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Traditional, in-person 

qualitative methods don't 

work very well over the 

Internet. So, we hove developed and 

perfected new qualitative techniques that lend 

themselves to the online environment: 

• Time-Extended Online Focus Groups 

• Time-Extended Online 

Depth Interviews 

• Online Pseudo-Depth Interviews 

• Online Sentence Completion 

• Online Word/Image Association 

• Online Hypothesis Quantification 

We have over 3,500,000 consumers in 

our suite of worldwide Internet panels ready 

to participate in your next qualitative research 

project. Let our talented moderator and 

analysts improve your qualitative research. 

Call 1--81 7--640--6166 

or visit: www.decisionanalyst.com 

Decision Analyst 
The global leader in analytical research systems 

© 2004 Decision Analyst, Inc 



Moving cameras, broadcast quality equipment, 
and unmatched experience ... 

With FocusVision 
the difference is perfecr1tly clear. 

FocusVision is the world leader in the live 

transmission of qualitative research from a global 

network of over 285 top-rated, independent focus 

facilities. The same facilities you probably use now. 

Each facility is equipped with our state-of-the-art 

technology and broadcast quality moving cameras to 

provide transmissions so clear and reliable you'd 

swear you were there. 

Whether it is FocusVision VideoConferencing or 

VideoStreaming (or both) your projects will benefit 

from the increased participation that real-time, 

remote viewing makes possible while saving time and 

reducing the costs and hassles associated with travel. 

Focus Vision™ 
WORLDWIDE , INC . 

Only FocusVision has 
live camera operators, 
dedicated equipment, a 
24 hour technical support 
center and over 14 
years experience to deliver 
the highest quality, 
most reliable viewing 
experience you can get. 

FocusVision video transmits 
the live focus group experience 

right to your office or home ... 
without traveling 

Call1-800-433-8128 
e-mail: info@focusvision.com 
Learn more: www.focusvision.com 



FocusVisionT" Member Facilities 
The largest network of top-rated fadlities now equipped for videoconferendng and videostreaming service. 

AR IZONA 
Phoenix 

Delve-Phoenix 
Fieldwork Phoenix, Inc.-South Mountain 
Plaza Research-Phoenix 

Scottsdale 
Fieldwork Phoenix, Inc.-Scottsdale 
Focus Market Research, lnc.-GroupNet™ 

CALIFORNIA (Northern) 
San Francisco 

CRA/Focu s Pointe 
Ecker & Associates Downtown & 

South San Francisco 
Fleischman Field Research , Inc. 
Nichols Research, lnc.-GroupNet™ 
Plaza Research 
Schlesinger Associates 

San Francisco (suburban) 
Nichols Research , lnc-GroupNet™ 

San Jose 
Nichols Research, lnc.-GroupNet™ 

CALIFORNIA (Southern) 
Los Angeles 

Adept Consumer Testing, Inc.-Beverly Hills GroupNet ™ 
Adept Consumer Testing, lnc.-GroupNet™-Encino 
Adler Weiner Research-Westwood 
Assistance in Marketing 
Atkins Research Group, Inc. 
Delve 
Focus Pointe 
L.A. Focus 
Meczka Marketing Research 
Murray Hill Center West-Santa Monica 
Plaza Research 
Savitz Field & Focus 
Schlesinger Associates 
Trotta Associates Marina Del Rey 

L.A. Orange County 
Fieldwork L.A., Inc. 
Trotta Associates-Irvine 

San Diego 
Flagship Research 
Luth Research, Inc. 
Plaza Research 
Taylor Research, lnc.-GroupNet™ 

COLORADO 
Denver 

Accudata Market Research, lnc.-GroupNet™ 
Colorado Market Research 
Denver Research Center 
Fieldwork Denver, Inc. 
Information Research 
Ingather Research 
Plaza Research 

CONNECTICUT 
Danbury 

MarketView 
Norwalk 

New England Marketing Research 
Stamford 

Focus First America 
The Focus Room 

FLORIDA 
Fort Lauderdale 

Plaza Research 
WAC of South Florida, Inc. 

Jacksonville 
Irwin Research Services 

Miami 
Miami Market Research, Inc 
National Opinion Research Services 
Rife Market Research, Inc. 

Orlando 
AccuData Market Research, lnc.-GroupNet™ 
Schlesinger Associates 

Tampa 
The Herron Group-GroupNet™ 
Plaza Research 
Superior Research 
TAi-Tampa Bay Inc. 

GEORGIA 
Atlanta 

Delve 
Fieldwork Atlanta, Inc. 
Jackson Associates, lnc.-GroupNet™ 
John Stolzberg Market Research 
Murray Hill Center 
Plaza Research 
Schlesinger Associates 
Superior Research 

ILLINOIS 
Chicago-Downtown 

Adler Weiner Research 
Chicago Focus 
Fieldwork Chicago-Lab 
Focus Pointe 
Focuscope, Inc. 
Illinois Center Market Research 
Murray Hill Center 
National Data Research, lnc.-GroupNet™ 
National Qualitative Centers 
Plaza Research 
Savitz Field and Focus 
Schlesinger Associates 
Smith Research , Inc. 
The Energy Annex 

Chicago-Suburban 
Adler Weiner Research 
Assistance In Marketing 
Delve-Oak Brook 
Fieldwork Chicago Inc.-North 
Fieldwork Chicago, lnc.-O'Hare 
Fieldwork Chicago, Inc.-Schaumburg 
Focuscope, Inc.-Oak Park 
National Data Research, lnc.-GroupNet™ 

Northfield 
Oakbrook Interviewing Center 
O'Hare In Focus-Des Plaines 
Smith Research, Inc.-Deerfield 

INDIANA 
Indianapolis 

Herron Associates, lnc .-GroupNet™ 

KANSAS 
Kansas City 

The Field House 

MARYLAND 
Baltimore 

Baltimore Research 
House Market Research 

MASSACHUSETTS 
Boston-Downtown 

Bernett Research-2 locations 
Boston Field & Focus Performance Plus-

GroupNet™ 
Copely Focus Centers 
Focus on Boston 
Focus Pointe Boston 
Schlesinger Associates 

Boston-Suburban 
Bay State Market Research 
Boston Field & Focus Performance Plus-GroupNet™ 
Fieldwork Boston, Inc. 

Framingham 
Focus on Boston-Braintree 

National Field and Focus-Framingham 
MICHIGAN 
Detroit 

MORPACE lnternationai-GroupNet™ 
Shifrin-Hayworth 

MINNESOTA 
Minneapolis 

Delve 
Fieldwork Minneapolis, Inc. 
Focus Market Research, lnc.-GroupNet™ 
Orman Guidance Research 

MISSOURI 
Kansas City 

Delve 
St. Louis 

Delve 
Peters Marketing Research, Inc. 

NEVADA 
Las Vegas 

Las Vegas Field and Focus 

NEW JERSEY 
Assistance in Marketing-Hackensack, Morristown 
Fieldwork East, Inc.-Fort Lee 
Focus Pointe North Jersey-Teaneck 
JRA Assoc iates-MI. Laurel 
Meadowlands Consumer Center, Inc. 

GroupNet™-Secaucus 
Peters Marketing Research, Inc. 
Plaza Research-Marlton 
Plaza Research-Paramus 
Schlesinger Associates Edison 
TAi New Jersey-Teaneck 

NEW YORK 
New York City 

Focus Plus Inc. 
Focus Pointe 
Focus Suites of New York 
Murray Hill Center 
New York Focus 
Schlesinger Associates 
The Focus Room 
WAC of New York, Inc. 

New York (suburban) 
Access Metro NY -New Rochelle 
Fieldwork NY, Inc.-Westchester 
JRA Research-White Plains 
The Focus Room-White Plains 

NORTH CAROLINA 
Charlotte 

20/20 Research 
Leibowitz Market Research Assoc., lnc.-GroupNet™ 

Raleigh 
L & E Research 

OHIO 
Cincinnati 

Market Inquiry 
MarketVision Research 
QFact Marketing Research, LLC-GroupNet™ 
Wirth lin Worldwide 

Cleveland 
Focus Groups of Cleveland Survey Center 
Pat Henry Cleveland 

Columbus 
Delve 

OREGON 
Portland 

Consumer Opinion Services, lnc.-GroupNet™ 

PENNSYLVANIA 
Philadelphia-Downtown 

Focus Pointe 

FocusVision Worldwide, Inc., 1266 East Main Street, Stamford, CT 06902-3562 
Tel: 800-433-8128 • Fax: 203-961-0193 
E-mail: info@focusvision.com • Web Site: www.focusvision.com 

JRA Research, Inc. 
Schlesinger Associates 

Philadelphia (suburban) 
Delve 
Focus Pointe-Bala Cynwyd 
Focus Suites of Philadelphia 
Group Dynamics in Focus, lnc.-GroupNet™ 
Bala Cynwyd 

Pittsburgh 
Focus Center of Pittsburgh 

RHODE ISLAND 
Providence 

Boston Field & Focus Performance Plus-GroupNet™ 

TENNESSEE 
Memphis 

Accudata Market Research, lnc.-GroupNet™ 
Nashville 

20/20 Research 

TEXAS 
Austin 

Tammadge Market Research, Inc. 
Dallas 

CRA/Focus Pointe Dallas 
Delve 
Fieldwork Dallas, Inc. 
Focus on Dallas, lnc-GroupNet™ 
Murray Hill Center 
Plaza Research Dallas 
Savitz Field and Focus 
Schlesinger Associates 

Houston 
CQS Research, Inc. 
Medical Marketing Research 
Opinions Unlimited, lnc.-GroupNet™ 
Plaza Research 
Savitz Field and Focus 

VIRGINIA 
Alexandria 

Martin Focus Group Centers 
Fairfax 

Metro Research Services, Inc. 

WASHINGTON 
Seattle 

Consumer Opinion Services, lnc.-GroupNet™ 
Delve 
Fieldwork Seattle, Inc. 
Gi lmore Research Group 

WASHINGTON DC 
Washington DC 

House Market Research 
Shugoll Research , lnc.-GroupNet™ 

WISCONSIN 
Appleton 

Delve 
Milwaukee 

Lein/Spiegelhoff, Inc. 

CANADA 
Toronto 

Consumer Vision 
Toronto Focus 

Vancouver 
Consumer Research 

Plus Over 98 International Facilities 



survey monitor 

Consumers plan to expand Web purchase 
categories this holiday season 
A report by NewYork-based 
JupiterResearch, Holiday 2004 
Forecast: Consumers Look to Online 
For Inspiration and Planning, esti­
mates that online retail holiday sales 
for the period of November and 
December 2004 will reach $21.6 bil­
lion, a 19 percent increase compared 
to the same period in 2003 . Online 
sales continue to experience double­
digit increases, versus uneven growth 
offiine, primarily due to the growing 
number of online buyers; 86 million 
U.S. residents are expected to make 
holiday purchases online this year 
compared to 73 million last year, an 
18 percent increase. In addition, 

JupiterResearch forecasts a 2 percent 
increase in spending per buyer com­
pared to last year. 

While the usual list of top-selling 
categories - toys, books and apparel -
still dominates consumers' planned 
purchases this year, consumers say 
they will buy a wider variety of items 
online this year than in years past. 
This data reinforces the overall trend 
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of consumers increasing the number 
of categories they purchase online. 

"Consumers use the Internet to get 
inspiration as well as to find good 
prices at the holidays," says 
JupiterResearch Retail Analyst Patti 
Freeman Evans. "Over half of online 
holiday shoppers say they will use the 
Web to get gift ideas or to seek better 
prices. To capture these customers this 
holiday season, retailers are wise to 
usee-mails to alert customers who 
have left items in their shopping carts 
or wish-lists when the price changes 
or inventories get low on those items. 
Also, shoppers say that many messages 
will influence them to buy earlier this 
holiday season, with free shipping 
topping the list once again this year. 
However, as the season winds down, 
online holiday shoppers say that mes­
sages on reliable delivery, in-stock 
reassurance, and complimentary 
upgrades to overnight shipping will 
resonate." For more information visit 
www.jupitermedia.com. 

l<ids want electronics this 
year 
According to the KidzEyes Holiday 
Wish List and Habits survey from 
C&R Re earch Services, Chicago, 
toys are out and electronics are in for 
Christmas this year. When asked what 
they would prefer, toys or electronics, 
78 percent of the kids surveyed chose 
electronics. Toys also lost to money 
(68 percent chose money over toys) 
but beat clothes ( 45 percent chose 
clothes versus 55 percent for toy). 

Kids think their parents will give 
them the most gifts this year, with 33 
percent of kids saying parents will 
give them five to 10 presents. 
According to kids other gift-givers 
will give them one to two gifts 
(grandparents - 40 percent; 
aunts/uncles- 44 percent; friends-

www.quirks.com 

42 percent). 
One-quarter (25 percent) ofkids 

surveyed said they pay for holiday 
gifts they buy with their own money. 
However, mom and dad do augment 
kids' holiday budgets: 45 percent of 
kids said they use both their own and 
their parents' money. 

Fifty-nine percent said they save 
money to buy holiday gifts. Of those 
kids who save money to buy holiday 
gifts, more than one-third plan on 
spending between $25-$50. Nearly 
one-quarter (24 percent) plan on 
spending $51-$100 while 23 percent 
plan on spending less than $25. 

When it comes to preparing for the 
holidays 64 percent of kids say that 
their moms bear the brunt of respon­
sibility, versus a mere 1 percent of kids 
who say dad does his fair share. 

According to kids, 25 percent of 
dads shop for their wives the week 
before Christmas, while another 13 
percent said their dads scour the 
store on Christmas Eve. 

This year, nearly half of kids ( 48 
percent) said they would ask their 
parent to donate some of their allo­
cated "gift" money to charity. For 
more information visit 
www.kidzeyes .com. 

Many Internet households 
ready to switch to bundled 
services 
Over 60 percent of all Internet 
households would be willing to con­
solidate their services under a single 
provider if o doing saved $20 per 
month, according to Bundled 
Service :Analysis and Forecasts, a new 
industry report from Parks Associates, 
a Dallas research firm. This prospect 
of cost savings far outweighs conve­
nience as an influencing factor, for 
only 43 percent of these households 
would switch to a video, telephone, 
and Internet bundle without a savings 
incentive. 

continued on p. 69 



Worldwide network, moving cameras, 
broadcast quality equipment ... 

With FocusVision International 
the difference is perfectly clear. 

Only FocusVision has live 
camera operators, dedicated 
equipment, and a 24 hour 
technical support center to 
monitor projects anytime 
and anywhere in the world. 
International users also 
benefit f rom the ability to 
hear the live simultaneous 
language translation at 
their viewing location. 

Global Researchers, view your live focus groups from 

around the world without travel. FocusVision is the world 
leader in the live transmission of qualitative research from a 

network of over 285 top-rated, independent focus facilities. 

The same facilities you probably use now. 

Whether it is FocusVision VideoConferencing or 
VideoStreaming (or both) your projects will benefit from 
the increased participation that real-time, remote 

viewing makes possible while saving time and reducing 

the costs and hassles associated with travel. 

WESTERN EUROPE/UK 
BELGIUM 
Antwerp 

Synovate Belgium 
DENMARK 
Copenhagen 

GFK Denmark NS 
ENGLAND 
Birmingham 

Midlands-On-View 
Second City Studios 

East Molesey 
Viewpoint Studios II 

London 
City Financial Focus-City Focus Ltd 
Field Facts Worldwide 
London Focus 
Oracle Market Research 
Quality Medical Field 
The Treehouse 

Manchester (Cheshire} 
Fast Forward Research 

Sunbury-on-Thames 
Viewpoint Studios 

FRANCE 
Lille 

Agora/ICARE 
Lyon 

Marketing Espace 
Synovate France 

Paris 
Catherine Delannoy & Associates 
Field Facts Worldwide 
GFK/Sofema S.A.R.L. 
La Maison Du Test 
MV2 Conseil 
Novatest 
Puule 
Reunions Services 

GERMANY 
Berlin 

Answers Test Studio GmbH 
Freyer Marktforschung GmbH 
Interview+ Exploration 
Marktforschung Berlin GmbH 

Cologne 
JIM Marktforschung 

Frankfurt 
Field Facts Worldwide 
GO Medizinische Marktforschung GmbH 
Interview+ Exploration Julia Otte GmbH 
Intra Team GmbH 
Objective Consumer Research & 

Consulting GmbH 
Hamburg 

Answers Test Studio GmbH 
GFK Data Services 
INRA Deutschland 
Interview+ Exploration Julia Otte GmbH 
Schwieger Marktforschung 

Munich 
Freyer Marktforschung GmbH 
Interview+ Exploration GmbH 

Nurnberg 
Concentra 

Wiesbaden/Frankfurt 
Synovate Germany 

ITALY 
Milan 

lSI International Surveys in Italy 
lstituto Piepoli 
Spazio Milano 

Naples 
ADACTA 

Rome 
A.M.T. Consulting 
G!K-ASM 
PRAGMA 
SGR International 
Studio Nardo 

Torino 
Quality Medical Field 

THE NETHERLANDS 
Amsterdam 

Synovate The Netherlands 
SCOTLAND 

Taylor McKenzie Ltd . 
SPAIN 
Barcelona 

Delta Market Research 
Estudio Silvia Roca 
Synovate Barcelona 

Madrid 
Delta Market Research 

~ FocusVision™ 
~~ 

~ VVORLDVVID E, IN C . 

Escario & Associates 
Merka Star Research 
Nueva lnvestigacion 
Nueva Sala 
QUID lnvestigacion de Mercados 
Salas Castello-23 
Synovate Madrid 

SWEDEN 
Stockholm 

IMRI-International Marketing Resea rch Institute 
EASTERN EUROPE 
CZECH REPUBLIC 
Prague 

GFK PRAHA 
POLAND 
Warsaw 

EEl Market Research 
GFK Warsaw 

M. EAST & AFRICA 
MOROCCO 
Casablanca 

Synovate (MEMRB} 
NORTH AMERICA 
CANADA 
Toronto 

Consumer Vision 
Toronto Focus 

Vancouver 
Consumer Research 

ASIA PACIFIC 
AUSTRALIA 
Melbourne 

Viewpoint Group Rooms 
CHINA 
Beijing 

Acorn-Vantage Marketing & Research Co. 
Guangzhou 

Acorn-Vantage Marketing & Research Co. 
Hong Kong 

Acorn Marketing & Research Consultants 
Shanghai 

Acorn-Vantage Marketing & Research Co. 
JAPAN 
Osaka 
Japan Statistics & Research Co. 

Pulse Co., Ltd 
Tokyo 

lnfoplan Inc. 
JMRB Research International Japan 
LYNCS - Market Focus 

KOREA 
Seoul 

Acorn Marketing and Research Consultants 
Gallup Korea 

MALAYSIA 
Kuala Lumpur 

Acorn Marketing & Research Consultants 
PHILIPPINES 
Manila/Makati City 

FB Consumer Research Services 
SINGAPORE 
Singapore 

Acorn Marketing & Research Consultants 
TAIWAN 
Taipei 

Acorn Marketing & Research Consultants 
THAILAND 
Bangkok 

Consumer Insights Co., Ltd. 

LATIN AMERICA 
ARGENTINA 
Buenos Aires 
lnfoquality 

BRAZIL 
Sao Paulo 

Demanda 
EP Escritorio de Pesquisa 
LARC Pesquisa de Marketing 
Target Pesquisas E Servicos de Marketing LTDA 

MEXICO 
Mexico City 
Facta Research 
lnvestigacion Integral de Mercados S.C.-Intermerk 
NODO (Pearson} 

VENEZUELA 
Caracas 

Esmefar-Estime Marketing Research Venezuela 

Plus over 187 U.S. facilities 

1266 East Main Street, Stamford, CT 06902 
203-961-1715 Fax: 203-961-0193 
Email: info@focusvision.com Website: www.focusvision.com 



names of note 

S&T Bank, Indiana, Pa., has named 
Doug Schwabenbauer vice presi­
dent - marketing analyst. 

Ananda Mitra has been named the 
first director of the Wake Forest 
University Survey Research Center. 

NewYork-based Millward Brown 
has named Joanna Seddon exec­
utive vice president. 

St. Louis-based Doane Marketing 
Research has named Hylon 
Kaufmann as market develop­
ment manager. She will be based 
in Sanger, Calif. 

Kaufmann Wood 

Digital Research, Inc., Kennebunk, 
Maine, has promoted Marcia Wood 
to research director, heading up the 
company's medical education track­
ing program. 

Martin Silcock has been named 
account director, Millward Brown 
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UK. Jon Tayler has been appointed 
associate account director. 

Ruth Mensing has joined Product 
Evaluations, Inc., La Grange, Ill., as 
program development specialist . 

Vickie L. Cole has been appointed 

director of technology research at 
Decision Analyst Inc., Arlington, 
Texas. 

Utah-based data collection firm 
PGM, Inc. has named Rebecca 
Walters client development manag­
er. 

NewYork-based Ipsos has 
announced the following promo­
tions in its U.S. marketing research 
division, Ipsos Insight: Mike 
Bellmont has been promoted to 
vice president, lpsos-Insight 
Services Division, Minneapolis; 
Matt Kleinschmit has been pro­
moted to vice president, Ipsos-

www.qu i rks.com 

Insight Services Division, Chicago; 
and Kerri R yan has been promot­
ed to vice president, Ipsos-Insight 
Services Division, New York. In 
addition, Mike Weisberger has 
been promoted to senior vice presi­
dent and will succeed Lynne 
Armstrong as head of the compa­
ny's behavioral tracking division. 
And Curt Stenger has joined the 
company as vice president of analyt­
ics for the Ipsos-Insight consumer 
products division. 

Fieldwork International, London, has 
promoted Jeff Lucas to project 
manager within the telephone unit. 
Madhava Turumella has joined as 
a systems development manager. 
Matthew Seabrook has joined 
eQuesta, Fieldwork International's 
online survey department, as a team 
leader. 

ICRI International Communications 
Research, Media, Pa., has added 
Steve E . B allou as senior vice 
president, advanced research meth­
ods. In addition, N icholas J. 
Tortorello has joined the organiza­
tion as vice president of public 
affairs and marketing research. He 
will be located in new offices for 
ICR in NewYork City with Jim 
Fleckenstein. 

Europe-based research provider 
Ciao has made seven new appoint­
ments. Olga Hoffmann-Kulaga 
has been named senior project man­
ager, based in Munich. In Madrid, 
Melanie Wiles has been named 
senior project manager; Cristina 
Cucullo has joined as junior pro­
ject manager; Saqib Farooki 
Reboredo and James Ifill have 
been named survey scripters; and 
Anders Aarstad and Marijn de 
Visser have joined in panel support 
roles. 

conti nued on p. 78 





product and service update 

Do online groups quick 
with QuickGroups 
V2 GfK, a Blue Bell, Pa.-based 
research firm, is now offering 
QuickGroups, an interactive 
remote solution for conducting 
quick focus group research. Aimed 
at clients who need fast-turn­
around focus group results to pro­
vide information for time-pressed 
decisions within their organiza­
tions, QuickGroups enables clients 
to stay interactively engaged with 
the research project without trav­
eling to research facilities. 

Designed with the help of 
videostreaming specialists 
ActiveGroup, QuickGroups keeps 
clients involved with the research 
process through a two-way virtual 
communications network. 

QuickGroups' reporting tools 
give clients an almost-instant sum­
mary of results at each step of the 
project. First, with 
RealTimeReports, clients receive 
summary notes of the discussions 
in 30 minutes following the con­
clusion of each focus group. 
Second, each morning, clients 
receive a topline summary report 
with QuickClips video highlights 
of the previous day's key findings 
to distribute to colleagues, 
enabling them to see and hear cus­
tomers' reactions. Finally, by 8 a.m. 
on the day following the last 
group, clients receive the final 
QuickGroups executive summary 
report with analysis and supporting 
video clips. For more information 
visit www.v2gfk.com. 

Gongos method measures 
emotional connections 
Gongos and Associates, a 
Bloomfield Hills, Mich., research 
firm, has introduced The Gongos 
E-C Technique, a methodology 
that combines qualitative and 
quantitative research techniques to 
measure the impact of soft ele-
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ments (such as underlying emo­
tional connections and brand asso­
ciations) on purchase considera­
tions. Emotional connections are 
consumer-identified emotions and 
values connected with a product or 
brand. This methodology is 
designed to tap into consumers' 
less conscious motivations and 
identify the "real" and often missed 
drivers related to purchase and 
affinity toward a product catego­
ry/brand. 

It identifies the personally rele­
vant role a brand or product plays 
in the consumer's life and then 
explains the potential business 
impact of that information. 
Applications range from new prod­
uct development and product posi­
tioning/repositioning to market­
ing, advertising and understanding 
brand essence. For more informa­
tion visit www.gongos.com. 

SurveyConsole adds API 
SurveyConsole, Seattle, is now 
offering a developer and integra­
tion application programming 
interface (API), an online do-it­
yourself surveying technology, at 
www.surveycon-sole.com. The 
XML-based API allows organiza­
tions to extend as well as integrate 
with the existing services offered 
through SurveyConsole.com. With 
the open and standards-based inte­
gration platform, developers can 
create toolsets that work with the 
data collected using online surveys. 
The API also allows for integration 
with proprietary customer databas­
es and CRM systems. Based on 
ubiquitous standards like SSL, 
XML and HTTP, the 
SurveyConsole Web Service API 
allows systems within corporate 
networks to access their data col­
lected and hosted using 
SurveyConsole. 

SurveyConsole offers a Web­
based interface to create surveys, 
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publish them and analyze the 
results in real-time. Surveys can be 
distributed via e-mail or posted on 
Web sites for data collection. A 
suite of analysis tools are also pro­
vided as part of the service for as 
well as analysis and report genera­
tion using Microsoft Office prod­
ucts . For more information visit 
www.surveyconsole.com/ develop­
ers. 

Respondent anonymity 
guaranteed by Question Pro 
QuestionPro Inc., Issaquah, Wash., 
is now offering a program that 
guarantees anonymity to survey 
respondents. Under the program, 
QuestionPro acts as the indepen­
dent entity providing technology 
services between researchers and 
survey respondents . QuestionPro, 
using a combination of technology 
and contractual agreements, guar­
antees that survey responses can 
never be linked to personally iden­
tifying information like e-mail 
addresses, IP addresses etc. The 
Respondent Anonymity Assurance 
program is aimed at reinforcing the 
right to privacy as well as 
anonymity for the respondents 
while at the same time making it 
easy for researchers as well as cus­
tomers to communicate with each 
other using online surveys. For 
more information visit www.ques­
tionpro.com/security I. 

System manages data 
online 
U.K. research firm Nunwood 
Consulting Ltd. has created 
Knowledge Systems, a modular, 
Web-based information system 
designed to simplify how business­
es manage their data. The three­
component system consists of: 
Knowledge Library, an information 
storage and management system, 

continued on p. 72 
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e Research without travel 
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research industry news 

News notes 
Norway-based research software 
company FIRM is preparing for a 
listing on the Oslo Stock Exchange 
(OSE). The initial public offering is 
expected to take place in 2005, 
though the timing will be depen­
dent on prevailing market condi­
tions. FIRM generated revenue of 
$8.5 million in the first nine 
months of 2004, an increase of 35 
percent from $6 .3 million for the 
first nine months of 2003. Full-year 
revenue for 2003 was $9.7 million; 
17 percent came from Scandinavia 
and 83 percent from the U.S., 
Europe (outside Scandinavia) and 
Asia. FIRM's EBITDA was $67,000 
in the third quarter 2004 with rev­
enue of $8.5 million YTD. Revenue 
growth for the third quarter 2004 
was 38 percent relative to the third 
quarter 2003 . FIRM has chosen 
Carnegie as the lead manager for 
the IPO. 

Acquisitions 
Experian, Costa Mesa, Calif., has 
acquired Simmons Research . 
"The combination of Simmons and 
Experian allows us to link our 
respective consumer marketing 
capabilities to offer our clients a 
broader range of communications 
solutions - from contact strategies 
to customer and prospect databas­
es," says Bill Engel, co-CEO of 
Simmons. 

The Kantar Group has agreed 
to acquire Oracle Market 
Research Limited (Hong Kong) 
and Oracle Market Information. 
Following the acquisition, Oracle's 
operation will join Kantar's Added 
Value network, and be branded as 
Oracle Added Value. Founded in 
1994, Oracle is headquartered in 
Hong Kong, with offices in Beijing, 
Shanghai and Guangzhou. Oracle 
employs 130 people and had rev­
enues of $8.4 million for the year 
ended December 31, 2003 and net 
assets at completion of the acquisi­
tion of $2.1 million. 

U.K.-based MASMI Research 
Group has merged two Russian 
subsidiaries, MASMI Moscow, spe­
cializing in quantitative research, 
and MASMI Mart, a qualitative 
research agency. The two agencies 
formally joined forces on 
November 1, 2004 and are located 
in office facilities on M. 
Semyonovskaya St. 9 in Moscow's 
Bauman district, with several hall­
testing facilities, three focus group 
studios, and working space for up 
to 120 staff members . 

Association/organization 
news 
On November 15, 2004 the British 
Polling Council (BPC) was 
launched by several of Britain's 
pollsters. The objective of the 
Council is to ensure standards of 

Calendar of Events January/March 

ESOMAR will hold "Age Matters: 
Interpreting Needs, Developing 
Strategies" on January 30-February 1 in 
London. For more information visit 
www.esomar.org. 

ESOMAR will hold a conference on the 
financial services industry on February 1-
3 in London. For more information visit 
www.esomar.org . 
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ESOMAR will hold "Innovate!" a confer­

ence on research innovation, techniques 

and technology, on February 27 -March 1 

in Paris. For more information visit 

www.esomar.org. 

ESOMAR will hold its Asia Pacific con­

ference on March 13-15 in Tokyo. For 

more information visit www.esomar.org. 

www.quirks.com 

disclosure which will give con­
sumers of survey results that enter 
the public domain an adequate basis 
for judging the reliability and valid­
ity of the results. Through full dis­
closure the Council aims to 
encourage high professional tan­
dards in public opinion polling and 
to advance the understanding, 
among politicians, the media and 
general public, of how polls are 
conducted and how to interpret 
poll results . The BPC will also pro­
vide interested parties with advice 
on best practices in the conducting 
and reporting of polls. 

The following companies are 
applying to be founder members of 
the new organization: 
CommunicateResearch, ICM, 
MORI, NOP, ORB, Populus , TNS 
System 3 andYouGov. 

John Barter, ex-chairman of 
NOP and a past chairman of the 
Market Research Society, has 
agreed to become president of the 
BPC. He will refer any questions 
raised under the rules of disclosure 
to an investigating committee com­
prising three people drawn from 
the subcommittee on disclosure. 
The following have agreed to serve 
on this sub-committee in a personal 
capacity: Simon Atkinson (MORI); 
David Butler (fellow of N uffield 
College Oxford); David Cowling 
(BBC); David McKie (ex-deputy 
editor of The Guardian); Nick 
Moon (NOP);Adam Phillips (a past 
chairman of the Market Research 
Society and chairman of 
ESOMAR's professional standards 
committee); Colin Railings (profes­
sor at the Local Government 
Chronicle Election Centre at 
University ofPlymouth); Peter 
Riddell (The Times); and Peter 
Kellner (YouGov). 

The BPC has been modeled on 
the successful National Council for 
Published Polls (NCPP) in the U.S. 
and BPC members are grateful for 
the advice received from the NCPP 



in starting the BPC. 
"The organizations that are seek­

ing membership of the BPC recog­
nize the need for uniform standards 
of disclosure about how polls are 
conducted so that consumers of 
poll findings have an adequate basis 
for judging the reliability of the 
findings and all the proposed 
founding members enthusiastically 
support this new Council. Once the 
Council is established readers of 
poll findings will have full access to 
information on how polls have 
been conducted, what questions 
were asked and how the data col­
lected has been computed to pro­
duce the published results," says 
Barter. 

The formation of the British 
Polling Council follows the publi­
cation of an Early Day Motion 
signed by more than 80 members of 
Parliament from all the main parties 
which expressed regret at "the 
decline of self-regulation of public 
opinion polling companies in the 
United Kingdom," concern that 

"there are no sufficient checks on 
the integrity of polling or polling 
organizations," and expressed" con­
cern at the proliferation of non-sci­
entific / empirical polling, in partic­
ular the use of techniques designed 
to secure the results favored by 
those who commission the polls, 
and lack of transparency in the 
methodology employed." 

The BPC shares these concerns. 
For these reasons its membership 
will be restricted to organizations 
that: set out to measure the opin­
ions of representative samples scien­
tifically; and uphold the principle of 
transparency. 

In agreeing to disclose full 
information about how samples 
are drawn, how raw data are 
weighted, and the full wording of 
questions and answers, the BPC 
seeks to demonstrate its commit­
ment to the highest standards and 
greater public understanding of 
the methods used to conduct rep­
resentative surveys. For more 
information visit www. british-

pollingcouncil.org/press.html. 

A new research strategy designed 
to measure advertising recall more 
accurately than traditional tech­
niques swept the board at the 
Research Excellence and 
Effectiveness Awards, which were 
hosted by The Market Research 
Society (MRS) at London's Cafe 
Royal in October. 

This approach to advertising 
research was developed by Robert 
Heath at the Value Creation 
Company and Pam Hyder from 
Standard Life. Their entry scooped 
both the ISBA Award for advertis­
ing research effectiveness and the 
David Winton Award for new tech­
nical developments in res.earch. 

Heath and Hyder's project, which 
was undertaken for Standard Life, 
tested why it is that advertising that 
works on our emotions can still 
result in low recall levels. They 
compared a popular recall-based 

continued on p. 74 

.. . you wouldn't need us. 

ETC helps you explore the differences by providing 
full-service research, both qualitative and quantitative, in 

the multi-cultural marketplace. Our diverse staff of 

multi-lingual and multi-ethnic professionals will help you 

gain consumer insights that translate to actionable, 
real world solutions. 

ETC's clients benefit from discovering the psychological moti­
vators that drive their target audience, providing them with 
the insights vital to competing in the ethnic marketplace. 

Let us show you how you can benefit from our knowledge 
and experience. Please give us a call. 

Erlich Transcultural Consultants 
818-623-2425 

www.quirks.com 

i nfo@etceth n i c. com 

www. etceth n i c. com 

etctJ 
Focusing on diversity 
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qualitatively speal<ing 

Lots of focus groups are being con­
ducted outside of, and far away from, 
the traditional facility room. When a 
client wants to hold groups outside 
the normal setting, how does a facility 
or recruiting service meet this chal­
lenge? With willingness and know­
how. Stir in a positive attitude, an 
awareness of pricing and some flexi­
bility, and first-rate focus groups can 
be done anywhere. 

A moderator calls us, asking, "Can 
you get me eight diagnosed, allergic 
respondents?" Quickly we reply, "Yes, 
it will take a bit of work, but it can be 
done." 

Elaborating, the client continues, 
"We want diagno ed allergic respon­
dents to be willing to go on a picnic 
field trip. As prerequisite for this 
group, prior to attendance, all respon­
dents will have to submit an MD­
written letter stating they have been 
diagnosed, they are taking prescrip­
tion medication, and that for one day 
only, it is acceptable for them not take 
their medication. We want to watch 
them sneeze, wheeze, blow their 
snout, then, in their discomfort, tell us 
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how they make their choice of what 
tissues they purchase. It is vital we get 
their straightforward respon es in an 
authentic environment. Previously we 
have frittered away everyone's time 
and our money doing standard focus 
groups .We have observed too many 
respondents do what humans do best: 
please. We do not need to be 
charmed, we need to know why they 
are not buying our brand of tissues." 

It is effortless to recruit to a facility. 
A facility is complete, it can be et up 
to a client's specifications with 
phones, video, computers, food and 
drink service, the works . Contrast that 
to a picnic field trip. Which would 
you rather set up? But for an already 
disappointed client, observing non­
medicated allergic respondents' dis­
comfort and true tissue choice in the 
great outdoors may elicit a "eureka" 
moment. 

Out-of-facility focus groups are 
certainly challenging. But good old­
fashioned toil is good for the psyche, 
the soul and the pocketbook. A tough 
job here and there can make subse­
quent jobs effortless. 

www.quirks.com 

Editor~ note: Rhoda Schild is president 
of Rhoda Schild Marketing Services, a 
New York research firm. She can be 
reached at 212-779-3633. 

How about focus groups on busses? 
Yes, busses. Big, roomy, comfortable 
busses transporting respondents, mod­
erator and video personnel - and 
food and drink- to a gambling casi­
no, a senior-citizen facility, or an out­
of-town sporting event. This type of 
recruiting, when done well, is 
remarkably rewarding; it's gratifying 
for clients, recruiters and respondents. 

Begin with optimism 
As a recruiter, you begin with opti­
mism. Never say, "We don't have 
those people." If you do not have 
them, get them. This is the recruiting 
business. A good recruiter on a bad 
day should pull together a reasonable 
amount of new respondents . A data­
base cannot be good unless it is 
updated and cleansed often, very 
often. A tenacious work crew can find 
respondents anywhere. (A depressive 
on the work crew can bring the team 





to the depths of despair. While you 
are cleansing your database, remember 
to also cleanse your staff.) 

While out-of-the-facility recruiting 
eliminates a room rental fee, it guar­
antees higher recruiting costs. If you 
are in the recruiting game this phrase 
should be at the top of your list: "If 
the price is right, we can do any­
thing." It's a trickier recruit that also 
requires higher incentives. 

Here's a reality check for anyone 

who may be under the illusion that 
qualitative recruiting is done by going 
door to door: It is not. It is done by 
telephone. The very best focus group 
recruiting is done by services that 
have loyal, smart, creative staff and 
top-notch quality control to eliminate 
the unsavory types who try to seep 
through the smallest crack. 

Back to cleansing.Your aim is to 
make your database impeccable, 
cleansed of trashy respondents, updat-

-------------------------------------------------------------. 

ocus Group 
acilities 

Aim Research maintains a specially 
designed 3,200 square foot, free 
standing focus group facility. 

...,. 20 ft. x 20 ft. Conference Room 

...,. 18 ft. x 12 ft. Conference Room 

...,. Spacious 2-level Client Viewing Room 

...,. 4 ft. x 12 ft. One-Way Mirror 

...,. Web Broadcasting 
(Member Active Group) 

...,. Video Conferencing on Request 

...,. 10 minutes from the Airport 

...,. Experienced, Exact Recruiting 
(English & Spanish) 

...,. Full Kitchen 

...,. Centrally-Located 

...,. Easy Access, Front Door Parking 

...,. Specialty Food Preparation and 
Catering on Request 

...,. Professional Moderators 

..._ Language Translator Services 
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ed and miniaturized. For quick spe­
cialty recruiting, a smaller database is 
better. Searching through mammoth 
archives will not work here. It is sim­
ple to gather thousand of names; it 
takes time and labor to customize, 
downsize and rid your files of the 
chaff. 

Train them 
Now that your databank is in remark­
able shape, your next chore is to get 
your recruiters in this same condition. 
Train them. Do not let them floun-
der. Encourage them to be speedy, to 
speak fast, to speak with intonation, to 
uphold a positive attitude. By exam­
ple, show recruiters how to rid them­
selves of skepticism, of negative 
behavior, of annoyance and a "we 
can't do that" approach. Think Katie 
Co uric. 

Hold a venting meeting for 
recruiters to vent.Yes, let them vent! 
On rare occasions, a reward policy for 
recruiters can be utilized.Verbal and 
written praise, along with an occa­
sional monetary bonus, are incentives 
well-given. 

Confidence can waver. Recruiters 
say, "We're slow! Clients are looking 
for speedy turnaround. They are ask­
ing for the impossible!"There is truth 
to these observations. Work has 
changed. Clients who once wanted 
fast work now want ultra-fast perfor­
mance. Just as reality shows have taken 
over TV, on-location interviews and 
focus groups have taken their place in 
the marketing research arena. 

Not every facility or recruiting ser­
vice has the luxury ofhaving a bilin­
gual staff at their disposal. Bilingual is 
a good thing; speaking poorly and 
calling it English is a bad thing. 
Expressive recruiters are worth their 
weight in gold; inarticulate recruiters 
should be dumped before your client 
dumps you. 

Blessed be the recruiters who can 
pull these projects off. They adapt, are 
flexible, optimistic, experienced, they 
can branch out in every direction. 
First-class recruiters innately network 
all the time. Their memory, their 
recall, their ability to go out-of-the-



box will supersede the highest level 
computerized database every time. 

Pulling together a quick, atypical 
recruit in an extraordinary milieu 
demands out-of-the-ordinary recruit­
ing. The old adage "The best person 
for the job is a busy one" plays out 

Out-of-faci I ity 

focus groups 

are certainly 

challenging. But 

good old-

fashioned toil 1s 

good for the 

psyche, the 

soul and the 

pocketbook. 

here. Part-timer , not u ed to pressure, 
often disappoint. 

Venture forth 
So, your database is beatified, your 
recruiters are trained, you are 
equipped to venture forth.You can 
readily recruit an in-office visit, you 
can easily pull together a professional 
cooking group at a catering e tablish­
ment to test a client's cookware, you 
can overnight-recruit teenage basket­
ball players to try out a new youth 
center, you and your staff are willing 
and able to recruit as far away from a 
facility as your client demands. Like 
scouts everywhere, now you too are 
prepared. I Q 

ORCA is the largest body of independent qualitative research 

consultants in the world, with over 800 experienced qualitative 

research professionals from over 20 countries. All ORCA 

members sign the ORCA Code of Member Ethics and pledge to 

maintain integrity in their relationships with clients, field 

suppliers, and respondents. ORCA is on the forefront of trends 

and innovations in qualitative research worldwide. ORCA 

members share their resources, expertise, and knowledge to 

continually raise the standards of excellence in the profession . 

Promoting Excellence in Qualitative Research 

QRCA 
Qualitative Research 

Consultants Association 

www.quirks.com 

Go to www.qrca.org to 
"Find A Consultant" and use 
our other helpful resources 

Qualitative Research Consultants Assodation, Inc. 

P.O. Box 967 • Camden, TN 38320 
(888) 674-7722 toll free 
(731) 584-8080 • (731) 584-7882 fax 
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By Mark Cooper 

Fed up with focus 
groups? 

re your qualitative market research techniques 

bringing you the full range of insights into con-

sumer behavior? Knowing that consumers don't 

always do what they say - or say what they do -

you need research techniques that tell you what 

focus groups and self-administered surveys won't. Visual ethnography 

- a contextual, behavioral-based research method - ,documents the 

activities of consumers' daily lives in the places where those activities 

usually occur, bringing you consumer insights that you cannot get 

from any other research technique. Visual ethnography observes what 

consumers do - how they overcome obstacles and discover inventive 

uses for conventional products. It does-

Why visual ethnography makes 
sense as a research technique 

n't ask them to remember what they 

have done in the past or predict what 

they may do in the future, but instead 

Editor~ note: Mark Cooper is 
managing director of the Insight Works, 
a New York research firm. He can be 
reached at mark@theinsightworks. net. 
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listens to them describe what they are doing right now and why. And 

it works in the environments where respondents are most familiar 

and most comfortable, surrounded by the people and things that 

shape what they do. These ethnographic methods bridge the gap 

between what consumers say and what they do, providing insights 

that can be used throughout the product cycle, from strategy devel-

opment through product design and direct con1munication with the 

consumer. 

Here are some examples of insights selected by our anthropologists from 

recent ethnographic work. 

www.quirks.com 



Water usage - excess valves, 
filtration and conservation 
Our firm engaged in a visual ethnog­
raphy project for a global fashion 
plumbing and accessory products 
company. The objective of our 
research was to understand the role 
water and water appliances play in 
family plans for home design, decor 
and home improvement. We were 
interested in learning about con­
sumers' unmet needs in relation to 
water usage in and outside the home. 
In particular we wanted to help this 
company discover new opportunities 
for installing residential valves. 

Our ethnographers, accompanied 
by professional videographers, studied 
19 families in three markets: 
Westchester, N.Y; Orange County, 
Calif.; and Phoenix. We focused on 
family members' daily water-related 
activities in their kitchens, bathrooms, 
garages, family rooms and outdoor 
areas. In so doing, we were able to 
observe and document their behavior 

in a natural atmosphere. In addition to 
asking interview questions, our 
researchers were able to develop lines 
of questioning born of observation 
that might never have been predicted 
prior to entering the field. 

As a result of our video ethno­
graphic inquiry, we found that older 
Baby Boomers are not necessarily 
retiring to Florida anymore. Rather 
they are "rewiring" their careers; they 
are developing new occupational 
expertise and identities. Hence, one of 
our key findings was that as people 
"rewire," rather than invest funds into 
new homes, they remodel their cur­
rent homes to meet their changing 
lifestyle and career needs. Some, for 
example, remake teenagers' old rooms 
into home offices. Some turn master 
bedrooms into hotel-like suites. Still 
others transform family rooms into 
mini professional gyms where they 
train private clients . 

Our video ethnographic research 
provided us with the means to discov-
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er these consumers' unmet needs in 
relation to water usage. People talked 
about, for example, their desire to 
build a "beverage station" with easily 
accessible drinking water in their 
newly designed home gyms, thereby 
allowing us to uncover one possible 
site to add in new residential valves. In 
short, the video documentary of the 
metamorphosed rooms allowed us to 
help our client learn about new 
opportunities to design, develop, 
install and market water valves. 

The paradox of pain and exercise 
The Insight Works conducted ethno­
graphic research for a prescription 
medication developed by a leading 
pharmaceutical company to alleviate 
severe episodic pain. The goal of this 
research was to understand the mind­
set of middle-aged exercisers who use 
pain medication to maintain their 
active lifestyle. The anthropologists 
interviewed and observed six people 
as they went through part of their 
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exercise routines (five in outdoor 
parks and one in an indoor gym). 

A key finding was that most of 
these individuals had been athletes in 
their youth and were still holding 
onto their identity as an athlete (or at 
least an active person) even when the 
facts contradicted this self-percep­
tion. We learned that their current 
exercise routines are often efforts to 
try to recapture, retain or regain 
youthfulness. One poignant example 
of this was the memory of high 
school track meets and moving "like 
a flock of birds" through Prospect 
Park that a walk though this park 
triggered for one 49-year-old subject. 
In this project, visual ethnography 
enabled us to capture the body lan­
guage and facial and vocal expres­
sions that conveyed the emotional 
struggle that results from the gap 
between subjects' self-perception 
("I'm an athlete") and their daily 
reality (pain, aging and physical limi­
tations). 

The research also enabled us to 
identify an important emotional 

struggle among middle-aged people 
who exercised with arthritis-related 
pain. We learned that people are not 
simply fighting pain and the aging 
process but are often engaged in a 
battle to retain a core part of their 
identity (young, athletic, fit and 
active). Thus, the drug's advertising 
can tap into the feelings and motiva­
tions of this group by presenting an 
inspiring portrait of individuals who 
are fighting and winning this battle. 

The role of pictures in a digital 
world 
We performed a project for a world­
wide producer of photographic prod­
ucts on how families use digital pho­
tography and printing. Our objective 
was to understand the role of pho­
tography in consumers' lives and how 
digital technology has changed the 
ways consumers take, store, share and 
print photographs. In particular, we 
wanted to discover consumer atti­
tudes towards printing at this compa­
ny's retail kiosks, an important strate­
gic growth area. 

Ethnographers conducted six 
videotaped interviews and home 
tours in three markets: San Francisco, 
Houston, and Danbury, Conn. 
Respondents were asked to reflect 
upon the importance of photography 
in their families' lives; to show 
favorite photographs and how they 
were displayed in the home; to 
demonstrate how they use digital 
technology and talk about its benefits 
and frustrations; and to discuss what 
they hope to see in the future of dig­
ital photography and printing. 

We discovered that family photog­
raphy is an activity primarily per­
formed by females to commemorate 
and record family events. Digital 
technology has given these con­
sumers greater confidence in their 
abilities, since they can immediately 
check the results in the viewfinder, 
and continue retaking the shot until 
they get the image they need. The 
instant gratification and sense of con­
trol that these women enjoy when 
taking photographs, however, does 
not extend to the process of printing 



their images. Few of these women 
feel confident in their abilities to 
enhance their photographs using 
computer editing software, or to 
print them at a satisfactory level of 
quality (clear, unpixelated, with crisp 
colors). Some continue experiment­
ing at home, some entrust the print­
ing process to an online or retail 
printer, and others do not print at all. 
Furthermore, overall levels of print­
ing have significantly decreased, since 
consumers can share photographs by 
e-mail, create digital photo albums, 
and only choose the best pho­
tographs to print. 

In discussing their expectations of 
digital printing, most of the women 
stressed the importance of the quality 
of their digital prints. onducting 
interview in the re pondents ' homes, 
however, allowed the ethnographers 
to pursue contradictions that would 
not have been apparent in a self­
administered survey or a focus group. 
Home tours revealed that mo t of the 
displayed photographs consisted of 
professional portraits, particularly in 

the formal areas of the home. The 
kind of candid photography that dig­
ital technology makes so easy was 
only to be found in temporary dis­
plays in more casual areas (such as the 
home office or on the refrigerator), 
and these images were chosen by 
virtue of their content and not the 
quality of the image. 

We concluded, therefore, that con­
sumers want the simplicity, conve­
nience and instant gratification of 
digital photography to extend to 
their digital prints . We suggested that 
our client should build on con­
sumers' positive experience of digital 
photography and its own brand pro­
file a the maker of high-quality, 
competitively-priced 35mm film, by 
emphasizing the speed, simplicity and 
low cost of printing at this company's 
retail kiosks, and by conveniently 
locating these kiosks in grocery or 
department stores where the con­
sumer already shops. Thus this manu­
facturer of photographic products 
could market itself as the brand that 
gives consumers the high-quality 

images they have come to expect 
from the brand, but in a number of 
new, simple and convenient ways, 
whether at home, online or at retail. 

Hispanics and department stores 
In order to better understand the 
mindset of immigrant Hispanic 
women, especially the emotional 
motivations for their shopping prac­
tices, a leading chain of department 
stores asked our firm to investigate 
shopping behavior among Hispanic 
families in the Chicago area. They 
wanted to understand whether their 
general-market pillars of conve­
nience, brands and value resonated 
with these Hispanic women shop­
pers. 

Since, unlike women in the general 
market, Hispanic women usually 
shop with a friend or relative, we 
conducted six in-home pre-recruited 
friendship groups with three people 
each. All of the groups were conduct­
ed in Spanish by the anthropologist 
and filmed by a professional videog­
rapher. In each group, the partici-

WHO SAYS DATA COLLECTION ISN'T SEXY? 

Some people see data collection as number crunching. At I tracks, we think quality data takes you right 
to the hearts and minds of people. And that gets us pretty excited . 

That's why we spend so much time developing new and better ways to work with market researchers 
around the world . From our innovative online focus groups and surveys to traditional CATI data collection, 
ltracks is passionate about gathering information and providing results - in real time and online . 

Leading market researchers like Harris Interactive and lpsos trust ltracks to deliver quality data fast. 
Because we love what we do. 

We think you will too. 
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pants, since they knew each other 
well, were open, relaxed and lively. 
The discussions covered these 
women's experiences negotiating this 
country as immigrants, their families 
and hopes for the future, their shop­
ping experiences and strategies, their 
opinions on product brands, the dif­
ferences among stores and their rele­
vant financial issues. 

After each discussion, two subjects 
from each group went shopping 
together, accompanied by the anthro­
pologist and videographer, who now 
carried a hidden camera. In some 
cases, children accompanying their 
mothers added another dimension of 
realism to the study. Three "shop­
alongs" took place at one of the 
client's department stores, while three 
took place at competitive stores. In 
this phase of the research, the anthro­
pologist asked few questions. Rather, 
she observed the women as they 
went through the store, felt and 
examined clothes and household 
items, analyzed together why, how 
and when they might purchase an 
item, gossiped and laughed, played 
around, tried on clothing and made a 
purchase. 

A key finding of the study was that 
many immigrants felt that they had 
sacrificed the sense of freedom and 
safety they had in their home coun­
tries when they moved to the United 
States in search of greater economic 
stability. One woman said, with tears 
in her eyes, "We came here with dia­
pers on," new to the world, unaware 
of and unprepared for the challenges 
that awaited them. Shopping with 
relatives or friends provided a com­
fortable atmosphere outside of the 
home where they could take their 
time, reconnect socially and feel safe 
and free to do what they wanted. 
Additionally, they used shopping as a 
way to learn and stay informed about 
American culture. Thus, shopping 
meant much more to immigrant 
Hispanic women than just making 
purchases. 

Following this finding, it became 
clear for our client that the main­
stream market pillar of"convenience" 
did not translate as an important issue 
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for Hispanic shoppers. The Insight 
Works recommended that they offer 
this shopper an environment in the 
store that gives her the freedom she 
yearns for and the control of her life 
that she values . Additionally, the 
department store's advertising should 
encourage her to experience shop­
ping as an event where she is free not 
only to explore and to experiment 
but to use shopping as a bonding and 
social occasion. 

Expanding usage for a leading 
metropolitan museum 
When a major U.S. museum asked us 
to help them understand the motiva­
tions driving the loyalties of their 
most frequent visitors, we all shared 
the same assumption: these visitors 
were loyal because they had the 
greatest interest in what the museum 
exhibited. It came as a surprise then, 
when ethnographic research revealed 
that the museum's most loyal visitors 
were loyal because the museum was a 
comfortable and familiar place for 
them. For these visitors, the museum 
is a place to relax, to spend time with 
family and friends, as well as to learn 
and to grow - the state-of-the-art 
exhibits serve as a backdrop, albeit an 
important one, for these other activi­
ties. Other visitors, who came to the 
museum less frequently, felt com­
pelled to take the exhibits - and the 
rules - of the museum more serious­
ly, creating a sense of unease and 
awkwardness that made it difficult for 
them to relax and enjoy their visit­
and discouraged them from visiting 
more frequently. 

The results were based on the 
detailed analysis of more than 150 
hours of video - including intercept 
interviews, hidden-camera observa­
tions, in-home and in-museum 
ethnographic interviews, and photo 
journals from more than 50 visitors. 
We used these findings to help the 
museum develop a strategic plan for 
defining the museum experience in 
the 21st century- including recom­
mendations for increasing the com­
fort and familiarity ofless-frequent 
visitors that would encourage them 
to visit the museum more often, and 
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ways to encourage frequent visitors 
to explore beyond familiar territory 
and to become more engaged with 
what the museum has to offer. In the 
end, the results of our research chal­
lenged conventional assumptions 
about museum visits, giving the 
museum an actionable approach to 
meeting the needs of today's visitors. 

Technology: a look inside the e­
family home 
We conducted a visual ethnographic 
study for a computer manufacturer 
about the role technology plays in 
the American family. Our objective 
was to understand the different atti­
tudes families have toward technolo­
gy and integrated multimedia and 
home computing systems. We were 
interested in finding out how tech­
nological convergence responded to 
their current and future needs as well 
as how the consumers perceived that 
this company's brand could satisfY 
those needs. 

Ethnographers conducted six in­
depth family videotaped interviews 
and home tours in NewYork and Los 
Angeles. In-home observation 
allowed anthropologists to determine 
that consumers have practices that 
sometimes contradicted their dis­
courses on technology. While tech­
nology was appreciated for the sim­
plification, productivity and efficien­
cy it brought to their lives, and the 
way it enhanced in home entertain­
ment, it was also perceived as "dan­
gerous" and a "controlling force" that 
could cause "addiction" and interfere 
with the quality of family time. 
Although families claimed that they 
set limits to the use of technology at 
home, anthropologists observed not 
only that most rooms had some tech­
nological device (television,VCR, 
DVD or computer) but that their use 
was also more prevalent than initially 
described. 

During one of our in-home inter­
views, for example, one family with 
young children had them eating din­
ner in the kitchen while watching a 
video. And while showing us how the 
children used the home computer, 
the parents' solution to the children's 



fighting over the computer was to 
take one to watch a video. In con­
trast, one African-American family 
from NewYork was the most success­
ful in setting limits to technology 
with their idea of a technology-free 
room in which the family joined to 
share conversation, sing and dance 
together and play different musical 
instruments. 

Our findings also showed that, 
regardless of consumers' comfort 
level with technology, they all felt 
behind regarding the latest techno­
logical developments. Changes in 
technology were experienced as too 
fast for them to keep up with finan­
cially and/ or intellectually, thus gen­
erating strong feeling of frustration. 
Although consumers welcomed new 
technological developments and fan­
tasized about complete interconnec­
tivity at home, they also considered 
the technology they currently had as 
satisfactory for their need . 

We also found that consumers had 
not yet been able to catch up with 
their current technologie . Thus 

what they wanted the most from 
technology companies was to part­
ner with them in their learning 
process and to provide them with 
good technical support that offered 
them solutions to their technical 
problems. This finding was used to 
reinforce a new purpose and brand 
positioning for this computer com­
pany so that it could be identified as 
a "total solutions partner."Thi com­
puter company also became aware 
that con umers in severe weather 
areas might be more likely to invest 
in new technologies and get more 
involved in the learning process 
because they spend more time at 
home. 

Learned some lessons 
In more than five years of conduct­
ing these types of studies we have 
learned some lessons about the suc­
cessful execution of visual ethno­
graphic research. 

Imaginative recruiting is critical to 
the selection of subjects that will 
provide the anthropologists with the 

depth of interaction necessary for 
the development of actionable 
insights . We design and personalize 
the screener for each individual pro­
ject. 

Having our clients act as an 
observer at the in-home interviews 
adds a valuable contribution to the 
project both at the post-interview 
debrief with the anthropologist and 
at the subsequent ideation exercises 
at the client that frequently follow 
on the ethnographic research. 

The video summation that sub­
stantiates the written findings, con­
clusions and strategic implication is 
a critical deliverable in visual ethno­
graphic projects. It acts as documen­
tary evidence of the learning and 
insights revealed by the ethnography 
and serves as a powerful means of 
enlightenment at all levels of man­
agement. For it to be most effective, 
it must be edited skillfully so that it 
is narrative in style and flows 
sequentially in a way that is easy to 
follow for viewers with no direct 
connection to the project. I Q 
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Understand the 
mind of the 
market 

T
his article lays out the case for a heretofore infrequently used 
form of market research- participatory inquiry guided by 
critical hermeneutics - as a way to obtain a deeper, more 

nuanced understanding of consumers and brands than is often 
reached through traditional surveys, focus groups and consumer 
interviews. Because many aspects of daily activity and culture are so 
ingrained in how consumers think and act, they are often unable to 
accurately convey, or even to understand themselves, why they think 
and act as they do, which calls for observational research and/ or a 
new form of inquiry. 

There are several methods to understanding the consumer beyond 
traditional surveys and focus groups, including observational 
research, ethnography and in-depth conversation series. This article 
reviews this last method, and the value of informing and analyzing 
those conversations with critical hermeneutics (the study of inter­
pretation) , which in essence legitimizes the interpretive nature of 
understanding the consumer. No research data is purely objective; 
there is always an interpretation or a series of interpretations that 
take place as research is gathered, organized and presented. 
Traditional positivist research aims for answers; critical hermeneutics 
provides interpretations and explanations that everyone involved 
works to create. 

Any learning about the consumer is only as good as its application 

A look at 
participatory 
inquiry and 
hermeneutics 

and implication for a brand. 
While participatory researchers 
give added dimension to con­
sumers, they are able to do the 
same for their brand(s). The 
thoughtful researcher who 
unearths a new or unexpected 
consumer value or attitude in an 
industry will use that learning or 
some key idea related to it when 
working with a brand. This arti­
cle reviews the background of 

participatory inquiry and hermeneutics, discusses opportunities for 
its application, and explores implications for further research. 

Background 
Central to participatory hermeneutic research with consumers is the 
legitimization of interpretation, or the acknowledgment that each 
understanding of the consumer is in fact an interpretation, and can 
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only ever be an interpretation rather 
than a definitive fact as is common 
in the po itivi tic ciences, which is 
partially shaped by the researcher's 
prejudices or pre-understandings. 
Prejudice does not have a negative 
connotation here, but instead refers 
to the world an individual knows, 
based on prior experiences, interac­
tions, language and values. When a 
researcher recognizes and acknowl­
edges the role of prejudice as shap­
ing his or her interpretation of con­
sumer statements and actions, that 
researcher sees the value in return­
ing to the consumer for additional 
clarification throughout the research 
process. For example a researcher 
and consumer in conversation about 
why that individual purchased a 
high-end home theater system may 
discuss the reasons for making the 
purchase, such as holding movie 
parties, enjoying a stay-at-home 
luxury, or immersing oneself in 
sporting events. The researcher may 
interpret "holding movie parties" as 
a reason for purchase to mean that 

without the system, the consumer 
would not hold the parties at all, 
and so return to the consumer for 
additional information. Upon 
reviewing the data and talking 
more, the researcher and consumer 
determine that why the item was 
purchased and why it is used (which 
may or may not be the same) are 
not as telling as how the product 
makes its owner feel. In this case the 
owner may feel confident as an 
entertainer, more social, powerful, 
wealthy, relaxed or rejuvenated. 
Talking and probing more about the 
use of the home theater, the 
researcher uncovers both new data 
and new i ues to address or consid­
er moving forward. 

Anthropologist Clifford Geertz 
reminds us of the cultural anthro­
pologist's "keen sense of the depen­
dence of what is seen upon where it 
is seen from and what it is seen 
with" (Local Knowledge, 1993, p. 4). 
It is this context - as rich and broad 
as possible, and brought to light 
with participatory hermeneutic 
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research - which researchers can use 
as a framework for understanding 
the thoughts and experiences of 
diverse consumers. Consumer 
behaviors are just the tip of an often 
underestimated iceberg which is the 
whole of consumer culture, the 
main portion of which is defined by 
how consumers think, why they 
behave a they do and how they 
make en e of their beliefs, actions, 
relationships and the world and 
marketplace around them. 

At the heart of the power of par­
ticipatory inquiry and critical 
hermeneutics are both their im­
plicity and their concomitant rich­
ness. Even as used every day, dia­
logue takes on new meaning and 
power as researchers engage in con­
versation as a forum for learning 
about participants as well as adopt­
ing new business ideas. Philip Carl 
Salzman lays out a simple metaphor: 
"[F] acts are interpretations that we 
make of specific things in the 
world ... Collecting facts is thus not 
like collecting stones, which keep 
their own shape; we shape the facts 
as we interpret the specific things 
about which we are doing 
research ... There can therefore be 
different descriptions of the same 
situation ... [and] all descriptive 
account of the facts are as open to 
debate as are theories" 
(Understanding Culture: An 
Introduction to Anthropological Theory, 
2001, p. 5). The value of hermeneu­
tics lies in its nod to difference in an 
attempt to bridge multiple under­
standings rather than attempt, 
almost always unsuccessfully, to 

arrive at one set of agreed-upon 
facts. In short, the business objective 
laid out for a market or target con­
sumer may not be the best objective 
once the consumer is better under­
stood, and once the consumer is 
better understood, the business 
problem may change. 

As Geertz succinctly yet elo­
quently states, "[m]an is an animal 
suspended in webs of significance 
he himself has spun, [and] I take 
culture to be those webs, and the 
analysis of it to be therefore not an 



experimental science in search of 
law but an interpretive one in 
search of meaning" The Interpretation 
of Cultures, 1973, p. 5). The general­
izations that que tionnaires and 
focus groups often hold as their 
ultimate aim do not get at the heart 
of human or consumer behavior, in 
that they attempt to measure the 
"what" without always asking about 
the "why." New opportunities for 
self-reflection and heightened 
understanding of the consumer are 
present with open and flexible con­
versations that empower the partici­
pants to talk about new ides and 
challenge one another. Marketers 
stand to gain not only in their 
awareness of the consumer, but also 
in their insight into their brand 
opportunities moving forward . 

Found a place 
Participatory research and critical 
hermeneutics have found a place in 
the worlds of several large compa­
nies and industries, including IBM 
Corporation, Cisco Systems, Oracle 

Interview vs. Conversation 

Interview 

Researcher and "subject" 

Subject answers researcher's questions 

Typically one or two occurrences 

Guided by a set of pre-determined questions 

Objectivity is a goal for researcher and data 

Researcher learns about the subject 

Organized around a business question or goal 

Corporation, Wildaid, Ernst & 

Young, Capitol One Financial, and 
public utilities. Swedish companies 
were some of the first to employ 
participatory research in under­
standing project management styles, 
particularly where there are 
employees from a wide range of 
cultures. The methodology is also 
used in education, international 
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Conversation 

Two participants 

Participants answer each other's 
questions 

Two or more occurrences 

Guided by where the conversation 
goes 

Subjectivity is recognized and analyzed 

Participants learn about each other 

May change the business question 
being posed 

relations, organization development, 
and community development and 
activist work conducted worldwide. 

Application of critical hermeneu­
tics elaborates even everyday 
themes, elevating them from mere 
assumptions to thoughts of which 
researchers can understand the 
development and context. Both 
researchers' and consumers' personal 
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experiences and deliberations 
become valid components of the 
process and legitimate sources of 
insight in analyzing assumptions and 
enhancing mutual understanding. In 
essence, it is insufficient to know 
what a consumer is doing along 
with his or her single explanation 
of why, as that explanation may be 
inadequate, unclear or misinter­
preted. More profitable approaches 
come in the form of observation 
and discourse, the latter addressed 
here, and embarked upon with a 
plan for future refinement, and as 
such analyzed once or more for 
possible weaknesses in conveyance 
or clarity, so the researcher can 
then return to the participant and 
obtain that clarity. The beauty of 
hermeneutic research is that as the 
researcher returns to the partici­
pant for clarity, he or she may 
become aware for the first time of 
other areas that require illumina­
tion, and thus able to refine the 
results as often as needed or 
desired. 
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Let's say a researcher wants to 
know about a consumer's reasons 
for choosing a particular brand of 
jeans. The main reason provided by 
the consumer is comfort. The 
researcher understands comfort as 
a practical desire, and reiterates 
that to the consumer, who then 
indicates that yes, comfort is 
important, but it's really all about 
the combination of comfort and 
high style - a big difference. People 
will pay upwards of $150 for com­
fortable jeans, but not just because 
they are comfortable; certain 
designer denims are a badge of 
style and status. 

Qualitative in approach, partici­
patory inquiry here will involve 
several conversations (note the 
word interview is not used here as 
these conversations are two-sided 
engagements intended to enlighten 
the researcher on issues relevant to 
the participant as well as the busi­
ness objective that he or she may 
not have thought about prior to 
the conversation, and as such both 
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the conversations and business 
questions may and often do change 
direction over the course of the 
research) intended to get 
researchers deeper in touch with 
consumers, possibly reframing their 
business questions, and as such ask­
ing new and more fruitful ques­
tions. Critical hermeneutics pro­
vides the platform from which 
researchers can then look critically 
at their research and "understand­
ings" of the consumer, acknowl­
edge their personal take on what 
was conveyed as well as the possi­
bility of misinterpretation and mis­
understanding, and return to the 
research participant for clarifica­
tion. Clearly, then, the researcher or 
client must be comfortable with 
the departure from positivistic 
research methodology, and able to 
invest the time and money needed 
to arrive not only at new under­
standings of the consumer, but also 
new questions that arise - the 
answers to which may provide an 
entirely new dimension of con-
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sumer under tanding and a recon­
figuration of business goals. 

How can the novice employ this 
type of research? Look for quality 
over quantity. Rather than having 
several hundred or thousand people 
complete a survey, take the time to 
hold individual conversations, or 
lunch discussion groups if time is 
limited. Treat the conversations as 
the mini-ethnographies they are; 
the researcher must be prepared to 
change direction and questions as 
needed, and keep as thorough notes 
as possible . The review of these 
notes will help guide subsequent 
conversations as the researcher and 
participant(s) revisit what was dis­
cussed and try to ensure agreement 
on the content and meaning of the 
dialogue. ("You mentioned you 
don't think this brand speaks well 
to a diverse group of consumers. 
What do you mean by diverse? 
When you said it doesn't resonate 
with Hispanics, did you mean all 
Hispanics?) How long this process 
takes is a function of the time the 

researcher has, the availability of 
participants for additional conver­
sations, and the need for further 
clarification as dictated by the con­
tent itself. 

Begin to understand 
Many successful brands, original or 
reinvented, pride themselves on 
being as much about the experi­
ence as the product. Critical 
hermeneutics enables marketers to 
begin to understand the different 
ways in which consumers make 
sense of that experience, as they 
live, work and consume in a world 
with others, in which interpreta­
tion is a part of everyday life. 
Transformational leadership in an 
industry requires that a company 
explore and then define how it will 
innovate and what its brand will 
truly mean to consumers . People 
have myriad reasons to purchase a 
sports car, store-label product or 
luxury accessory, to patronize a 
fast-food chain or budget hotel, or 
fly a particular airline. Successful 
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marketing messages and brand 
identities may resonate widely 
throughout the market, but not 
everyone has the same experience 
with or reason for shopping at 
H&M or buying a BMW 
Hermeneutically-informed partici­
patory research, conducted by the 
appropriate professionals, can pro­
vide insight into the whole host of 
feelings that consumers may 
encounter in a brand experience. 

Corporate, education, advocacy, 
social and political organizations 
employ participatory researchers 
with knowledge of critical 
hermeneutics for good reason: sim­
ply stated, they can provide a richer 
understanding of just about any­
thing studied. With careful atten­
tion to detail, time to participate in 
multiple conversations and ask 
questions, and a willingness to 
share personal interpretations 
which may be challenged or 
revised, researchers can begin to 
experience a deeper understanding 
of consumers . I Q 

Quirk's Marketing Research Review I 31 



I 
Adding a little 
advance work 

I 
n conducting qualitative research, especially when doing a sizable 
number of focus groups, there is always the temptation to treat 
some of the data as quantitative. Thus, a report may contain such 

phrases as "a strong majority of respondents preferred the new to the 
old formulation," even if the researcher is concerned that such a 
"majority" has little meaning in the real world. Client expectations, 
and the tendency to want to substitute focus groups for projectable 
surveys, make this problem worse. 

In fact, however, the total sample available from a set of eight - or 
even, pushing the point slightly, a set of four or six groups or a set of 
50 in-depth interviews - is often sufficiently large to provide some 
measure of reliability. A sample of almost 100 people is usually large 
enough, for example, to ensure that the new version is not seriously 
worse than the old version and indeed - because sensitivity in a survey 
only increases as the square root of the sample size - may represent a 
perfectly reasonable number of interviews if one only needs a general 
sense of the market's reactions. 

The problem is not the sample size; the problem is the sample selec­
tion and the interviewing process. Those attending focus groups are 
rarely typical of the market as a whole, and the discussion process is 
rarely typical of real-life purchasing behavior. Thus, ending a focus 
group by asking "Who prefers A and who prefers B?" is unlikely to 

yield much except a dangerous self­
confidence. Still, because many 

Pre/post surveys as 
part of qualitative 
research 

clients will insist on asking such a 
question and because it seems fool­
ish to avoid asking the question if 
there is some way to make the 
answer useful, we have developed a 
methodology that both improves on 
the quality of what we normally 

There are three caveats: 

want to get from focus groups and 
provides a better "quantitative" 
result. 

1. This procedure is not cheap; plan on increasing your cost-per­
respondent by at least $25 and perhaps as much as $50, depending on 
how you value your time. 

2. These results are only meaningful if your respondents represent 
your target population. With simple consumer goods, focus group 
recruiting often does not do this as well as one might wish. 

3. Accordingly, we suggest using this procedure primarily for com-
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plex financial and business-oriented 
goods and services. When you wish 
only to evaluate a new flavor of 
toothpaste or the like, it is probably 
better to bite the bullet and pay for a 
fast and inexpensive mall intercept or 
omnibus survey. 

Has an impact 
We typically utilize a pre/post testing 
formulation. When they are recruit­
ed, respondents are informed that 
they will be sent a questionnaire to 
be filled out and returned before the 
group begins. We send this via 
Federal Express, and we enclose a 
prepaid Federal Express envelope for 
the return. This has an impact all out 
of proportion to its modest cost: our 
respondents become aware that we 
are serious and take themselves and 
their task seriously. We use this ques­
tionnaire to obtain all the useful but 
time-consuming baseline data that so 
clutter up the first 20 minutes of 
most qualitative research and to pre­
pare the respondent to think serious­
ly about the topic at hand. 

. 
• 0 • 

0 • .. . 
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We believe that online access panels 

are the future fo r consumer data collection 

around the world, and that quality data can 

only come from quality panels. 

We believe that panel quality is rooted 

in an understanding of the fu ndamentals 
of research, grows through local knowledge 

and blooms with dedication and experience. 

We believe, do you? 

Dedicated to facllltatlnt the rnurch Industry 
with the hlqhest quality In online access. 
Contact us at lnfo@bloornerce.com 

We have attempted in the past to 
save time and money by using either 
e-mail or faxes to distribute the 
questionnaires. Neither works well. 
Fax distribution is surprisingly unre­
liable for such studies; additionally, it 
limits the size of the questionnaire 
and inhibits the questionnaire's 
return. E-mail should work but 
doesn't; mail programs are sufficient­
ly variable that formats are destroyed 
and what begins as an elegant ques­
tionnaire can often become mis­
aligned gibberish. We have aban­
doned attempts to use either one. 
Both also lack the sheer impact of a 
FedEx envelope and thus earn lower 
response rates. 

(Another approach is setting up an 
interactive Web site, with built-in 
questionnaires and presentations, and 
sending out e-mails with instructions 
for logging onto the site. Technology 
for doing this is just now becoming 
inexpensive enough and easy to use 
to make this viable and we will be 
testing such tools in our next pro­
jects. Properly done, the cost should 

~ 

eur.ope's 

online 
access 
panel 

Why Bloomerce ? 

one-stop-shop for pan-European access 
research only, community-based panels 
multi-sourced recruitment 
continuous panel growth and replenishment 
sophisticated sampling methods 
smart loyalty programs 
experienced, Independent and dedicated 
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be competitive with express service 
delivery and the increased time to set 
up the site will be compensated for 
by the reduced time needed to ana­
lyze the results.) 

One recent study sent via FedEx 
dealt with a brokerage product 
designed for a company's best clients. 
In the questionnaire we asked these 
clients to rate their satisfaction with 
the company's present product and 
to provide, if possible, examples of 
other companies who had better 
products. 

We have found that properly moti­
vated respondents will easily fill out a 
four-page (or even a six-page) ques­
tionnaire. (We have also found out 
that many will accidentally skip over 
the middle pages of a questionnaire, 
so we provide multiple reminders 
that there are inside pages.) We keep 
these questions as simple and direct 
as possible and minimize open­
ended responses ... although we always 
include a final open-ended question 
to allow respondents to feel comfort­
able that their opinions are being 
heard. A particularly effective proce­
dure involves letting respondents cir­
cle as many words as they think 
apply to a product, ending up with a 
multivariate response grid of rich 
complexity . 

As in all self-administered surveys, 
it is important to avoid ambiguity or 
excessive subtlety. Many respondents 
proved unable to distinguish between 
a product offering being "simple" 
and being "simplistic." None of this 
is news to those who regularly use 
such questionnaires but may be over­
looked by qualitative researchers 
used to being able to discuss answers 
with their respondents. 

The answers must be submitted a 
few days before the actual group.Yes, 
I know ... sometimes they're not even 
recruited until the day of the group, 
but you want these questionnaires 
back in sufficient time to integrate 
what they tell you into your sessions. 
Typically, a questionnaire will con­
tain questions about reasons why 
something can't be done, barriers to 
acceptance and related problems. By 
having these in place before the 



group starts, one can focus on how 
to overcome barriers rather than 
spending time learning what the bar­
ners are. 

In many ways, this is the most use­
ful aspect of this technique. Rather 
than spending time determining rea­
sons for rejecting a new concept­
which, to be frank, are usually obvi­
ous before the group has begun - the 
group can be presented with a list of 
objections drawn from their own 
comments . Because these objections 
are indeed from the group, they are 
accepted without difficulty and time 
is more productively spent discussing 
ways to overcome such objections. In 
addition, often unexpected objec­
tions may surface in the question­
naires, and time can be allocated to 
exploring these objections in detail 
before examining how best to over­
come them. 

Thus, one goes into the focus 
groups knowing how the respon­
dents now feel, what issues face you, 
and what must be done to overcome 
internal and exterior barriers to 

acceptance. Such specifics provide 
excellent places for effective group 
discussion, and a session will typically 
end with the group having both a 
good understanding of what is being 
evaluated and a cogent set of argu­
ments for that good or service. 

The "post" work 
At the end of a discussion session, 
respondents are sent off with a final 
questionnaire and an addressed 
FedEx return envelope. Again, 
response rate is very high, and the 
few who fail to return the envelope 
will almost always do so if called and 
reminded by telephone. 

The "post" questions fall into two 
categories: we re-ask several of the 
key questions from the first ques­
tionnaire, to determine if exposure 
to whatever has been shown in the 
group has effected a change in per­
ception. And we ask key purchase 
and interest questions: Would you 
buy this? For how much? Is there a 
price at which you would buy it and 
a price at which you wouldn't? What 

are they? These answers, prepared 
after thought and at the respondents' 
leisure, uninfluenced by others in the 
group, provide the best measure pos­
sible of true purchase 
interest ... always with the caveat that 
the respondents actually be represen­
tative of the target population as a 
whole. 

The final result, in addition to 
improved efficacy in the groups 
themselves, is a solid measure of 
changes that have occurred because 
of exposure to new products or ideas 
and a not-unprojectable measure of 
new product acceptance. 

It is worth emphasizing that this 
technique does more than just pro­
vide a reasonably projectable form 
of mini-survey; it also greatly 
enriches the focus group itself. It 
does this by concentrating the 
respondents ' minds on the subject at 
hand, eliminating much extraneous 
discussion at the start of each group, 
and - most of all - allo~ing the 
moderator to tailor each group to its 
unique wants and needs . I Q 
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I 
A map for a 
good trip 

T
he road to which we refer in the subhead of this article has 
many twists, turns and bumps, but in the end we all want to get 
to the same place:The Land of Successful Client-Facility 

Relationships. Perhaps the best way to build a smooth road is to visit 
some of the stops along the way. 

The Unique Recruits Lodge 
This stop is for those very special studies where the usual guests just 
won't do. The challenge here is not only to find these guests, but to find 
them quickly and then to entice them to spend an evening at the lodge. 

Helpful hints to facilities 
• If you have very strong convictions that without substantial modifi­

cations up-front the recruiting effort will fail, do not take the job. 
Knowing your market and what it can and cannot produce is expertise 
on which your clients should rely. But, do not just say no to a project 
without providing your client with reasons why or suggestions on how 
the project might be accomplished. Sometimes reasons for not accepting 
a study can be findings in and of themselves. Fact-based refusals are well 
appreciated. It is usually better to disappoint a client by not taking the 
job than by failing at the job. 

• However, if you decide to attempt the recruit, communicate with 
the client about all your concerns 
very early and in writing. Surprises 
are often worse than expected bad 

Suggested stops 
along the road to 
successful client­
facility relationships 

news. 
• Think through all the different 

approaches you can take to help 
accomplish the task (i.e., buying a 
list, networking, properly constructed 
ads, choosing appropriate days 
and/or times, etc.) and communicate 
these to the client. Be sure to include 
these costs in your estimate. 

• Once recruiting has begun, keep 
the client informed of the progress (or lack of it) often and in writing. 
Be sure to include all the innovative and proactive actions you have 
taken so far. Do not be shy in relaying any news. If the client has your 
well-presented ammunition, it can only help them in making decisions 
about the rest of the recruit. 

• Be flexible about late-in-the recruit changes when they are doable 
and don't adversely effect other in-house recruitment efforts underway. 

36 I Quirk's Marketing Research Review www.quirks.com 

By Rea l<olski 
and Bj l<irschner 

Editor~ note: Rea Kolski is president, 
TAi Companies, a Teaneck, NJ, 
research firm. She can be reached at 
rea@taigroup. net. Bj Kirschner is 
facility director at Schlesinger 
Associates, a New York research firm. 
He can be reached at 
bj@schlesingerassociates.com. 



INTRODUCING: 

Webcasts Promoting Exce11ence in Qualitative Research 

Qualitative research knowledge, delivered to your laptop (or desktop) 

Fresh perspectives for practitioners and users of qualitative research 

Upcoming Qcasts 
January 12, 2005, 1-2 pm, ET 
11(ontemporizing Brand Equity", 
Pat Sabena, presenter 

Free of charge, Live on the Internet 
h-and-Listen presentation; Q&A, 

atroom discussion 

For more information 
and to register, go to 

www.qrca.org 
Pre-registration required 

• Quality content 

• Richly interactive 

• 24/7 archive access 

• www.qrca.org 

MARK 
YOUR 

CALENDAR 
and register now! 

QRCA 
Qualitative Research 

Consultants Association 



• But if the client does make 
extreme changes to the specs in the 
middle of recruiting, and this causes 
loss of recruits and adds difficulty, you 
have the right to say, "Sorry, it's just 
not possible." 

Helpful hints to clients 
• Be reasonable about how unique 

these people really need to be. 
Incidence of use does not necessarily 
or easily translate to incidence of 
recruiting. There are additional quali­
fying criteria, as well as the unknown 
availability factor. Added tools like 
algorithms or specs meant just to 
push through ideas tangentially relat­
ed to the recruit can make even the 
easiest recruits difficult. 

• Do not complicate the recruit 
with long screeners or convoluted 
questions with no real qualitative 
importance. On the one hand, you do 
not want the screener to be so sim­
plistic that any respondent could fig­
ure out the key to the research, but 
on the other, remember that recruit­
ing is done by phone and after a cer­
tain amount of time, respondents are 
less likely to be cooperative, so the 
more honed the screener, the better. 

• Offer incentives commensurate 
with the uniqueness and stature of the 
guests. Facilities are usually willing to 
work with you on costs, but the 
incentive is the most important item 

they have to offer potential guests and 
it needs to stay firm. 

• Listen to and accept suggestions 
of the facility you have chosen. They 
know their market and its nuances. 

• Understand that the facility is 
your partner in the effort and wants 
to succeed as much as you do. 

• Do not change the job once 
recruiting has begun. It is hard 
enough to recruit unique people 
without having to start all over again 
(sometimes several times) in the mid­
dle of a job. But, if it is absolutely 
necessary, understand that costs are 
involved. Screener changes can result 
in loss of recruits. Disinviting guests 
and finding new ones to replace them 
in a short time is very tricky. 

• Try to round up facility bids 
before bidding to your client. This 
will cut down on the surprises you 
might find in costs when the facility 
actually sees your recruit. Facilities 
cannot always be expected to adhere 
to a budget that is unrealistic to their 
own budgets and which they may not 
have known about up front. 

• Play an active role in your recruit­
ing process. Opening and reading all 
updates takes time, but they often 
contain important information. 
Waiting until the last minute to really 
check a spreadsheet might make it 
too late to re-recruit, if necessary. 

Relax 
and turn to Midwest Video 

Video Production Services 
for all of your Market Research Activities! 

COMMUNfCATION SERVICES 

ph: 248.583.3630 
1515 Souter 
Troy, Ml48083 
www.midwestvideo.com 

29 Years Experience • All Digital • Nationwide Coverage • Staging • On-site Transcription 
Videoconferencing • Webcasting • Experience in 22 Countries 
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The Sure We Can Inn 
This is a charming stop where clients 
can, with enough notice, order special 
equipment, services or professional 
assistants. 

Helpful hints to facilities 
• Be sure your equipment is tested 

early every day, even if the study is 
not until late in the day. This will 
allow enough time for repairs, if 
needed. 

• Be sure your staff is well trained 
on how to use the equipment and 
how to troubleshoot if it is not work­
ing. Clients expect facilities to know 
their own equipment (as well they 
should), so a blank stare 10 minutes 
before the group is scheduled to start 
is never appreciated. 

• Set up relationships with more 
than one vendor for each type of 
client request (A/V, computer, profes­
sional assistant, etc.) so that if one 
cannot meet your needs, you have 
others from which to choose. 

• With VCR and TV prices as low 
as they now are, consider having a 
unit per room and even an extra on 
hand. 

• Look into buying hub units for 
high-speed access. This will allow 
more people to utilize one jack for 
accessing the Internet. 

• Ask your clients up front if they 
will have special needs during the 
study. Ask specific questions about 
equipment, products to purchase, 
staffing requirements, briefing and/ or 
debriefing times, etc. Often, if the 
question is asked early enough, the 
answers come early also. 

• Be sure to specify costs of any 
extras . If the client asks for equipment 
to be ordered, get approval of the 
cost. It is unfair to just add something 
on the bill that could have and should 
have been approved early on. Of 
course, there are times when the 
request is very last-minute and this is 
just not possible. 

• Be sure your bid lists normal 
extras (i.e., copies, shipping, respon­
dent food costs, duplicating tapes, 
etc.). 

• Do not promise what you 
absolutely cannot provide, but be 
flexible and try to find a way to help. 



A can-do attitude is much more 
widely accepted than a "we won't 
even try" one. Work with the client 
on their special requests and let them 
know the efforts you have put forth. 
Remember though, as above, if you 
do need to say no, provide a reason 
why and put it in a positive light. 

Helpful hints to clients 
• When your bid is worked up, 

most facilities incorporate arrival an 
hour before and departure an hour 
after the groups into the facility rental 
charge. If you will need more time, 
facilities appreciate the heads-up. 
When clients arrive four hours early, 
especially those needing assistance or 
wanting to eat, it impacts every area 
of the facility. Someone has to be 
made available to help. This is not 
only a cost issue, but also a time uti­
lization issue. This person's other 
work will not get done that day. 

Also, the room may not be available 
and the facilities may not have any­
where else to make you comfortable 
unless they ask a staff member to 

vacate his/her office.You can surely 
understand how difficult this is. 

Staying more than one hour after 
the last group ends presents another 
set of difficulties, especially at night. 
Many buildings request that everyone 
be out by 11 p.m. Many staff mem­
bers have arranged for rides home 
and are being picked up about an 
hour after the end of the last group or 
just cannot stay for longer than they 
have been assigned. However, if you 
let the facility know up front that you 
will need to stay later, it can make 
arrangements accordingly. 

• Understand that facilities are not 
audio/video or computer companies. 
They have their own equipment with 
which to record your sessions. Many 
also have one or two playback units 
on which you can show commercials 
to your respondents, but you must 
notify the facility at the time ofbook­
ing or at least a few days before the 
groups if you are going to use these 
units. If not, you run the risk that they 
will not have one available when you 
arrive. (In other words, two playback 

units for three rooms may leave the 
client who has not given prior notice 
without a unit to use.) 

• If computers will be needed to 
conduct the study, please allow 
enough time for the equipment to be 
ordered. Many facilities do not always 
have extra computers around for 
study use. When requesting a com­
puter, be sure to specify exactly what 
will be needed on the computer (i .e., 
modem or Ethernet Internet access, 
specific software, processor speed, 
etc.). Also keep in mind that many 
computer rental companies do not 
allow programs to be loaded onto 
rented computers. 

• Backroom Internet access is usu­
ally available. However, there can 
never be enough jacks. Some clients 
still want dial-up, others want high­
speed. It is extremely expensive to 
provide jacks and access for everyone. 
Please be willing to share, perhaps 
using a hub that many facilities have 
purchased. Ask the facility up front if 
they have wireless Internet connec­
tions. 

Now let's talk about software support. If the software hiccups or takes an un­
scheduled break, the wrong questions can get answered. Only nonstop support can 
keep that from happening. That's why the world's top research organizations rely on 
CfMC-the only nonstop in the business. Research Software 

Nonstop Support 

www.cfmc.com San Francisco (415) 777-3128 I Denver (303) 860-1811 I Atlanta (770) 849-9446 I New York (212) 777-5120 I London (0-20) 7665-6627 
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• On the same topic, if you have 
corporate firewalls on your computer, 
it is not the facility's problem if you 
cannot connect. Please ask your IT 
person to give you written instruc­
tions on how to connect; facility staff 
members will most likely not be able 
to break through the firewall. 

• If you plan to use a Web site dur­
ing your research, it might also be a 
good idea to bring a backup CD­
ROM of the site in case a modem 
line is down or running slowly. 

Insightful 
In-depth 
Indispensable 

Qual itative research gives you better 

understanding of your customers, their 

perceptions and what motivates them. 

Through probing questions and candid 

discussions you find out the "haws" 

and "whys" critical to your success. 

Since 1973 MRSI has been a leading 

custom research provider. Our wide 

range of qualitative experience, 

including pharmaceutical and Hispanic 

market expertise, enables us to provide 

clear, concise and actionable insight to 

help you answer, "why?" 

Our qualitative team utilizes a variety 

of methodologies and specialized 

techniques. Plus, we can handle your 

project from start to finish. Let us help 

you better understand what your 

customers want so you can implement 

strategies to keep them coming back. 

Call MRS I today before you have to 

ask, "where did my customers go?" 

lVII <!31 
ifWHEEFIFIECiFURJ+Fp+qqt+WIIM 
identifying OPPORTUNITY through custom research 

513-579-1555 
800-SAY-MRSI 

info@mrsi .com 
www.mrsi .com 
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• If you will need a videographer, 
notetaker or other professional assis­
tant, please give enough notice. These 
people are in high demand and can­
not always be booked on short notice. 

• If you need secretarial assistance 
before the groups, please ask for it 
well in advance of the group's start 
time. 

• Shopping lists for products neces­
sary to the study also should be sup­
plied ahead of time (at least two days 
before the study). This is not only a 
personnel issue, but also one of find­
ing the product. Not every product is 
readily available, if at all, in every mar­
ket. It is very frustrating to search for 
a product only to learn that it is not 
sold "in our area." Arriving at the 
facility on the day of the study, 
expecting that "someone" can drop 
everything and run a shopping 
errand, and run it quickly, is not rea­
sonable or productive. Often the end 
client who is sponsoring the research 
wants its own products to be pur­
chased, so if they can ship them 
directly, that is always a big help. 

• With all "extra" requests under­
stand there is a cost. If the facility 
knows about the request up front, 
they should give you the cost up 
front. But, when they happen last­
minute or close to it, that is not 
always possible. 

• Sometimes someone in the back­
room asks for copies or extra food. 
Facility staff members cannot always 
reach the "booking client" to ask if 
that's alright but want to be of service 
to your client. If you do not want us 
providing these extra services to your 
clients (because the item may turn up 
on your invoice), please let us know 
and we will indicate that to the back­
room clients if that comes up. 

The Aim to Please Cafe 
Helpful hints to facilities 

• Know what food type are avail­
able in your area. If a client reque ts 
something that you know you cannot 
get for them, let them know. Do not 
play mealtime switcheroo on them 
without prior notification. 

• Set up good relationships with 
several restaurants in your area. 
Explain the importance of quality 

www.qu i rks.com 

food, on-time delivery and extras. 
This can be a very lucrative business 
to local restaurants. When choosing a 
new restaurant, order a demo of their 
food for your staff to taste. This way 
you can test the quality and give 
accurate recommendations to clients. 

• Be informative. Let the client 
know how long a restaurant takes to 
deliver. Do not tell them it will be 
there in a shorter time just to "keep 
them happy." 

• Have a good variety of soft drinks 
on hand. Have plenty of coffee ready 
at all times. Small refrigerators in 
client rooms stocked with beverages 
are always appreciated. 

• For clients making last-minute 
food choices, have a menu binder 
available. Only have viable choices in 
the binder. Remove menus from 
restaurants that won't deliver, or that 
have gone out of business. If you 
know a restaurant is closed on that 
specific day, inform the client up front 
so they don't even look at that menu. 

• Try to keep in mind special food 
requests that revolve around dietary 
restrictions. The requests may seem 
odd to you, but they are very impor­
tant to the clients, so if they can be 
met, make all effort to meet them. 

• If you want to help a client make 
food choices before they arrive, have 
someone on your staff call them to 
discuss options. Recommendations 
are always helpful. 

• Be sure a staff member cleans up 
dirty dishes and food service items at 
every possible interval without inter­
rupting the clients that are observing 
the groups. This helps avoid accidents 
and also gives the clients a clean envi­
ronment in which to work. If a client 
insists that food remain hour after 
hour, there i n't much you can do, but 
alway try to at least suggest removing 
it. 

• Be sure to a k your client what 
he/ he would like done with leftover 
food. Many clients, especially if they 
are from the local area, appreciate 
having it wrapped to take home. 

Helpful hints to clients 
• Please understand that not all eth­

nic food types are available in every 
market. If your study is taking you to 



multiple locations, choose the food 
accordingly. Larger cities usually have 
more variety from which to choo e. 

• Try to get food orders to the facil­
ity a day or two before the groups . 
This allows enough time to arrange 
for timely delivery of your meals. 
While facilities are willing to provide 
menus to choose from at meal time, it 
does require patience on the part of 
the backroom clients. Good restau­
rants are often busy, so on-time deliv­
ery cannot be guaranteed. Also, when 
menus are provided, it is important to 
limit the decision to two restaurants 
(at least two people ordering from 
each) . Few restaurants will deliver 
small orders. 

• Some foods (sushi especially) take a 
long time from call-in to delivery. If 
your clients are ushi lover , please 
understand that 90 minutes i the norm. 

• Special diet needs cannot always 
be met on short notice. Please be as 
quick as possible when such a need 
exists. If you do have special dietary 
restrictions, try explaining them to 
the facility so they don't inadvertently 
make a mistake. 

• Special occasions are happy for 
everyone. Let the facility know if you 
will need a birthday cake, or if orne­
one i observing another special date. 

• Please let a staff member know if 
something has spilled on the furniture 
or carpet. The quicker it can be 
cleaned, the less likely the damage 
will be permanent. Accidents do hap­
pen, especially in the dark. 

• If you know your client is part of 
a conglomerate that might not be 
known to everyone, please let u 
know. We don't want to serve a com­
peting brand if we can help it. 

• Some requests are really beyond 
the scope of service. One such request 
comes to mind: "Please only erve 
yellow M&Ms. Remove the rest from 
the bowl." Do you really want some­
one to pick through the M&Ms first? 
Perhaps the person who likes only 
yellow can do the searching. Another 
client had his own way of dealing 
with color choices when blue M&Ms 
first came out: He just took them all 
out of the bowl and threw them 
across the room because it was not 
the color he had chosen. If we could 

get the blue client and the yellow 
client to agree, one could do the 
picking for the other. 

Good communication 
The most important part of the entire 
trip on the road to successful 
client/facility relationships is two-way 
communication early and often. With 
all the ways to keep in touch avail­
able, there are few, if any, excuses for 
not returning calls ore-mails in a 
timely manner. In the end, we all 
want the same results: high-quality 
research. I Q 

• The facility, while choosing the 
restaurant, is not responsible for the 
food. While the food charge can be 
adjusted if it is not good, please 
remember that the adjustments made 
are for food dissatisfaction only. The 
facility will make the restaurant 
accountable in most cases. 

Now, three affordable ways to get your research video on CD. 

Watch your video on Microsoft 
Media Player. Each session Is 
labeled and divided Into 10 min. 
sections. So It's easy to jump to 
the good spots. For PC or MAC. 

VIC Viewer PLUS you mark clips 
on playback. Then export the 
best clips to PowerPoint or email. 
The fast and affordable way to 
get great video of real customers. 
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VIC Clipper PLUS you mark 
clips LIVE durtng the session. 
Jump to clips without any need 
to review. A real time-saver 
for fast turn around projects. 
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I 
Can we do better 
screeners? 
Of course! 

I
n an organization the size of Fieldwork, our 15 offices see literally 
thousands of screeners each year. Some are of better quality than 
others. Faced with today's competitive environment, qualitative 

research users appear keener than ever to get exactly the right respon­
dents in their groups, IDis and ethnography studies.As a result, 
recruiting gets exacting scrutiny. So the tool we give the recruiters 
represents a key stepping stone towards a successful project. 

As the users of so many screeners we thought it might be a good 
idea to do a bit of analysis and come up with specific suggestions on 
how the process can be improved. To this end, we asked each 
Fieldwork office to complete a questionnaire with the following ques­
tions. 

• Screener length: At what point is a screener too long? For exam­
ple, so long that people stop being cooperative and/ or stop listening to 
the questions? Do you have a rule of thumb (x minutes, or x number 
of pages, or x number of questions)? How many "for information 
only" questions are reasonable? 

• Question order: What is the better order of questions? Have the 
narrow qualifying questions early on, and then get general background 
data? Or the other way around: Get the broader background data first, 
and only then the real qualifying questions? 

• Quality of questions/ consistency of answers: What types of ques­
tions are "impossible" for respon­
dents to answer accurately and/ or 

Tips from the 
field to improve 
your yield 

consistently (i.e., that may cause dif­
ferent answers when people are 
being re-screened)? What type of 
info is more likely to change 
between screening and re-screening: 
behavior or attitudes? What kinds of 
questions invite untrue answers? If 
you have some examples, that would 
be great. 

• Articulation questions: Which 
ones are "impossible" to do, and/ or intimidating for respondents? 
Which ones tend to work? 

• Homework assignments: What types of pre-group homework 
assignments are burdensome for respondents, and what are the kinds of 
homework assignments respondents love to do? What techniques are 
available to make sure respondents do their homework in the manner 
that was intended? What are the things to avoid when requesting 
respondents to do homework? 
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• Algorithm screeners: What are 
some of the more and less effective 
ways to set up algorithm screeners? 
Which ones tend to be doable and 
which ones tend to become impossi­
ble? What should we advise clients to 
consider when looking for respon­
dents on the basis of an algorithm? 

• Recruiting for ethnographies/re­
mote locations: What special consid­
erations are there for recruiting 
respondents to participate in a study 
in their home, while shopping or in 
some other venue?What are the dos 
and don'ts? 

There was tremendous interest in 
our organization in this project. In 
most of the offices a group of super­
visors and recruiters created their 
answers collectively. 

The following summarizes the 
responses, with the exception of the 
responses to the question about algo­
rithm screeners. This topic de erve a 
separate article, which we will pre­
pare in the near future. 

Highlights of the findings 
A screener should serve as a screene~ only 
or primarily. 

It can include some "for informa­
tion only" questions, but a screener is 
not a data collection tool. It should 
identify the right people to provide 
the desired information. It should 
not complete most of the interview 
ahead of time. Qualitative screeners 
rarely produce usable data , in the 
way a quant study does. 

A screener and screening interview is a 
form of communication in and of itself. 

As respondents progress through 
the questions, the screener will reveal 
the topic of the study (to a degree at 
least). Screener questions may cue 
respondents into undesirable behav­
iors, such as stimulating "lapsed 
users" of a brand to try it again. 
(While the intent of the study was to 
interview lapsed users). 

The screening interaction may 
also, inadvertently, create expecta­
tions of what the actual research will 
be like. It can reveal the tone of the 
study and the type of interview the 
respondent might expect: Will it be 
detailed, repetitive and boring, or 
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will it be interesting and per onally 
rewarding to participate? The quality 
and length of the screener affects the 
quality of the conversation between 
the recruiter and the respondent. 
And this again can have an effect on 
the respondent's enthusiasm in par­
ticipation. 

A good screener motivates both the 
recruiter and the respondent. 

In constructing screeners, it is use­
ful for the writer to visualize the 
exchange between the recruiter and 
the potential respondent. In most 
cases, recruiters will have identified 
the organization they are calling 
from, and the potential dates for 
which the respondent might be eli­
gible. To enhance the remainder of 
this process, a good screener ... 

• is not too long, and is relatively 
easy to administer (i.e., it is put 
together with some care, checked for 
skips, proofread, etc.); 

• is conversational, in consumer 
language, not in industry-speak; 

• is matched to the age, lifestage 
and status of the respondents (kid 
questions for kids, respectful ques­
tions for business leaders, etc.); 

• identifies major screening criteria 
early in the interview, avoiding ter­
minates at the very end; 

• minimizes error: has clear, labeled 
response choices and avoids ques­
tions that can only be answered by 
wild guesses; 

• does not anger, intimidate or 
bore the re pendent; 

• is detailed enough that a trained 
recruiter "knows" whether the 
respondent will be productive or 
not. 

Finally, focus groups, and, general­
ly, the entire field of market and 
opinion research are better known 
and understood by consumers and 
B2B respondents than in the past. 
This is especially the case in the 
major markets where most of the 
research is conducted. People tend to 
know what focus groups are, and that 
they have to answer a number of 
questions in order to meet the 
requirements of the study they might 
participate in. With this general 
awareness comes the obligation from 
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us, the industry, to treat people with 
respect. The MRA code says 
"Respect people's time." 

Detailed results 
Screener length 
A majority of our offices felt that a 
screener should require about 10 
minutes or less to be administered. If 
the creening interview takes longer, 
respondents tend to lose interest, 
become sloppy in answering the 
questions or get angry. Amazingly, 
many questions are added to screen­
ers that merely collect data with no 
bearing on qualification. The value 
of such que tion i usually quite 
marginal, and, if there are a lot of 
such questions they can have a defi­
nite negative impact on respondent 
attitudes. 

Some of the offices felt that 15-20 
minutes is still quite appropriate for 
completing a screening interview. 
Some "information only" questions 
are fine, so long as there aren't too 
many. However, if there are instruc­
tions to the respondent (e.g., for a 
homework assignment), this should 
be planned as part of this 20-minute 
limit. 

Once the screening interview 
becomes longer than 20 minutes, and 
especially more than 30 minutes, the 
entire relationship between the 
recruiter and the respondent 
becomes strained. It is poor PR to 
keep respondents on the phone for a 
long time. We want to avoid creating 
an impre sion that we "got the infor­
mation we needed and then termi­
nated them." 

So our suggestion is to look for 
ways to eliminate time-wasting ques­
tions and approaches in qualitative 
screeners. For example, how many 
products and brands are needed to 
disguise the client brand? Too often, 
it seems, researchers are tempted to 
take an already existing et of ques­
tions, or question grid, and throw the 
entire battery in the qualitative 
creener. This may produce four 

que tions for all 12 brand listed, 
while the answer to only one of 
those four questions is relevant for 
screening purposes. Similarly, an 



extensive battery of attitude state­
ments may be included, but how 
many of these are actually required 
to determine qualification of the 
respondent? 

If it is desirable to get a lot of 
product use information or other 
background data on each study 
respondent, consider creating a form 
for respondents to fill out while at 
the facility. Once at the facility, 
respondents are willing to give time. 
We must try to avoid destroying the 
respondents' patience while on the 
phone. 

Question order 
If at all possible, position the key 
qualifying questions early in the 
screener. It is not only efficient in 
the sense of allowing the recruiters 
to complete more dialings, it also 
gives a better sense of how hard or 
easy a study will be to recruit in gen­
eral. If terminates come early, 
respondents don't feel like they have 
wasted a lot of time, and will be 
more willing to be screened for 
another study in the future. 

Questions to avoid: guesses 
Questions that are impossible to 
answer lead to problems in qualita­
tive recruiting. Here are some verba­
tim responses we received from our 
offices: 

• ((How can anyone remember how 
many times she has bought Ruffles, 
Pringles or Lays in the past six 
months?" 

• ((People don't know how often they 
have been to a certain store in the past 
three months, or how many times out the 
last 10 times." 

• ((You're sure to get wild guesses and 
the answers will change as you re-screen 
(the second time around she may have 
thought about it). " 

Asking people how many times 
they have done something, especially 
over a fairly long period of time, like 
the past three or six months, forces 
them to guess. Guesses are fine if you 
are in the quantitative data collection 
business, but not when you are 
screening for a particular respondent. 

A screener is not a quant data col-
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lection tool, but clients often give us 
quant questionnaire questions to 
screen people with. 

Here's the problem: If you ask 100 
people a certain question for which 
they have to give a numerical scale 
rating (any number between 1-10), 
or a frequency guess, the average of 
those 100 responses is meaningful 
and reliable. Ask another 100 similar­
ly chosen respondents the same 
question and the same average will 
come out. As long as respondents' 
"errors" are random, the average of 
combined answers will be reliable, 
which is what quant researchers 
want. 

Unfortunately, the apparent "accu­
racy" of the average creates the false 
expectation that every respondent's 
answer is "accurate." But on an indi­
vidual level, this just isn't true. 

On an individual level a numerical 
rating or frequency guess is not reli­
able. A respondent may give you a 
"6" on a rainy day, and an "8" on a 
sunny day. In qualitative screening, 
the numbers approach is unreliable, 
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and should be avoided as much as 
possible. 

What to do instead? We suggest 
using simple scales, with verbally 
labeled scale points. People will 
remember their perceptions and 
emotions better if you don't give 
them too many choices: 

"One of my favorites." " It's OK." 
"Poor." 

"Definitely." "Maybe." "Not." 
"Agree." "Disagree." "True." 

"False." 
"More than once week.""Once a 

week." "Less than once a week." 
"Less than once a month." 

The point is to keep scale levels 
simple. Just enough to define what­
ever your screening criteria is: com­
mitted user vs. marginal or lapsed 
user, etc. 

If we give respondents too many 
options, like seven or nine different 
levels of purchase interest or agree­
disagreement (like in "definitely," 
"somewhat," "slightly," "I might or 
might not," etc.) it becomes mush in 
respondents' minds. A greater num-

www.quirks.com 

ber of scale levels do not make it eas­
ier to identifY trier-acceptors and 
trier-rejectors . To the contrary, it 
makes matters more confusing. The 
respondent will give an answer, but 
you cannot be sure you'll get the 
same answer in re-screening. 

Articulation questions 
A screener definitely should include 
more than just closed-ended ques­
tions. Open-ended questions allow 
recruiters to identifY respondents to 
be avoided: people who are uncoop­
erative, unable to express themselves, 
have language problems, thick 
accents, speech impediments, etc. At 
the same time, some open-ended 
questions can build positive expecta­
tions towards the real interviewing 
event: that there is an interest in the 
respondent's personal opinions and 
feelings. 

Articulation questions go beyond 
simple open-ended questions. They 
are, generally, a good idea, especially 
in consumer studies. Articulation 
questions can reassure researchers 
that respondents will be productive, 
cooperative, not prone to shy away 
from answering questions that are 
less than totally predictable, and able 
to communicate their personal expe­
riences and perceptions. 

The issues with articulation ques­
tions have to do with their purpose: 
Are they intended to ensure articu­
lateness of the respondents, or is the 
client looking for highly imaginative 
and creative respondents? 

A number of commonly used 
articulation questions appear to be 
geared more for identifYing highly 
imaginative or creative respondents. 
They can be quite off-putting to 
others. Perfectly articulate respon­
dents may be stumped by questions 
such as: 

• How would you describe a sun­
set to an alien? 

• Give me 10 (or 18 or 30) ways to 
use a paper clip (or brick or rubber 
band). 

• Which celebrity (or person in 
history) would you invite to dinner 
and what would you talk about? 
(This is especially hard when it 



involves a dead person.) 
There may be many circumstances 

where it is desirable to have produc­
tive, verbally expressive - but not 
necessarily highly creative - re pon­
dents . If this is the case, we suggest 
using articulation questions that 
make respondents talk about their 
personal experiences and prefer­
ences, rather than about something 
totally unexpected, and out of the 
blue. 

It is also a good idea to match such 
questions to the respondent's age or 
life stage. Ask women about shop­
ping, or their vacations; men about 
hardware stores, their cars; teenagers 
about music and movies. And have a 
follow-up question like, "What was 
the highlight for you?" or "What is 
most important to you?" 

Here are some verbatim responses 
from our offices: 

• ((An articulation question should be 
one that (almost) everyone feels comfort­
able answering - one that do es not require 
deep thought on a different topic. 
Respondents may become intimidated. 
(Think about where the respondent is1 on 
the phone) with kids running around!) n 

• ((The better articulation questions are 
those related to the topic of the screener. It 
is difficult to switch gears if a respondent 
has spent 10 minutes talking about soap 
products) and we suddenly ask them 
about their favorite celebrity and what 
they would want to talk about at dinner 
with him / her. n 

• ((Avoid what we call the Barbara 
Walters question: (If you were a tree what 
would it be?))) 

For consumer studies we do rec­
ommend using articulation ques­
tions, but make them fit the purpose. 
Distinguish between the need for 
productive, well-spoken people vs. 
the need for creative individuals. For 
B2B respondents, on the other hand, 
we are not so convinced that articu­
lation questions are required. B2B 
respondents can be expected to be 
knowledgeable about their field, and, 
as a result, able to say lot about it. 

Finally, regardless of whether an 
articulation question is used or not, 
the trained recruiter must use judg­
ment as well. On the basis of the 

At The Insight Works® we believe there is a difference between know­
ing your customers and understanding them. To help companies arrive 
at a fuller understanding of their customers, from the inside (and 
insight) out, we have developed a full range of video-based research 
methodologies that increase consumer, brand, and market insights 
while minimizing the time and money spent to obtain them. 

We specialize in visual ethnography in the general and multicultural 
markets. Th is consumer research technique provides an insightful 
springboard that connects manufacturers and service companies with 
their markets and their customers. We conduct these ethnographi~ 
studies using multilingual anthropologists and multilingual ed itors 
operating out of our N.Y.C. office and editing suites. 

The Insight Works, Inc. 
1123 Broadway, Suite 1007, New York, NY 10010 

www.theinsightworks.net 

For more information or to request a sample of our work, 
ca ll Mark Cooper at (212) 929-9072 or Ed Kishinevsky at (212) 929-5115 
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conversation with the potential 
respondent he or she mu t know 
whether the respondent is likely to 
be productive, can carry a conversa­
tion, is cooperative, has no speech 
impediments or heavy accents, etc. 

Homework assignments 
The idea of asking respondents to do 
something before the interviewing 
event, to focus their attention on the 
topics and issues to be covered, is 

gaining popularity among researchers. 
While not technically part of the 
screener, the explanation of a home­
work assignment represents an impor­
tant and time-consuming part of the 
screening interview experience, both 
from the recruiter and the respon­
dent's perspective. 

The most fundamental thing to 
remember when plans call for a 
homework assignment is to allow 
sufficient time for recruitment and 

Collaborative Recruiting 
More reliable and affordable 

We recruit the tough audiences you need for your surveys. 
We build lists and panels of key managers and consumers. 

We make information exchange a two-way street with 
panelists, because they want to know what their 

colleagues are thinking . We consider it value 
given for value received - and it works. 

This makes us consistently more reliable. You 
get a racehorse price per completed 

interview, and we will guarantee our 
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performance and completion. 

Our lists include: 
IT executives 
Chinese managers (PRC) 

Online shoppers 
Small business managers 

African-Americans 
and more 

Call for information. 
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for respondents to complete their 
assignment before the main inter­
viewing session. If items need to be 
mailed or purchased, or a store must 
be visited and shopp~:d, recruitment 
must be completed well before the 
interviewing event to allow for such 
activities. And, when respondents are 
recruited a week or more before an 
actual interview, the likelihood of 
conflicts and cancellations goes up, so 
this must be incorporated in the 
planning for over-recruits. 

Try to match the assignment to the 
age and personality of the respon­
dents. Generally, women and young 
children are more conscientious and 
reliable than men and teenagers in 
completing their homework. 

((Men especially are most likely to can­
cel rather than complete an assignment, 
particularly if they have to write down 
what their favorite gray pants mean to 
them, or make a collage about their 
favorite toilet tissue. Asking them to bring 
in a copy of their phone bill is about the 
extent of what they will do." 

Assume that respondents don't fol­
low directions well. It is very impor­
tant to keep everything as simple as 
po sible. Reading a page-and-a-half 
of in tructions over the phone is not 
only wasteful, but not understand­
able. 

Make the assignment interesting. If 
it is a tedious task, respondents will 
not give it much effort, and the 
results will be disappointing. 

orne typically ucces ful home­
work a ignments: trying a product; 
shopping trips (if not t,oo many); 
clipping photos, articles; watching a 
videotape; doing something on the 
Internet; collage , with the right 
people (not 18-24-year-old males); 
bringing in an item or several items. 

Some problem homework assign­
ment : diarie (especially ones that 
take more than a few days to com­
plete); keeping track of/recording all 
activities during a day; complicated 
or multiple shopping trips; photo 
and video diaries (although this 
technique may work with some). 

orne more comments from our 
offices: 

• ((For-Ret about lengthy diaries where 



they need to record everything they do in 
a typical day, week or month . They hate 
these and don't do them diligently. We 

had one where we couldn't get hardly 
anyone to finish ft because it was too 
tedious. The best homework assignments 
are easy collages, picture-taking, a couple 
of questions they need to answer, or 
bringing things with them." 

• ((They always seem to enjoy doing 
something on the Internet. If you have a 
technology-based assignment, make sure 
you have someone available to help with 
tech support." 

• ((Never make a homework assign­
ment optional. " 

Ethnographies 
Screening for ethnographies (or, in 
general, interviews away from a facil­
ity) is not very different from other 
types of studies, except that certain 
things need to be planned carefully. 

It always takes longer than antici­
pated to get from one interview to 
the next, so it is very important to 
allow for enough time between 
appointments. Directions are often 
not completely accurate, and traffic 
conditions can be surprisingly poor 
on local roads at all times of the day. 

It is a good practice to let the 
respondent know the name(s) of the 
person(s) she or he will be inter­
viewed by. And those persons should 
be prepared to identify themselves 
with a photo ID. Also, it is desirable to 

let the respondent know ahead of 
time that the project team will be 
making photos or a video of the 
interview. 

Finally, never send a man (or men) 
to a woman's home, unless there is a 
woman on the interviewing/ observa­
tion team. 

Crucial link 
Screeners and the screening process 
should get the attention they deserve. 
They are a crucial link in the success 
of a project. Often, screeners are pre­
pared in too much of a hurry, with 
notenoughthought,notenough 
design, not spell-checked, and not 
checked for flow after the last revi­
sions to an earlier draft. 

Use some common sense, and, in 

developing a screener, visualize what 
the conversation between the 
recruiter and the potential respondent 
will be like. 

As researchers, we are asking peo­
ple who don't owe us anything to 
participate in our studies. We offer 
to compensate respondents for their 
time, once they qualify and are able 
to attend, but not for going through 
the qualification process. 

If we make this process unneces-

sarily unpleasant or difficult, 
there's a strong possibility that rea­
sonable, well-qualified respondents 
will give up and decline to partici­
pate in a study. This is most unfor­
tunate . It potentially eliminates 
people who should be included in 
the research. Moreover, it wastes 
money, time and the enthusiasm 
people feel for participating in 
research, which often can be a 
rewarding experience. I Q 
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I 
Brand as story 

T
he scene: Not so long, long ago, and not so far, far away, Hungarian 
farmers, their wives, and their children huddle around a storyteller 
in a crowded farmhouse. They hang on to his every word as he 

builds to a climax: "And then, despite all his valiant efforts, the Prince died 
trying to rescue the princess." 

The crowd is hushed. Finally, a small boy in the front of the crowd starts 
laughing:"You're kidding us, of course. The Prince rescues the Princess, 
they get married, and they all live happily ever after. That's how the story 
goes." 

Okay, did that really happen in Hungary, and what's it got to do with 
branding, anyway? Well, while I did make it up, it could have happened, 
according to folklorists, and it's got everything to do with branding, adver­
tising and market research. 

Brand = a great story 
It's become common to say that a brand "tell a story." I absolutely believe 
that. I encourage everyone to read Tom Peters' The Heart of Branding. He's 
passionate about the equation "brand = a great story."The idea that we can 
create a brand like a story is very liberating. It makes us more than mere 
marketers: suddenly we're creative artists. All we have to do is tell a good 
story. 

Perhaps, but if we are storytellers, that means we are bound by certain 
rules of torytelling. We sometimes like to think that creative artists have 

unlimited freedom, but that's not 
always true. 

Back to the Hungarian farmers . 

A t a I e 0 f t w 0 t e II e r s Roger D. Abrahams, the folklorist and 
founder of the Center for Folklore 
and Ethnography at the University of 
Pennsylvania, maintained that in a 

"traditional" society, a storyteller's individual creativity is always in tension 
with the social constraints of his audience. He has certain creative freedom 
within the story - the Princess' dress can probably be either blue or red, the 
audience doesn't care- but if he strays too far, some kid is going to step in 
and say, "No, wait, that's not how the story goes."The storyteller cannot kill 
off the Prince. 

"But," argues the storyteller, "it's more realistic! I've got to bring these 
peasants into the 21st century!" And we certainly feel for him. Here's this 
guy trying to be inventive, move his people forward, and some snot-no ed 
kid is telling him how to do his job. 

On the other side, you have to understand the farmers' position: They are 
not simply being small-minded or slavish followers of tradition. Linda 
Deigh, a Hungarian folklorist, studied the Szeklers ofTransylvania and their 
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society (yes, the ones whose legends led 
to Bram Stoker's Dracula). She main­
tained that there is a fundamental unity 
between traditional stories and their 
societies:The stories maintain their 
importance only so long as the societies 
maintain the beliefS and the world view 
established by those stories. Once the 
belief wanes, so do the stories. The sto­
ries are the way the people anchor 
themselves to reality. 

The story of the brand 
By now, you probably see my point 
about branding, and particularly re­
branding. Perhaps consumers don't 
anchor their reality to brands, but the 
audience already thinks it "knows" the 
story of the brand, and if the story­
telling brand-maker moves too far 
away from what the audience thinks it 
knows, some consumer is going to 
stand up and say, "No, wait, that's not 
how the story goes." 

It happens all the time in focus 
groups.We go in with clever, bright 
new logos and advertising campaigns 
designed by the best creative talent, 
ready to move brands into the 21st 
century, and the consumers say, "No, 
wait, that's not the brand we know." 

We have to tell a story that is within 
the audience's comfort level ofbelief. 
Realizing this fact provides a healthy 
counterweight to the freedom that the 
"brand as story" equation can imply. 

Some people might object, "But 
Abrahams was talking about a tradi­
tional society. America is far from a tra­
ditional society."Well, it is about some 
things. For example, my experience 
with testing logos with consumers 
convinces me that consumers are very, 
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very "traditional" about some things. 
They think they know their brand sto­
ries, and they can be very resistant to 
change. 

I once did a 12-group project with 
an agency and design firm that had 
been asked to modernize the logo for a 
major gasoline company. Gasoline 
logos are very important, and they are 
often very well-remembered by con­
sumers, because drivers use the 50-foot 
high emblems to guide them from the 
interstate into the station. 

The original logo of this gasoline 
company was good - it told a story -
and it was recalled fairly well by partic­
ipants in groups. But the company 
wanted to modernize it. Aesthetically, I 
agreed; it was a little dated-looking. 

But a lot of the participants took the 
"if it ain't broke, don't fix it" attitude. 
They didn't want any change at all. And 
they certainly didn't want any major 
changes. They were particularly resis­
tant to any change in color. The cur­
rent colors "said" this company, and 
they wouldn't buy any change. They 
understood that the use of green in a 
proposed version might say "ecologi­
cally concerned," which might be a 
good thing to say, but they were not 
buying it - and not because they didn't 
believe the company was ecologically 
concerned. It was just that green wasn't 
the company's color. 

So, after 12 groups and countless 
revisions by very good graphic 
artists, we settled on a "new" version 
so close to the original that mo t 
people wouldn't notice the changes 
unless someone placed the old and 
the new logo side by side and point­
ed them out. 
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I'm not trying to dismiss the impor­
tance of the subtle changes that were 
made. I think they make the logo more 
attractive, more modern, and it tells the 
story the company wants to tell, 
including that the company is "keeping 
up with the times." 

My point is simply that consumers 
can be resistant to changes in branding 
because they think they already know 
the story, and we have to understand 
and re pect that re istance. 

And that's been my experience with 
most of the logos I've tested. The better 
known the logo is, the more resi tant 
consumers can be to changing it. I 
would imagine most researchers have 
found this. In other words, you can't 
change the story too much, or, at lea t, 
not very quickly. 

Logos aren't the only way of creating 
a brand, of course, but I think our 
experience with them is very illustra­
tive becau e they are a very pure form 
ofbrand-building.A perfect logo "tells 
the story" in tantly with one quick 
look. 

Mechanism of change 
On the other hand, I certainly don't 
mean to suggest that brands can't repo­
sition themselves or that companies 
cannot rebrand themselves. Abrahams 
himself argued against some folklorists 
who seemed to suggest that storytelling 
is always an entirely conservative enter­
prise; the storyteller does have the 
power to be a "mechanism of change." 

We've all seen that happen with 
rebranding, but it doesn't happen easily 
and it doesn't happen overnight. For 
example, in another project about 
small-kitchen appliances, I found that 
consumers were very receptive to a 
proposed "higher end" product corning 
from a brand that they thought of as 
lower to mid-range, because they felt 
that the brand had been established for 
a long time and had produced good, 
reliable product , even if they hadn't 
been high-end. They reasoned that the 
company could move to another, 
"higher" level. It didn't stretch their 
understanding of the brand story too 
much. (In this case, it helped that the 
consumers could see and touch the 
prototypes which "felt" high-end to 
them.) 



But because we aren't always sure 
what "story" the audience thinks it 
knows about the brand, market 
research is very important in beginning 
the branding or rebranding process. 
(Peters would argue that branding and 
rebranding a company has to actually 
begin internally - the company has to 
determine "who we are" first. I don't 
disagree, but no matter how much a 
company believes it is one thing, it's a 
tough sell if that's not what the con­
sumer thinks.) 

Even when consumers don't know a 
company or a brand - when we are 
truly creating a brand instead of re­
branding - they already think they 
know the story they want to hear from 
a particular kind of product or compa­
ny.Abrahams makes the point:"Even if 
this is a new story, it must present a 
progression of actions that are recog­
nizable in their fictional setting to 
receive approval. The audience will 
only enjoy and accept what they can 
understand and therefore enjoy and 
profit by, and this acts as a conservative 
force." 

In another project, I tested logos for 
a company that participants did not 
really know. The company conducts 
pharmaceutical research, and it wanted 
to approach doctors more directly. It 
had a design team put together several 
proposed logos, and I tested them 
with doctors in one-on-one inter­
views. The designs were good, and the 
doctors liked them, but the question, 
of course, is not whether the doctors 
liked or disliked them, but whether 
they told the right story for a compa­
ny that conducts pharmaceutical 
research. 

Two of the designs were strikingly 
creative. They were identical except 
that the wording in one version was 
black and in the other design it was 
blue. From my work with consumers, 
if I had to choose between the two 
without market research with the 
proper audience, I would have advised 
going with the blue. Consumers 
almost always prefer color to black and 
consumers like blue in particular. 

I would have been wrong. That's 
why we do the research. The doctors 
said that the creative design "said" 
"innovative,""cutting-edge," and "ere-

ative," all the things they wanted to 
hear about a company that does phar­
maceutical research. But adding the 
blue to an already creative design 
pushed it too far over the edge and 
"said""not solid enough,""not 
grounded," and the killer:"not respon­
sible enough." (Some doctors even 
commented that they "liked" the blue 
version better, but that it sent the 
wrong message.) 

So the details can be very important. 
Peters makes the point that we always 
have to ask ourselves, "Who cares?" 
Often we don't know who cares or 
what they care about. I said earlier that 
it probably didn't matter what color the 
princess' dress was in the opening story. 
But whether a dress was blue or red 
was tremendously important in reli­
gious iconography well into the 
Renaissance. In the West, Mary 
Magdalene gets the red dress; the 
BlessedVirgin Mary gets the blue or 
white. Switching the colors would have 
been unthinkable before the 
Renaissance. (Of course, this is all cul­
turally conditioned. In the Byzantine 
tradition, the Blessed Virgin Mary 
wears patrician purple.) 

My point is that branding and adver­
tising are very important and they are 
creative, storytelling experiences, but 
they are somewhat constrained by what 
the consumer thinks he or she already 
knows about the brand. The consumer, 
of course, doesn't think that he or she 
knows the "story" of the brand: they 
think they know the reality. (Those of 
us who spend all of our time in the 
"perception-is-reality" world some­
times forget that most consumers don't 
live there.) 

Has to resonate 
Consumers can be moved and they can 
change their perception of a brand, but 
generally, not rapidly, and not more 
than one step at a time. The story that 
we tell as we brand or re-brand a prod­
uct or company at least has to resonate 
with the story consumers think they 
already know. And there's no way of 
knowing what they think they know -
or which details are essential to them 
(whether the dress is blue or red, 
whether the wording is black or blue) -
without the research. I Q 
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I How they really 
th i nl< 

' ' M ost of the time, when I need to go shopping for a 
new car, I start with the dealer where I bought my 
current car. I sometimes spend a day or two at the lot, 

just looking things over- trying to find something that I like. Mostly, 
I prefer front-wheel-drive, six-cylinder coupes, and there are some 
options that I look for, like a CD changer and a car alarm. When I 
find something that I like, I might then compare the price with the 
invoice figures I can find online for that model and talk to a salesman. 
I think I'm a really well-prepared consumer, and it's hard to sell me 
on something I don't want to buy; I don't pay too much attention to 
advertising. If the salesman can give me a price that's within my bud­
get - which is about $240 a month - and it's the car that I want, then 
I'll probably buy it ... " 

This is an excerpt you may hear in a focus group, and there are cer­
tainly some measurable and useful pieces of information contained 
within it, but when your goal is to truly understand the consumer's 
decision-making process, these data could be virtually useless. This 
consumer actually paid $310 a month for an eight-cylinder SUV that 
was purchased 90 miles from his home from a dealer he never visited 
before the time of purchase. There are two important issues here: 

1) When a participant is speaking in generalities or making broad 
statements, it is easy to miss the reality of the situation; that is, what 

the participant actually did. 
2) In most domains, there is a 

need to better understand the 

Capturing the 
context of consumer 

decisions that consumers are 
making and how these decisions 
are actually being made. 

decision-mal<i ng 
Now consider the following 

variation: 
"The last time I went to buy a 

car, I started with my current 
dealer. I was looking for a coupe, 
probably a V6, with a CD changer 

and a car alarm. When I was on the lot, though, I saw another model 
and I remembered that it had been on the news because of a recall for 
some problem with the steering system. I think they make all those 
cars on the same line in Japan, though, so I wondered if maybe several 
models would have a similar problem. Anyway, a friend of mine men­
tioned that he got really good service at this other dealer, so I took 
the drive and when I showed up there, I just had a feeling that the 
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salesman was being honest with me. 
There was something about the look 
of the SUV that I bought that 
seemed right to me when I took the 
test drive, so I wound up paying 
quite a bit more than I really wanted 
to, but I'm very happy with the 
SUV so far. .. " 

Clearly, there are more feature­
and-benefit bullet points that can be 
taken from the first paragraph. 
However, the second sample con­
tains the framework for a potentially 
high-payoff interview that can 
address some of the fundamental 
issues of consumer decision-making 
for companies seeking insight into 
how products are viewed by their 
customers. The first paragraph con­
tains the easy answers that many sur­
vey respondents would be likely to 
give; the second provides the build­
ing blocks of context and the begin­
ning of an incident, or lived experi­
ence in the participant's life, that can 
be used to ground several hours of a 
cognitive interview (a structured 
inquiry into the decision making of 
a consumer). Within the context of 
an actual story, the participant can­
not hide behind generalizations or 
tendencies; both interviewer and 
participant have a common refer­
ence point upon which to anchor 
further discussions of the cognition 
and decisions that underlie the con­
sumer's behavior. 

Most qualitative research tech­
niques are designed to answer the 
question: What are my client's cus­
tomers thinking with regard to the 
product in question? Many research 

practitioners have tools available that 
can answer this question with vigor. 
A subtly different question, though, 
has some very different implications: 
How are my client's customers 
thinking? Addressing that problem 
effectively requires a different set of 
tools, a significant investment into 
mental modeling (uncharted psy­
chological territory for many com­
panies that use primarily focus 
groups and surveys to collect data), 
and a different set of expectations 
regarding the outcome of a research 
project. However, when executed 
effectively, the result is a depth of 
understanding of the consumer that 
is richer than the client ha ever 
experienced. This new view of the 
consumer's thinking and decision­
making is a firm foundation upon 
which to build future product 
design, marketing and research. 

The power of stories 
What does it mean for a research 
method to be incident-based? In 
short, incident-based methods of 
qualitative data collection place 
great emphasis on the actual, lived 
experience of the consumer. This 
collection of techniques emphasizes 
the importance of being in a partic­
ular situation with a product 
(whether that is the purcha e situa­
tion, the use situation or some other 
situation that is relevant to the 
client's research question) and 
recounting this incident in an inter­
view with skilled, trained 
researchers. Some have argued that 
the story is the fundamental unit of 
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human memory, and that the struc­
ture and content of stories essential­
ly define culture and exert a huge 
influence on behavior, opinions and 
decisions. Incident-based methods 
are consistent with that view, and 
take advantage of a consumer's own 
experience and expertise in making 
decisions about products. Simply 
put, an incident-based approach to 
consumer decision-making retains 
all the context of the original deci­
sion, whether it is the context of 
time, stress, emotion, uncertainty, the 
environment, or other factors that 
we may not even realize are affecting 
a decision until this interview 
approach is u ed. Speculation on the 
part of the participant is actively 
avoided, and the interview is, to the 
fullest extent possible, grounded in 
actual events. 

Part of the uniqueness of this type 
of approach is that the interviewers 
are - in most cases - not collecting 
opinions. In fact, the data that par­
ticipants provide are usually cold, 
hard facts. Training in incident-based 
technique teaches the researcher to 
steer clear of responses that take the 
form of"Usually, X happens," "Some 
people believe that X," or 
"Generally, my opinion on X is ... " 
Rather, incident-based techniques 
rely on the details of the situation in 
question. Often, questions get at the 
progres ion of actual events during 
purchase and the behavioral and 
cognitive tasks associated with prod­
uct use. These elements are always 
elicited with an ear for key decisions 
associated with the product. The 
interview participant himself gives 
clues to where the critical decision­
making is taking place. Phrases like 
"I just knew," "There was something 
about it that made me think ... ," and 
"I had a gut feeling" indicate that 
the participant's intuition was called 
upon and that this is therefore a 
potential decision point. 

How many times have you, as a 
researcher, heard these sorts of state­
ments? They are common, and they 
should catch your attention . When 
an individual has been in a particular 
situation many times, it is not 



Figure 1: Stages in a Knowledge Audit for Consumer Research Applications 
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unusual to have some extra insight 
into how that situation might 
unfold. This is true of large-scale, 
life-or-death, critical decisions, such 
as those faced by firefighter and F-
16 pilots, but also true of everyday 
decisions made by consumers. What 
is often referred to as intuition or 
gut instincts about a product may 
actually be a reflection of the exper­
tise of the consumer- their experi­
ence and mental models of a prod­
uct unconsciously influencing their 
behavior. Some incident-based tech­
niques are designed to "unpack" 
these intuition statement that con­
sumers make all the time, and can 
help researchers to understand 
where those gut instincts are coming 
from and how they can be influ­
enced. 

Mental models are the key to 
understanding how consumers make 
decisions, and are therefore the key 
to providing product manufacturers 
with the insight that they are seek­
ing with regard to their customers. 
An understanding of consumers' 
mental models is one outcome of 
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the careful analysis of the stories that 
are elicited through incident-based 
techniques. A mental model is really 
an internal (i .e., residing in the mind 
of the consumer) representation of 
the external world; it is the con­
sumer's understanding of how some­
thing works . For instance, why 
choose satellite television over cable? 
The answer will probably depend on 
several factors (including cost and 
availability of the services). While all 
of these are potentially important, 
the critical factor may be the con­
sumer's understanding of how these 
services work: Where does the satel­
lite signal come from? What does my 
television do with the signals? What 
types of maintenance are required 
and why? What happens when the 
service breaks down or something 
goes wrong? Investigating actual 
incidents and exploring the deci­
sions behind critical points can paint 
a picture of the participant's mental 
model of the service. This, along 
with other information taken from 
the interview, can tell you not just 
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Table 1: Expert Skills Uncovered in the l<nowledge Audit, and 
Consumer Research Application Examples 

Skill 

Diagnosing and predicting performance 

Perceiving critical stimuli 

Developing and knowing when to apply 
tricks of the trade 

Improvising 

Recognizing anomalies 

Compensating for equipment limitations 

what the participant thinks about 
satellite TV, to continue the exam­

ple, but how he thinks about satellite 
TV when he makes these decisions. 

T he co nsumer as expert 
One effective technique for a cogni­
tive interview is a knowledge audit . 
This technique was developed ini­

tially to elicit and categorize the 
major cognitive differences between 

experts and novices within several 
categories of military occupations in 
order to develop training programs 
that are more efficient in getting 
novices up to speed. When applied 
to marketing research, though, the 
technique excels at exposing the 

fundamental reasons for purchase, 
the decision-making associated with 
purchase and use, changes in the 
consumer's mental model of how a 
product works and how to use it, 
and brand loyalty. 

The knowledge audit is organized 
around knowledge categories that 
have been found to characterize 
expertise. Some of these are con­
tained in Table 1. 

The knowledge audit employs a 
set of probes designed to describe 
types of domain knowledge or skill 
and elicit appropriate examples in 
the form of stories or accounts of 
incidents. The goal is not simply to 
find out whether each skill is present 
in the task, but to find out the 
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Example in Practice 

Assessing one's own ability to use a 
product or to choose the best product 

Recognizing and categorizing a situation 
in order to use past experience and 
behavior as a guide 

Knowing several possible shortcuts for 
doing a job faster 

Using a product for something other than 
its explicitly intended purpose 

Knowing when a situation does not fal l 
into a category as ex pected 

Using some set of skills to overcome 
perceived barriers to getting a job done 

nature of these abilities, specific situ­
ations in which they were required, 
strategies that have been used by the 
consumer, and so forth. The list of 

probes is the starting point for con­
ducting these interviews. Then, the 
interviewer asks for specifics about 
the example in terms of critical cues 
and strategies of decision-making. 
Thi i followed by a di cu sion of 
potential errors that a novice or less­
experienced person might have 
made in this situation. Figure 1 rep­
resents the process of a knowledge 
audit. 

Cognitive interviews last approxi­
mately two hours and require two 

skilled interviewers for each con­

sumer who participates in the 
research. The two-on-one interview 
format allows one interviewer to 
engage the participant and lead the 
interview while the other takes 
notes, maintains awareness of the 
research questions, and adds ques­
tions or explores avenues that the 
lead interviewer might have missed. 

This approach is time- and resource­
intensive, and a team of interviewers 
working a 1 0-hour day can realisti­
cally do no more than four inter­
views. Some clients are nervous 
about the prospect of relying on a 
sample of 15-20 (and sometimes 
many fewer) interviews to inform 
their expensive marketing and 

design efforts. While history, and 
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some empirical evidence, shows that 
the method consistently delivers 
actionable in ights that are valid and 

reliable, there are some additional 
advantages. 

One can be seen in the design of 
new products or new features in the 
future. The understanding of con­
sumer decision-making that is 
gained from incident-based research 
now can pay dividends in the future 
when it comes time to test new 
ideas. Knowing that one segment of 
consumers dislikes the styling fea­
tures of an automobile is only 
directly useful for that particular 
model. However, knowing that con­
sumers from that egment tend to 
think of this model of car as a tool 
for getting work done - and there­

fore find racing stripes inconsistent 
with a serious tool - can definitely 
inform the styling of any new prod­
ucts that will be marketed as tools. 
Similarly, some alternative qualitative 
strategies would struggle to elicit 
information about the relative 
importance of, for example, point­
of-sale advertising versus direct mail 

for a particular product. If this dis­
tinction is important to consumers, 
it will be a part of the incident they 
recount, and it will be a part of their 
mental models of the purchase of 
this item. 

When it comes to purchasing and 

using products, all consumer are 
experts at their own decision-mak­
ing. Why not take advantage of this 

experience and expertise, and pre­
serve the richne s of the context in 
which these decisions were made 
and these behaviors initiated? What 
is lost in statistical power and 
breadth of sampling is gained in the 
depth of understanding and clarity 

of rationale that can result from a 
well-executed incident-based inter­
view. "What does the consumer 
think of this product or service?" is a 
question that needs to be answered 
over and over again, but answering 
the question of"How does the con­
sumer think about this particular 
product or service?" can produce 

deep and lasting insights. Q 
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I 
Try new 
ethnography-I ite! 

M
arket researchers use three basic methods of conducting 
context-based market research, along with combinations of 
each, to capture their desired data: passive observational 

research, active observational research, and ethnography. Ethnography 
has resurfaced over the last few years as a means of really getting to 
know the potential customer. The bond that develops between 
researcher and participant in real-world environments is the key to 
making this approach superior to traditional central location 
approaches. But the cost of ethnography is often so great that many 
companies can't afford to hire a degreed anthropologist who will 
spend days or weeks in the field. Let's take a closer look at the charac­
teristics of each of these context-based methods, and then see why 
there are practical alternatives to ethnography and its lengthy, often 
expensive methodology. 

Ethnography: The how and why 
Historically, ethnography has been the most extensive market research 
method. Through ethnographic research, we can learn much about 
how lifestyle, values and culture influence what people buy and how 
they use products and services. Ethnographers spend time in their cus­
tomers' natural environments to study interactive behaviors and both 
spoken and unspoken needs. Often spending days or weeks with peo-

ple, they observe, ask questions and 
participate in their daily activities at 
home, school, workplace, the gro-

0 b t · I eery store, health club or soccer se rv a I 0 n a field. Applying the rigors and tech-

research is a 
practical alternative 
to full-scale 
ethnography 

niques of social science, ethnogra­
phers identify how a brand and/ or 
product reflects people's lifestyle, 
culture and values. 

Ethnographic studies are ideal for 
exploratory projects where the 
objectives are initially undefined but 
become clearer as fieldwork pro-
gresses. Ethnography also works 
well for projects with goals that 

cannot be attained using traditional methods. For example: 
• Assessing brand identity for products with strong emotional or per­

sonal identification where brand relationships are based on personal 
values and sense of self, such as clothing, automobiles, personal care 
products and cosmetics. 
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• Revealing new product opportu­
nities through exploratory studies 
where little real-world data exists 
about customer behavior and 
lifestyle as they relate to product use. 

• Defining problems, parameters 
and value propositions that lead to 
consumer satisfaction. 

It's easy to see why ethnography is 
an expensive method of market 
research, with its up-close and per­
sonal study of people's lifestyles. 

The Hummer: addressing basic 
human needs? 
Let's look at products like fashions, 
automobiles, fragrances, cosmetics 
and home furnishings . The decisions 
we make about products like these 
reflect our chosen lifestyle and what 
we hold most dear. Although we may 
strongly desire these items, one could 
argue that we don't really need them 
for our continued existence. Think 
for a moment about Abraham 
Maslow's hierarchy of human needs -
remember his pyramid ranging from 
basic physiological needs to higher­
order needs that lead to self-actual­
ization? 

Now think about a Hummer, or a 
bottle of $300-per-ounce perfume. 
Do we really need these items in 
order to continue thriving, even sur­
viving, in our daily lives? They play 
more into our sense of self worth 
from an outwardly-referenced point 
of view. And tapping into this sense 
of self worth, or the more funda­
mental, unarticulated needs that 
we're not even aware of, is where 
ethnography works very well . That's 
why ethnography has become 
increasingly popular with advertising 
firms seeking to create messages that 
resonate with our need for self-actu­
alization. 

True ethnography really requires 
living in a community for a year or 
so and observing the inhabitants . In 
market research, ethnography is more 
compressed - it's usually a day (or 
period of days) in the life of cus­
tomers in a setting of interest to the 
client - home, shopping, work, 
wherever the behavior is of interest. 
But it requires multiple visits to the 
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subjects, with extended and lengthy 
interviews. This method requires 
time, the cost can be prohibitive and 
the data analysis is tedious. It can also 
be a drain on the client's time, if 
she/he is part of the project. 

Alternative observational 
research methods 
Of course, if you need true ethno­
graphic research, use an ethnograph­
er. Ethnographers are people with 
formal training in social sciences, 
typically holding post-graduate 
degrees in anthropology or having 
extensive field training under the 
guidance of someone with these cre­
dentials . But, it's a fallacy to assume 
an ethnographer is needed for every 
context-based application. Context­
based research methods such as pas­
sive and active observational research 
can be very appropriate alternatives -
think of them as "ethnography lite"! 
When a company has issues with 
timing and budget, using passive or 
active observational research might 
be more practical than full-scale 
ethnography. 

Passive observational research 
involves watching customers as they 
select or use a product or service. To 
obtain a benchmark of these interac­
tions, either live observers or video 
cameras are put in place to passively 
record these events as they occur. 
The hidden-camera method has 
become increasingly popular because 
it eliminates the need for costly field 
observers to be in place for extended 
periods and provides a permanent 
record of customer behavior. When 
video cameras are used, placements 
can be either overt, as in the home 
or workplace, or covert, as in retail 
stores, museums, parks, other public 
settings. These studies uncover the 
"who, what and when" aspects of 
product selection. Passive observation 
can provide the basis for developing 
displays and packaging targeted to 
customers' demographics and shop­
ping style. 

Here's how passive observational 
research works in a retail environ­
ment. A fixed video camera is placed 
in one or more locations where 
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behavior of interest occurs. For 
example, in the case of a study on 
snack purcha es, one or two cameras 
might be placed in the snack aisle of 
a grocery store. Usually, people don't 
know they're on camera. If data is 
collected for an extended period of 
time, it can actually become a quasi­
quantitative study, looking at traffic 
patterns, the demographics of people 
visiting the retail display, the length 
of stay, and their behaviors with the 
product. Here are a few of the most 
significant benefits of passive obser­
vational research when the hidden­
camera method is employed: 

• It's cost-effective; a technician 
installs a camera and then leaves. 

• There is no need to pay someone 
to do interviewing. 

• Motion detectors and timing 
devices minimize the use of tape, and 
it's only activated in the targeted 
space. 

Active observational research 
involves an observer/interviewer 
watching customers under natural 
settings - at home, on the job or in a 
retail environment - as they interact 
with the given product or service. 
The interviewer then asks questions 
of the customers, getting to the 
"why" of the observed behavior and 
asking them to describe their experi­
ences. For many products, a straight­
forward active observational inter­
view is sufficient to understand cus­
tomers' needs, setting the framework 
for product development and posi­
tioning strategies. 

Functional products like house­
ware items, tools and appliances are 
well-suited to this method. The most 
significant advantage of active obser­
vation is that it shows real-world 
customer interactions with products 
in the marketplace. It reveals the 
frustrations customers might feel 
about the products, and modifica­
tions or work-arounds they invent 
that can suggest ideas for new or 
improved products. Other benefits of 
this approach include: 

• Getting answers to the "why" 
questions, in addition to the who, 
what and where provided by passive 
observation. 



• Participants can be probed for a 
deeper understanding of anomalies 
and compensatory behaviors. 

• The interviewer is free to explore 
off-topic issues connected to the 
study objectives . 

Combining the two 
A combination of passive observa­
tion with active questioning is like 
"show and tell" and can be very use­
ful for locations such as the work­
place, home or retail operation. 
Here's how it works: the observer 
watches the customer interact with 
the products while the behavior is 
being taped, and then asks the "why" 
questions directly to the customer. 
For example, an observer watches a 
consumer in the grocery store pick 
up four different boxes of cereal and 
then select the fourth. The entire 
sequence is caught on tape, which, as 
we've already pointed out, captures 
many dimensions of customer 
behavior but only answers the 
"what" question. In order to find out 
the "why" of the interaction, the 
observer approaches the consumer 
and asks a few questions. Often par­
ticipants are recruited and prepared 
in advance, but just as often, respon­
dents may be asked to participate on 
the spot. 

When the observation is to take 
place in the consumer's home, 
she/he is recruited ahead of time 
and the entire process is laid out in 
advance. A camera is installed in an 
area of interest to the client; for 
example, in the family room to cap­
ture leisure activities. A 
motion/ timer is activated to record 
behaviors of interest over a period 
of days, but only when there is 
actual motion in the room. After a 
day or two, the family forgets the 
camera is there and everyone settles 
into their natural behavior. Once 
the taping is concluded, the market 
research company collects, views 
and edits the tape. They then meet 
with the homeowners to talk about 
what they saw, making the entire 
process a combination of quasi-pas­
sive observation and active ques­
tioning. 

The advantages of active observa­
tional research? The client can get 
to know the habits of their cus­
tomers - their environment, family 
dynamics, lifestyle, activities. From 
the information provided on the 
tapes , the interview that follows is 
more meaningful. The interviewer 
has already become intimately 
familiar with the family, their 
home, their routine, and feels that 

she/he has bonded with the family. 
Also important, the process answers 
questions about who makes the 
decisions and how the family is 
structured. 

More practical than 
ethnography 
Observational research works well 
in situations that involve a process, 
like how a service is delivered or 
how a product is used; for example, 
household products, appliances, 
food preparation, retail purchases 
and service industries like hotels 
and fast-food restaurants. The con­
sumer's interaction with the prod­
uct or service takes place in the 
environment in which it's being 
selected or consumed. The market 
researcher is interested in knowing 
the consumer's unmet needs, and 
how the device or product or ser­
vice meets those needs. Often, the 
data will suggest product improve­
ments or ideas for new products or 
services. 

Getting back to Maslow's hierar­
chy, how a product is used and how 
it meets basic needs are not at the 
top of Maslow's pyramid. But these 
are the critical questions that must 
be answered when new products 
are being developed and tested. 
While ethnography can provide 
insights that go far beyond tradi­
tional qualitative research methods, 
in many cases it can be like swatting 
a fly with a sledgehammer. Applied 
in this context, it means that the 
gap between traditional marketing 
research methods and ethnography 
can often be filled by observational 
research methods that are faster and 
more cost-effective than full-scale 
ethnography. I Q 

www.quirks.com 

Phone & Online ___ _. 

Consumer Panel 
Business Panel _-,-...;:'-------' 

Exact Ag..;:;_e ___ ____ 
Income 
Gender 
ROD Phone 
Low Incidence 
Children/Babies 
Ethnic 
SP-ecialt 
Ailments 
Many More 

Multi-Sourced, More Options 
More Responsive 

Dependable, Realistic 
The Better Alternative 

~L2u~2-ll~?.li 
Old Greenwich, CT 

sales@affordablesamples.com 
www.affordablesamples.com 

800-784-801 6 

Quirk's Marketing Research Review I 63 



..c 
u 
~ 

co 
Q) 
(j) 
Q) 
~ 

\.f--
0 
(j) 
(j) 
Q) 
c 
(j) 

~ 
...c 
Q) 

..c 
+-J 

Market intelligence 
versus marketing 
research 

M
any companies use the term "market intelligence" inter­
changeably with the term marketing research. A search of the 
Internet using the term market intelligence clearly demon­

strates this trend, with the search returning page after page of marketing 
research companies advertising their market intelligence capabilities . 

So is market intelligence the same thing as market research? 
Absolutely not! Market research is a well-defined discipline with a long 
history of application in the business world. It takes many different 
forms, and its ultimate goal is to enhance a firm's understanding of the 
market and customer, but it is not market intelligence. 

Market intelligence is a much broader term that can be defined as an 
ongoing, holistic knowledge of all aspects of the marketplace. One way 
to visualize market intelligence is to picture a pyramid. Each face of the 
pyramid represents an aspect of market intelligence. The three faces of 
the pyramid are information, communication, and people/processes. 
Each of these faces is built upon a foundation of basic capabilities, with 
movement "up" the face of the pyramid representing increasing capabili­
ties and proficiency. Market intelligence is the culmination of each of 
these areas at their highest levels. 

The differences between marketing research and market intelligence 

Figure 1: The Three Faces of the Market Intelligence Pyramid 

Communication 

are as follows: 
• Market intelligence is all-encompassing. Data gathering is just one 

aspect of market intelligence. It is a key building block for the informa­
tion face of the pyramid, but it is not the only building block. 

• Market intelligence analysis requires different skills versus marketing 
research. Market intelligence analysis requires a broad set of analytical 
skills including business analysis skills. It requires integrating a broad 

64 I Quirk's Marketing Research Review www.quirks.com 

By Ed Crowley 

Editor~ note: Ed Crowley is 
worldwide printer marketing manager 
for Lexmark International, a 
Lexington, Ky. -based printer 
manufacturer. He can be reached at 
ecrowley@lexmark.com or at 859-
825-4201. 



Marketing Research/Decision Support Seminars from ••• 

THE BURKE 
I N s T I T u T E 

We cordially invite you to experience our unequalled commitment to excellence. 

http:/ /www.Burl<elnstitute.com 
2004 Seminar Dates and Locations 

101. Practical Marketing 
Research 

New York ............... .Jan 6-8 
Dallas .................... Feb 9-11 
Los Angeles ........ Mar 15-17 
Chicago .............. Apr 12-14 
Boston ................ May 24-26 
San Francisco ... .June 28-30 
NewYork ................ Aug 2-4 
Cincinnati .............. Sep 8-10 
Baltimore ............ Oct 11-13 
Chicago .............. Nov 16-18 

104. Designing Effective 
Questionnaires: 
A Step by Step 
Workshop 

New York ........... .Jan 20-22 
Los Angeles ........ Mar 23-25 
Baltimore ............. .June 1-3 
San Francisco ... .July 27-29 
Cincinnati ............ Sep 14-16 
Chicago .................. Dec 7-9 

1o6. Tools & Techniques 
for Conducting 
OnUne Research 

New York ................ Mar 2-3 
Chicago .................. June 8-9 
Los Angeles ............ Nov 4-5 

201. Getting the Most Out 
of Traditional & 
Online Qualitative 
Research 

Chicago ............. .July 13-14 

202. Focus Group 
Moderator Training 

Cincinnati ............ Jan 27-30 
Cincinnati .......... Mar 16-19 
Cincinnati .............. May 4-7 
Cincinnati ......... .June 22-25 
Cincinnati .......... Aug 10-13 
Cincinnati ...... Sep 28-0ct 1 
Cincinnati .......... Nov 16-19 

203. Specialized Moderator 
Skills for Qualitative 
Research Applications 

Cincinnati ................ Feb 2-5 
Cincinnati ... .June 28-July 1 
Cincinnati ................ Oct 4-7 

2os. QuaUtatlve Research 
with Children 

Chicago ................... .July 15 

301. Writing and Presenting 
Actionable Marketing 
Research Reports 

New York ........... .Jan 14-16 
Chicago .............. Apr 21-23 
Los Angeles ....... .July 21-23 
Cincinnati ............ Oct 20-22 

so1. AppUcations of 
Marketing Research 

Dallas .................. Feb 12-13 
Los Angeles ........ Mar 18-19 
Boston ................ May 27-28 
NewYork ................ Aug 5-6 
Baltimore ............ Oct 14-15 

Please Check our website or contact us about the following: 
• Certificate Programs • Recommended seminar 
• Pass Programs (3, 6, 12 combinations: 101 & 501 , 

month options- 201 & 205, 202 & 203, 
save $1000's) 301 & 601 , 502 & 504, 

• In-house/on site seminars 505 & 508, 506 & 507, 
• Combination/team fees 508 & 509, 602 & 603 

so2. Product & Service 
Research 

New York ................ Mar 2-3 
Chicago .............. Sep 21-22 

so4- Advertising Research 

New York ................ Mar 4-5 
Chicago .............. Sep 23-24 

sos. Market Segmentation 
Research 

New York ............ Feb 24-25 
Los Angeles ....... .July 13-14 
Chicago ................ Nov 2-3 

so6. Customer Satisfaction 
Research 

New York ............ Feb 17-18 
Cincinnati.. ............ June 8-9 
Chicago .............. Oct 26-27 

so7. Analysis and 
Interpretation of 
Customer Satisfaction 
Data 

New York ............ Feb 19-20 
Cincinnati .......... June 10-11 
Chicago .............. Oct 28-29 

so&. Positioning Research 

New York .................. Feb 26 
Los Angeles ........... .July 15 
Chicago ...................... Nov 4 

S09· Pricing Research 

New York .................. Feb 27 
Los Angeles ........... .July 16 
Chicago ...................... Nov 5 

6o1. Data Analysis for 
Marketing Research: 
The Fundamentals 

New York ........... .Jan 12-13 
Chicago .............. Apr 19-20 
Los Angeles ....... .July 19-20 
Cincinnati ............ Oct 18-19 

602. Tools and Techniques 
of Data Analysis 

New York ........... .Jan 27-30 
Los Angeles .. Mar 30-Apr 2 
Baltimore .......... June 15-18 
Chicago .............. Aug 17-20 
Dallas ...................... Oct 5-8 
Cincinnati ...... Nov 30-Dec 3 

6o3. Practical Multivariate 
Analysis 

New York ................ Feb 3-6 
Los Angeles ............ Apr 5-8 
Baltimore ......... .June 22-25 
Chicago .............. Aug 24-27 
San Francisco ...... Oct 19-22 
Cincinnati .............. Dec 7-10 

6os. Practical Conjoint 
Analysis and Discrete 
Choice ModeUng 

Cincinnati ............ Apr 13-14 
Chicago ................. .July 8-9 
Los Angeles ........ Oct 27-28 

701. Conducting Research In 
International Markets 

New York ................ Mar 4-5 
Los Angeles ............ Nov 4-5 

0 2003 The Burke Institute 

TO REGISTER PLEASE CONTACT US AT: 
Voice: 800-543·8635 or 513·684-4999 • Fax: 513·684-7733 

E·mail: Linda.Thomson@Burkelnstitute.com 

FOR ADDITIONAL INFORMATION OR DETAILS ABOUT OUR SEMINARS: 
Please contact Mr. Jim Berling, Managing Director, 

or visit our web site at http://www.Burkelnstitute.com 



array of information, which extends 
beyond traditional marketing research 
data. The analyst must understand the 
market, key competitors, the financial 
dynamics of the industry, and the 
entire business value chain. Often, the 
best market intelligence analysts have 
a financial or product management 
background, whereas many of the 
best marketing research analysts come 
from behavioral science or mathemat­
ical backgrounds. 

• Market intelligence requires inte­
gration with all aspects of the busi­
ness. Whereas marketing research is 
highly focused on customers, market 
analysis encompasses the entire view 
of the market and requires integration 
into the companies forecasting 
process, product development process, 
and other business systems. 

The best way to discuss the differ­
ence between marketing research and 
market intelligence is to focus upon 
each face of the market intelligence 
pyramid. The information face of the 
market intelligence pyramid is built 
upon a foundation consisting of four 
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Figure 2: The Information Face of the Market Intelligence Pyramid 

Product 
Information 

basic areas: competitor information, 
product information, market informa­
tion and customer information. This 
is depicted in Figure 2. 

Product information refers to an 
under tanding of the products in the 
marketplace, how they are priced, and 
what tactical marketing activities 
(promotions, advertising, etc.) are 
being used with these products. 
Competitor information refers to the 
understanding of competitors' strate­
gies, organizational structure, product 
investment portfolio, and future prod­
uct plans. Market information 
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Customer 
Information 

encompasses a view of the market at a 
macro level including the current 
market size, market segments, market 
share trends, and the forecasted 
growth of the market and the respec­
tive market segments. Finally, and per­
haps most importantly, customer 
information (the traditional focus of 
market research) involves fully under­
standing the customer preference , 
driver of customer behavior, brand 
loyalty, satisfaction rates and any other 
customer views that impact their 
behavior in relation to your firm's 
products or services. It is important to 
note that each of these areas of 
knowledge can be a unique di cipline 
in and of itself. However, the real 
power of the information lies in com­
bining all of these areas to create a 
complete view of the market, the 
market intelligence view (Figure 3). 

Market intelligence yields an ongo­
ing and comprehensive understanding 
of the market. Each of the four 
knowledge areas - competitor intelli­
gence, product intelligence, market 
understanding, customer insight­
interacts to form a complete under­
standing of the market. Each com­
petitor's strategies will impact their 
product actions, the overall trends of 
market growth and segment interac­
tion will impact the strategies, and 
underlying all of this, the customer's 
behaviors and attitudes will ultimately 
drive the market dynamics in terms of 
growth rates and product acceptance. 
This integration of all four knowl­
edge areas is the ultimate deliverable 
for market intelligence. Marketing 
research is a critical and significant 
source of information. However, it 
does not encompass all of the infor-



Figure 3: The Market I ntelligence Pyramid 
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mation areas which are covered by 
market intelligence. The scope of 
information covered is one of the key 
differences between marketing 
research and market intelligence. 

When examining the communica­
tion face of the market intelligence 
pyramid, the most important differ­
ence between market intelligence and 
marketing research is that good mar-

• Technology Trends • Purchase Dynamics 
• Segmentation • Brand Awareness 

• Brand Consideration 
• Key product ooncems 

ket intelligence involves a dialogue 
between the market intelligence ana­
lyst and the client/ decision maker. 
Conversely, marketing research pro­
vides an assessment of a specific issue, 
or measures a specific market dynam­
ic. While it clearly involves communi­
cation with the client/ decision 
maker, it typically consists oflimited 
interaction versus the full dialogue of 
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market intelligence. 
The third and final face of the pyra­

mid deals with people and processes. 
This can be the most defining differ­
ence between marketing research and 
market intelligence. By its very nature 
market intelligence is a process. One 
which constantly captures informa­
tion from many difference sources, 
assesses it, and then uses the informa­
tion during the ongoing business 
decision-making process. 

Marketing research is typically 
focused on answering specific ques­
tions, or tracking specific issues. W hile 
it can benefit from good processes, it 
is a fini te "task" (or series of tasks) . 
Market intelligence is a process, an 
ongoing interactive process. 

This process should be a closed­
loop system with a feedback cycle 
from the executives to the market 
intelligence team. The executive's 
feedback will guide the market intel­
ligence team in future analyses by 
providing insight into the key issues 
the executives are facing. At the same 
time, the market intelligence teams 
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are constantly capturing, monitoring, 
and synthesizing information that will 
ensure that the executive team is not 
surprised by market developments or 
competitive actions. 

In his book Business as vvar, 
Kenneth Allard makes a parallel 
between the business environment 
and the intense and ever-changing 
environment associated with a battle­
field. In this battlefield environment 
the intelligence on your enemy's 
activities is vital to winning, and it 
must constantly be monitored and 
updated due to the fluid nature of the 
battlefield. Obviously, the stakes are 
lower in business versus war. We are 
not fighting for our lives like the 
brave soldiers in the field of battle. 

However, we are fighting for terri­
tory (market share and customers) 
against multiple enemies, all of whom 
have strategies focused on taking ter­
ritory from our firms. Building a solid 
market intelligence system is vital to 
having the information necessary to 
compete and win in your business 
battleground. If your firm's focus is 
only on marketing research, your 
view of the battlefield is limited and 
potentially threatens your position in 
the market. 

So what about all of these compa­
nies listed under the heading of"mar­
ket intelligence" in our Web search? A 
quick examination of these compa­
nies'Web pages reveals that most are 
offering a traditional set of marketing 
research survey services, as opposed to 
complete market intelligence services. 
While market intelligence is an oft­
promised capability, frequently com-

panies are simply delivering tradition­
al marketing research services. 

So how does one develop a true 
market intelligence capability? It 
would take much more than the space 
in this article to address this question. 
At a very high level, it involves: 

• Having a vision for your market 
intelligence function. Do you want it 
to be world-class? What do you want 
your market intelligence function to 
excel in? How would you define suc­
cess for your market intelligence 
team? 

• Obtaining buy-in from your mar­
ket intelligence team for your vision. 
This requires a clear articulation of 
what you are trying to accomplish, 
providing the team the opportunity 
to talk about the vision and to actual­
ly impact what the final vision is. 
Working as a team to craft a mission 
statement that clearly articulates the 
vision. 

• Mapping your vision to a set of 
core competencies required to fulfill 
your vision. Identify the competen­
cies that are unique and which repre­
sent significant added value by your 
team. Perform an audit of your mar­
ket intelligence function in order to 
ensure your vision maps to your 
client's needs, and to identify gaps 
between your market intelligence 
vision and your team's current capa­
bilities and deliverables. Build a plan 
to address and fill in the gaps, keeping 
in mind that this doesn't happen 
overnight - it can easily be a two-to­
three-year process. 

• Increasing the focus on building 
your core market intelligence compe-

MARKET RESEARCH CHALLENGE: 
How do you implement new data 
collection methods? 

MI Pro survey software uses XML 
to give you total integration. 

• The same questionnaire can be used for Web, CATI, 
CAPI, Paper scanning and POA interviewing. 

• One multi mode questionnaire saves you money. 
• As new modes develop they can be easily integrated. 
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tencies by outsourcing those elements 
(i.e., competitive product cost tear­
downs, etc.) which are not essential to 
the core. A great example of this is to 
utilize outside vendors and informa­
tion distribution technologies to out­
source the collection, summary and 
dissemination of market news data 
(competitor price changes, promo­
tional activities, etc.).Another example 
is to use outside marketing research 
vendors for all non-core aspects of 
marketing research projects (including 
sourcing, fielding, project manage­
ment, and basic statistical and crosstab­
ular analysis). Then your analysts can 
focus on structuring the initial 
research project based on their under­
standing of the business need, and 
then identifying what the research 
results mean in the context of the 
business issues and decisions at hand. 

• Creating a process that bridges 
functional groups to capture informa­
tion from many different business 
areas to provide the information 
foundation for a complete market 
intelligence picture. 

• Ensuring the market intelligence 
staffhas a consulting versus a project 
management focus (which of course, 
has implications for the skill sets of 
your market intelligence staff). This 
includes measuring the results of 
decisions made based upon your mar­
ket intelligence and then fine-tuning 
future work in order to drive better 
results. 

• Obtaining the mandate of and 
access to your executive team in order 
to integrate the results of market 
intelligence analysis into the business 
decision-making process, and to cap­
ture the feedback, which will drive 
future market intelligence inquiries 
and analysis. 

Of course, this is much easier said 
than done. However, with the rigor­
ous application of market intelligence 
discipline, techniques and principles, 
you can create a true market intelli­
gence organization that will not only 
be an integral part of your business 
decision-making process, but which 
will also play a key role in shaping 
your firm's strategic direction. I Q 



Survey Monitor 
continued from page 8 

"Cost is important to subscribers, 
and at least some savings must be a 
central theme of any successful cam­
paign for bundled services," says 
William Cheek, an analyst with Parks 
Associates. "The challenge for service 
providers will be to not simply 
underprice their service packages in a 
shortsighted attempt to stem churn 
and attract new customers. Instead, 
they will need to define value to their 
customers in a way that includes such 
variables as the convenience of all ser­
vices on one bill, one point of contact 
for service issues, and value-added 
features and applications that can be 
layered upon basic services." 

The study, based on an Internet 
survey of over 4,000 households con­
ducted by Parks Associates, also found 
that 7 4 percent of households likely 
to upgrade to broadband Internet in 
the next 12 months would subscribe 
to a bundled service package that 
could save them $20 per month for 
data, voice and video services. 

"This is encouraging for service 
providers," Cheek says. "As more 
households switch from narrowband 
to broadband, the number of house­
holds with bundled services could 
increase almost in tandem, provided 
that providers offer and adequately 
demonstrate the value - above and 
beyond cost savings - of these 
options." For more information visit 
www.parksassociate .com. 

Football beats baseball as 
favorite sport 
For the second year in a row, profes­
sional football leads baseball by two­
to-one (30 percent to 15 percent) as 
the nation's favorite sport. Nineteen 
years ago, in 1985, when The Harris 
Poll first asked this question, profes­
sional football and baseball were in a 
virtual tie (24 percent to 23 percent) 
for first place. With a few small wob­
bles in the numbers, football (up 6 
points since 1985) has steadily 
increased its following at the expense 
ofbaseball (down 8 points since 
1985). 

While baseball (15 percent) has 

slipped badly, it is still ahead of college 
football (11 percent), men's pro bas­
ketball (7 percent), auto racing (7 per­
cent), and men's college basketball (6 
percent). These are the results of a 
nationwide Harris Interactive survey 
of2,555 U.S. adults surveyed online 
between September 20 and 26,2004. 

With the exception of pro football 
and baseball, the numbers of people 
naming sports as their favorites are 
not very different from what they 

were in 1985. However, some sports 
have moved up and down over the 
last 19 years. In the late 1990s, when 
Michael Jordan was at his peak, those 
picking men's pro basketball as their 
favorite sport increased, from only 6 
percent in 1985 to 13 percent in 1997 
and 1998. It has now slipped back to 
7 percent. 

M en's tennis was the favorite of 5 
percent of U.S. adults who follow 
more than one sport in 1985; it has 

Guess who's paying too much 
for telephone data collection! 

Are you paying too much 
for telephone data 
collection services? If so, 
Opinion Resources can help. 

ORI is located in rural Utah, where 
it is very inexpensive to do 
business. We also have systems 
in place that allow us to keep our 
costs low. A prime example is 
our proprietary Intranet that 
replaces the clerical functions 
that most of our competitors are 
still doing by hand. Instead of 
cutting quality, we implement 
cost-saving systems. 

The formula is a simple 
one: Our costs are lower, 
and we pass the savings on 
to you. Call today. 

(800)760-6741 
www.OpinionResources.com 

Opinion 
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now slipped to 1 percent. 
The survey also found some sizable 

differences between different seg­
ments of the population. Pro football 
has more fans among Generation X , 
those aged 28-39 (42 percent) , in two 
incomes groups, those with house­
hold incomes of$15 ,000 to under 
$25,000 and $50,000 to under 
$75,000 (both 40 percent), in the East 
(38 percent) and among Mrican­
Americans (38 percent). 

Baseball does best among U.S. 
adults who follow more than one 
sport with household incomes of 
between $35,000 and under $50,000 
(22 percent) and with matures, aged 
59 and over (20 percent). 

College football is particularly pop­
ular in the South (19 percent), among 
college graduates (19 percent) and 
adults in more households with 
incomes of$75,000 or more (16 per­
cent). 

Auto racing (which includes 
NASCAR) does best in the two low­
est-income groups with incomes of 
$25,000 or less (each with 12 percent) 
and those who never went to college 
(11 percent). For more information 
visit www.harrisinteractive.com. 

Bankers improving their 
service 
Informa Research Services, Inc. , 
Calabasas, Calif., has released findings 
from its Customer Service Index, a 
normative database reporting on 
banker sales and service performance. 
The following findings are the results 
of bank employee performance from 
over 7,000 mystery shops, from 20 
institutions across the nation. 

Audits of bank representatives' sales 
and service performance show cross­
selling, asking for the business, and 
offering help with future needs has 
improved sharply: 

2000 2002 2004 

Cross-selling 44% 50% 61% 

Asked for business 47% 71% 72% 

Help with future needs 57% 69% 74% 

Performance on softer issues related 
to customer relations has also 
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improved: 

2000 2002 2004 

Introduced self 58% 62% 68% 

Ask for name 64% 71% 73% 

Shake hands 55% 54% 68% 

At the same time, banker discovery 
skills (questioning) and product 
knowledge have declined: 

Discovery 

Amount of money 

Verified needs 

Product l<nowledge 

Suggested product 

Mentioned features 
/benefits 

2000 2002 2004 

76% 73% 66% 

59% 52% 55% 

88% 83% 76% 

93% 94% 87% 

"While bankers are placing more 
emphasis on improving the sales skills 
of branch employees, more focus 
should be placed on employee prod­
uct knowledge and understanding 
customer needs," says Paul Lubin, 
senior vice president, Informa 
Research Services. "Banks that ensure 
that employees discuss products based 
on customer needs are more likely to 
build long-term customer satisfaction 
and customer retention." For more 
information visit www.informars.com. 

Over half of RFID-aware 
consumers are concerned 
about invasion of privacy 
In a study of over 8,000 consumers 
conducted by Artafact LLC, Fremont, 
Calif., and BIGresearch, Columbus, 
Ohio, 63 percent of consumers who 
are aware of RFID (radio frequency 
identification) reported feeling very 
or somewhat concerned about inva­
sion of privacy issues. Those most sen­
sitive to the issue are men (65 per­
cent) and they tend to be older (35-
54 years of age) , better educated and 
higher-income than the general pop­
ulation. 

Government tops the list of organi­
zations most likely to abuse consumer 
privacy information, with 88 percent 
of those people concerned with pri-
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vacy believing that the government is 
the biggest threat to using their infor­
mation without explicit permission. 
The government is followed by 
"crooks and bad guys" according to 
consumers, as well as banks, insurance 
companies and credit card companies 
as additional threats. 

Consumers express more concern 
with privacy issues today than ever 
before. And with many forms becom­
ing electronic, they are cautious about 
divulging personal information and 
are taking active steps to protect 
themselves such as checking to make 
sure Web sites are secure before sub­
mitting information and shredding 
paper and unsolicited mail at home. 
Many believe their personal informa­
tion is easily obtained by companies 
through magazine subscriptions and 
frequent-buyer programs implement­
ed by grocery stores and airlines. 

Although consumers recognize the 
perks of being rewarded for loyal 
shopping behavior, they are also con­
cerned that their information is not 
protected and will be shared without 
their permission. "Almost everyone 
knows somebody lately who has had 
a bad experience with privacy inva­
sion, credit card abuse or identify 
theft," says Linda Stegeman, president 
of Artafact. "In online focus groups, 
they recount stories of friends or fam­
ilies who have been affected by insti­
tutions or crooks and bad guys get­
ting access to their personal informa­
tion." 

Only 35 percent of consumers con­
cerned about protecting their person­
al information believe that RFID is a 
"good idea." However, they also rec­
ognize the business benefits of easily 
tracking merchandise and preventing 
theft. Many consumers think they will 
not reap any benefit from RFID 
technology and are concerned with 
the potential for misuse, given the 
"lack of safeguards." For more infor­
mation visit 
www. bigresearch. com/ rfid.htm. 

Ladies like horse racing 
Scarborough Sports Marketing, New 
York, released an analysis that finds 
that horse racing is attracting female 



consumers. Fifty-two percent of loyal 
horse racing fans are women (loyal 
horse racing fans are defined as con­
sumers 18+ who are very or some­
what interested in horse racing). 
The only other sport out of the 23 
measured by Scarborough where a 
higher percentage of loyal fans are 
female is the WNBA. Fifty-seven 
percent of loyal WNBA fans are 
women. Horse racing has experi­
enced a growth in avidity among 
18-24-year-olds. Nine percent of 
consumers 18-24 watched a horse 
racing event on broadcast or cable 
television during the past year, up 
from 5 percent in the 2002 study. 
This is an increase of more than 
796,000 18-24-year-old horse rac­
ing viewers. Seven percent of con­
sumers 18-24 in the most recent 
Scarborough study said they were 
loyal horse racing fans, versus 6 per­
cent in the company's 2002 study. 
"The Triple Crown races of the past 
three years have contributed to 
increased excitement in the sport of 
horse racing. As Scarborough data 
demonstrates, horse racing has 
undoubtedly found a new fan niche 
among women and younger con­
sumers," says Howard Goldberg, 
senior vice president, Scarborough 
Sports Marketing. "As the sport 
continues to flourish, marketers, 
garners and other racing business 
partners may have new opportuni­
ties with these up-and-coming con­
sumer segments." Loyal horse racing 
fans lead active, diverse lifestyles. 
Scarborough Sports Marketing finds 
that these consumers are 21 percent 
more likely than all adults to have 
gone fishing during the past year, 27 
percent more likely to have played 
golf, and 14 percent more likely to 
have gone power boating. Loyal 
horse racing fans are 17 percent 
more likely to have visited an art 
museum during the past year and 9 
percent more likely to have attend­
ed live theatre. The data for this 
report was compiled from 
Scarborough Multi-Market 2004 
(12 months). Data collection peri­
ods were February 2003 to March 
2004. For more information visit 
www.scarborough.com. 

Cellphones leave millions out 
of political polling process 
As many as eight million U.S. 
households could be left out of the 
political polling process as a grow­
ing number of consumers move to 
cellular phones as their sole means 
of taking and making telephone 
calls, according to a survey conduct­
ed by the Consumer Electronics 
Association (CEA), Arlington, Va. 

"Number portability, advanced 
text messaging and voicemail fea­
tures, and most importantly, falling 
prices for service plans are all allow­
ing more and more consumers to 
cut the cord to their traditional 
landline services," says CEA 
President and CEO Gary Shapiro. 
"This trend is without question 
making it harder for political poll­
sters to get an accurate read on 
local, state and national races." 

The research, conducted online 
October 2 through October 5, 2004 
among 568 likely voters, reveals cel­
lular-only consumers receive far less 
polling solicitations than those with 
traditionallandline service. In fact, 
only 10 percent of cell phone-only 
likely voters reported receiving at 
least one polling solicitation for a 
local, state or national election in 
the last 60 days. This compares to 
nearly 30 percent of consumers who 
also have, or rely exclusively on, tra­
ditionallandline service. 

The survey found a large portion 
of the cellular-only group (3 7 per­
cent compared to 28 of all likely 
voters), don't consider themselves 
Republicans or Democrats. Instead 

they're more likely to be 
Independents or have no political 
affiliation at all. The cellular-only 
group is also much younger by 
nearly half compared to all other 
consumers, more likely to be single, 
employed part-time or not at all 
(mostly students) and have lower 
average incomes. 

Another factor thwarting the 
effectiveness of political pollsters is 
the practice of call screening. 

The survey found while likely 
voters, both Republican and 
Democrat, reported receiving an 
equal number of polling calls, 
Republicans are 25 percent more 
likely than Democrats to have 
responded to at least one poll. The 
difference was just as pronounced 
for polls related to the national elec­
tion, where Republicans were more 
than 23 percent more likely to have 
responded to a poll call. 

Some of the difference may be 
attributed to the survey findings 
showing that Democrats are 
much more likely than 
Republicans to indicate they 
screen their calls ( 44 percent and 
27 percent respectively). 

The survey also uncovered anoth­
er factor working against pollsters. 
Democrats with cellular phone ser­
vices who also have a traditional 
landline are 46 percent more likely 
(35 percent and 24 percent respec­

tively) than Republicans to say they 
answer "most" of their incoming 
calls at home using their cell 
phones. For more information visit 
www.ce.org. 

Socratic animates Web survey tasks ... 

Boring Web Surveys 
Not Cutting It? 

e Socratic WebComm Toolset5M is a 
te of brand assessment tools that are 

-----' useful for testing advertisements, packaging 
design, graphics and other elements of ma.rketing communications and brand messaging. 

No software or files are downloaded to a respondent's computer, and exhibits cannot be copied using 
standard screen-print or cuUcopy tools. 

All of these tools are fully compatible with the Socratic Web Survey 2.Q5M 

system, which means that all tests may be preceded or followed by in-depth 
profiling or other questionnaire-based lines of inquiry. 

More information and animated demonstrations of the WebComm technology can 
be found at Socratic's Web site at www.sotech.com. 

-SOCRATIC 
T£CHNOLOGIE.~ 

1-800-5-SOCRATIC 
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Product and Service Update 
continued from page 12 

which provides the opportunity 
for a business to gather market 
intelligence expediently, and to 
create an information community; 
Knowledge Reporter, a tracker 
management system designed to 
simplify the storage of data by 
storing multiple trackers in one 
area and in one recognizable for­
mat; and Knowledge Tree, a 
knowledge network capable of 
storing previously disparate strands 
of business and consumer data in 
an accessible and actionable for­
mat. Each of the elements can be 
developed for the business sepa­
rately, yet can also be interlinked 
to ensure that business information 
in whatever form remains con­
nected via one system. For more 
information visit 
www.nunwood.com. 

New Hispanic market 
offering from Cohorts 
Denver segmentation firm Cohorts 
is now offering Hispanic Cohorts, 
a household-based segmentation 
product comprising 19 consumer 
groups within the American 
Hispanic community. Segments 
include Isabel (successful career 
women), who is highly acculturat­
ed into American culture and soci­
ety, and Domingo y Sylvia (modest 
income grandparents), who still 
predominately speak Spanish and 
feel loyalty toward Spanish adver­
tising and media. 

Rather than focusing on cultural 

heritage (e.g., Mexican and Puerto 
Rican) as a means for segmenting 
the Hispanic community, Hispanic 
Cohorts is based on the theory 
that socioeconomic and familial 
circumstances drive most con­
sumer behaviors, even more so 
than specific cultural heritage. 

Integra Relationship Marketing 
and Simmons Market Research 
Bureau provided insight that assist­
ed with the development of 
Hispanic Cohorts. Both companies 
will incorporate Hispanic Cohorts 
into their product offerings . 
Simmons will offer its clients 
Hispanic Cohorts as part of its 
National Hispanic Consumer 
Study (NHCS) license. For more 
information visit 
www.cohorts.com. 

Have no fear, the WOW! 
team is here 
G & S Research Carmel, Ind., has 
established an internal team to 
reinforce efforts to brand company 
services with a feeling of "wow." 
Through the recognition of excep­
tional performance and other ini­
tiatives, the G & S Research 
WOW! team is challenging its 
organization to discover better 
ways to not only partner with but 
also "wow" client companies. 

The WOW! team monitors pro­
ject successes and client feedback 
in order to enhance the value of G 
& S services. By providing special­
skills training, performance recog­
nition and examples of best prac­
tices companywide, the cross-

departmental WOW! team is 
intended to make it easy to com­
municate the challenges and solu­
tions experienced by various pro­
ject teams. 

Project teams at G & S earn 
WOW!-based recognition for 
exceeding client expectations - by 
beating a deadline, developing an 
innovative strategy or finding other 
ways to go the extra mile. For more 
information visit www.gs­
research.com. 

Sawtooth Software updates 
Web interviewing system 
Sawtooth Software, Sequim, Wash., 
has released of SSI Web vS, an 
upgrade offering improvements to 
Sawtooth Software's general Web 
interviewing system. In addition to 
the standard question types (check­
box, radio, numeric, open-end, 
grid), SSI Web can also build cus­
tomized (constructed) lists of 
brands or other response options 
chosen in previous questions. These 
customized lists can be used in later 
questions . Skip patterns are much 
more flexible in vS, including "pre" 
and "post" skip options. SSI Web 
supports randomization of ques­
tions on a page, or a series of pages . 
Power users can add their own cus­
tom HTML questions,JavaScript, 
or even instructions written in Perl . 

SSI Web lets users host their own 
surveys (Unix orWindows servers), 
or Sawtooth Software can host 
them for a fee. An option for 
CAPI-based interviewing is also 
included. The software is sold for a 

Burke 
Burke provides decision support services for marketing, 

operations, quality and human resources. 
INCORPORA TED 

We acquire, integrate, analyze, and most importantly 
apply knowledge across your enterprise. 

www.burke.com -~-----""...__ __ __. 
- -. Make the right decision 
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one-time purchase price, rather 
than an annual or per-survey fee . 
For more information visit 
www.sawtoothsoftware.com. 

New facilities 
Q Research Solutions, Old Bridge, 
N.J., has opened a new test kitchen . 
The 1,597 -square-foot facility is 
located two miles from the firm's 
headquarters, in the Cambridge 
Square shopping center. It seat 25 
respondents per session and is 
equipped to conduct testing under 
both consumer kitchen or restau­
rant equipment scenarios. 

Briefly 
New York-research firm The 
Ziment Group has launched IMAP 
Research , a new division that will 
specialize in conducting multi­
client studies for the pharmaceuti­
cal and health care industries . 

Saskatoon-based Interactive 
Tracking Systems Inc. (!tracks) has 

released the latest version of its 
Bulletin Board Focus Groups. 
Improved management tools like 
the enhanced communication and 
transcript features are designed to 
help moderators create and edit 
their guides, participant lists and e­
mail invitations more easily. With 
multiple setting options, moderators 
can adapt the technology to suit 
their needs. For more information 
visit www.itracks.com. 

BMRB and Millward Brown have 
joined forces in the U.K. to launch 
Enlightenment, a new service that 
offers clients consumer intelligence 
drawn from BMRB 's marketing 
information services, including 
TGI, and where relevant, Millward 
Brown's client-specific primary 
research. For more information visit 
www.enlightenment-uk.com. 

Harris Interactive, Rochester, 
N .Y., has introduced Trust-Based 
Commitment, a measure that allows 
marketers to understand customers' 

multidimensional commitment 
based on personal and functional 
connection. This research model 
helps explain how customers inter­
act with outside environmental 
forces, such as competitive action, 
pricing, product channel availability 
and even changing consumer goals. 
For more information visit 
www. harrisinteractive. com. 

Atlanta research firm Brain 
Surgery Worldwide is now offering 
"emotion drivers" as a standalone 
product called Connection Drivers. 
Brain Surgery has uncovered that, 
for every brand, product or service, 
there are four or five primary emo­
tional drivers that will motivate 
purchase behavior. These emotion 
drivers exist for all types of cus­
tomer groups from credit card cus­
tomers, physicians, patients, long 
distance telephone users , wireless 
phone customers or any number of 
branded consumer product groups. 
For more information visit 
www.brainsurgeryinc .com. 

Mail surveys-from start 
to finish, we can help 

Readex Research's Mail Research Center can help you with 

your mail survey research . We can handle a project from start 

to finish, or seamlessly pick up just those steps that you don 't 

want to handle. You can fit us in at any point in the process, 

from questionnaire design to field work or reporting. 

Benefit from our nearly 60 years of mail survey experience. 

Corporate marketers and researchers, research companies, 

consulting firms, and advertising agencies use our services for 
mail studies (and esurveys too). 

Call today to discuss your project 1-800-873-2339 
or visit us at www.b2bmrc.com 
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Research Industry News 
continued from page 15 

technique - claimed ad awareness -

with a new approach that deduced 
effectiveness from recognition. 

Their findings revealed that 
claimed advertising awareness seri­
ously underestimates the effective­
ness of advertising. 

The winners of the other MRS 
Research Effectiveness Awards 
were: 

MRS Applications of Research 
Award: Simpson Carpenter. 

MRS Public Policy /Social 
Research Effectiveness Award: TNS 
UK & the Scottish Executive. 

MRS/ ASC Award for 
Technology Effectiveness: E-Tabs 
International. 

MRS/ AURA Insight 
M anagement Effectiveness Award: 
Nunwood Consulting. 

Two MRS Gold Medals for out­
standing service to the research 
industry were also presented to 

Stephan Buck and James Rothman 
for a combined total of 67 years 

editorship of the International 
j ournal of Market R esearch. For more 

information visit www.mrs.org.uk. 

Awards/rankings 
Perseus Development 
Corporation, a Braintree, M ass., 
research firm, has been named to 

Inc. magazine's annual Inc. 500 

ranking of the fastest-growing pri­
vate companies in the country. In 
addition, Perseus has been named 

to the 2004 Deloitte Technology 
Fast 500 as one of the fastest-grow­
ing technology companies in 
North America, and to Software 

Magaz ine's Annual Software 500, as 

one of the world's largest software 
companies. Perseus ranked #356 on 
both the Inc. 500 and Fast 500. 

Saskatoon-based research firm 

!tracks received the Business 
Development Bank of Canada's 

(BDC) Ongoing Achievement 
Award. The award comes with a 
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$20,000 grant offered by Hewlett­
Packard and a BDC Growth 
Potential Assessment valued at 

$5,000 intended to help the com­
pany achieve its growth objectives. 

The award recognizes former win­
ners of the BDC Young 

Entrepreneur Awards for steady 
business growth and outstanding 
achievement . Dan and Garnette 
Weber, !tracks' founders and own­

ers, won the BDC Young 

Entrepreneur Award in 1999. 

Walker Information, 
Indianapolis, has won the gold 
award for technology in the 
Indiana Excellence Awards for its 
development ofThe Walker 

SmartLoyalty System, an Internet­
based CLM tool. The annual 

Indiana Excellence Awards are 
sponsored by BKD and Indiana 

Business Magaz ine. The awards pro­
gram recognizes business excel­
lence through the improvement of 
specific business processes. 

Seattle research firm 
NetReflector, Inc. has ranked 

number 303 for its 661 percent 
growth from 1999 to 2003 on 
Deloitte's 2004 Technology Fast 
500. The Technology Fast 500 is a 
ranking of the 500 fastest-growing 

technology companies in North 

America based on average percent­

age revenue growth over five years. 
Last year, NetReflector ranked 

Number 275 on that same listing. 

WebSurveyor Corporation, 
Herndon,Va., has been named to 
Inc. magazine's annual Inc. 500 
ranking of the fastest-growing pri­

vate companies in the country. 

WebSurveyor ranks #59 on the list. 
WebSurveyor boasted average 

annual sales growth of 430 percent, 
compared to sales growth of 265 

percent for all companies included 
in the list. 

New accounts/projects 
Maple Grove, Minn.-based Data 
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Recognition Corporation has 
been awarded a five-year, $20 mil­
lion IDIQ (indefinite delivery 

indefinite quantity) contract with 
Defense Manpower Data Center 
(DMDC). DMDC, a branch of the 
United States Department of 
Defense (DoD), is responsible for 
administering surveys that assess 
attitudes and opinions on a wide 
range of personnel issues across the 
entire DoD community: active 

duty members, reserve component 
members, civilian employees, veter­
ans, and family members. 

Farmington Hills, Mich.-based 
research firm MORPACE 
International, Inc ., announced 
the award of its Management, 
Organizational and Business 
Improvement Services (MOBIS) 
schedule from the General Services 
Administration. The schedule, con­
tract number GS-10F-0618P, will 
enable MORPACE to provide 
consulting, facilitation and survey 
services as a prime contractor to 
federal agencies . 

20/20 Research, Inc., 
Nashville, has added market 
research firms Verus Group, 
Evergreen, Colo. , and Bunofsky 
Research Group, Staten Island, 
N.Y., to its list of online Qualboard 

software subscribers. 

The Joint Industry Committee 
for Audience Research in Belgium, 
CIM, awarded the contract for 
ongoing radio research in Belgium 
for the years 2005-2006 to 
Germany-based GfK. In addition 
to the conventional data consump­
tion collection method using inter­

views, GfK will also measure radio 
consumption electronically, using 
the new M edia Watch technology. 

NewYork-based media firm 
GroupM and Simmons 
announced the expansion of a 
comprehensive multi-year agree­

ment under which media agencies 



MindShare and Mediaedge:cia will 
use Simmons research data, includ­

ing the Simmons National and 
Hispanic Consumer Survey as well 
as the Teens and Kids studies . 

Perseus Development 
Corporation, Braintree, Mass., 
announced that The U.S. Naval 
Personnel Development Command 
(NPDC), the U.S. Coast Guard, and 
Sandia National Laboratories are 

implementing Perseus 
SurveySolutions/EFM (enterprise 
feedback management) to enhance 
training practices across the coun­
try. 

Millward Brown Poland has 
won a tender to conduct radio 
audience research in Poland. The 
contract involve interviewing 
92,000 respondents annually, and 
the main study will be supported 
by a biannual diary panel. 
Proprietary software will be used 
to present data to radio stations, 
advertising agencies and media 
companies, and will enable client 
to carry out reach and frequency 
analysi . 

The M aine Office ofTourism has 
selected Davidson-Peterson 
Associates , a Kennebunk, M aine, 
research firm, to manage the sta te's 

first Internet research program for 
its touri m ite, 
www. visitmaine.com. 

Beiersdorf, Inc. has renewed its 
contract with ACNielsen U.S., 
Schaumburg, Ill., and will retain 
ACNielsen as its preferred provider 
of syndicated sales information and 
consumer insights. Beiersdorf i a 
manufacturer of skin care and 
health care products, including 
brands such as Nivea, Eucerin, 
Aquaphor, Curad, Futoro and Basis. 

New companies/new 
d i visions/ r e I o cations/ 
expansions 
Manhattan-on-Rouge 

Communications, LLC has 
opened for business, offering opin­
ion and market research, public 
relations, and marketing communi­
cation services . Contact Rob 
Hilliard, principal, at P. 0. Box 291, 
Clarkston, Mich ., 48347-9932. 
Phone 248-320-1 846 . Web 
www.manhattan-on-rougecommu­
nications.com. 

Company earnings reports 
At Rochester, N.Y. - based Harris 
Interactive, revenue for its fiscal 
first quarter 2005 was $40 .7 mil­
lion, up 22 percent from the same 

period a year ago. Internet revenue 
for the quarter was $24.2 million, 
up 35 percent over las t year. For 
the fiscal first quarter, Internet rev­

enue comprised 59 percent of all 
revenue and 73 percent of U.S. rev­
enue. Organic revenue (excluding 
$2.6 million ofWirthlinWorldwide 
and $1 million of N ovatri rev­
enue) was $3 7.1 million, up 11 
percent versus $33.3 million in 

revenue for the same period last 
year. Organic Internet revenue 

(excluding $1 million from 
Novatris and $0 .2 million from 

Wirthlin Worldwide) was up 29 
percent from the $17.9 million of 

Internet revenue reported a year 
ago. For the quarter, organic 
Internet revenue increased to 62 
percent of the total organic rev­
enue while traditional organic rev­

enue contracted nine percentage 

points from a year ago. 
Total operating income for the 

quarter rose 34 percent to $2.6 
million, or 6.4 percent of revenue, 
compared to operating income of 
$1.9 million, or 5.8 percent of rev­

enue reported in Q1 fiscal 2004. 
Net income for the quarter was 

$1.7 million, or $0.03 per share, up 
35 percent from the $1.3 million, 
or $0.02 per share of net income 
reported in Q1 of fiscal 2004. 

HI Europe revenue was $9.8 mil­
lion, up 52 percent from the same 
period a year ago. European 
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Internet revenue, now more than 

25 percent of the total revenue, was 

$2.5 million (including $0.9 mil­

lion from Novatris), up substantial­

ly from the $0.3 million of Internet 

revenue reported last year. Organic 

European revenue (excluding $1.0 

million each from both 

Wirthlin Worldwide and N ovatris) 

was $7.7 million, up 20 percent 

versus $6.4 million in revenue for 

the same period last year. 

For the third quarter 2004, 

Arbitron Inc. , New York, reported 

revenue of $82 .0 million, an 

increase of 8 .8 percent over rev­

enue of $75.3 million during the 

third quarter of 2003. Costs and 

expenses for the third quarter 

increased by 7.0 percent, from 

$44.1 million in 2003 to $4 7.1 
million in 2004. Earnings before 

interest and taxes (EBIT) for the 

quarter were $33.7 million, com­

pared with EBIT of $30.6 million 

during the comparable period last 

year. 

Interest expense for the third 

quarter declined 36.7 percent, from 

$2.9 million in 2003 to $1.8 mil­

lion in 2004, due to reductions in 

debt between the two periods. 

Income tax expense was lower in 

the third quarter primarily because 

reserves for tax contingencies were 

reversed during the quarter due to 

guidance in a recent IRS notice. 

Also, the valuation allowance on 

deferred tax asse ts related to state 

net operating loss carryforwards 

was reduced due to higher actual 

and projected taxable income in 

the applicable states. The net bene­

fit of these changes during the 

quarter was $4.2 million. Finally, 

the effective tax rate for 2004, 

exclusive of these discrete events, 

has been reduced from 39.0 per­

cent to 38.5 percent to reflect a 

reduction in the expected state tax 

rate. 

Net income for the quarter, 

which includes the $4.2 million 

impact of the tax adjustments, was 
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$24.2 million, compared with 

$17.0 million for the third quarter 
of 2003 and net income per share 

for the third quarter 2004 increased 
to $0.77 (diluted), compared with 

$0.55 (diluted) during the compa­

rable period last year. 

In the third quarter 2004, 

Arbitron paid the final $25 million 

outstanding on its revolving credit 

facility and reduced its long-term 

debt to $50 million. 

For the nine months ended 

September 30, 2004, revenue was 

$223.6 million, an increase of 7.5 

percent over the same period last 

year. EBIT was $81.5 million, com­

pared to $76 .6 million in 2003. Net 

income for the nine months was 

$50.9 million or $1.62 per share 

(diluted), compared with $41.1 

million or $1.35 per share (diluted) 

during the comparable period last 

year. 

Greenfield Online, Inc. , 
Wilton, Conn., reported net rev­

enue for the third quarter ended 

September 30,2004 of$12.0 mil­

lion, a 70 percent increase com­

pared to $7.0 million for the third 

quarter ended September 30, 2003. 

Revenue for the nine months 

ended September 30, 2004 was 

$30.9 million, a 76 percent increase 

compared to $17 .6 million for the 

nine months ended September 30, 

2003. 

Gross profit for the third quarter 

ended September 30, 2004 was 

$9.5 million, or 79 percent of rev­

enue, and increased 112 percent 

compared to $4.5 million, or 63 

percent of revenue, in the same 

period a year ago. Gross profit for 

the nine months ended September 

30, 2004 was $23.4 million, or 76 

percent of revenue, and increased 

103 percent compared to $11.5 

million, or 66 percent of revenue in 

the same period a year ago. 

Adjusted EBITDA, a non-GAAP 

financial measure, for the third 

quarter ended September 30, 2004 

increased 176 percent to $3 .0 mil-
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lion compared to $1.1 million in 

the same period a year ago. 

Adjusted EBITDA for the nine 

months ended September 30, 2004 

increased 136 percent to $6.9 mil­

lion compared to $2 .9 million for 

the same period a year ago. 

Operating income for the third 

quarter ended September 30, 2004 

increased to $2 .3 million from 

$480,000 in the same period a year 

ago. Operating income for the nine 

months ended September 30, 2004 

increased to $4 .7 million from $1.1 

million for the same period a year 

ago. 

Net income for the third quarter 

of 2004 increased to $1.2 million 

compared to $335,000 for the third 

quarter of 2003. Net income for 

the nine months ended September 

30, 2004 increased to $3 .3 million 

compared to $1 .2 million in the 

same period a year ago. The third 

quarter of 2004 includes a non­

recurring, non-operating write-off 

of approximately $1.0 million to 

related-party interest expense of a 

debt discount on Series C-2 

Preferred Stock redeemed in con­

nection with the company's initial 

public offering. 

Sales bookings in the third quar­

ter, defined as new signed contracts 

for online survey work, reached 

$12.5 million, up 87 percent over 

the same period a year ago and up 

3 percent from the second quarter. 

Bid volume, defined as the total 

value of online survey projects sub­

mitted for bid by clients, during 

the three months ended September 

30, 2004 was $77 million, up 107 

percent over the same period a year 

ago and up 16 percent from the 

second quarter. Fourth-quarter 

backlog, defined as signed contracts 

for online survey projects to be 

completed and delivered to clients 

during the three months ending 

December 31, 2004, is approxi­

mately $10 million as of November 

3, 2004. 
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Names of Note 
continued from page 10 

Bartlesville, Okla.-based research 
firm On-Line Communications has 
named Jeff Forgey director finance 
and promoted Christy Ruegamer 
to project manager. 

Merrill Dubrow has been named 
pre ident and CEO of MIA/RIC 
Research, Dallas . 

Sigma: Research Management Group, 
Cincinnati has named Ward 
Lamphere senior research execu­
tive. 

North Chelmsford, Mass., publish­
ing firm Courier Corporation has 
added Susan L. Wagner, vice presi­
dent of marketing research for the 
Gillette Company, to its board of 
directors. 

Loula Zaklama, president and 
CEO of Egypt-based Rada Research 
and Public Relations, has received the 
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Special Achievement Award from 
the American Chamber of 
Commerce in Egypt. 

New York research firm Ziment has 
named Andrew Scott as managing 
director of Ziment Europe. In addi­
tion, Andrea Manemann has been 
named manager of client service for 
Ziment, based in Stuttgart. 

Avon Products, Inc., New York, has 
named Elizabeth A. Smith execu­
tive vice president and brand presi­
dent, effective January 1, 2005. 
Marketing research will be among 
her new responsibilities. 

DoubleClick Inc., New York, has 
named Keith Jones as managing 
director of its Abacus Europe unit. 

Synovate has appointed Miranda 
Cheung managing director of the 
Singapore office. 

Sue Wheeler has joined as general 
manager of the business-to-business 
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(B2B) department and Reza 
Chady has been named general 
manager of the technology depart­
ment in the newly formed cu tom 
research division ofU.K-based GfK 
Martin Hamblin. Both have also been 
appointed to the GfK Martin 
Hamblin board. 

META Group, Inc., Stamford, Conn., 
announced that Monte Ford has 
resigned as a member of the firm's 
board of directors to focus his time 
and energy on his work at American 
Airline . 

Paris-based Ipsos Group has named 
Pierre Le Mahn as chairman and 
CEO of Ipsos Europe. This appoint­
ment follows Jean-Michel Carlo 's 
decision to leave lpsos and to 
resume his career in the communi­
cation industry. 

Evanston, 111.-based Solucient has 
named Charlene Bonvissuto as 
senior vice president, customer ser­
vice. 
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Trade Talk 
continued from page 82 

quite difficult, but the online approach allows them to 
participate at their convenience and has netted GM good 
information and goodwill - Burcz said the disabled dri­
vers were bursting to share information and are very 
happy that an automaker has taken the time to listen. 

Other highlights: 
• As part of its wide-ranging use of research, Yahoo! 

asked a group of self-confessed Web addicts to endure an 
extended period of Internet deprivation. Michelle 
Madansky, vice president of corporate and sales research 
at Yahoo!, showed some hilarious snippets from the video 
diaries each of the subjects kept. As the Web-less days 
stretched on and on they became more and more anx­
ious. One poor soul even confessed he was looking for­
ward to spam! 

• Fred John of MasterCard delivered a thought-provok­
ing look at what's wrong with the research 
buyer/provider relationship. Not surprisingly, one of the 
chief causes of difficulty is money. On the client side, 
research departments feel pressure to keep costs down 
from the people who pay the bills for their expenditures. 
The check-writers view research as a commodity and 
constantly push for the lowest possible price,John said. 

On the provider side, following their M&A binge , the 
larger, acquisitive firms are laden with debt and new co ts 
as they work to digest the smaller companies they have 
consumed. With a mandate to cut costs and boost sales, 
their senior-level people are pressured to spend more of 
their time selling rather than doing research. Thus they 
end up handing work off to junior employees, who, 
though well-meaning, clearly aren't as skilled as their 
bosses. Oohn's mention of the junior researchers"'cheerful 
incompetence" drew a smattering ofknowing laughs 
from the audience.) 

What's the way out of this death spiral? Researchers on 
both sides, whom John likened to Romeo and Juliet 
going against the wishes of their warring families, must 
forge a partnership (a term he acknowledged is 
overused) , using wide-open communication and a "we're 
in this together" approach to maximize and demonstrate 
efficiencies, with the goal ofhelping each other ward off 
the damaging influences of their respective comptrollers. 

• As vital and substantive as many of the presentations 
were, they paled next to Richard Burkholder's Thursday 
luncheon speech. Burkholder, international bureau chief 
of the Gallup Poll, took a rapt audience through the 
process of fielding the 2003 Gallup Poll of Baghdad. He 
outlined the hard work, the risks and the cross-cultural 
cooperation that was necessary to field a statistically valid 
study in a war-torn city. 

At times, in the throes of a stressful work day, the out­
comes of the business decisions we all struggle with 
appear to reach life-or-death status. Hearing about a 
nation facing true danger and mortality on a daily basis 
was a sobering dose of perspective. Q 
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It was an eventful Event 

T
he streets of San Francisco 
were certainly action-packed 
during my late October visit 

to attend the annual IIR Market 
Research Event. Contract squabbles 
had caused 14 of the larger hotels in 
town to lock out their service work­
ers and as a result, the blocks around 
Union Square echoed with the angry 
call-and-response chants of workers as 
they paced in solidarity in front of 
their erstwhile places of employment. 

Things were certainly calmer - and 
just as collegial, in a way- in the con­
ference rooms and meeting areas in 
the Hotel Nikko, one of the few 
Union Square hotels without a labor 
problem and host of this year's IIR 
conference. 

Attendance at the four-day confer­
ence was way up, appearing by my 
unscientific count to have almost 
doubled from the previous year, and 
enthusiasm was palpable - with good 
reason. Senior Conference Producer 
Heather Kalish and the IIR event staff 
assembled an impressive and wide­
ranging lineup of presenters and top­
ics, giving attendees the chance to 
learn from peers at firms like 
Microsoft, Intel, Kraft Canada, 
General Motors, Best Buy and 
Pepsi Co. There was almost too much 
to see! 
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Tuesday's opening schedule fea­
tured day-long concurrent tracks on 
online research, ethnography, usability 
and segmentation. Intel' John Sherry 
gave a fascinating look into the kind 
of far-forward exploration that ethno­
graphic research is leading at his firm. 
Taking a cue from C.K. Prahalad's 
book The Fortune at the Bottom of the 
Pyramid: Eradicating Poverty Through 
Prciftts, Sherry and others on his team 
have searched on a truly global scale 
for ways to use technology to improve 
the lives of workers. We're not talking 
about high-priced equipment here. 
Rather, it's seemingly mundane things 
like the cell phone that allows a maid 
in Morocco to field calls from 
prospective employers rather than go 
begging for work door-to-door, or 
the computer terminal in the dusty 
Indian village that gives citizens a 
direct link to distant government 
offices. These and other examples 
Sherry cited showed that there are 
myriad ways for small things to make 
a big difference. 

The ethnographers at Intel have 
also looked at the issues of aging and 
infirmity, with an eye toward develop­
ing technologies that might make the 
lives of the aged and their caregivers 
easier. Obviously, the more technolo­
gy expands, the more markets there 
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are for the chips and components 
Intel makes, so Intel isn't doing this 
work as a public service. But in a 
world where busines es can often be 
extremely shortsighted in their prod­
uct creation efforts, it was interesting 
to see the work of a firm looking far 
and wide to develop new markets and 
exciting to see that ethnographic 
research is playing a key role in a 
socially worthwhile pursuit. 

Tuesday afternoon I jumped over to 
the online research track to hear 
Diane Hessan of Communispace 
moderate a panel of clients who have 
used her firm to set up online com­
munities with targeted groups of cus­
tomers. In a textbook example of 
how ideally suited online research can 
be to certain applications, Ann Burcz 
of General Motor talked about GM's 
success with its online community of 
driver with disabilities. These drivers, 
who range from the permanently dis­
abled to those with hip and joint 
problems, all face difficulties getting 
into and out of their vehicles and the 
GM Mobility unit has been exploring 
ways to design vehicles and features 
that make their driving experience 
easier. Gathering these respondents 
for conventional research might be 

continued on p. 81 



You need a solution that not only meets 
industry standards, but sets them. 

lnquisite is designed to help market 

researchers leverage the power, speed and 

flexibility of the Internet for online research. 

lnquisite combines enterprise features with 

the ease of use that all do-it-yourself researchers 

demand. lnquisite's robust too lset lets you create 

high-end surveys without high-end costs. 

Visit research.inquisite.com or cal l 800.581.7354 

to learn more about our incentives for market 

research professionals. 

Do-it-yourself market research. sM 

c) 2004 lnqui sile, lm . 

I nquisite 6.5 
NOW AVAILABLE 

For more detai Is go to: www.inquisite.com 

Advanced survey features: 

Data pre-population 

Branching 

Data piping 

Internationalization 

Survey data sharing 

Response randomization 

Multi -se lect validation 

Survey preview & printing 

One-c lick publishing 

Styles and templates 

Response editor 

Corporate branding 

Security 

Online administration 

Invitation management 

Respondent authentication 

HTML email invitations 

Emai I opt-out I ists 

Online analysis & reporting 

Multi-scale questions 

Multi-scale tables 

Scheduled reports 

Hosting services 

Survey approval process 

Multiple export formats 

Scalability 
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