Ste. 900 
Syracuse, NY 13202 
Ph. 315-470-1350 
Fax 315-471-0115 
E-mail: HQ@krsinc.com 
www.krsinc.com 
Contact: Lynne Van Dyke 
Fuii-Svc./A/1 Expertise In-House/ 
Strategic Focus/B2B. 

Leflein Associates, Inc. 
1 Bridge Plaza 
Fort Lee, NJ 07024 
Ph. 201-363-1661 
Fax 201-363-1663 
E-mail: ccruz@leflein.com 
www.leflein.com 
Contact: Carla Cruz 
Strategic Focus. Experience In Broad 
Range of Categories. 

Loretta Marketing Group 
13935 S.W. 102 Court 
Miami, FL 33176 
Ph. 305-232-5002 
Fax 305-232-8010 
E-mail: lmg801 O@bellsouth .net 
Contact: Jim Loretta 
U.S. Hispanic/Latin Amer. Consumer 
Rsch. 25 Yrs. Exp. Bilingual/Bicultural. 
Born in Mexico/Educated in the U.S. 

Low+ Associates, Inc. 
5454 Wisconsin Ave., Ste. 1400 
Chevy Chase, MD 20815 
Ph. 301-951-9200 
Fax 301-986-1641 
E-mail: nrussell@lowassociates.com 
www.lowassociates.com 
Contact: Nan Russell, VP. Mkt. Intel. 
Health/Fin./Cust. Sat. Upscale FG 
Facility. Recruit from MD, DC, N. VA. 
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Market Access Partners 
25107 Genesee Trail Rd., Ste. 300 
Golden, CO 80401 
Ph. 303-526-1900 
Fax 303-526-7920 
E-mail: marketaxcs@aol.com 
Contact: Mary Goldman Patton 
Research For Medical/Surgical and 
Pharmaceutical Products. 

••• Market Resource Ataoc iatea 

Market Resource Associates 
15 S. Fifth St. , 8th floor 
Minneapolis, MN 55402 
Ph. 800-795-3056 
Fax 612-334-3121 
E-mail: john.cashmore@mraonline.com 
www.mraonline.com 
Contact: John Cashmore 
Exp. with Architects, Builders, 
Remodelers, DIY, Lawn & Garden. 

MARKETBEnER 
QUALITATIVE RESEARCH & CONSULTING 

MarketBeHer, Inc. 
4304 Marshfield Dr. 
Evansville, IN 47711 
Ph. 812-401-6365 
Fax 812-401-6366 
E-mail: chris@marketbetter.com 
www.marketbetter.com 
Contact: Chris Lemmon, Director 
Quality Work From MBA Professionals. 
MarketBetter. 

MARt.:FTJNG ADVANTAGE 

Marketing Advantage Rsch. Cnslts., Inc. 
2349 N. Lafayette St. 
Arlington Heights, IL 60004 
Ph. 847-670-9602 or 800-935-4220 
Fax 847-670-9629 
E-mail : mjrichards@aol.com 
Contact: Marilyn Richards 
New Product Development!Hi­
Tech/lnternet/Telecomm. 

Marketing Matrix International , Inc. 
2566 Overland Ave., Ste. 716 
Los Angeles, CA 90064 
Ph. 310-842-8312 
Fax 310-842-7212 
E-mail : mmatrix@primenet.com 
Contact: Marcia Selz, Ph.D. 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

MarkatRasponsal m !J; I fl II 
MarketResponse International 
6385 Old Shady Oak Rd ., Ste. 270 
Minneapolis, MN 55344 
Ph. 952-943-2230 
Fax 952-943-2320 
E-mail: decide@marketresponse.com 
www.marketresponse.com 
Contact: Tom Pearson 
Dynamic Groups & Powerful Reports 
That Clients Love! ORCA Member. 

July/August 2001 

MCC Qualitative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
E-mail: info@meadowcc.com 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactfu/, Action­
Oriented Team Approach. 

Meczka Marketing/Research/Cnsltg. , Inc . 
5757 W. Century Blvd., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 310-410-0780 
E-mail: adiaz@mmrcinc.com 
www.mmrcinc.com 
Contact: Anthony Diaz 
Quai./Quant. Rsch. 25 Yrs. Exp. Recruit 
& Facility. 

Medical Moderators, Inc. 
1201 Melton Court 
Raleigh, NC 27615 
Ph . 919-848-3807 
Fax 919-848-2465 
E-mail: george@mmrx.com 
www.medicalmoderators.com 
Contact: George Matijow 
Contact: Carol Welch 
Contact: Kathleen Starr, Ph.D. 
Moderate for Pharm., Med. Equip., Med. 
Device & Tech. Highly Experienced. 
U.S./Int'l. Cost Competitive. 

MedProbe™ Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph. 952-540-0718 
Fax 952-540-0721 
E-mail: MedPr@aol.com 
Contact: Asta Gersovitz, Pharm.D. 
MedProbe™ Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECAST & SHAREMAP. 

dttf1chelson 
~-;;ociates,Inc. 
Strategic Marketing Research 

Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph. 770-955-5400 
Fax 770-955-5040 
E-mail: mark@michelson.com 
www.michelson.com/research 
Contact: Mark L. Michelson 
Much More Than Moderation 
Inspired Global Thinking. 

Millennium Research , Inc. 
7493 W. 147th St. , Ste. 201 
Apple Valley, MN 55124 
Ph. 952-431-6320 
Fax 952-431-6322 
E-mail: millenres@aol.com 
Contact: Jan Johnson 
Nat'/. & tnt'/. Focus Groups, Executive 
Interviews, Fast Turnaround. 

www.quirks.com 

NOP Business Strategic Research , Inc. 
11654 Plaza America Dr., Ste. 17 4 
Reston , VA 20191 
Ph. 703-390-9330 
Fax 703-390-9332 
E-mail: info@nopresearch.com 
www.nopresearch.com 
Contact: Bernadette DeLamar, Ph.D. 
Extensive Experience - Top Hi-Tech 
Clients. Domestic and International. 
B2B, B2C, IT, Communications. 

Opinions Unlimited, Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph. 713-888-0202 
Fax 713-960-1160 
E-mail: amartin@opinionsunlimited.com 
www.opinionsunlimited.com 
Contact: Anndel Martin 
Qual. & Quant. Strategic Thinkers; Bus., 
Hi-Tech, Med., Cons. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph. 952-924-0053 
Fax 952-924-0920 
Contact: Paul Tuchman 
Ten Years of Full-Service Nationwide 
Research. 

The Pat Henry Group 
Tower City Center 
230 Huron Rd. N.W., Ste. 100.43 
Cleveland, OH 44113 
Ph. 800-229-5260 
Fax 216-621-8455 
E-mail : sstone@pathenry.com 
www.thepathenrygroup.com 
Contact: Susan Stone 
Luxurious Facility. Expert Recruiting. 
Central Location. 

Planet Latino Market Intelligence, Inc. 
4837 S.W. 147th Place 
Miami, FL 33185 
Ph. 305-480-0096 
Fax 305-480-7732 
E-mail: latinoplanet@aol.com 
www.marketplanetlatino.com 
Contact: Horacia Segal, President 
Qual. Rsch. Specializes in U.S. 
Hispanic/Latin America. All indus. 
Consumer!Prof./Bicul. Teens. Ads. 

Primary Insights, Inc. 
801 Warrenville Rd ., Ste. 185 
Lisle, IL 60532 
Ph . 630-963-8700 
Fax 630-963-8756 
E-mail: deb@primary-insights.com 
Contact: Deb Casey 
Sensitive Topics. Ideation. In-Depth 
Analysis. Action-Oriented 
Recommendations. 

REs E A R€QNNECTIONSh 
Research Connections @Talk City 
219 E. Broad St. 
Westfield, NJ 07090 
Ph. 908-232-2723 
Fax 908-654-9364 
E-mail : ayoffie@researchconnections.com 
www.rci.talkcity.com 
Contact: Amy J. Yoffie, President 
Online Focus Groups. Nat '/.1/nt'/. Recruit 
By Web Intercept, Phone, Email, 
Internet Panel. Test Web Sites, Ads, 
Products, Concepts. E-Commerce 
Studies. 

The Research Department 
220 E. 73rd St. , Ste. 7-D 
New York, NY 10021 
Ph. 212-717-6087 
Fax 212-717-6382 
E-mail: alexabsmith@earthlink.net 
Contact: Alexa Smith 
Experienced Specialist in Fuii-Svc. Qual. 
Rsch. -Focus Grps., lndiv. Depth 
Interviews, Mini Grps. Skilled High 
Quality Moderating. Over 25 Yrs. Exp. 

Jay L. Roth & Associates, Inc. 

Jay L. Roth & Associates, Inc. 
27 First St. 
Syosset, NY 11791-2504 
Ph. 516-921-3311 
Fax 516-921-3861 
E-mail: 
JayLRothAssoc@compuserve.com 
Contact: Jay L. Roth 
Expert Moderator & Marketer Delivers 
on Promises! More than 20 Years 
Experience! Great Groups, Insights & 
Reports! 

SrnNELLER ­

~ualitative 
"""'" Paul Schneller Qualitative LLC 

300 Bleecker St. , 3rd fl. 
New York, NY 10014 
Ph. 212-675-1631 
www.gis.neV-answers 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx!B-to-B/ 
Consumer (14+ Years). 

SIL Group 
413 N.E. 3rd St. 
Delray Beach, FL 33483 
Ph. 561 -997-7270 
Fax 561-997-5844 
E-mail : sil@silgroup.net 
www.silgroup.net 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 
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Smithmark Corporation 
4136 N. Keystone Ave. 
Indianapolis, IN 46205 
Ph. 317-541-9165 
Fax 317-541-9291 
E-mail: info@smithmark.com 
www.smithmark.com 
Contact: Michael Smith 
Qualitative: B2B/Consumer, GenX and 
Ethnic Groups. 

James Spanier Research 
120 E. 75th St. 
New York, NY 1 0021 
Ph. 212-472-3766 
E-mail: paninfo@ix.netcom.com 
Contact: Jim Spanier 
Excellent focus groups and interviews in 
many categories. Serving domestic and 
international clients since 1986. 

Strategic Focus, Inc. 
6456 N. Magnolia Ave. 
Chicago, IL 60626 
Ph. 773-973-7573 
Fax 773-973-0378 
E-mail: DonaJ@aol.com 
Contact: Dona Vitale 
Brand & Organizational Development 
Strategy, Target Audience Analysis, 
Message Communication Research. 

Strategy Research Corporation 
100 N.W. 37 Avenue 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-643-5584 
E-mail: bpadilla@marketfacts.com 
www.strategyresearch.com 
Contact: Raul Lopez, Sr. Vice President 
Contact: Vivian Hernandez 
Contact: Gloria Cantefis 
Multi-Country/Multi-Market Foe. Grp. 
Rsch. U.S./Latin Amer./Caribbean. 
Native Brazilian Moderator. 

Sunbelt Research Associates 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-744-5662 
E-mail: sunbeltra@aol.com 
www.sunbeltresearch.com 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & Consumer 
Studies; Nat'/. & lnt'l. Exp. 

.. 
!tar/fc:! Research 
Group, Inc. 

Target Market Research Group, Inc. 
4990 S.W. 72 Ave. , Ste. 110 
Miami, FL 33155-5524 
Ph. 800-500-1492 
Fax 305-661-9966 
E-mail: martin_cerda@tmrgroup.com 
www.tmrgroup.com 
Contact: Martin Cerda 
Hispanic Quai./Quant. Research-National 
Capability 

Thorne Creative Research 
480 Mamaroneck Ave. 
Harrison, NY 10528 
Ph. 914-381-5533 or 914-381-5554 
Fax 914-381-5557 
E-mail : gthorne@thornecreative.com 
www.thornecreative.com 
Contact: Gina Thorne 
Sensitive Issues/Actionable Results With 
Kids, Teens. Hi-Tech, Idea Generation. 

Turnstone Research, Inc. 
570 Carved Terrace 
Colorado Springs, CO 80919-1129 
Ph. 719-266-0949 
Fax 719-266-0946 
Email: sandra@turnstoneresearch.com 
www.turnstoneresearch.com 
Contact: Sandra Trujillo 
Qual. & Quant. Rsch. Focus Groups In 
Many Categories. 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 1 0965 
Ph. 845-735-7022 
Fax 845-735-7256 
www.view-finders.com 
Contact: Janet Gaines 
Specializing in Advertising, Political, 
Consumer and Business-to-Business 
Research. Complete Project 
Management. 

GEOGRAPHIC CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

Arizona Georgia Graff Group, Inc. The Pat Henry Group 

Balaban Market Research Consulting Creative Focus, Inc. Market Resource Associates 

Behavior Research Center, Inc. Michelson & Associates, Inc. MarketResponse International Oregon 
MedProbe™ Inc. Global Qualitative Group, LLC 

California Illinois Millennium Research, Inc. 

Access Worldwide, Cultural Access Grp. C&R Research Services, Inc. Outsmart Marketing Pennsylvania 
Jeff Anderson Consulting, Inc. Just The Facts, Inc. ActiveFOCUS 

AutoPacific, Inc. Leichliter Assoc. Mktg. RschJidea Dev. New Jersey Campos Market Research , Inc. 

Cheskin Marketing Advantage Rsch . Cnslts. Franklin Communications Chalfont Healthcare Research, Inc. 

Erlich Transcultural Consultants Primary Insights, Inc. Hispanic Research Inc. Data & Management Counsel, Inc. 

Hypnosis Focus Groups Strategic Focus, Inc. Leflein Associats, Inc. FOCUSED Marketing Research , Inc. 

In Focus Consulting MCC Qualitative Consulting 

Marketing Matrix International, Inc. Indiana Research Connections @Talk City Rhode Island 
Meczka Mktg./Rsch./Cnsltg., Inc. MarketBetter, Inc. I+G Medical Research International 

Smith mark Corporation New York 
Colorado BAIGioballnc. Texas 
Cambridge Associates, Ltd. Iowa Brophy Research Cunningham Research Associates 

Market Access Partners Essman/Research Decision Drivers Decision Analyst, Inc. 

Turnstone Research, Inc. Fader & Associates First Market Research Corp. (Heiman) 

Kentucky Focus Plus, Inc. Focus Latino 

Connecticut Image Engineering , Inc. Knowledge Systems & Research, Inc. Opinions Unlimited, Inc. 

Ergo Research Group, Inc. The Research Department 
Virginia Maryland Jay L Roth & associates, Inc. 

Florida Low+ Associates, Inc. Paul Schneller Qualitative LLC NOP Business Strategic Research, Inc. 

Loretta Marketing Group James Spanier Research 

Planet Latino Market Intelligence, Inc. Massachusetts Thorne Creative Research Washington 
SIL Group Audience Insights View Finders Market Research Burr Research/Reinvention 

Strategy Research Corporation Daniel Associates Prevention 

Sunbelt Research Associates, Inc. Dolobowsky Qualitative Services, Inc. North Carolina 
Wisconsin Target Market Research Group, Inc. Rrst Market Research Corp. (Reynolds) Medical Moderators, Inc. 
Chamberlain Research Consultants, Inc. 

Minnesota Ohio 
Germany Cambridge Research, Inc. Calo Research Services 
insight europe gmbh 
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Moderator MarketPlace TM 

SPECIALTY CROSS-INDEX OF MODERATORS 
Refer to Preceding Pei!Jes For Address, Phone Numher and Contact Name 

ADVERTISING BUS.-TO-BUS. Just The Facts, Inc. FINANCIAL SERVICES 
Jeff Anderson Consulting, Inc. Access Research , Inc. Knowledge Systems & Research, Inc. Jeff Anderson Consulting, Inc. 
Balaban Market Research Consulting BAIGioballnc. Market Resource Associates BAIGioballnc. 
C&R Research Services, Inc. Behavior Research Center, Inc. Marketing Advantage Rsch. Cnslts. Burr Research/Reinvention 
Cambridge Associates, Ltd. C&R Research Services, Inc. The Pat Henry Group Prevention 
Cambridge Research, Inc. Calo Research Services Planet Latino Market Intelligence C&R Research Services, Inc. 
Creative Focus, Inc. Cambridge Associates, Ltd. The Research Department Cambridge Associates, Ltd. 
Decision Drivers Cambridge Research , Inc. Jay L. Roth Associates, Inc. Cambridge Research, Inc. 
Erlich Transcultural Consultants Creative Focus, Inc. 

CUSTOMER Fader & Associates 
Fader & Associates Data & Management Counsel , Inc. FOCUSED Marketing Research , Inc. 
First Market Research Corp. (MA) Fader & Associates SATISFACTION Low+ Associates, Inc. 
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Planet Latino Market Intelligence Market Resource Associates 

The Research Department MarketResponse International DIRECT MARKETING FOOD PRODUCTS/ 
Jay L. Roth Associates, Inc. MCC Qualitative Consulting BAIGioballnc. NUTRITION 
Paul Schneller Qualitative LLC Millennium Research, Inc. Strategic Focus, Inc. 
Strategy Research Corporation NOP Business Strategic Research Active FOCUS 

The Pat Henry Group DISTRIBUTION BAIGioballnc. 

AFRICAN-AMERICAN The Research Department C&R Research Services, Inc. 
Jay L. Roth Associates, Inc. Burr Research/Reinvention Image Engineering, Inc. 

Access Worldwide, Cultural 
Paul Schneller Qualitative LLC Prevention Just The Facts, Inc. 

Access Group Outsmart Marketing 
Erlich Transcultural Consultants CABLE EDUCATION The Research Department 
Image Engineering, Inc. C&R Research Services, Inc. Cambridge Associates, Ltd. Jay L. Roth Associates, Inc. 

AGRICULTURE Leflein Associates, Inc. Just The Facts, Inc. Paul Schneller Qualitative LLC 

Cambridge Associates, Ltd. CHILDREN 
Leflein Associates, Inc. 

FOREST PRODUCTS 
Cambridge Research, Inc. Marketing Advantage Rsch. Cnslts. 

FOCUSED Marketing Research, Inc. 
C&R Research Services, Inc. Market Resource Associates 

Millennium Research, Inc. 
Fader & Associates ELECTRONICS -
Image Engineering, Inc. 

CONSUMER GENERATION X 
ALCOHOLIC BEV. Just The Facts, Inc. Thorne Creative Research 

Outsmart Marketing MarketResponse International 
C&R Research Services, Inc. Thorne Creative Research HEALTH & BEAUTY James Spanier Research EMPLOYEE 
Strategy Research Corporation COMMUNICATIONS PRODUCTS 

RESEARCH 
Turnstone Research, Inc. BAIGioballnc. 

ARTS & CULTURE Image Engineering, Inc. 
Access Research, Inc. ETHNIC Paul Schneller Qualitative LLC Strategic Focus, Inc. Cambridge Associates, Ltd. 

Cheskin Creative Focus, Inc. HEALTH CARE ASIAN MarketResponse International 
ETHNOGRAPHIC Jeff Anderson Consulting, Inc. 

Access Worldwide, Cultural NOP Business Strategic Research 
Access Group Jay L. Roth Associates, Inc. RESEARCH 

Balaban Market Research Consulting 
Chalfont Healthcare Research, Inc. 

Cheskin Active FOCUS Erlich Transcultural Consultants 
Data & Management Counsel , Inc. COMPUTERSMARDWARE Alexander + Parker Fader & Associates 
Erlich Transcultural Consultants Global Qualitative Group, LLC Cheskin Rrst Market Research Corp. (MA) NOP Business Strategic Research Image Engineering, Inc. Franklin Communications ASSOCIATIONS 

COMPUTERS/MIS I+G Medical Research International 
Low+ Associates, Inc. 

C&R Research Services, Inc. EXECUTIVES Knowledge Systems & Research, Inc. 

Calo Research Services BAIGioballnc. Low+ Associates, Inc. 
AUTOMOTIVE Cambridge Associates, Ltd . C&R Research Services, Inc. Market Access Partners 
AutoPacific, Inc. Daniel Associates Calo Research Services MarketBetter, Inc. 
C&R Research Services, Inc. Fader & Associates Decision Drivers MarketResponse International 
Erlich Transcultural Consultants First Market Research Corp. (TX) Fader & Associates Medical Moderators, Inc. 
MarketResponse International Marketing Advantage Rsch. Cnslts. First Market Research Corp. (TX) MedProbe™ Inc. 
Matrixx Marketing-Research Div. NOP Business Strategic Research Image Engineering, Inc. Strategy Research Corporation 

BIO-TECH CONSUMERS 
Low+ Associates, Inc. HIGH-TECH Marketing Advantage Rsch. Cnslts. 

MedProbe, Inc. Behavior Research Center, Inc. The Research Department Jeff Anderson Consulting, Inc. 
C&R Research Services, Inc. Jay L. Roth Associates, Inc. Calo Research Services 

BUILDING PRODUCTS Cheskin Paul Schneller Qualitative LLC Cheskin 

Market Resource Associates Decision Drivers Strategy Research Corporation Ergo Research Group, Inc. 
Fader & Associates Global Qualitative Group, LLC 
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Moderator MarketPlace TM 
Leflein Associates, Inc. FOCUSED Marketing Research, Inc. Image Engineering, Inc. TEACHERS 
MarketBetter, Inc. Global Qualitative Group, LLC The Research Department Leflein Associates, Inc. 
Research Connections @ Talk City Image Engineering, Inc. 

PARENTS NOP Business Strategic Research Knowledge Systems & Research, Inc. TEENAGERS 
Primary Insights, Inc. Low+ Associates, Inc. Fader & Associates C&R Research Services, Inc. 
Jay L. Roth Associates, Inc. Research Connections @Talk City 

PET PRODUCTS 
Fader & Associates 

James Spanier Research Jay L. Roth Associates, Inc. MCC Qualitative Consulting 

INTERNET SITE 
Cambridge Research, Inc. Planet Latino Market Intelligence 

HISPANIC FOCUSED Marketing Research, Inc. Thorne Creative Research 
Access Worldwide, Cultural CONTENT & DESIGN MarketResponse International 

Access Group FOCUSED Marketing Research, Inc. Primary Insights, Inc. TELECOMMUNICATIONS 
Behavior Research Center, Inc. 

PHARMACEUTICALS BAIGioballnc. 
Cheskin LATIN AMERICA Calo Research Services 
Data & Management Counsel , Inc. Access Worldwide, Cultural Active FOCUS Creative Focus, Inc. 
Erlich Transcu ltural Consultants Access Group BAIGioballnc. Daniel Associates 
Focus Latino Best Practices Research 

Balaban Market Research Consulting 
Ergo Research Group, Inc. C&R Research Services, Inc. Hispanic Research Inc. Cheskin Cambridge Associates, Ltd. Erlich Transcultural Consultants 

Image Engineering, Inc. Loretta Marketing Group Chalfont Healthcare Research, Inc. First Market Research Corp . (TX) 
Planet Latino Market Intelligence Planet Latino Market Intelligence Fader & Associates Global Qualitative Group, LLC 
Loretta Marketing Group Strategy Research Corporation I+G Medical Research International Knowledge Systems & Research , Inc. 
Strategy Research Corporation MarketResponse International Marketing Advantage Rsch . Cnslts. 
Target Market Research Group, Inc. MEDICAL PROFESSION MCC Qualitative Consulting MarketResponse International 

HOUSEHOLD Balaban Market Research Consulting Medical Moderators, Inc. MCC Qualitative Consulting 
Cambridge Associates, Ltd. MedProbe™ Inc. NOP Business Strategic Research 

PRODUCTS/CHORES Chalfont Healthcare Research, Inc. Paul Schneller Qualitative LLC The Research Department 
The Research Department Franklin Communications Jay L. Roth Associates, Inc. 
Paul Schneller Qualitative LLC ltG Medical Research International POLITICAUSOCIAL Strategy Research Corporation 

Matrixx Marketing-Research Div. RESEARCH TELECONFERENCING HUMAN RESOURCES Medical Moderators, Inc. Cambridge Associates, Ltd. 
ORGANIZATIONAL DEV. MedProbe™ Inc. Cambridge Research , Inc. 

Primary Insights, Inc. The Pat Henry Group POSITIONING RESEARCH TELEPHONE FOCUS Paul Schneller Qualitative LLC Paul Schneller Qualitative LLC 
IDEA GENERATION MULTIMEDIA GROUPS 
BAIGiobal lnc. PUBLIC POLICY RSCH. C&R Research Services, Inc. 
C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts. Cambridge Associates, Ltd. Cambridge Associates, Ltd. 
Creative Focus, Inc. NEW PRODUCT DEV. Leflein Associates, Inc. MedProbe, Inc. 
Global Qualitative Group, LLC Millennium Research , Inc. 
Image Engineering, Inc. Active FOCUS PUBLISHING 
Just The Facts, Inc. BAIGioballnc. Cambridge Associates, Ltd . TOURISM/HOSPITALITY 
Matrixx Marketing-Research Div. C&R Research Services, Inc. First Market Research Corp. (TX) Image Engineering, Inc. 
Primary Insights, Inc. Cambridge Associates, Ltd. Marketing Advantage Rsch. Cnslts. Leflein Associates, Inc. 
Thorne Creative Research Data & Management Counsel , Inc. James Spanier Research 

Fader & Associates TOYS/GAMES 
IMAGE STUDIES First Market Research Corp. (TX) RETAIL Fader & Associates 
Cambridge Associates, Ltd. Global Qualitative Group, LLC First Market Research Corp. (MA) 
Image Engineering, Inc. Just The Facts, Inc. Knowledge Systems & Research, Inc. TRANSPORTATION SVCES 
MarketResponse International Leflein Associates, Inc. Leflein Associates, Inc. Low+ Associates, Inc. 

Market Resource Associates MCC Qualitative Consulting Strategic Focus, Inc. 
INDUSTRIAL Marketing Advantage Rsch. Cnslts. The Pat Henry Group 
First Market Research Corp. (TX) Millennium Research, Inc. TRAVEL 

Outsmart Marketing SENIORS Cambridge Associates, Ltd . 
INSURANCE Primary Insights, Inc. Burr Research/Reinvention Image Engineering, Inc. 
Burr Research/Reinvention The Research Department Prevention James Spanier Research 
Prevention Jay L. Roth Associates, Inc. Leflein Associates, Inc. 

Erlich Transcu ltural Consultants Paul Schneller Qualitative LLC Primary Insights, Inc. UTILITIES 
Low+ Associates, Inc. NON-PROFIT SMALL BUSINESS/ Cambridge Associates, Ltd . 

INTERACTIVE PROD./ Leflein Associates, Inc. ENTREPRENEURS 
Knowledge Systems & Research, Inc. 
Turnstone Research , Inc. 

SERVICES/RETAILING ONLINE FOCUS GROUPS FOCUSED Marketing Research, Inc. 
Ergo Research Group, Inc. Research Connections @Talk City 

Strategy Research Corporation VETERINARY MEDICINE 
Low+ Associates, Inc. FOCUSED Marketing Research , Inc. 
Research Connections @ Talk City PACKAGED GOODS 

SOFT DRINKS, BEER, WINE Paul Schneller Qualitative LLC 
C&R Research Services, Inc. 

INTERNATIONAL Active FOCUS Cambridge Associates, Ltd. WEALTHY 
Fader & Associates BAIGioballnc. Jay L. Roth Associates, Inc. Leflein Associates, Inc. 
Primary Insights, Inc. C&R Research Services, Inc. Strategy Research Corporation Strategy Research Corporation 

Image Engineering, Inc. 

INTERNET Just The Facts, Inc. SPORTS YOUTH 
Calo Research Services 

Jay L. Roth Associates, Inc. FOCUSED Marketing Research, Inc. Image Engineering , Inc. 
Cheskin PACKAGE DESIGN 

MarketBetter, Inc. Leflein Associates, Inc. 
Ergo Research Group, Inc. 

RESEARCH STRATEGY DEVELOPMENT MarketResponse International 
Fader & Associates 
First Market Research Corp. (MA) Cheskin Paul Schneller Qualitative LLC 
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Research 
providers! 

Have your received 
your 2001-2002 

SourceBook forms? 

If not, please contact us at 
952-854-5101 or steve@quirks.com. 

The Researcher SourceBook is published in 
September and will list over 7,200 research 

firms from around the world . Make sure your 
firm is one of them! 

July/August 2001 www.quirks.com 

Classified Ads 
TJ.IE 
OUEOTION 
~OP,inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 974-8020 
FAX: (714) 974-6968 

For Internet interviewing as 
9 easy as the click of a mouse, 

contact 

web-interviewing.com 
~ The Internet Field Service ™ 

678/393-3717 -voice 
770/552-7719-fax 

info@web-interviewing. com 

web-interviewing.com, incorporated 
500 Sun Valley Drive • Suite D-2 • Roswell, GA 30076 

Connecticut'S Two Top Facilities 

Hartford ReHarch 
(880) 529-8006 (203) 234-9988 

t:fl:oniHH:IIon.com 

www.statpac.com 

Professional's choice for survey & 
marketing research software. User­

friendly, comprehensive & dependable. 
Best crosstab & banner tables. 
Easiest to learn. Guaranteed. 

StatPac Inc. (612) 925-0159 
4425 Thomas Ave. S. , Mpls. MN 55410 
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Trade Talk 
continued from p. 108 

trying to understand how the Web site fits in. They are 
realizing it isn ' t a eparate marketing strategy. It needs to 
be integrated into everything else they do ." 

Keep them happy 
Wydra , who i s al o a member of the Interactive 

Marketing Research Organization, is confident that the 
industry i taking teps to keep online re earch re pon­
dents happy and avoid alienating them. "I think we're try­
ing, and our client are on board with u on this, to make 
sure there pondent understand that we appreciate them, 
that we guarantee their privacy. We have to keep thing 
very short, keep urveys a interesting as possible, and 
don ' t over-survey." 

The other good new on the con umer front is that in 
general, people eem to be growing more at ease with 
releasing their personal information into cyberspace. A 
Market Facts Interactive study found that 56.9 percent of 
respondent are "comfortable" or " omewhat comfort­
able" providing credit card information over the Internet, 
versus 43.5 percent by telephone. The numbers for di -
closing other per onal data (health, family hi tory and 
income) are comparable, with 40.1 of re pondents "com­
fortable" or "somewhat comfortable" divulging uch 
information online, versus 32.7 percent for telephone. 

The most feared outcome of providing personal infor-
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Polaris Marketing Research, Inc. . ........................ 77 
Ph. 888-816-8700 • www.polarismr.com 
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Sawtooth Technologies ................................ 44 
Ph . 847-866-0870 • www.sawtooth .com 

Schlesinger Associates ................................. 9 
Ph . 732-906-1122 • www.schlesingerassociates.com 
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mation online is identity theft but in reality, spam i prob­
ably a more reali tic, if le s damaging, threat. Seventy-five 
percent of survey respondents said they are still con­
cerned about receiving spam, and 74.5 percent are still 
concerned about their info being shared in an unautho­
rized manner. 

As a result, they are very vigilant in protecting them­
selve and their information. In the survey, nearly 70 per­
cent said they at least sometimes look at a Web site 's pri­
vacy statement. And 60 percent said a privacy statement 
makes them feel more confident that their personal infor­
mation won ' t be shared in ways they don't want it to be. 
"With everyone supposedly short on time these days you 
wouldn't expect that people would spend time reading pri­
vacy statements but they are," Wydra says. "So it 's impor­
tant for companies to understand the impact of the priva­
cy tatement and to make sure their site is secure and that 
it has a tag that says it's secure. These are very important 
to getting people to do e-commerce at those site ." 

Long-term relationship 
While the Internet still strikes fear into some heart , for 

the most part, consumers have settled into a long-term 
relationship with it. "Eighty-one percent agree that the 
benefits outweigh the drawbacks," Wydra says. "There i 
no doubt that the Internet i a tool that people are embrac­
ing, one that saves them time and that there are benefits 
to u ing. Despite the fact that the hype has come down a 
bit, people are still pretty favorable about it." r~ 
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By Joseph Rydholm, QMRR editor 

An Internet comfort zone? 

0 ne term you don't often hear associated with the 
Internet is stability. Things are settling down a bit 
now as it becomes clear again that profits DO mat­

ter and that millions in venture capital do not a viable busi­
ness make. But in its brief but eventful life, the Internet 
has come to symbolize upheaval and transience. 

Even the stodgy old research industry has undergone a 
bit of an Internet-led makeover, though we're finding out 
that while slow-and-steady may not always win the race, 
at least it's unlikely to explode in a fireball half a mile 
from the finish line. 

The research equivalent of old-economy companies 
are now welcoming back clients who have realized that 
it 's probably not a good idea to do research all by your­
self just because you can, and that there is more to a 
research firm than just the ability to post an online sur­
vey. Turns out those long-standing research companies 
may have been exhibiting prudence- not blinkered stub­
bornness - when they urged a cautious approach to the 
new medium. True, they certainly rushed their own online 
capabilities to market (can ' t be left behind!) but they had 
a research foundation - rather than just venture capital 
-to build upon. 

"We have seen a lot of clients get burned," says Donna 
Wydra, vice president and managing director of Market 
Facts Interactive , a division of Market Facts, an 
Arlington Heights , IlL-based research stalwart. "The 
online environment has allowed a lot research compa­
nies who aren't really researchers to get up and running 
and people who have used those companies have come 
back to us and said 'We got bad data. We want to do it 
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right this time.' 
"It's not enough to just throw up a Web site and have 

some technology behind you. You need to have research 
knowledge and a skill set and you need to have a viable 
sample source. It requires more of an investment than was 
originally thought, and those who could not make that 
investment have fallen out." 

Online research is cheaper, but it 's not a fraction of the 
cost of traditional offline research, Wydra says. "The 
mantra two years ago was, 'It's cheap and it's fast.' We are 
moving beyond that. I think people are understanding 
that you get what you pay for." 

Two varieties 
At this juncture, online research refers to two kinds of 

research: research conducted on the Internet, and research 
conducted about it. "One category is still tactical, look­
ing at the online environment as a data collection 
method," Wydra says. "Beyond concept testing, you can 
conduct A&U studies, segmentation work, conjoint analy­
sis - a lot of the more strategic work that people were 
afraid to do online. Now that the sample source has been 
pretty much validated, people are branching out and doing 
other kinds of work." 

Web site research is now all the rage as companies try 
to determine just what, if anything, their sites are doing 
for them, Wydra says. "Is it functioning properly? Can 
people find what they want? For companies that aren ' tjust 
online firms, it 's a matter of finding out how their Web 
presence interacts with their offline activities and really 

continued on p. 107 
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Find Them Faster and Easier. 
And Find Them for Less. 

POLK'S RESEARCH SAMPLING 

Polk's Research Sampling experts provide 
the market research industry with the 
richest and most versatile samples, giving 
researchers the flexibility to quickly and 
efficiently conduct statistically sound 
research. Let us help with your next 
research project. 

The Polk Advantage 
• Over 200 selection characteristics 
• Targeted Samples 
• Customized Orders 
• Competitive prices 
• Quick turnaround 
• Knowledgeable account executives 

Call Polk Today! 888-225-1434 

R)k. 
Automotive Intelligence"' 



Want to know more? 
Give us a call at 1.800.363.4229 
or visit our home page at 
http://www.opinionsearch.com 

With our powerful suite of survey software tools we can program 
for both CATI and the Internet in a single pass. Complex 

branching logic. block and question rotation. randomization 
- if you can do it on the phone. we can do it on the Net 

1 ooo;o transparent research process 
puts you in control. 

Observe every aspect of the data collection process remotely: 
monitor the progress of every call. 
view dispositions. quotas and completion rates in real time. 
Virtual Private Network (VPN) provides ultra-secure Internet access 
for updates and data files. 
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