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DOES IT REALLY MATTER WHICH 

ONE TASTES BETTER? 

.. Barley. Malt. Hops. And 200 million dollars worth of advertising. If two competing 

beer brands contain these same ingredients, which one will consumers prefer? 
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Study predicts e-commerce to double by end of 1998 yet ready for electronic commerce. 
New e-commerce participants will 
come from three groups: those who 
say they are ready to buy on- line, 

According to a survey of 120,000 
North American consumers conduct­
ed by Forrester Research , Inc., 
Cambridge, Mass ., the number of 
households that shop and invest on­
line - a high-income, technology­
optimistic elite - will double from 5 
percent to 10 percent by the end of 
1998. On-line connection and PC 
ownership will soon broaden to 
include low-income households, 
generating the next wave of e-com­
merce-ready consumers. Data is 
drawn from Forrester' s 
Technographics '98 Field Study of 
North American consumers, con­
ducted with NPD Group in the faIl of 
1997. 

Using a segmentation scheme it 
calls Technographics, Forrester seg­
ments consumers by primary tech­
nology motivation, attitude toward 
technology, and di sposable income. 
Technographics further segments 
consumers according to three moti­
vators: family, career, and entertain­
ment. 

"We're seeing a real paradigm 
shift in that PC ownership today is 
defined by one's attitude toward 
using technology and not based on 
income," says Josh Bernoff, princi­
pal analyst in Consumers & 
Technographics Strategies at 
Forrester. "Mass marketers must pre­
pare for a much more economically 
diverse on-line community." 

Currently, 43 percent of house­
holds own at least one PC and 25 
percent of North Americans are on­
line - mostly those who score high­
est on income, technology optimism, 
and frequent PC use. However, the 
research indicates the growing on­
line community will be far more het­
erogeneous than the current e-com­
merce participants. Only 23 percent 
of low-income optimists are current­
lyon-line, but strong interest in 
applications like Web browsers and 

6 

chat will push that number to 29 per­
cent by the end of 1998. However, 
Forrester finds these consumers, who 
lack funds and PC experience, aren' t 

Profiling e-mail users 

continued on p. 85 

Cyber Insider, a newsletter from Cyber Dialogue and Yankelovich 
Partners Online, reports that despite the current media focus on the World 
Wide Web, by far the most widely-used Internet application is, and appears 
et to remain, e-mail. And while estimates of e-mail usage vary dramatical­

ly-from the cyberdialogue/findsvp American Internet User Survey's con­
servative figure of 23.2 million users (a number that does not include 
intranet and university users) to the Electronic Mail and Messaging 
Systems' more liberal e timate of 93.5 million - it is clear 
that as the number of e-mail addresses continue to 
grow, so too will e-mail's importance as a com­
mercial marketing vehicle. 

The rapid main treaming of electronic 
messaging implies a corresponding diversifica­
tion of its user base. Research conducted by 
cyberdialogue/findsvp uggests that the four user 
segments identified through the American Internet 
User Survey are closely bound to specifi.c patterns of 
business and personal use. 

"Heavy Daily Users" of e-maj], those who send 12 or more mes ages a 
week, devote some 40 percent of their 15.2 weekJy hours to electronic mail, 
while "Infrequent U ers" apply just 18 percent of their 6.7 hour to reading 
and writing e-mail. Not urprisingly, e-mail usage is particularly concen­
trated among the small and home business operators who account for near­
ly three-quarters of "Heavy Daily Users." 

Naturally, the sending and receiving of e-mail is also industry-dependent, 
with "high-tech" accounting for one in five of all daily e-mail users. The 
penetration of e-mail in technology-driven sectors is such that some 78 per­
cent of employees in high-tech companies qualify as daily users. Other 
industries with relatively high levels of daily e-mail usage include educa­
tion, government, and finance. 

In spite of these usage variations, e-mail users report a uniformly high 
degree of satisfaction with the medium: 95 percent of all e-mailers rated the 
overall ease of use of e-mail positively, and over 90 percent of users gave 
"service reliability" and "monthly cost" a favorable review. Even uch a 
potentially problematic operation as file transfers and the dreaded issue of 
technical support were nonethele rated positively in the 
cyberdialogue/findsvp survey. 

The level of consumer satisfaction, combined with the rapid spread of e­
mail technologies throughout important industry sectors, indicates that, one 
way or another, e-mail is becoming an ever more important part of our lives. 
Indeed, in 1998, the U.S. Po tal Service is set to offer such e-mail authen­
tication services as postmarking, return receipt stamps, and certified or reg­
istered e-mail. For more information call 212-255-6655. 
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Real-Time Customer lntelligence'"­

up-to-the-minute information about 

customer opinions and attitudes-sets 

you apart from the competition, and 

ahead in the marketplace_ 

DecisionSource~ enables enterprises 

to quickly gather and analyze the 

information critical to determining 

customer needs and requirements, 

measuring customer satisfaction 

levels, and evaluating perceptions 

on competitive offerings. 

Understand your customers, 

anticipate their needs and concerns. 

Increase your revenue . 

To find out how you can better 

know your market, and base 

decision-making on real-time 

information to own that market, 

call (800) 987-9995, e-mail 

lnfo@declsive.com, or visit our 

Web-site at: www.decisive.com 

DECISIVE- TECHNOLOGY 
Real-Time Customer Intellfgence-

C 1998 Decisive Technology Corporation. AU rights reserved, DecIsive 
and the DecIsive logo are registered trademarks or Decisive Technology 
CorporatJon. DedsionSource and Real-TIme Customer InielUgence are 
trademarks of Dedsivt Technology Corporation. No part of this material 
IN'f be copied, duplicated or rransmtlted In any form, Jncludlng electronl· 
cally. without permission. 
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StatSoft product adds 
query technology 

StatSoft, a Tulsa, Okla., data 
ana lysis software firm, i licensing 
the patented query technology of 
Business Objects, a San Jose, Calif., 
provider 'of integrated enterprise 
decision support tools, to deliver a 
new data mining product, BUSI­
NESSQUERY for STATISTICA. 

The new STATISTICA add-on 
software package combines the query 
technology from Business Objects 
with StatSoft's STATISTICA statis­
tics and graphing software. BUSI­
NESSQUERY for STATISTICA pro­
vides companies with access to cor­
porate-wide database information as 
well as the ability to link corporate 
data with an array of analytical tech­
niques. 

Many companies have enormous 
and often multiple databases in dif­
ferent formats, and getting informa­
tion in order to perform analyses usu­
ally requires expertise in structured 
query language (SQL) and open data­
ba e connectivity (ODBC). The need 
for this expertise is eliminated when 
using BUSINESSQUERY for STA­
TISTICA, because the Business 
Objects query technology allows the 
user to query databases using com­
mon business language and a graphi-

cal user interface. 
With BUSlNESSQUERY for STA­

TISTICA, u ers can query databases 
regardless of the underlying format 
(e .g., Access, Oracle, MS 
SQLServer, etc.) within a graphical 
environment, using terms with which 
they are familiar. They can create 
simple or complex queries and the 
data will appear in a STATISTICA 
spreadsheet for further ana lyses. For 

AMA RESEARCH CONFERENCES: 
The American Marketing Association 
will hold its marketing research con­
ference and trade show on September 
13-16 at the Chicago Hilton & Towers, 
On November 8-10, the AMA will hold 
its agribusiness marketing research 
conference at the Hyatt Regency Hotel 
on Hilton Head Island, S.C. For more 
information call 800-AMA-1150 or 
visit the organization's Web site at 
www.ama.org. 

ESOMAR CONGRESS '98: The 
European Society for Opinion and 
Marketing Research (ESOMAR) will 
hold its annual congress in Berlin on 
September 13-16. Themed "The 
Power of Knowledge: From Research 
Findings to Marketing Intelligence," 
the congress will include presentations 

more information, visit the StatSoft 
Web site at www.statsoft.com or call 
9 18-749-1119. 

Soup-to-nuts Internet 
search tutorial published 

The WebTools Company, 
Verm ill ion , S.D. , has released a 

continued on p. 88 

and a trade show. For more informa­
tion call 31-20-664-2141 , send an e­
mail to seminars@esomar.nl or visit 
the organ ization 's Web site at 
www.esomar. nl. 

STATISTICS IN SENSORY EVALUA­
TION WORKSHOP: Tragon Corp., a 
Palo Alto, Calif. , research firm , will 
conduct a workshop entitled 
"Statistics and Measurement in 
Sensory Evaluation" from October 5-7. 
The program will be held in Palo Alto. 
The workshop covers measurement 
techniques and their analysis; design 
and analysis of difference tests; analy­
sis of categorical and scaled response; 
factor analysis. Related methods are 
also discussed. For more information 
call 650-365-1833 or visit the Tragon 
Web site at www.tragon.com. 

..................................... .... ........................................................................................................................ ........................................................... ··························· .. ·1 
GroupNet' ldeoConferencing is now 

available at Chesapeake Swveys in Baltimore for 

B e in BALTIMORE vvitho ut 

GoING to Baltimo re. 

real-time viewing of focus groups. Using 

PictureTel equipment, the system links 23 cities 

of groups from multiple locations. ..,,·.' ••• i 
For details on our facilities, and the features that 

make Baltimore an ideal city for market research, 

call1-BOO-950-1777. Chesapeake Swveys, 4 Park 

Center Court, Owings Mills, MD 21117. 
A II/ellllxr '!f TIx NFO Rt-.KJIIt-h Gn • ." '!f COlllptJlIU.,. : .......... .. .......... ... ...... ......... ................. ... ..... ................. .... ..... .... ..... ... ........ .. .. ........ ................................................... ....... ... ............... .. ...................... ... ................... ....... 
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PULSAR 2. FLEXIBLE 
ENOUGH TO MAKE ANY KIND 
OF DATA FEEL AT HOME. 

Some tabulation software is less than 

accommodating. Especially when you try to 

introduce external data. 

Happily, Pulsar 2 is a lot more friendly. It's 

the exciting new upgrade of our highly successful 

Pulsar product. 

As well as its own data format, Pulsar 2 is 

compatible with almost any relational database. 

So it gives you unparalleled access to all sorts of 

information - even data from other sources like 

Microsoft Access or Oracle. 

And you can manipulate it in more ways, too. 

Pulsar 2 is faster and more powerful , letting 

you rearrange tables, plot charts and generally 

present your material in more ways than ever. 

What's more, you can 

use Pulsar 2 to deliver 

data to your clients. Just 

set up a survey and 

free them to easily .J!!!m~!!!~§~ 
explore their data in more detail. 

Pulsar 2 is part of Pulse Train 's integrated 

range of software for survey research . Our 

products cover the whole survey process from 

questionnaire design through to data analysiS. 

Isn't it time you opened the door to Pulsar 2? 

Pulse Train Technology Ltd, 631 U.S. Hwy One, 

Suite 406, North Palm Beach, Florida, 33408. 

Tel: (561) 8424000. Fax: (561) 842 7280. 

E-mail : PTISystems@aol.com. 

httpJ/www.ws.pipex.comlptt 

PULSE · TRAIN 
TEe H NOLOGY · LTD 



Karen (Kacie) Best has joined 

Best 

RHi, a full-service resea rch firm 
based in Overland Park, Kansas , as 
sen ior associate. 

Charlotte Sibley, formerly senior 
director, business information and 
analysis with Bristol-Myers Squibb, 
has been chosen to head the new U.S. 
headquarters of Isis Research pic in 
Princeton, N.J. , as president, Isis 

Brand Positioning 

• Brand Strategy 

• BRAND IDEATION'" Creative 

• BRANDSEARCH'" 
Trademark Screening 

• Brand linguistic Screening 

Americas. She was also elected to the 
board of directors of lsi Research 
pic. 

Alan B. Kessler has been named 
executive vice president at Peter 
Honig Associates, a White Plains, 
N.Y. , research firm. 

Cortney Garner has been named 
project manager at MRT Service Inc ., 
an Atlanta-area transcript and report 
writing service. 

Houston Certified Research, for­
merly Houston Consumer Re earch, 
has promoted Lois Vinson to manag­
er of the Almeda mall faci li ty. 

Karen Snepp, vice president for 
customer and consumer insights at 
Frito-Lay, has been named to the 

• BRAND~ MARKET RESEARCH 
Prescribing, Dispeosing & 
Medication Accuracy Research 

• Brand Strategic Design 

• Brand Lnage Research 

• Brand Management 

ATIANTA BOSTON CHICAGO DALLAS 
(404) 873-3800 

DURHAM 
(919) 572-9311 

(61 7) 951-3100 (312) 214-1500 (214) 210-2960 

WSANGELES MIAMI NEW YORK 
(3 10) 284-3201 (305) 374-2500 (212) 557-2100 

Cau 1-800-5-BRANDSforour 
Brochu/"(, &/fTrtlctS, or Brand 
Building &minar. BI ~i. 

VISit our web site at http://www.brandinst.com BRAND INSTITUTE, inc. 

advisory board of the University of 
Texas at Arlington's Master of 
Science in Marketing Re earch 
degree program. 

Jim Langendorfer has been 
named acting president of Elrick & 
Lavidge, an Atlanta re earch firm. He 
replaces Jeff McWey. 

Jeffrey Peel has been named vice 
president, information technologies 
ector re earch and consulting, at 

Response Analysis, Princeton, N.J. 

Rockwood Research, New 
Brighton, Minn ., has added David 
Rachac as director of operations and 
Stephen Scheib as project director. 

Bob Ceurvorst and Nan Martin 
have been promoted to enior vice 
president in the Arlington Heights , 
Ill. , office of Market Facts, Inc. 

Osama Khidir has joined 
Intelligent Marketing Systems, Inc., 
Minneapoli , as senior marketing sta­
tistician. 

The Marketing Research 
Association, Rocky Hill, Conn. , has 
announced it 1998-1999 board 
members . Installed to the board are: 
Donald Marek Jr. of Southwe tern 
Bell Telephone Co., St. Louis, as 
president; Joanne Robbibaro of 
Lieberman Research Worldwide, Los 
Angeles, as president-elect; Judith 
Hominy of Pat Henry Market 
Research , Inc. , Cleveland, as vice 
president; Carl Iseman of Assistance 
in Marketing/Baltimore, Towson, 
Md. , as treasurer ; Judy Dyer of 
Yankelovich Partner , Norwalk, 
Conn. , a secretary; and Elyse 
Gammer of Dennis and Company, 
Stamford, Conn., as immediate pa t 
president. Installed as directors at 
large are: Paula Crimmins of 

continued on p. 95 
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A small, flexible, high-tech survey software company. Small enough to be customer-driven. Make that customer-dedicated. 
Authors of scyWeb, the first Web survey software that allows you to use all the visual power of the Web yet is fully compatible with 
our CAT!, CAPI and paper data entry products. Sounds too good to be true? Test it yourself at www.surveycraft.com or contact 
Andrew Jeavons at + 1 513 871 2580. You may be in for a small surprise. 

IsurveVtfiE'A 
smaller, faster and 
dare we say ... smarter 

Au s tralia. USA. UK. Japan 



PeopleSoft Inc., a provider of enter­
prise applications software, has select­
ed Mountain View, Calif.-based 
Decisive Technology's EnterpriseView 
Program (EVP) to deploy a company­
wide customer feedback system to 
gather customer information in real 
time. The Internet-based survey solu­
tion and professional services obtained 
through Decisive Technology will col­
lect information from PeopleSoft's 
2,200 customers worldwide. 

Miami-based Interface Techno­
logies, Inc., a data capture ervice 
bureau, has changed its name to 
Outsource Business Services, Inc. The 
company focuses on mruJjng fulfill­
ment, database management, scan­
ning, and document imaging. 

WMB & Associates, an Apopka, 

Fla., research firm, was recommended 
by Orlando's economk development 
group to the Mayor's office and com­
rrussioned to develop and interpret 
community i sues survey for the 
Orlando area. Questionnrures wi ll be 
ent to the majority of area households 

focusing on safety, communication, 
transportation, and lifestyles. The 
results will help the Mayor's office 
gauge citizen opinion and give a 
report card on key issues in progress. 

PerformanceData, a Chicago­
based provider of information for 
database marketing, has expanded and 
reorganized its sales force, adding a 
regional senior account executive in 
New York City, an in-house ales rep­
resentative in Chicago, and creating a 
sales support group in Chicago. 

Isis Research pic, a global health 
care research firm, has opened its 
U.S. headquarters at Research Park, 2 
Wall St., Princeton, N.J. , 08540. 
Phone 609-688-0474. Fax 609-688-
0435. 

Olchak Market Research, 
Greenbelt, Md., ha opened a new 
downtown Washington, D.C. , focus 
group facility at 900 17th St. N .w., 
Ste. 650. The new faci lity features a 
tiered viewing room seating 12 and 
equipped with individual telephone 
and electrical outlets, a private client 
lounge; and a one-on-one room with 
viewing for six. For more information 
call 301-441-4660. 

NFO Worldwide, Inc., Greenwich, 
Conn., reported a 20 percent increase 
in first-quarter revenues, to $50.2 mil­
lion compared with $42.0 million for 

-------------------------------, the same period last year. Net income 

12 

Web-Survent 
CATIoN THE INTERNET 

C 
SURVENT 
COMPUTER! fOR MlRlHlNG CORPORATION 

SAN FRANCISCO: (415) 777·0470 . DENVER: (303) 860-1811 
NEW YORK: (212) 777-5120 . PARIS: (1) 40-84-84-85 

COPENHAGEN: 45-45-41-20-00 

increased 6 percent to $2.5 million 
from $2.4 million in the year-ago 
quarter. 

SOFRES Intersearch , the 
Horsham, Pa.-based U.S . headquarters 
of the Taylor Nelson Sofres group, has 
acquired Chilton Research Services 
(CRS), Radnor, Pa. CRS wi ll be com­
bined with SOFRES Intersearch and 
will be led by Bruce Shandler, current 
president and CEO of SOFRES 
Intersearch. 

Two research and consulting firms , 
Maritz Marketing Research Inc., St. 
Louis , and KeenelPaison & Co. , 
Indianapoli s, have formed Market 
Power, a re earch and consulting 
alliance serving the utility industry. 
For more information call 800-446-
1690. 

Exchange Applications, Inc. , a 
Boston database marketing and soft­
ware firm , and its client, INVESCO 
Funds Group, a Denver-based mutual 
fund fi rm, have won the "Best Data 
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Warehouse Application" award from 
the Data Warehou ing Institute. 

The Arbitron Company, New 
York, has purchased the radio station, 
advertiser/agency and international 
assets of Tapscan, Inc., a Birmingham, 
Ala.-ba ed developer of oftware for 
broadcasters, agencies, and advertis­
ers. Terms were not disclosed. 

Sky Alland Marketing, Columbia, 
Md., has consolidated its Wisconsin­
based customer call centers. The com­
pany will relocate its Sheboygan oper­
ations to its new customer communi­
cations center at 4915 S. Howell 
Avenue in Milwaukee. All of the com­
pany's 45 Sheboygan-based associates 
have been offered positions at the new 
facility. 

CLT Research Associates, Inc., 
New York, has extended its market 
research business to include a division 
devoted primarily to market mix mod­
eling. The new initiative will be head­
ed by Arthur J. Christiani, who ha 

been appointed as a senior vice presi­
dent of the company. 

Assistance in Marketing, Inc., 
Baltimore, has completed a compre­
hensive renovation of its Towson, Md., 
focus facility. The renovations include 
tiered seating in the client viewing 
rooms, lighted work surfaces, a new 
client lounge equipped with computer 
and [nternet access. For more infor­
mation caU41O-337-5000. 

Nordha us Research I nc., 
Southfield, Mich., has merged with 
Research Data Analysis. 

Market Probe, Inc., Milwaukee, 
Wis., has established a new business 
unit, the Business Research Center, at 
2655 North Mayfair Rd. The Center 
will assist businesse with general 
consumer research, market feasibi lity 
studies, crisis intervention, research to 
support strategic planning initiative, 
and organizational studies involving 
employee satisfaction and business 
process design. Chris Plumb has been 

named primary project director of the 
Center. For more information call 
414-778-6000. 

Philadelphia-based Marketing 
Systems Group has opened two new 
offices. The first is at 301 S. 68th St., 
Lincoln, Neb., 68510. Phone 402-489-
0000. Fax 215-653-7115. The second 
is at 615 S. Catalina Ave., Suite 328, 
Redondo Beach, Calif., 90277. Phone 
310-543-9003. Fax 310-543-2484. 
The firm also announced that it has 
installed its PRO-T-S telephony sys­
tems in numerous interviewing sites. 

M RT Ser vices, Inc., a transcript 
and report writing firm, has moved to 
new offices in the Atlanta area at 2890 
Tig Knight Rd., Loganville, Ga., 
30052. Phone 770-554-6775. Fax 
770-554-5660. 

Houston Certified R esearch (for­
merly Houston Consumer Research) 
has added a toll-free number, 800-
527-9004, for the convenience of its 
clients. 

~ 
It's a $Wtiill world ... 

Work with a full-service research firm 
that explores, understands and answers 

the diverse cultural and linguistic 
questions that are vital to the design, 

execution and analysis of every project. 

Domestic and International 
Qualitative and 

Quantitative Research 
(Hispanic, Asian, African American, Native American and General Market) 

etc" Erlich Transcultural Consultants 
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21241 Ventura Boulevard, Suite 193 
Woodland Hills, CA 91364 

818/226-1333 Fax: 818 /226-1338 E-mail : etcethnic@aol.com 
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True-life tales in marketing research 

Editor's note: "War Stories" is a 
regular feature in which Art Shulman, 
president of Shulman Research, Van 
Nuys, Calif. , presents humorous stories 
of life in the research trenches. He can 
be reached at 818-782-4252 or at 
artshulman@aol.com. 

M
ark Balkman of Aid Association 
For Lutherans, which provides 
financia l services for 

Lutherans, reports conducting qualita­
tive interviews with couples on a new 
annuity product. One couple consisted 
of Carol and her husband John. Carol 
wa quite outspoken and had very 
strong and eloquent opinions of the 
new product. John hardly said a thing. 
Carol was always willing to share her 
attitudes and feelings. But no matter 
how hard Balkman tried, he could not 
get John to say anything. Typically, 
when he'd ask John a que tion , Carol 
would pop in with her answer. He kept 
directing questions at John, but John 
simply refused to answer. 

Finally, Balkrnan focused hi s eyes 
directly at John and asked his next 
question. Again, John said nothing. He 
looked at Balkman. Balkman looked at 
him. Balkman waited for what seemed 
to be an eternity, and yet John said 
nothing. After a while, Carol could no 
longer stand the pressure on her poor 
husband and stepped in to " rescue" him 
by sharing her thoughts, providing a 
well thought-out and articul ate view­
point. 

The moment she fini shed , John 
looked up at Balkman and said, ''That's 
what I was going to say." 

Annette Abraham, who formerly ran 
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By Art Shulman 

a foc us group facility, tell s about 
recruiting Porsche owners fo r foc us 
groups. Her recruiters were having dif­
ficulty getting through to prospective 
participants - high-powered execu­
tives. So Abraham took matters into her 
own hands. She called the offi ce of a 
Porsche owner whose secretary had 
stonewalled the prior recruiter. When 
the gatekeeper again denied Abraham's 
request, Abraham said, "Listen, honey. 
This concerns talking to him about his 
Porsche. Get him on the line." The next 
thing Abraham knew, the man was on 
the line, and eagerly agreed to be a 
respondent to talk about one of the 
thlng he loved best in the world - hi s 
Porsche. 

On the day of the focus groups, 
Abraham watched from her second­
floor office as respondents anived in 
the parking lot. Without exception the 
Porsche owners drove around the fai rly 
crowded lot, looking for spots where 
no one was parked on either side. 

DUling the session, the possibility of 
discontinuing a certain Porsche model 
was brought up. The respondents all 
agreed that if that happened, the group, 
consisting of weU-to-do professionals, 
would buy the discontinued models 
and stockpile them. After the group 
ended and the moderator left , the 
respondents all stayed around for an 
hour to compare notes on the ir 
Porsches. 

Not to be outdone, Abraham's hus­
band, Han'y HeUer of Heller Research, 
tells about his own experience with 
fanatical respondents during ome 
focus groups he conducted almost 15 
years ago on computers. A focus group 

of Apple Computer owners was con­
ducted from 6 p.m. to 8 p.m., at which 
time the session was ended so he could 
go on to his next group - owners of 
IBM and compatible computers. When 
Heller completed the second ses ion, 
he had a fai rl y lengthy debriefing with 
hi s client, and fin ally left to go home, at 
well past II p.m. On hi s way to the 
parking lot Heller noticed all of the 
Apple owners were still in the parking 
lot, di scussing computer . He conclud­
ed that they weren' t necessarily lonely, 
but were so happy to find kindred spir­
its that they all decided to continue the 
discussion on their own. 

Valerie Deaton of Response Analysis 
tells about conducting her very first 
focus group more than a decade ago. 
She was in her mid-20s at a large insur­
ance company after having worked and 
trained at ORC for four years. 
Participants were in their late 60s. The 
product under discussion was a combi­
nation long-term care and annuity 
product. 

Deaton was very nervous about hav­
ing 15 very high-level clients behind 
the glas for her fir t group. When talk­
ing about an insurance rider for 
"skill ed care" fac ilities, Deaton 
reversed the beginning letters of each 
word, caLling them "scared ki ll " fac ili­
ties . In the back room, the clients 
erupted with laughter. The participants 
weren' t laughing, however. Deaton fe lt 
thi s was because they didn ' t catch her 
eITor, not because they didn 't think it 
wa funny. (Or at least she hopes that 
was the easel-Ed.) 

Deaton says he could have just died, 
so to speak. 0 
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to the Comforts of Focus Pointe Boston. 
Our newest facility is centrally located in downtown Boston, just steps from the Government Center and 

Fanueil Hall. Offering the most sophisticated and finest in high quality accommodations, Focus Pointe now 
brings the same level of experience and expertise clients have come to expect for over 10 years to the New 
England area. We are well-known and highly respected for our in-house recruiting capabilities, our unique 
databases and our unparalleled professionalism. 

Clients appreciate the qUick access to and from Logan Airport (less than seven minutes) , public transit and 
the exciting waterfront. OUf facility is right off the main expressway leading to the suburbs, and the Back Bay 
Shopping District is just a cab ride away. 

The Comforts You Expect 
• Expert in-house recruiting of consumer, 

medical and business-to-business professionals. 

• 4 spacious conference rooms. 

• Tiered client viewing rooms. 

• Private lounges. 

Focus Vision™ video conferencing. 

• Specializing in national telephone in-depth interviewing. 

• Telephone, computer and modem hook-ups. 

• Flexibility, plus first-rate , first-class treatment. B 0 S TON 

8 Tremont Street • 11th Floor • Boston, MA 02180. 617-573-0808 • Fax 617-227-6540 



High-tech surveys have arrived 
A review of software for interviewing on the World Wide Web and with a PC 

Decisive Survey for Windows 

Sensus Multimedia for Windows 

SurveySaid for Windows 
By Steven Struhl and Chris Kuever 

Editor's note: Steven Struhl is vice president, senior 
methodologist, and Chris Kuever is vice president, director 
of data processing, at Total Research, Chicago. Struhl can 
be reached at SMStruhl@aol.com (faster) or 
Sstruhl@totalres.com. Kuever can be reached at 
Ckeuver@totalres.com. 

The fine art of writing interviews is getting more com­
plicated. As in many other areas of life, we have com­
puters to thank for this. It seems that interviewing, any 

minute now, will step onto the World Wide Web in a big 
way. (Have we heard this enough times before? This time, 
though, it seems true.) Other new software will allow your 
PC to do interviews with all sorts of striking multimedia 
abilities. High-tech surveys have arrived. 

For those of you who just ma tered a CAT! system, or are 
still struggling with one, or want to stay with paper-and­
pencil interviews, these new technologies may not sound 
like the greatest news of the decade. Fortunately, PC soft­
ware has become more intelligent, not just more compli­
cated. Using new software can be quite a different experi­
ence from what you might have expected just a few years 
ago. Now you sometimes can start using something both 
new and technological without much of a learning curve 
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(i.e., a period in which approximately nothing works and 
you live in non-comprehension and terror). 

You may find the best of new software, even if it requires 
you to pick up some new concepts , is urprisingly intuitive. 
("Intuitive," another term with special computer connota­
tions, means - more or less - that the software does not 
behave in remarkably unexpected, bizarre, or repellent 
ways too often.) In some case , you can nearly get new 
software to work right out of the shrink-wrap. Given the 
recent history of high-tech , that 's amazing. 

We will di cuss three software packages in this review. 
Because PC applications, and the Internet in particular, are 
burgeoning, you can find many, many other applications 
that try to do the same things. It is more than possible that 
we have missed your favOlite application, or some promis­
ing new contender. These three applications really work, 
though , and have proven themselves under fire with exten­
sive in-the-field use. Below, we have a brief paragraph on 
each, and then we will get on to the main reviews. 

Sensus Multimedia by Sawtooth Technologies is (a the 
name suggests) the multimedia PC-based package. For 
those of you not versed in the new terminology, multime-

continued on p. 72 
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Find Them Faster and Easier. 
And Find Them For Less. 

POLK'S RESEARCH SAMPLING 

W ith over 200 demographic and lifestyle characteristics and purchase behavior ranging [rom automobiles to wines, 

Polks Research Sampling delivers the most accurate and targeted samples, saving you time and money. By dealing with Polk 

direcdy, you go straight to the source. No middleman, so theres no markup on the best information available. Our experienced 

account executives understand your market research objectives and will customize your order with a full array of selects, cutbacks 

and data delivery options. Faster, easier and for less. For more information on Polks Research Sampling call toll free 888-225-1434. 
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Multi-Dimensional Intelligence'· 



Case history 

Editor's note: James Fang is the 
director of Penn State University's 
Outreach Office of Marketing 
Research. 

T he Age of Technology and the 
impact of the Internet and glob­
al telecommunications have 

dramatically changed the face of edu­
cation. In addition, demographic shifts 
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have created a new demand for contin­
uing education or "lifelong learning." 
The non-traditional student, typical ly 
over 25 years of age and not living on 
a college campus, is now a mouse­
click away from earning colJege cred­
its, advanced degrees, and certificates 
of achievement via the Internet. These 
students now have access to on-line 
courses and program from hundreds 

of colleges, univerSItIes, and private 
institutions, including Penn State 
University. The Penn State system 
consists of 24 campuses, including a 
medical and law school, located 
throughout Pennsylvania. Its newest 
campus is the World Campus, the uni­
versity'S entry into the virtual campus 
arena. 

Two years ago, Penn State began 
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Internet research 

Penn State University conducts multi-level research 
to launch its on-line campus 

developing a strategy for how it would 
compete for students in this brave new 
world. The university chose not to 
offer typical programs - which would 
be subject to significant competition 
- but to offer signature programs in 
which it could be a dominant player. 

Given the drastic change in educa­
tion and the Internet, many pitfalls 
stood before Penn State in launching 
its World Campus. Poor marketing, 
developing an 
ineffective prod­
uct, or not meet-
ing the cus-
tomers ' needs 

By James Fong 

assessment surveys, and industry and 
competition studies helped guide the 
way. Measuring internal readiness was 
especially critical, since favorable 
market conditions were usele s with­
out a willing and ready faculty. 

High quality instruction 
In the spring of 1997, faculty sub­

nutted 23 program for consideration, 
including programs in anesthesia, turf-

through World Campus. 
Figure 1 shows the market research 

system to assess which programs 
would be delivered through the World 
Campus. The deans of the Penn State 
acaderllic colleges worked together 
and, using a rating system, reduced the 
number of programs from 23 to nine 
for consideration for January or 
September 1998 delivery (Figure 1, 

could hurt the .''''Iltilal A.udleft~ 
university's 
national reputa­
tion, as well as 
demoralize the 
faculty and staff 
in future efforts to 
provide on-line 
education. There 
were also limited 
marketing dol­
lars. In short, 
good decisions 
were essential. 

A ingle mode 
of research 
wouldn ' t be suffi-

Analysis: 
cient to answer Programs 
the many ques-

Audience Research 
and Opinion 
Leaders 
(Associations and 
Businesses) 

tions facing the Figure 1 - Penn State World Campus Market Research Plan 
university. There 1..-____________________________________ -' 

were questions on customer demand, 
technical readiness of the audience, 
faculty readiness, the ability of the stu­
dent to pay, the competitive environ­
ment, program reputation, partnership 
potential with corporations and associ­
ations, marketing reach, and p~ogram 

grass management, cherllical depen­
dency counseling, engineering, geo­
graphic information systems (GIS), 
dietary systems and nutrition, material 
sc iences, and child care. With a goal of 
developing three programs for January 
1998 and at least three for fall 1998, 

pricing. In-depth interviews with as so- the plan was to deliver an interactive, 
ciations and business leaders, need high quality mode of instruction 
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Phase I). 
Phase II of the research consisted of 

identifying Penn State's program 
strengths and finding information and 
demographics on Internet trends. It 
was also critical to under tand the 
needs of the independent learner. Prior 
to the World Campus, the independent 

continued on p. 90 
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Snapshots of three firms' on-line 
research experience 

By Joseph Rydholm 
QMRR editor 

Por some real-world examples of on-line research, I 
talked to researchers at three companies about 
some of their recent on-line projects. Two of the 

companies, Bay Networks and Informix, serve the com­
puter industry. The other, Nickelodeon, provides a range 
of TV programming through its Nickelodeon and TV 
Land networks . 

Bay Networks and Informix are users of 
SurveyBuilder.com, a service offered by Virtual 
Architechs , Sausalito, Calif., in which respondents are 
r((cruited to visit the SurveyBuilder.com Web site to par­
ticipate in surveys. 

Menlo Park, Calif.-based database technology firm 
Inforrrux turned to research to obtain benchmark data for 
its Web site, including information on where visitors 
went in the site, what they liked/disliked, what informa­
tion they wanted. "Prior to the research, we had no 
benchmarks about what people thought of our site," says 
Sandra Bateman, director of corporate Web marketing, 
Inforrrux Software. "Because the Web is new - I always 
say that WWW stands for wild, wild west - there is a lot 
of maverick behavior, a lot of claims are being made, so 
trying to get actual user data is important. We 're spend­
ing all this time and money making these Web sites, but 
are people using them? You can measure the number of 
hits , but that doesn ' t tell you why people are coming to 
your site." 

In lnformix 's case, a script was written so that every 
fourth person who visited the Informix site would be 
asked if they wanted to take the survey. Those who said 
yes were taken directly to the SurveyBuilder Web site. As 
an incentive, SurveyBuilder.com lets respondents select a 
charity to which to donate $2. "It ' s a win-win," Bateman 
says. "We get the information and the charities benefit." 

The survey was kept brief so that respondents could 
complete it in 10-15 minutes. "I like the fact there is a lot 
of flexibility in designing the questionnaires," Bateman 
says. "We have full control over the kinds of questions 
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and the number of questions. The people at 
SurveyBuilder.com have good advice about length and 
usability and how to attract people to take the survey." 

Bateman says the information from the initial survey 
will serve as a benchmark for a new site that 's under 
development. Once that site is up, more research will fol­
low. "I think it's a very cost-effective way to go. Focus 
groups are a very handy tool, but they take time and 
money to set up. This kind of research is very quick and 
easy. You can get a good amount of data in a short time. 
The limjtation is that you're going after a selective audi­
ence, so there's no way for me to find people who aren't 

"We're spending all this time 
and money making these Web 
sites, but are people using 
them? You can measure the 
number of hits, but that doesn't 
tell you why people are coming 
fa your site." 

- Sandra Bateman, Informix Software 

going to the site and find out why. That's where a focus 
group would be helpful. But for our intents and purposes 
it's a good tool and we plan to use it on a regular basis." 

Bay Networks, a Santa Clara, Calif.-based hardware 
networking company, has also used SurveyBuilder.com 
to research visitors to its Web site, 
www.baynetworks.com. Network managers , corporate 
management and others use the site to get product infor-

continued on p. 93 
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On-line research 
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The top 10 
FAils about 

on-line 
research 

Editor's note: Bill MacElroy is 
president of Socratic 
Technologies, Inc., a San 
Francisco research firm. He can 
be reached at 4 ] 5-648-2802. 

The following questions are 
the ones that I hear most fre­
quently from people consid­

ering using the World Wide Web 
and/or the Internet for conduct­
ing marketing research. 

Ql: Are the results that you get 
using on-line research techniques 
projectable? 

A: The question of projectabil­
ity always needs to be examined 
in the context of the research 
being done. Statistical pro­
jectabi lity says that if you take a 
random sample of sufficient size 
within a known population (e.g., 
that everyone in the population 
has an equal chance of participat­
ing), then the results are indica­
tive of what you would get if you 
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By Bill MacElroy 

polled the entire population, give 
or take orne level of error. The 
real trick here is to answer the 
question "What population are 
you polling?" If you are attempt­
ing to deterrrune the opinions of 
on-line users of a particular site, 
or u ers who register products 
on-line, and you randomly 
recruit them to participate, then 
yes, your results will be pro­
jectable to that population. If you 
are attempting to determine reac­
tion to a new concept for a salty 
snack, however, using on-line 
research probably won't map to 
the total population of consumers 
of snack products . The universe 
of on-line users (both business­
to-business and consumer) has 
grown to the point where it 
should be considered a sub-group 
of such importance that it is wor­
thy of study in and of itself -
without the questionable practice 
of attempting to project these 
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Focus Vision Goes Global! 

Videoconferencing of • Everyone Can Attend 

live International Focus Groups ... 
... right to your office. 

• Speeds Up Information 
• Saves StaH Time 
• Cuts Travel Costs 

Now you can see, hear and interact with live focus 
groups globally thanks to FocusVision's new partner­
ships with established focus research facilities around 
the world . With videoconferencing direct to your office, 
you avoid the expensive and time-consuming proce s of 
international traveling simply by using our expanded 
network of sites. 

The same reliable service that has been available in 
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national partners come to us with years of experience in 
qualitative re earch and modern attractive studios that 
qualify them to be part of America's largest videocon-

Buenos Aires, Argentinia 
INFDQUALITY 

Sao Paulo, Brazil 
* CPM Market Research 
* Damanda 
* EP Escritorio de Pesquisa 

Toronto, Canada 
Focus First 
Toronto Focus 

Copenhagen, Denmark 
GfK Denmark A/ S 

London, England 
London Focus 
Westend Focus 
GfK-Great Britain 

Paris, France 
MV2 Conseil 
Nova Test 
GfK-Marketing Services 

Frankfurt, Germany 
MR&S 

Hamburg, Germany 
INRA Deutschland 

Munich, Germany 
GfK Data Services 

Milan, Italy 
CIRM 
ASM-Milan 

Naples, Italy 
Adacta 

ferencing network. 
Like our American locations, international sites are 

equipped with multiple cameras, live camera operator, 
imultaneous translation voice-over, two way video 

debriefing and direct back room communication. 
FocusVision invented the idea of videoconferencing 

of focus group research and, as the acknowledged 
leader, set the standard. We bring this same standard to 
our new expanded international network. 

To find out more, or to schedule a project call our 
President John Houlahan at 203-96 1-1715 or fax us at 
203-961-0 193. 

Rome, Italy 
Pragma 

* Pro-Marketing Research 
SELECTA/ ASM 

Osaka, Japan 
Japan Statistical & 

Research Co. 
Tokyo, Japan 

Japan Statistical & 
Research Co. 

Market Focus 
ACNie/sen Customised 

Mexico City, Mexico 
EPI Grupo 
Pearson WGC 
Indemerc Louis Harris 

Barcelona, Spain 
* Inner Research S.A. 

Madrid, Spain 
Inner 
EMERGfK 

Stockholm, Sweeden 
BORELL 

Amsterdam, 
The Netherlands 

INTDMART 

* Available July '9B 

~ 

W FOCUSVISION WORIDWIDE
lM 

INC. -=:-
1266 East Main Street • Stamford, Connecticut 06002 • Tel: (203) 961-1715 • Fax: (203) 961-0193 

• E-mail: FVN1@aol.com • Web Site: www.focusvision.com 



AND LOOK WHAT 
lO¢ STILL BUYS YOU. 

./ Random, Listed, or 
Targeted sample 

./ Job set-up 
./ Call/quota definitions 
./ Custom area 
definitions 
./ ZIP-based samples 
./ Appending FlP, 
ZIP or other codes 
onto the output of 

telephone records 
./ Use of high-density 

blocks 
./ Modem! diskettes or 

Internet 
./ Printing of call dialing sheets 

A 11 of these services are free with our fee of 1O¢ per number. 
1"\. That's real value! 

There are no hidden charges. Maritz Sampling offers quality 
samples - random, listed, or targeted. Choose from our current 
national database of over 70 million households. Our flexible 
system can define geography descriptions, code numbers 
within any sample, and provide a choice of output. 

For real value, call Maritz Sampling today and take advantage 

~~rao~~i~~:e:~U:er. 1-800-299-4742 
REAL VALUE 
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S 
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findings back to the more general, off­
line population. 

Q2: How do you recruit people for 
these surveys? 

A: Recruitment for on-line studies 
is done in one of several "ethical" 
ways. The best results for recruitment 
are achieved by contacting people 
who are "known" participants in your 
own on-line activity. These can be 
product registrants, people who have 
signed up for your on-line service, 
guest registrants on your Web site, 
etc. It is usualJy recommended that 
you include the request to contact reg­
istrants for possible follow-up 
research as a part of anyon-line regis­
tration proces . 

There are several nationaJJy known 
on-line databases (Socratic Forum, 
Greenfield Online, Cyber Dialogue, 
etc.) which can be sources of potential 
respondents. These databases consist 
of people who have volunteered to 
take part in on-line marketing 
research projects and who have been 
screened for on-line activitie , a well 
as demographic, firmographic, and 
technographic characteristics. Unlike 
some traditional panels, these data­
bases are usually not over-polled . 
Incentives are set for each survey 
based on historical response rates for 
similar topics and questionnaire 
length. 

Once the source of potential 
respondents has been identified, sev­
eral methods of recruitment may be 
successful. For extremely sensitive or 
complex surveys, some studies are 
pre-recruited by phone. This can be 
somewhat expensive and cumber­
some, particularly if passwords are 
required. Also, some respondents 
have difficulty in writing down com­
plex Internet addresses (URLs such as 
www.survey.comibinJauto_test-l).so 
it's best to keep them as simple as 
possible. 

The best way we have found , how­
ever, is to use an e-mail invitation that 
has some very pecific components. 
In order to be successtul, the e-maIl 
invitation should include: 

1. A subject line that indicates the 
topic (e.g ., "Survey Invitation for on­
line Travel Purchasers") 

2. Where the e-mail address was 
found (e.g. , "As a recent registrant at 

24 www.quirks.com Quirk's Marketing Research Review 



our Web site ... ") 
3. Who is conducting the research 

(e.g., "XYZ Company has been com­
missioned by [CHent Name optional] 
to perform this research). If the study 
must be bHnd to avoid biasing the 
answers, we often offer to reveal the 
name of the client at the end of the 
survey, or by follow-up e-mail if so 
requested. Note: If what you are test­
ing is so confidential that the client 
can never be revealed, you may want 
to reconsider using the Web as the 
delivery mode. 

4. A brief description of the topic 
(e.g., "We are interested in the opin­
ions of those who have booked hotel 
reservations using an on-line travel 

The best resllits 
for recrllihnent 
are achieved by 

contacting 
people '(uho are 

"/(no'(un" 
participan ts in 
YOllr o'(un on­
line activity. 

service .. . ") 
5. The approximate time required 

(e.g. , "This survey should take no 
more than eight minutes of your 
time ... ") 

6. A description of the incentive. 
Note: Very few people do anything 
on-line without some type of compen­
sation or honorarium! (e.g., "The first 
100 people to complete this survey 
wi ll receive ... ") 

7. The survey address. Note: Most 
modern browsers will automatically 
detect a valid Web address and turn it 
into a hot link - allowing people to 
immediately go to the survey site. 

8. Valid contact information (e.g. , 
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"If you have any questions about this 
survey, or if you experience any tech­
nical difficulties, please contact the 
Project Director Brian Smith at 800-
555-1234 or e-mai l him at 
brian.smith @researchco.com) 

Q3: What is the difference between 
an e-mail recruitment and all the junk 
mail (spam) that people get? 

A: One way to recruit people fo r 
on-line studies which appears easy 
but is considered extremely offensive, 
is to send out mass e-mails to all sorts 
of people with no regard to the rela­
tionship they may have with the spon­
sor of the research. Not only is thi s 
considered very poor "netiquette," it 
also doesn ' t work! In an academic 
study run in 1995, controlled tests of 
response rates between paper and 
pencil and unsolicited, general e-mail 
surveys showed that even paper and 
pencil had a higher rate of return than 
spam e-mail surveys. In addition, the 
number of hate-mail responses was 
five times the number normally seen 
in other forms of research . 
Furthermore, the quaHty of data from 
the completed unsoHcited e-mail sur­
veys was terrible - many more miss­
ing answers, obvious sabotage, and a 
high number of unrealistic outliers 
demonstrate that SPAM DOESN'T 
PAY! 

Q4: What are "cookies?" Are these 
ethical? Can 't people get around 
these ? 

Cookies have been the source of a 
great deal of concern and alarm in the 
press. In simple terms, a cookie is an 
incredibly small bit of information 
that is stored in a user's browser. 
These files do not "escape" from the 
browser and can ' t affect the computer 
itself. Cookies are used to store infor­
mation about what you have done on 
a Web site. Any sites that need to 
"recogni ze" you without a password 
(such as a customized news reader, 
MyYahoo! , or other personalized 
sites) do so by storing the key to your 
profile as a cookie. Cookies can be 
used in research to determine where a 
respondent has left off in a survey if 
they wish tp pick it back up later. 
Cookies can also be used in conj unc­
tion with unique URL addresses and 
other technologies to help enforce 
quota controls and mUltiple-survey 
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submissions. 
Although most new browsers allow 

u ers to either turn off the ability to 
write a cookie, or alert the user when 
a cookie is being written, most people 
who take advantage of these options 
lose a tremendous amount of Web 
functionality, or are prompted to 
accept or reject a cookie constantly. 
Most people quickly decide that the 
cookie writing functional ity is worth 
any intrusive aspects. 

The on ly thing that could prove 
unethical with regard to the use of 

#1 Facility in Texas, 
Top lOin No~h America, 

'97 and '98 Impulse Directory 
survey of moderators 

Premier Houston Galleria location 

Moderator-designed and operated 

3 spacious, contemporary focus 
group suites with private lounges 

Numerous sophisticated -...=­
amenities and high-tech features 

OpinionLab TM - central location 
testing using multi-media PCs 

GroupNetTM videoconferencing 

75 CATI stations for expert 
recruiting and national interviewing 
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Outstanding Amarillo facility 
for a different Texas perspective 

Brought to you by 
Anndel and Andy Martin 

GroupcillNeT. 
'1IE IC DlHUltlll IlltalCE IET.OIl , IIC . 

SI..,~IL E"t:Cfl"t . S",art. 

cookies has to do with spam. Some 
new technologies can read what sites 
you have visited and add you to a con­
tact list that usual ly involves an unso­
licited e-mail. Another, less intrusive 
technique involves using this same 
technology to create cu tomized ban­
ner ads for your "surfing profi le." For 
example, if you visit a lot of travel 
sites, you might begin to see more 
banner ads for travel specials and on­
line agencies. 

Q5: How can you make sure that 
the person you invite is the one taking 

the interview ? 
A: Interestingly enough, there are 

more technologie to make sure that 
you are dealing with the correct on­
line respondent than in many tradi­
tional techniques such as paper and 
pencil. One of the best ways is to gen­
erate a unique Internet address for 
each invitee. This can be done by 
using a random generator to tack on a 
short address to the main survey 
URL. If, for example, we generate the 
random string "xt)5-P," we can 
append thi s to the URL address in the 
individual invitation to participate 
(either through the mail or using e­
mail) . The resulting address, 
www.survey . smart . 
comlsbs/exqm.xt)5-P, is unique to the 
recipient of the invitation. In conjunc­
tion with cookies and other technolo­
gies, this method allows respondents 
to click on the hot link and go to the 
survey site and either start the survey 
from the beginning or pick up where 
he or she left off. As the respondent 
attempts to enter the survey, the pre­
determined address code is compared 
to a database. If the survey code is 
valid and has not been submitted pre­
viously, the survey admits the respon­
dent. This system allows the re pon­
dent to complete one survey from any 
number of machines (either at home 
or work), unlike systems that rely 
solely on cookies for screening pur­
poses. 

More recent developments from 
major browser producers allow for 
electronic signatures from individuals 
who have entered a password for 
access to the Internet. In the future, 
these "signed" document will help 
certify who has submitted a complet­
ed urvey. 

Q6: What kinds of security issues 
do you have to worry about when con­
ducting on-line interviews ? 

A: Actually, very few security prob­
lems have ever been documented that 
didn't involve people vo luntarily giv­
ing credit card numbers or other sen­
sitive information to unscrupulous 
operators. Most security issues that 
have been rai ed with regard to survey 
technology have to do with electronic 
eavesdropping or "data clipping." 
Clipping can occur when all the data 
from a survey is transmitted at once as 
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a block of information (such as when 
you complete an entire registration 
form and press "submit" at the end). 
Although EXTREMELY rare, some­
one with the right equipment could 
technically capture the data from your 
respondent's completed survey, and if 
they knew the site address, could 
reconstruct the answers to the ques­
tions. Obviously, thi s is a lot of trou­
ble to go through for the answer to 
one questionnaire. 

In the newer, more interactive 
forms of Web surveying, the data is 

submitted as smaller blocks (particu­
larly whenever the database needs to 
test a set of answer for skipping 
instructions, randomization , or other 
logical functions) . Because the 
Internet sends each batch of informa­
tion through an infinite number of 
routes, it is now almost impossible to 
get anything more than one or two 
disassociated answers. In addition, 
because the survey itself is interac­
tive, it is almost impossible to fi gure 
out which ques tions go with the 
answer data you've clipped. Bottom 
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Why do people need 
ed? what the 

No o n e h a s all the right ans we rs . 
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line: Interactive surveys on the 
Internet are MUCH more secure than 
telephone or paper and pencil meth­
ods. 

Q7: What are the various options 
for conducting on-line research and 

BIGGER 
NEW AN 

I.IATESI A 

when do you use one versus another? 
A: At this time there are six types of 

on-line surveying being done. These 
are: 

• E-mail and bulletin board surveys: 
Usually best with internal audiences 

BETTER! 
PROVEDI 

GREATIST. 

FLEISCHMAN FIELD RESEARCH 

250 Sutter Street, 2nd floor · San FranCiSCO, California 94108 
Phone 415.398.4140 • Fax 415 .989.4506 • email: ffr@ffrsf.com 

CHECK US OUT: www.ffrsf.com 

(employee groups, distribution part­
ners, beta testers , etc.). Advantages: 
Very fast. Very cheap. Limits: Best 
with fewer than 12, close-ended ques­
tions. Not all e-maillbulletin board 
readers support graphics. No skip pat­
terns, error checking, randomization, 
or other logic-based control tech­
niques are available. 

• HTML form surveys: Use form­
based data entry process and submit 
all survey answers upon completion 
of data entry. Advantages: fast, fairly 
inexpensive. Limits: best with shorter, 
more straightforward surveys. No 
skip patterns, error checking, random­
ization, or other logic-based control 
techniques. 

• Fixed-format interactive surveys: 
provide interactive testing using a 
standard format for question con­
struction. Most examples of this type 
of survey tool are stand-alone, PC­
based software packages; some, how­
ever, can be designed and implement­
ed on-line at a survey Web site. 
Advantages: fast; full use of skipping, 
piping, randomization , and other 

----------------------------- --1 logic-based controls; less expensive 
than custom programming; built-in 
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OBJECTIVE: 
Immediate access to sample any time of the day or night. 

551 SOLUTION: 
Debra Rosenthal (Director of Field Operations at KRC Research 
& Consulting) - "If the tudy is for a crisis in communications 
research, we don't have the luxury of time. We need a response 
immediately. I appreciate the timing that SNAP offers and its ease 
of use. The other thing I really like about S AP is that I can sit 

down at 7:00 in the evening, when 
things calm down, and order 

sample. NAP is there for me 
when I'm ava ilable. SNAP is 

wonderful and it's 99.99% 
foolprooW 

Call SSI for sampling 
solutions at 203-255-4200 or 

...- Survey 
• ~ Sampling, 
::...... lnc.® 

Partners with survey 
researchers since 1977 

QA functions. Limits: less flexibility 
in formatting. Usually only one ques­
tion per Web page or some other type 
of bighly regulated question format. 

• Custom interactive surveys: 
Advantages: provide all the benefits 
of fixed format interactive surveys 
with the added benefit of greater flex­
ibility in Web page design and better 
presentation of graphic stimuli. Allow 
multiple question blocks. Limits : 
Much more expensive. Take longer to 
program and do QA. 

• Downloadable surveys: Are pro­
grams that are designed to run on the 
respondent's computer, rather than on 
the host Web site. Advantages: larger 
number of fancier, Windows-based 
controls. More exotic testing is avail­
able (e.g., complex trade-off exercis­
es, sophisticated allocations, and so 
forth) . Limits: expensive to program . 
Long download times for even short 
surveys (10+ minutes). Difficult to 
explain/obtain respondent compliance 
in returning data file. 

• IRC/chat functions: Interactive 
chat, used in qualitative research for 
both on-line focus groups and one-on-
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one in-depth interviewing. 
Advantages: faster than real focus 
groups. No geographic barriers. 
Limits: somewhat chaotic - relies 
very heavily on the skill of moderator 
to provide control. Tyranny of the best 
typists may skew re ults. Less inter­
action between participants than in 
physical group. Difficulty in getting 
specific individuals together at one 
time with all telecommunications 
functions working properly at all 
sites. 

Q8: Can I run these surveys on my 
own equipment/server? 

A: Right now, several of these sce­
narios can be hosted by the client's 

Interactive 
surveys on the 

Internet are 
MUCH 1110re 
secure than 
telephone or 
paper and 

pencil 111ethods. 

own server. Once the researcher has 
created an e-mail or HTML form­
based survey, these can be put up on 
the client's internal server. Other 
more sophisticated forms of Web­
based urveying (fixed format and 
custom interactive surveys) are cur­
rently being hosted only on the pro­
ducers'sites. 

Q9: What kind of incentives do you 
find effective for on-line studies? 

A: Many different types of incen­
tives are being offered to potential 
respondents in an attempt to increase 
participation rates. These fall into 
everal different categories. The most 

effective incentives (from a hi storical 
perspective) have been drawings for 
cash prizes of $500 or more, or for 
computer or office peripherals (e.g., 
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printers, PDAs, telephones, etc.) For 
very hard-to-reach respondents, indi­
vidual incentives of airline bonus 
miles or cash awards of up to $50 
have proved extremely effective. 
However, individual cash incentives 
of $100 have proved no more effec­
tive than $50 cash premiums in 
attracting difficult-to-reach respon­
dents. 

Occasionally, someone asks about 
states that don ' t allow "lottery-based" 
incentive. What we have determined 
so far is that Web-based surveys are 
somewhat different than other forms 
of surveying in that all transactions 
take place at the site where the survey 
is hosted (the individual survey-takers 
are only connecting to the Internet at 
their site - not doing the survey). So 
far, if the server is in a state that 
allows these types of incentives, then 
they are permissible. Even though 
laws limit the use of the telephone to 
so licit or offer lotteries or other illegal 
forms of gambling in some states, the 
Internet has been determined to be 
different and distinct from this inter­
pretation of "telephonic technology." 

At this point it looks doubtful if the 
individual state governments will be 
able to successfully regulate this type 
of e-commerce. Be careful, though, if 
you plan to pre-recruit respondents by 
telephone or to download surveys that 
run on the respondent 's PC - these are 
probably covered under the existing 
laws. Also remember that the Internet 
rules are " in play" and may change at 
any time. 

QI0: How long does it take to get 
an on-line survey done from start to 
finish? 

A: Thi , of course, varies according 
to the length of survey and methodol­
ogy used, but here are some average 
times from final questionnaire to 
quantitative topline data: 

E-mail: three hours to three days 
HTML form: three days to 10 days 
Fixed format interactive: three days 

to 10 days 
Custom interactive: seven days to 

14 day (includes three days of cus­
tom programming/QA) 

Downloadable: seven days to 20 
days (includes three days of custom 
programming/QA). 0 

COS In SLC 

That's right, we've just opened our newest mall 
intercept office in the Salt Lake City market. That 
means we can give you even better coverage from 
the west coast to the Rocky Mountains. 
Just add this new one to your alphabet soup. 

Consumer Opinion Services 
••••••• lIIIIIiilllll._ We answer to you 

12825 I st Avenue South Seattle Wa. 98168 
206-241-6050 FAX 206-241-5213 
ask for Jerry or Greg Carter 
Http://www.Cosvc.com E-mail COS-info @cosvc.com 

Seattle . P o rtland . Spokane . Boi se . San Jo se . Salt L ake City 
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Conducting 
full-profile 

conjoint 
analysis 
over the 
Internet 

By Bryan K. Orme and 
W. Christopher King 

Editor's note: Bryan Orme is a customer support 
consultant, and Chris King is president, of Sawtooth 
Software, Inc., a Sequim, Wash., developer of PC­
based computerized interviewing and conjoint 
analysis tooLs. They can be reached at 360-681-2300 
or af info@sawfoofhsoftware.com. 

The advent of the World Wide Web (WWW) is 
changi ng the way we communicate in busi ness. 
Over the past 20 years, a simi lar impact was felt 

with personal computers and software, overnight 
delivery services, fax machines, e-mail, and voice 
mail/answeri ng machines. The WWW is building on 
the strengths of these advances. 

The growth in Internet usage is truly astounding. 
According to IntelliQuest, Inc. of Austin, Texas, as 
of the first quarter 1998, 32 percent of the U.S. pop­
ulation age 16 and older (or 66.5 mjlljon individuals) 
is on-li ne. In the period of only a year (fourth quar­
ter 1996 to fourth quarter 1997), the number of 
Internet users in the U.S. grew by 32 percent. And if 
projections hold , 38 percent of the U.S. population 
age 16 and older (or 78.4 million individuals) will be 
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on-line as of third quarter 1998. 
As market researchers begin to use 

the Internet to conduct surveys, they 
shouldn ' t feel completely disoriented. 
Internet surveys share much in com­
mon with traditional computerized 
surveys. The trick is to leverage what 
we've already learned about computer 
interviewing and computerized con­
joint surveys and apply it to this new 
and exiting medium. 

This article is organized in two 
parts. First, we' ll cover general WWW 
survey research issues, and then we ' ll 
report on an on-line full-profile con­
joint survey conducted over the Web 
dealing with credit card preferences. 

Computer interviewing: historical 
perspective 

Until recently, the WWW had been 
largely experimental in the marketing 
research industry. Control and access 
were primitive, limiting the kind of 
information one could collect. We see 
many parallels between early Web 
research and what was felt when com­
puterized interviewing first appeared 
in the '70s. 

The first computerized interviewing 
was done using terminals connected to 
large computers in the mid '70s. Later, 
Dr. Richard M. Johnson, chairman of 
Sawtooth Software, pioneered PC­
based interviewing in 1979 using 
Apple II computers. He found that he 
could customize each interview, not 
just with programmed skip patterns, 
but using adaptive heuristics to formu­
late efficient preference questions for 
collecting conjoint data. The computer 
would "learn" about a respondent's 
preferences and customize each inter­
view to focus on the most important 
attributes. In 1985, Sawtooth Software 
released Ci2 (Computer Interviewing) 
and ACA (Adaptive Conjoint 
Analysis) for the IBM PC to the mar­
keting research community. 

Widespread use of disk-by-mai I 
(DBM) was stiJI many years in the 
future when PCs became common­
place in businesses and home . Today 
we face similar issues and opportuni­
ties with the Internet. Fortunately, 
advances in software and the booming 
popUlarity of the Internet means that 
WWW interviewing is rapidly becom­
ing practical and feasible as an addi-

tional tool for the market researcher. 
Using the WWW to collect market 

research data consists of two modali­
tie : surveys that are e-mailed, and on­
line surveys. 

E-mail surveys 
The text-based e-mail survey is per­

haps the ea iest method for conduct­
ing marketing research surveys on the 
Web. Respondents type answers into 
pre-specified blanks with their e-mail 
editor or word processor, and return 
the completed form to the sender. 

Text-based e-mail survey pros: 
• Low cost: quick and easy to put 

together. 

Text-based e-mail survey cons: 
• Lots of data cleaning. 
• Respondents may delete part of 

the survey with their word processor. 
• Questionnaires are not very attrac­

tive: no graphics, font control or col­
ors . 

• Re pondent sees all questions at 
once: no automatic skip patterns. 

The second form of e-mail survey 
involves a program executable (usual­
ly in a zipped ftle) which respondents 
install on their computers. The data 
file is e-mailed back to the sender. 

E-mailed survey executable pros: 
• Control of skip patterns and data 

entry verification. 
• Attractive surveys, including 

graphics, font control and colors . 

E-mailed survey executable cons: 
• Many u ers fear installing soft­

ware e-mailed to them. 
• In tallation can be time-consum­

ing: best for computer-literate respon­
dents. 

• Software compatibility across dif­
ferent computers - on some comput­
ers it may not work at all. 

On-line surveys 
The other form of Web-ba ed sur­

vey is the on-line survey: respondents 
connect directly to the Web site which 
displays the questionnaire. On-line 
surveys can be formatted as a single 
form (page). The respondent scrolls 
down the page from question to ques-

www.quirks.com Quirk's Marketing Research Review 



tion, then clicks the submit button to 
send the information to a server. 

Single-form on-line survey pros: 
• Only a single download required at 

connection and a single upload when 
the form is completed. 

• Relatively inexpensive to program 
and administer. 

• Attracti ve surveys, including 
graphics, fo nt control and colors. 

Single-form on-line survey cons: 
• No automati c skip logic. 
• Data verification only possible at 

end of survey. 
• Long forms can seem overwhelm­

ing and may not be completed. 
• Long download time if survey is 

long, includes complex graphics, 
and/or your connection is slow. 

• An entire interview might be 10 t if 
the computer, modem or net connec­
tion fai ls. 

• Respondents cannot complete part 
of the fo rm, terminate, and restart at a 
later time without losing all their 
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Is your research up to par? In golf, par is the score that, 
in theory, an average player would take to complete a 
hole. Two strokes under par is an eagle. In the game of 
research, all participants in the interviewing process 
want to believe their research soared like an eagle. In 
reality, the research project may be a "bogey" (one over 
par and not perfect). 

One will never know just how good their research 
game is unless it is audited. Sigma Validation has been 
helping research end users, suppliers, and field agen­
cies measure "par" for 20 years. As a knowledgeable, 
independent and objective third party, Sigma can tell 
what part of your field research is a "bogey." 
Without knowing your weaknesses, it's difficult to 
improve your game. 

CALL 1-800-733-7748 
TO HELP IMPROVE YOUR GAME 

Nothing improves your 
golf score like witnesses. 
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First Market Research helps 
its clients "get the facts" with: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 
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viewing -paper & pencil or 
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• Multivariate analysis & 
affordable conjoint designs 
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Market 
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656 Beacon Street, Boston, MA 02215 
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(512) 451 -4000 
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work. 
The second type of on-line WWW 

survey is the multi -form survey. 
Questions are presented on different 
pages (forms), and the data are saved 
when the respondent clicks the submit 
button at the bottom of each page. 

Multi-page on-line survey pros: 
• Permits skip logic and question­

specific data verification. 
• User doesn' t face entire task at 

once. 
• Attracti ve surveys, including 

graphks, font control and colors. 

Multi-page on-line survey cons: 
• Complex to program without the 

aid of WWW survey software. 
• Delay between pages if you have a 

low connection or your server has 
limited bandwidth. 

Using passwords to control access to 
your Web survey 

It is usually critical with Web-based 
surveys to Jjmit access to your survey. 
Assignjng passwords prevents unau­
thorized access to your survey and 
"ballot stuffi ng." Benefi t also include 
control over quota cells and restarting 
of incomplete interviews. 

Software compatibility and avail­
ability 

Incompatib ility among browsers 
and servers remains a major software 
issue. With the introduction of the 
Java programm ing language and 
Visual Basic (VB) scripting, addition­
al functionality can be added to on­
line surveys that fa r exceeds the 
restrictions of HTML. Unfortunately, 
Java standards are still elusive and VB 
is not upported by all browsers. Very 
little is common on the server side, 
and some software must be cus­
tomized for each server configuration. 

But, all is not hopeless. New PC­
based software makes it possible to 
construct, administer, and host your 
own survey on either your own Web 
server, your ISP 's (In formation 
Service Provider) server, or the server 
belonging to the manufacturer of the 
survey software. The advantage of 
hosting your own site or using an ISP 
is that you have control over the study. 
You also avoid the per-interview costs 

that are frequently associated with 
hosting on someone else's marketing 
research site. It also means that you 
can easily test your questionnaire, add 
questions while a tudy i in progress, 
and monitor its progress on-line. 

Is the Web appropriate for your 
research? 

Much has been said about the repre­
sentati veness of data collected over 
the Internet. We trust you have studied 
the arguments to determine that the 
Internet is the ri ght vehicle for your 
research study. We won' t spend time 

Even though 
computerized FP 
probably offers 
no significant 
benefit over 
paper-based 

surneys in terms 
of reliability or 
validity, real 
benefits might 
be realized in 

urvey 
dev~~t 

lind dtltll 
collection costs. 

addressing these arguments, but will 
proceed under the assumption that the 
Internet is appro pri ate for your 
research study. 

We' ll now focus our attention on 
conducting full-profi le conjoint analy­
sis on the Internet. 

Conjoint analysis usage 
In a 1997 survey of conjoint analy-
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sis usage in the marketing research 
industry, ACA (Adaptive Conjoint 
Analysis) was found to be the most 
widely used conjoint methodology in 
both the U.S. and Europe (Vriens, 
Huber and Wittink, 1997). 
Traditional full-profile (FP) conjoint 
was also reported as a popular 
method. In genera l, we believe tradi­
tional FP conjoint is an excellent 
approach when the number of attrib­
utes is around six or fewer, while 
ACA is generall y preferred for larger 
problems. 

Paper vs. computerizeil full-profile 
conjoint 

FP conjoint ana lysis studies can be 
done either as paper-based or as com­
puterized surveys (Internet surveys, 
di sk-by-mail , or CAPI) . Because they 
typically involve fixed designs and, 
unlike ACA, are not adaptive, com­
puterized FP surveys really offer no 
real benefit over the paper-based 
approach in terms of tbe reliability or 
validity of the results. In fact, paper­
based FP may work better than com-
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puterized FP. With traditional paper­
based card-sort, respondents can 
examine many cards at tbe same 
time, comparing and manipulating 
them into piles. Thi s helps respon­
dents learn the range of poss ibilities 
and settle on a reliable response strat­
egy. With computerized approaches, 
respondents see onl y one isolated 
question at a time. It may take a few 
questions for respondents to learn 
about the range of possibilities and 
settle on a reliable response strategy. 
It is probably 
beneficial with 
comp uterized 
FP, therefore, 
to show the 

based surveys in terms of reliability 
or validity, real benefits might be 
realized in survey development and 
data collection costs. 

Pairwise versus single-concept 
approach 

Pairwise and single-concept pre­
sentation are two popular approaches 
for FP conjoi nt. A pairwise FP con­
joint question administered over the 
Internet is shown below. 

best and worst 
profiles early 
on in the sur­
vey. 

Which credit card would you prefer? 
CIt •• ,e a 1MItto. btlow to .ow 1" pretertaee 

Even though 
computerized 
FP probably 
offers no sig­
nificant benefit 
over paper-

VISA 
$20 annual fee 
14-/0 interest rate 
$5,000 credit limit 

MasterCard 
No annual fee 

18% interest rate 
$2,000 credit limit 

rrrrrrrrr 

Pnr ... 
Left 

Pnr ... 
L.rt 

N. 

_It 
Pnfllnace 
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The single-concept approach is 
repre ented below. 

With pairwise questions, respon­
dents make comparati ve judgements 
regarding the re lati ve acceptability of 

study other than thi one that has 
direc tl y compared these two 
approaches. 

~!=!II~~_IIIIII ___ I111 ____________ I3~ co m p e t i n g Purchase li ke lihood ratings refl ect 
the abso lute des irability of product 
profiles. With pairwise ratings, we 
only gain relati ve information . This 
potenti all y can be a critical di stinc­
tion , depending upon the aim of the 
research. Consider the person who 
takes a pairwise conjoint interview 
des igned to fi nd the optimal blend fo r 
tofu. The conj o int utiliti es mi ght 
appear reasonable, even though he 
find tofu di sgusting and has 
absolute ly no des ire to ever buy it. If 
we use ingle-concept profil es, we 
can both deri ve utiliti es and learn 
about a respondent 's overall interest 
in the category. Respondents who 
have no des ire to purchase can be 
given less we ight in simulati ons, or 
be thrown out of the data set entire ly. 
The danger with single-concept rat­
ings is that if a person gives most of 
the profiles the lowest (or highest) 
rating, there is limited vari ati on in the 
dependent vari able, and we may not 
be able to estimate very stable utili­
ti es. 

How likely would you be to sign up for this credit card? 

Dof"WteIy 
Would 
NOT 

Choose a button below to show your preference 

Discover 
$20 annual fee 

14% interest rate 
$2,000 credit limit 

r r r r r 
Pr.bUly 
W.ul<I 
NOT 

~ _ Pr.bUly 

NOT Would 

r r 

DofWl.ly 
Woolcl 

products. The 
single-concept 
a ppro ac h 
probes the 

...J acce pt a bility 
of a product, 
and de-empha­
size the com-
petiti ve con­
tex t. Both 
methods have 
proven to work 
well in prac­
tice, but we are 
unaware of any 

One need not give up the benefit of 
measuring purchase like lihood when 
using the pairw ise approach. Both 
pairwise and single-concept conjoint 
que tions can be included in the same 
urvey. Single-concept purchase like­

lihood questions could be used to ca l­
ibrate (scale) pairwi se utiliti es (as is 
done in ACA). We can get the bene­
fit of the comparati ve emphas is of 
pairwise questions while including 

Welcome to Painless Internet Surveying 
Whether you're lost amid the black art of Web 
servers or simply don't want to bother with them, 
you'll find SurveyHostTM is the straightforward, 
economical answer to on-line surveying. 

Do you want your survey to stand alone or be 
linked from your Intranet? How about welcome and 
exit pages, passwords, and entry verification? 

Just send us your paper, HTML or 
Survey PrOTM questionnaire, then sit 
back and relax as your data files roll 
in. Many services are included in one 
low rate, and there are no extra charges for 
the number of questions or respondents. 

So give us a call to see how easy web surveys can be. 

www.surveyhost.com 
A service from Apian Software, publishers of award-winning Survey Pro. Visit or call (800) 237-4565. 465 
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information on purchase intent . 

An experiment 
We des igned an Internet survey to 

compare the pairwise and single­
concept approach for computeri zed 
FP conjoint analysis. 

The subject fo r our study was cred­
it cards, with the fo llowing attribute 
levels: 

Brand Annual Fee Interest Rate 

VISA No annual fee 10% 

Mastercard $20 14% 

Discover $40 18% 

Respondents completed both pair­
wise and sing le-concept conj o int 
questions (in rotated order). Enough 
conjo int ques ti o ns (nine) were 
included to estimate uti lities ( 12 part­
worths) for both the pairwise and sin­
g le-concept des igns at the individual 
level. These designs had onl y one 
degree of freedom. In general, we 
would not recommend conj o int 
des igns with so few observations rel-
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ati ve to estimated parameters. For the 
purposes of our methodologica l 
study (respondents were required to 
complete both des igns in the same 
interview) these saturated des igns 
seemed sati sfactory. Additi onall y, 
ho ldout choice sets were adminis­
tered both before and after the tradi ­
tional conjoint questions. 

A total of 280 respondents com­

Credit Limit 

$5,000 

$2,000 

$1,000 

ple ted the survey. 
Respondents se lf­
se lected themselves 
for the survey, which 
was launched from a 
hyperlink on 
Sawtooth Software's 

home page. Thi s sampling strategy is 
admittedl y poor had we been inter­
ested in collecting a representati ve 
sample. But the purpose of our study 
was not to achieve outwardl y pro­
jectable results, but rather to compare 
the within-respondent reli ability of 
alternati ve approaches to asking FP 
computeri zed conjoint. 

We took three steps to help ensure 
the quality of our data: I) we 

required respondents to give their 
name and te lephone number for fo l­
low-up veri fication; 2) we included 
repeated holdout choice tasks for 
measuring reli ability and fl agg ing 
"suspect" respondents; and 3) we 
examined the data for obvious pat­
terned responses. 

Measuring the reliability of con­
joint methods 

Reli ability and valid ity are two 
te rms often used to characte ri ze 
response scales or measurement 
methods. Reliability refers to getting 
a consistent result in repeated tri als. 
Validity refers to achiev ing an accu­
rate prediction. Our study foc uses 
onl y on issues of re li ability. 

Holdout conjoin t (or choice) tasks 
are a common way to measure reli a­
bility in conjoin t studies. We call 
them holdout tasks because we don' t 
use them fo r estimating utilities. We 
use holdouts to check how well con­
joint utilities can predict answers to 
observations not used in utility esti­
mati on. If we ask some of the holdout 
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tasks twice (at different points in the 
interview), we also gain a measure test­
retest reliability. 

We included a total of three different 
holdout choice questions in our 
Internet survey, which looked like: 

interviewing is as reliable as other 
methods of data collection. 

We use the holdout choice tasks to 
test the reliability of our conjoint utili­
ties. We would hope that the conjoint 
utilities can accu rately predict answers 

~~iIIIIIJiI~IIIIIIIDI:llllIIIIIIilIIIIIIIIIIII _________ .:Jj~ to the holdout 
, .. l(W Ii<> ' ''- II.- question . We 
!. 2. ~ ,e, !..,~! ~ ~ call the percent 
~::!j~~~~=;;:;;:;;:=;;:;;:;;:;;:=;;:;;;;::;;;;;;:;;;;;;;;:dG~ of correct pre-

dictions the 
...J holdout hit rate. 

Some have 

lIfYOU were shopping for a credit card and these were your only options, 

~
.,.- -rWhiCh woul~you choose? 

referred to hi t 
rates as a validi-

VISA Mutcrc..-d Discover ty measure­
ment, but pre­
diction of hold-

S40 annu.oI r.. S20 ....... r.. No ........ r •• 
10% iotttcst nic 18% iotcnst rite 14% intcrc:st me 

$2,000 .... dit limit S~,OOO credit limit SI,OOO credit limit 

out concepts 
asked in the 
same conjoint 

i=------------------.----r...-_=; interview prob­

These questions came at the begin­
ning of the interview, and then the same 
ones (after rotating the product con­
cepts within set) were repeated at the 
end of the survey. Respondents on aver­
age answered these holdouts the same 
way 83.0 percent of the time. This test­
retest reliability is in line with those 
reported for other methodological stud­
ies we've seen that were not collected 
over the Internet. But one can argue that 
our respondents (marketing and market 
re earch professionals) were a well­
educated and careful group. We cannot 
conclude from our study that Internet 

ably say more 
about reliability than validi ty. 

Comparing different conjoint meth­
ods using holdouts wilJ usually favor 
the conjoint method that most resem­
bles the holdouts. The comparative 
nature of the pairwise approach seems 
to more closely resemble the choice 
tasks (showing three concepts at a 
time) than does single-concept presen­
tation. 

Holdout predictions are not the only 
way to measure reliability. We can al 0 

examine whether part-worth utilities 
conform to a priori expectations. Three 
of the attributes (annual fee, interest 

rate, and credit limit) were ordered 
attributes (i.e., low interest rates are 
preferred to high interest rates). When 
part-worth utilities violate known rela­
tionships, we refer to these as reversals. 

Reliability of pairwise versus singJe­
concept approach 

The holdout hit rates for the pairwise 
and single-concept approach were 79.3 
percent and 79.7 percent, respectively. 
This is a virtual tie; the difference i not 
statistically significant. These findings 
suggest that both methods perform 
equally well in predicting holdout 
choice set. 

The average number of reversals per 
respondent was 1.5 and 1.3 for pairwise 
and single-concept designs, respective­
ly. The difference was significant at the 
90 percent confidence level. These 
findings suggest that utilities from pairs 
questions may contain a bit more noise 
than ingles. The difference was small , 
however, and we caution drawing gen­
eral conclusions without more corrobo­
rating evidence. 

Qualitative evidence 
In addition to completing conjolOt 

tasks, we asked for qualitative evalua­
tions of the pai rwise versus the single­
concept approach. Respondents per­
ceived that the pairwise questions took 
only 13 percent longer than the singles. 
We asked a battery of questions such as 
whether respondents felt the conjoint 
questions were enjoyable, easy, frus­
trating, or whether the questions asked 
about too many features at once. We 
found no sign ificant differences 
between any of the qualitative dimen­
sions for pairwi e vs. single-concept 
presentation. 

Conjoint importances and utilities 
We calculated attribute importances 

in the standard way, by percentaging 
the differences between the best and 
worst levels for each attribute. Conjoint 
importances describe how much 
impact each attribute has on the pur­
chase decision, given the range of lev­
els we specified for the attributes. 

We constrained the utilities to con­
form to a priori order for annual fee, 
interest rate and credit limit. Further, 
we scaled the conjoint utilities (at the 
individual level) so that the worst level 
wa equal to zero, and the sum of the 
utility points across all attributes was 

38 www.quirks.com Quirk's Marketing Research Review 



equal to 400 (the number of attributes 
times 100). Importances were com­
puted at the individual-level, then 
aggregated. 

Importances and utilities for pairs 
vs. single-concept presentation were 
as follows: 

Conjoint Importances 
Pairs Single-Concept 

Brand 18% 19% 
Annual fee 37% 37% 
Interest rate 21 % 20% 
Credit limit 24% 24% 

Conjoint Utilities 
Pairs Single-Concept 

VISA 36 38 
Mastercard 27 31 
Discover 13 12 

No annual fee 104 104 
$20 annual fee ' 44 34 
$40 annual fee 0 0 

10% interest rate 55 55 
14% interest rate 30 30 
18% interest rate 0 0 

$5,000 credit limit 64 67 
$2,000 credit limit 27 29 
$1 ,000 credit limit 0 0 
'statistically significant difference at 99% confidence level 
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The only significant difference for 
either conjoint importances or utili­
tie between the two full-profi Ie 
methods occurred in the utility for the 
middle level of annual fee ($20) . In a 
presentation at our 1997 Sawtooth 
Software Conference, Joel Huber of 
Duke University argued that respon­
dents may adopt different response 
strategies for sets of product versus 
ing le-concept pre entation. He 

argued that when faced with compar­
isons, respondents may simplify the 
task by avoiding products with par­
ticularly bad levels of attributes. 
Annual fee was the most important 
attribute. The larger gap between the 
worst and middle level (44-0) for 
pairs versu single-concept (34-0) is 
statistically significant at the 99 per­
cent confidence level (t=3.93) and 
supports Huber's "undesirable levels 
avoidance" hypothesis . 

Pairwise versus single-concept FP 
conjoint: conclusions and sugges­
tions 

Our data tell a comforting story, 

suggesting that both computerized 
pairwise and single-concept FP rat­
ings-based conjoint are equally reli­
able and result in the same impor­
tances and rough ly the same utilities . 
Computerized FP conjoint seems to 
have worked well for a small design 
such as our credit card study. Given 
that the researcher has determined 
that the Internet is an appropriate 
vehicle for interviewing a given pop­
ulation , our findings suggest that FP 
conjoint can be successfully imple­
mented via the Internet for a small 
study including four attributes. 0 
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Internet research 

a e cription 0 

By Daniel C. Lockhart and Fred R J. Detwiler 

Editor's note: Dan Lockhart, Ph.D., 
is director of marketing sciences, and 
Fred Detwiler, Ph.D., is a research 
analyst, at MarifZ Marketing Research 
Inc., St. Louis. 

I e Internet is growing both in its 
number of users and as a medium 
for commerce and advertising. 

CyberAtlas ', an on-line statistical refer­
ence resource for Internet marketing, 
reports that there are a total of 40-45 
million adults in the U.S. using the 
Internet and 25 million total weekly 
Web users. They further report that 
some companies are netting on-line 
sales total s of up to $2 million per day, 
and they estimate second quarter 
Internet advertising revenue at $133 
million. 

This article discusses the following 
information regarding the demograph­
ics of individuals on the Internet: 

• number of people on the Internet; 
• current picture of Internet sales and 

advertising; 
• information on companies who are 

conducting research on or about the 
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Internet; 
• gender, age, and income biases 

associated with the Internet; 
• interpretation of the meaning of 

results comparing Internet and tele­
phone surveys. 

Market size 
Estimates of the number of people on 

the Internet vary depending on which 
of the following qualifications one 
uses: 

• daily use of the Internet; 
• having an e-mail account; 
• connections in the last three 

months; 
• ever looked at a computer screen 

connected to the Internet. 
In addition, various groups have rea-

ons to overstate or understate the actu­
al market size of the Internet audience. 
While CyberAtlas reports that there are 
25 million total weekly Web users and 
more than 31 million computers regu­
larly connected to the Internet, fore­
casts from FIND/SVP\ a provider of 
worldwide research and business intel­
ligence services, indicate that by year's 

end there will be: 
• 75 million adult users in the U.S .; 
· 28 million children; 
• 28 million Internet-using house­

holds. 
Peter Krasilovskyl reported in early 

1996, "Twenty percent of the American 
workforce and 5 percent of U.S. house­
holds say they currently have access to 
the Web ... For the most part, these 
users represent the small (10 percent) 
but influential , highly-educated, high 
income, 'early adopter' segment of the 
population." 

Sales 
USA Todaj reports that salaries for a 

"vice president, on-line" are in the six 
figures. Their findings also indicate 
that Internet sales generate profits for 
15 of the 104 large companies it sur­
veyed. Web Comrnerce5 reports that 
The Yankee Group indicates that busi­
ness-to-business electronic commerce 
wi II exceed $135 bi ilion by the year 
2000. They further indicate that manu­
facturers of computer and airplane 
parts, such as Cisco and Boeing, lead 
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the pack in business-to-business Web 
commerce thjs year, with $3 billion in 
sales, or 38 percent of Internet business 
trade6

. 

Dell Computer's "Internet-Direct" 
reports that its Net-based sales are 
growing at a rate of 20 percent per 
month and generating revenues of more 
than $1 million a day. Dell reportedly 
has corporate customers purchasing 
$30,000 high-end servers on-line, and 
one large Fortune 500 company esti­
mates its annual savings to be $2 mil­
lion through its Dell-developed Web 
site. Cox News Service7 report that 
sales of music-related merchandise 
over the Internet now accounts for 
approximately $23 milljon yearly. 

Adver tising 
Accordjng to CyberAtlas, second­

quarter Internet ad revenues totaled 
$133 million - a 58 percent increase 
over the ftrst quarter's $84 million and 
a 250 percent increase over the same 
time period in 1996. Some heavy-hit­
tjng on-line advertisers include 
Mjcrosoft, TV Guide, and Wired maga­
zjne. 

However, CNET8, a digital technolo­
gy information source, reports that the 
companies behind major consumer 
brands are still reluctant to advertise on 

Table 1. Comparison by Sex 

evidence comparing various methods 
of advertising before committing. 
CNET also reports that computer and 
Internet related companjes spent 54 
percent of their advertising budget for 
on-line advertising. Current Internet ad 
leaders include Netscape 
Communications, Yahoo!, Infoseek, 
and Excite. 

CNET shows that automotive com­
panjes make up 5 percent of Internet 
advertising presence, with other con­
sumer companjes comprising 15 per­
cent of on-line ads. Jupiter 
Communications expects on-line 
advertjsing spending to exceed $5 bil­
lion by the year 2000. 

Internet surveys and research 
Several Internet sites are reporting on 

the on-line surveys they have conduct­
ed. Some of these are: 

• Georgia Tech's historical Internet 
surveys; 

• O'ReilJy & Associates RDD tele­
phone survey of Internet users; 

• Netcraft's survey of Web servers; 
• Find/SVP's American Internet User 

survey; 
• Maritz AmeriPoll On-Ijne; 
• Niel en's Internet demographics 

survey; 
• sri VALS 2 Internet survey. 

Male 
Female 

U.S. 
Census 

49% 
51 % 

sri 
(1995) 
60% 
40% 

O'Reilly 
(10/1 /95) 

67% 
33% 

Find SVP 
(1996-1997) 

60% 
40% 

Georgia Tech 
(Apr-May 1997) 

65% 
35% 

Maritz 
(Sept. 1997) 

57% 
43% 

the Internet. While computer giants are 
swarming at advertising on the 
Internet, consumer products are hold­
ing back. Peter Storck of Jupiter 
Communications9 claims that the large 
consumer goods providers want solid 

These surveys generally show that 
the Internet is gradually becomjng 
more representative of the general 
American population. Some of the 
results of recent surveys are shown in 
Table 1. 

Table 2. Gender Bias in Georgia Tech Surveys 

50 
39 

40 

Percent 30 

Female 20 

10 

0 
1 st 2nd 3rd 4th 5th 6th 7th 8th 

Survey in Time 
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Georgia Tech indicates that the aver­
age age has slowly but steadi ly been 
increasing, and the gender bias has 
been decreasing. Table 2 shows the 
decrease in gender bias as the percent­
age of female users steadily increases 
across the seven surveys conducted by 
Georgia Tech. 

Age bias 
Past studies have shown that Internet 

samples have an age bias, with samples 

Table 3. Age Bias Comparison 

U.S. Find/ O'Reilly Maritz 
Census SVP On-line 

Under 30 23% 23% 32% 23% 
30-49 40% 60% 51% 46% 
50 + 36% 17% 18% 31% 

tending to overrepresent the middle­
age categories and underrepresent the 
oldest age categories. Table 3 compares 
U.S. Census data to surveys by 
Find/SVP, O'Reilly & Associates, and 
Maritz AmeriPoll On-line. The 
Find/SVP and Mootz age categories 
were adjusted to match those of the 
other surveys. 
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Sri ' O reports that there is a change in 
the age demographics of the Internet 
depending on the time of year when a 
survey is conducted. "We measured a 

Table 4 shows the slight change in 
the average age of respondents to 
Georgia Tech's surveys. 

Georgia Tech notes that the average 

Table 4. Average Age on Georgia Tech Surveys 

50 

45 

40 

35 36 
35 33 33 

30 

25 

20 

2nd 3 rd 4th 5th 6th 7th 8th 

Survey In Time 

sharp decline in age after mid-August 
1995, when the fall academic year 
started. As the domain data show, our 
sample contained a significantly larger 
proportion of new and returning uni­
versity students from August through 
the start of October." 

age has not changed much over time, 
but distribution has. The Internet popu­
lation used to have a greater peak in the 
middle age bracket. Over time, a 
greater number of older and younger 
users are coming on-line, causing the 
age curve to become flatter. 
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Table 5. Age Distribution on the Internet 

~;~=!cr / 
I 

FcwerMiddtc 
AFGrouPS 

ABC Groups 

Old 

But beyond 
this superficial 
validity, little is 
known with 
much precision. 
Georgia Tech 
has conducted a 
number of sur­
veys and com­
pared its results 
to those found 
by Find/SVP. 

Maritz is beginning to explore differ­
ences in survey results obtained via the 
Internet and those obtained via other 
methods. Currently, we have completed 
five parallel studies via both the 
Internet and telephone. Table 7 shows 
some basic information 00 these five 
studies. 

Young 

L-______ ~------------------------------------~ However, if 

Preliminary results of our analyses 
indicate that there are differences in the 
responses provided by individuals in an 
Internet survey and those provided by 
individuals in a telephone survey. Our 
data further indicate that these differ­
ences are not accounted for by differ-

both surveys 

Income bias are biased, there is no definitive base­

line of com- ,------------------------------------------------, The data in the chart from the 
Georgia Tech studies (below Table 6) 
indicate that individuals on the 
Internet are more likely to be in the 
wealthiest category than are individuals 
in the censu . 

parison. 
Therefore, if 
someone 
obtains a dif­
ferent result 
than these 
sources, it is 
not clear 
which source 
is the most 
accurate. In 
addition, 
other factors 
may account 
for differ­
e n c e s 
observed, 
such as: 

Table 6. Average Income of Georgia Tech Internet Survey Respondents 

70 

60 
50 

40 

30 

20 
10 

However, data comparing previous 
surveys by Georgia Tech indicate that 
there has been a gradual decline in the 
average income of individuals surveyed 
in the Georgia Tech interviews (see 
Table 6). 

o +-----~~----~------~------~----~ , 

Baseline knowledge regarding 
research on the Internet is rapidly 
increasing. Past surveys have suggested 
difference in samples obtained on the 
Internet versus samples obtained via 
other methods. However, there has 
been little attempt to validate the differ­
ences observed. At face value, it seems 
logical that individuals on the Internet 
are more likely to be younger males 
with more income than individuals not 
on the Internet. In addition, it seems to 
make sense that individuals on the 
Internet would be more likely to own 
(or have access to) a computer than 
individuals not on the Ioternet. 

• dissimula­
tion or lying; 

• misunder­
standing the 
questions ; 

differ­
ences in the 
interpretation 
of questions. 
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Table 7. Maritz AmeriPol/ Survey Oates and Sample Sizes 

Survey Topics 
Car washing 
Holiday shopping I 
Billboards 
Holiday shopping" 
Valentine's Day 

Telephone Dates 
4/15-17 ('97) 
7/14-20 ('97) 
8/25-27 ('97) 
11/3-5 ('97) 
212-4 ('98) 

Internet Dates 
6/5 - 7/23 ('97) 
8/12 - 22 ('97) 
9/19 -29 ('97) 
12112 - 26 ('97) 
2110-14 ('98) 

Telephone 
Completes 
1,003 
907 
885 
1,006 
941 

Internet 
Completes 
963 
889 
631 
1,076 
1,030 

quently. 
o They change their oil less fre­

quently. 
o They plan further ahead for holi­

day shopping. 
o They begin making their holiday 

purchases further ahead. 
o They are more annoyed by pre­

Halloween holiday sales. 

Table 8. Summary of Adjusted Means ContrOlling for Demographic Variables 
Going beyond these results leads us 

to believe that individuals on the 
Internet are less conscientious about 
their cars, plan further ahead, are more 
entertained by advertisements, and are 
more interested · in information and 
freedom of information flow. One may 
see an apparent contradiction between 
these individuals planning ahead yet 
being less conscientious about their 
cars. This could be accounted for by a 
belief by these individuals that wash­
ing one's car and changing the oil 
(slightly less often) does not have a 
significant impact on their automo­
biles. These individuals may be more 
concerned about self-improvement, 
knowledge, and civil liberties, and less 
concerned about their material posses­
sions. 

'Do not feel safe in the car 
(5 pI. scale: More means less safe) 

'Find billboards entertaining? 
(5 pI. scale: More is more entertaining) 

'Belief that billboards should be regulated 
(5 pI. scale: More is more agreement) 

'Car washing frequency 
(number of times washed per year) 

'Oil change frequency 
(number of miles between oil changes) 

'How far ahead plan for holiday purchases? 
(days) 

'How far ahead begin making holiday purchases? 
(days) 

'Annoyance at pre-Halloween holiday sales 
(5 pI. scale: More is more annoyed) 

'Demographics were age, gender, and income. 
'Demographics were age and gender. 

TeleQhQoe 
2.6 

2.4 

3.5 

25 

3,033 

81 

72 

2.9 

~ J:...s 
2.7 .05 

2.7 .001 

3.1 .001 

20 .001 

3,683 .001 

92 .001 

79 .05 

3.7 .001 

ences in the demographics of respon- ,.......-----------------------------­
d€;!nts. That is, when one takes into 
account differences in gender, age, and 
sex, there are still discrepancies in 
responses not accounted for. Analysis 
of 18 variables from three of the Maritz 
studies (billboards, car washing, and 
holiday shopping I) reveals these tele­
phone vs. Internet differences. Table 8 
shows the eight variables on which the 
respondents differed. 

It should be emphasized that these 
studies only examined telephone vs. 
Internet responses. The fact that some 
phone respondents are Internet users 
makes it likely that the differences 
found are smaller than would be 
expected if Internet users had been 
screened out of the telephone respons­
es. The eight significant relationships 
out of 18 tests are higher than would be 
expected by chance alone. These data 
show that Internet responses are differ­
ent in the following manner: 

o They feel less safe in their cars. 
o They find billboards more enter­

taining. 
o They are less likely to believe that 

billboards should be regulated. 
o They wash their cars less fre-
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A recent presentation by Roberta 
McConochje" at TECH ' 98 (spon­
sored by Golden Gate University, 
MRA, CASRO, Silicon Valley AMA, 
and the San Francisco Bay Area AMA) 
adds further insight into these results. 
She has found that individuals on the 
Internet are more likely to fit into one 
of three Arbitron segments: fast-Ianers, 
savvy sophisticates, or sports fanatics. 
She indicates that these three segments 
share the fo llowi ng characteristics: 

• They prefer fast-paced entertain-
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ment. 
• They use technology to attain 

goals. 
• They are achievement oriented. 
• They are more involved in sports. 
• They tend to have higher incomes. 
• They are more likely to be college 

graduates. 
• They are more entertained by fast­

paced, intense, interactive entertain­
ment. 

These individuals appear to be infor­
mation seekers who tend to be innova-

tors or early-adopters in their purchase 
behavior. Over time, more and more 
laggards will be getting on the Internet. 
We believe that because the Internet is 
a more private place for interviews and 
represents an environment that is more 
conducive to honest responses, social 
djssimulation will be less for Internet 
surveys than for telephone surveys. 

The Internet represents a "brave new 
world" for professional marketing 
research organizations, where on-line 
surveying standards are just starting to 
be discus ed. Currently, there is no 
definjtive source identifying the popu­
lation of individuals on the Internet. As 
this article has shown, the evidence 
indicates that the Internet has been 
very biased toward males with higher 
incomes in middle-to-younger age 
brackets. Over time, these biases seem 
to be lessenjng. 

The Internet is already a vast medi­
um for commerce and information 
exchange. Profitable companies are 
advertising and selling their goods on 
the Internet. New methods to legally 
and illegally make money are being 
made possible by the Internet. Our 
studies work toward helping to define 
how research hould be conducted on 
the Internet, what differences one can 
expect when doing research on the 
Internet, and how research can be used 
to better understand the Internet. 0 
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On-line research 

On-line research: playing 
to the Web's strengths 

Editor's note: Amy J. Yoffie is presi­
dent of Research Connections, an on­
line marketing research firm in 
Westfield, N.J. She can be reached at 
ayoffie@researchconnections.com. 

Tl0se who criticize and question the 
value of on-line marketing 
research may be missing an essen­

tial point. For some studies, Web-based 
research is, in fact, the better way to 
gather data. It has become a tool that 
enriches the researcher's efforts and 
provides a new way of learning what 
the customer wants. Thus, we need to 
consider the fact that rather than trying 
to replicate traditional research on the 
Web, on-line research can stand on its 
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own merits. And, it has the capability to 
provide us with information that is 
more revealing than what we can gath­
er off-line. 

This perspective attracted a recent 
client, who was particularly interested 
in conducting on-line focus groups to 
learn about the relationship between its 
product and GenXers. I cannot reveal 
the company or its product, 0 let's say 
we were conducting the research for a 
company called Motor Madness, a 
manufacturer of motorcycles. Since 
GenXers are on-line in great numbers, 
the client thought the Web would be a 
particularly good place to meet and talk 
to them. Of course, to hedge its bets, 
the client also conducted traditional 

groups. 
Typically, when Motor Madness 

conducts qualitative research, it does so 
in order to understand the psycho­
graphic of its target market groups. 
For traditional groups it has accom­
plished this in a variety of ways, by: 

1) obtaining lifestyles information 
via a screener; 

2) asking each person to make a col­
lage of items that are important to them 
to bring to the group; and 

3) requesting that they bring objects 
with them that best represent their rela­
tionship to motorcycles. They also ask 
each participant to bring a buddy, the 
idea being that they wiU feel more 
comfortable revealing themselves if 

www.quirks.com Quirk's Marketing Research Review 



PAMPER YOUR CLIENTS 

Consumer Surveys Company 
In Chicago, when you demand excellence 

• Communicate instantly with your moderator from the viewing room by means 
of a unique computer system visible only to your moderator. 

• Use a remote controlled videotaping system located in the rear of the room ... 
not in front , blocking your view. 

• View the grou p in our client lounge or i.n our tiered observation room that 
comfortably seats fift een of your agency and corporate traveling compani.ons. 

• Watch your group through a sound insulated window. 

• Feel refreshed by our separate air/heating system. 

IF IT'S WORTH DOING, IT'S WORTH DOING WEll 

CS Consumer Surveys Company 

Northpoint Shopping Center · 304 E. Rand Rd . • Arlington Heights, lL 60004 
Tel: 847/394-9411 • Fax: 847/394-0001 

E-Mail [berla19@mail.idt.net 

TIl [ ,a Tl U .. t 01lA l 



they have a friend in the group. 
Three key items were clear to us 

about conducting this research on-line. 
First, we couldn ' t have people bring 
things to the group, so we needed to 
find other ways of self-express ion. 
Second, the anonymity of the Web 
makes people feel more comfortable 
talking about themselves, so we did not 
need participants to bring a buddy. 
Third, the telephone screener used for 
in-person groups was too long to use 
during our recruit, which was conduct­
ed bye-mail. Respondents who were 

between the ages of 20-30 were recruit­
ed from members of the Research 
Connections Internet Panel. 

To handle the screener length prob­
lem, the e-mail invitation asked for 
basic demographics - age, gender, 
and employment/education status - as 
well as ownership of a motorcycle, and 
who paid for the motorcycle. There 
also were screens for past participation 
and securi ty. Finally, because we need­
ed them to take pictures, we screened 
them for ownership of or access to a 
35mm camera. 

Once we qualified people, we sent 
them a roll of film and the rest of the 
screener used for the in-person study. 
We also asked them to take pho­
tographs of their lifestyles and their 
motorcycle. And we asked them for the 
URLs (Web addresses) of their favorite 
Web site and five sites that reflected 
their relationship with their motorcy­
cle. They were instructed to send the 
film to a company we had selected that 
would develop it as digital images. 

As we received each person's pho­
tographs, we created for them and put 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiil on the Web a personal "photo album." 
Each participant's album (set of pho-
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tos) was in a different location and they 
were given the URL to go to, so that 
they could view their pictures, select 10 
to 12 of their favorites and write cap­
tions for them. 

Completed the tasks 
By the time we were ready to hold 

the groups, 35 out of 90 recruits had 
completed all of the tasks - fi lling out 
the creener, taking the photographs, 
selecting their favorite pictures and 
adding captions to them, and advising 
us of their favorite and motorcycle­
related site . We were impressed that so 
many people stuck with us. 

As is typical of on-line groups, there 
wa a 50 percent drop-off in the first 
two groups when it actually came time 
to participate; thus for the first two 
groups, we had six people. The last 
group had 11 people. 

We met on- line at the Research 
Connections Virtual Focus Facility. 
This is a password-protected area, 
divided into "rooms" where we can 
bold on-line groups. Participants got 
there by typing the URL we provided, 
and by entering their user name and 
password when the site came on their 
screen. Each group had its own URL 
and unique u er names and pas words 
to ensure that participants attended 
only the group to which they were 
assigned. The password security also 
prevented just anyone from wanderi ng 
into the room. 

The clients also were given user 
names and passwords so that they 
could attend and observe each group 
while it wa in progre s. They were 
instructed on how to communicate with 
us privately, in case they wanted to add 
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questions or probe an unexpected 
response. 

Each room has a split screen, so that 
instructions and visual items can be 
shown on the top half of the screen, 
while we "talk" on the bottom. Initially, 
participants saw a set of guidelines at 
the top of the screen, which were devel­
oped to enhance their experience. In 
particular, they were told that the mod­
erator's comments would appear in 
capital letters, while theirs would be 
lowercased, to make it clear who was 
asking the questions. 

anything to access the album; it simply 
appeared to everyone on the top of the 
facility's split-screen. Tbey typed their 
comments on the bottom half of the 
screen. 

Even though only one person at a 
time could talk about hislher photos, 
others were brought into the conversa­
tion to reflect how someone else's 
lifestyle compared to their own. 
Common lifestyle topics included pets, 
computers, geography, road trips with 
their motorcycles, life as a student or 
worker, and concerns about their abili-

ty to achieve the ki nd of financial suc­
cess their parents had. 

Since we wanted an understandi ng 
both of their relationship to motorcy­
cles and how thi s generation perceives 
itself, we delved into the topic of what 
it's like being 20 to 30 years old: what 
is the best thing, what is most frustrat­
ing, and what is the greatest mispercep­
tion about their generation. 

Go where I want to go 
For the most part, respondents val­

ued freedom and independence above 
They also learned how to send us a .--------------------------- ---

private message if they had questions 
during tbe group, so as not to impede 
the flow of the di scussion. They were 
encouraged to use "emotions" in the 
discussion (e.g., laughs, grins, LOL 
[laughs out loud]), and we told them 
that "Spelling duzn ' t count" to encour­
age free expression. It turns out that we 
didn' t have to be concerned on that 
score! 

Lively and candid 
The groups were lively, and the 

respondents quite candid. This was 
due, in part, to the anonymity of the 
participants. In addition to anonymous 
screen names, group members were 
able to open-up comfortably from the 
security of their own familiar surround­
ings. No one had to bring a buddy to 
feel at ease. In fact, we think that not 
having a buddy worked to our advan­
tage because, by not knowing anyone 
else in the group, participants could 
speak their minds. 

Participants could respond at any 
time, with comments as long as 
desired. In fact, they could all "talk" at 
once. In a traditional group, people 
have to wait to give their thoughts and, 
by the time they can do so, they often 
have forgotten what they want to say or 
their comments have become irrele­
vant. On-line participants can respond 
at any time and with comments of any 
length. 

So how did the groups work? After a 
general conversation, we began to 
show, one at a time, the on-line photo 
albums of each participant, by " taking" 
everyone to see each album. RCI staff 
controlled whose album was displayed 
by typing in the unique URL for that 
album. Participants did not bave to do 
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all else and resented things that took it 
away - li ke a lack of money and time. 
One participant defined independence 
as not having to tell people when he 
will be home or ask if he can go some­
where. Another said, "Freedom is 
going where I want to when I want to, 
minus traffic." Many wanted to clear up 
the misperception that Generation Xers 
are dumb and uncaring, which they 
believe is their image among older peo­
ple. 

Respondents also were asked to 
compare themselves to their b~by 

boomer parents. Most beUeved that 
they probably have the same problems 
and worries their parents had when 
their parents were in this age group. 

When asked about who and what 
influences their purchasing decisions, 
the participants cited their own experi­
ence and research (homework and 
word-of-mouth). While they may read 
advertising or talk to salespeople, they 
rarely believe what is said, unless there 
is some other source of conflfmation. 

When we reached the part of the dis­
cussion that focused on the Web sites 
they had chosen, again we were able to 
show each site at the top of the partici­
pants' screen, without their having to 
type anything to view it. We found that 
using a Web site as a means of self­
expression proved to be very reveaUng. 

For example, one participant cited a 
Web site which contained an image of 
the Rock of Gibraltar. She explained 
that thi s image was representative of 
her motorcycle because it was reliable 
and "solid, li ke a rock." Another partic­
ipant pointed out a Web site that fea­
tured a wind surfer whooshing through 
the waves, describing her motorcycle 
as a "freedomlwind-through-your-hair 
kinda thing." 

After sending the group to the USA 
Today Money Market Web site, a 
member said that since he owed so 
much money on his motorcycle he 
thought the site was an appropriate 
image. Yet another likened his motor­
cycle to yahoo.com (an on-Une direc­
tory) because they both give him 
choices and make things available to 
him. 

Diverse and personalized 
Being able to go anywhere on the 

Web and having thousands of Web sites 
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from which to choose resulted in a 
diverse and highly personalized expres­
sion of participants ' relationships to our 
client's product. Given the Web's 
reach, they had free reign to choose 
sites that "defined" them. The sites 
linked their values, lifestyles and per­
ceptions of motorcycles to the motor­
cycle buying behavior of GenXers. 

On-line focus groups enabled us to 
assemble for our client groups of peo­
ple who were geographicaIly dispersed. 
This resulted in a more diverse popula­
tion than was possible in the traditional 
groups. In fact, there was an important 
difference between the two groups. The 
traditional groups favored a certain 
style of motorcycle, while the on-tine 
groups did not. Why? Because the 
cities selected for the traditional groups 
had a higher penetration of this product. 
By using a national sample, we found 
that this style is actually less popular 
nationally than our client expected. 

What's more, the on-line participants 
were more committed to the project. 
The tasks we gave them required 
greater effort and thought. They had to 
spend time taking pictures, viewing 
them on-line and labeling them, and 
also had to surf the Web to find just the 
right sites that would mirror their 
tifestyles and their relationship to their 
motorcycles. Ultimately being on-line 
provided the opportunity for data col­
lection that was highly personalized 
and expressive. 

Finally, we think the Web could be 
utilized even more for lifestyle studies, 
by having respondents design their own 
Web page. Talk about self-expression! 
As part of this task, we would require 
that participants build their page on one 
of the sites that simulates a city - Like 
Talk City or GeoCities - because one 
of the fust steps to building a site is to 
pick the "neighborhood" (theatre, 
sports, etc.) and the "street" where you 
want to live. This process could be 
most reveating of all. 

Has the Web replaced traditional 
research? No, and it never will. But, as 
this study demonstrates, we market 
researchers are obligated to study and 
understand the medium, so that we can 
offer our clients a research tool that, for 
some studies, truJy is a better way to 
coIlect data. 0 
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Internet research 

Effective use of 
on-line research 

Editor's note: Rudy Nadilo is pres­
ident and CEO of Greenfield Online, 
Inc., a Westport, Conn., Internet­
based marketing research firm. 

I magine sur~ey. ing thousands of 
your most Important customers 
without having to pick up the 

phone or send a single piece of mail , 
and still coming in well under your 
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By Rudy Nadilo 

original budget. Now consider con­
ducting a focus group during a bliz­
zard and all the participants show up. 
Such feats are entirely possible with 
on-line marketing research. 

On-line research is an efficient way 
to survey individuals with higher lev­
els of education, slightly hi gher 
incomes, and greater probability of 
spending. These "consumers who 

spend" (i.e., better-educated, higher­
income individuals) are people with 
the money and the mind-set that make 
them the important buyers of most 
product categories, including pack­
aged goods products. The Internet is 
proving to be the best route into the 
minds of these consumers. A well 
designed, thoughtfully executed, 
Internet-based marketing research 
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sample delivers your most important 
consumers, faster, better and cheaper. 

Consider the following example: a 
major international cosmetics manu­
facturer recently introduced a new 
beauty product which achieved a satis­
factory level of first-time buyers but a 
low rate of repeat buyers compared to 
its chief competitor. The company 
knew they needed to act immediately 
to change their strategy before con­
sumer habits solidified in their com­
petitor's favor. 

The company faced two research 
hurdles: low product incidence and a 
very specific research target group 
(frequent buyers of high-end cosmet­
ics who had tried their product but 
rejected it). They worried that a tradi ­
tional scanner panel would not pro­
duce enough relevant respondents. 
Furthermore, their budget wa low, 
and they needed detailed results in less 
than a month. The company's research 
director decided they were ready to try 
their first on-line research project. 

The on-line research project began 
with a pool of several hundred thou­
sand hou eholds. During the space of 

a week, partiCipants were carefully 
screened for matches to the company 's 
research criteria. Over the next week, 
participants logged onto the research 
Web site to answer nine different 
questions about the two competing 
cosmetic products and their reason 
for buying one or the other and then 
not buying again. By the end of the 
third week, the data had been analyzed 
and delivered to the client. 

The results were surprising. 
Conventional research done before 

the product launch had suggested that 
the number of male con umers of the 
beauty product would be negligible. 
However, the scanner panel had not 
contained sufficient numbers of "con­
sumers who spend." On-line research 
showed that male "consumers who 
spend" had a much higher trial rate 
(approximately l2 percent) than the 
general population of men (less than 1 
percent), but that these males were 
switching to the competitor' product 
because its product seemed less femi­
nine. 

Conventional research had led the 
company to overl ook a significant por-
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tion of their most important con­
sumers, because the "technically ' rep­
resentative research pool of the tradi­
tional sample diluted the impact of the 
product's actual buyers. The on-line 
research clearly demonstrated the 
importance of specific types of male 
consumers. The company immediate­
ly began targeting more of its market­
ing to men. Detailed analy is demon­
strated that many of these men fell 
into two di stinct groups: male college 
students and gay men - groups which 
are notoriously difficult to reach with 
conventional research but which are 
easier to access on-line. This finding 
led the company to begin very target­
ed and successful marketing cam­
paigns in these communities. 

Within months, the company 's 
product had surpassed its competitor's 
product in overall market share, large­
ly because it had captured more than 
80 percent of the male market, nearly 
all of whom came from the group of 
"consumers who pend." The compa­
ny 's re earch director said that in the 
future he planned to use canner pan­
els only to determine the components 
of product purchasing (penetration 
and buying rate) , but that on-line 
research was the best way to figure out 
the "who and the why" behind the 
penetration, particularly among "con­
sumers who spend." 

These consumers are important to 
marketers because of the 80/20 rule of 
thumb: 20 percent of customers drive 
80 percent of volume. This principle is 
fairly accurate across nearly all con­
sumer market and is the main rea on 
consumer panel research companies 
analyze the 20 percent of heavy buy­
ers so carefully. Currently, much of 
that important 20 percent is on the 
Internet; conventional methods no 
longer offer the most cost-effective 
means for reaching them. An on-line 
research panel with hundreds of thou­
sands of households can yield 10 
times more heavy buyers than a simi­
larly priced conventional scanner 
panel. 

One of most important keys to the 
succes of the previous cosmetics 
re earcb project was the fact that it 
was done using computers. Because of 
the stigma attached to men who use 
beauty products, the company doubted 
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that face-to-face interviews or tele­
phone interviews (which might be 
overheard by the male participant's 
family or friends) would elicit honest 
answers. Many men might not have 
even admjtted to using the product at 
all. Recent research published in the 
journal Science suggests that people 
are far more likely to answer honestly 
to a computer than they are to a per­
son. Computer offer participants a 
feeling of privacy and anonymity. 

Studjes how that research conduct­
ed by live researchers (whether in per-

Within l11onths, 
the cOlnpany's 
product had 
surpassed its 
cOlnpetitor's 

product in overall 
l11arket share, 

largely because it 
had captured 1nore 
than 80 percen t of 
the lnale Inarket, 

nearly all of '[VhOl11 
caIne froln the 

group of 
" I consun1ers LV 10 

spend." 

son or over the phone) can lead partic­
ipants to give an wers that they trunk 
the researcher would prefer to hear 
defeating the entire purpose of mar­
keting research. Computerized, on­
line research simply delivers more 
accurate results. 

Furthermore, on-line research typi-
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cally generates more detailed 
responses. People love to offer their 
opinjons, but djslike the intrusion of 
telephone interviews and the over­
whelming length of paper question­
nrures. In contrast, on- line research is 
done at the partkipant's convenience, 
when they are most enthusiastic about 
contributing. By removing the need to 
bring participants together in person, 
or to contact them via maj] or the 
phone, on-line market researchers 
also provide their clients with effi­
ciencies of scale. Finally, on-line 
research is simply more fun. 
Participants can be exposed to sound, 
color graphics and video, maintruning 
their interest and stimulating their 
responses. 

Almost every sort of quantitative or 
qualitative research done convention­
ally can now be done on the Internet. 
Examples includes tracbng customer 
satisfaction , focus group , package 
testing, copy testing, and nearly all 
other bnds of marketing research . As 
more consumers begin to use the 
Internet, more research will be con­
ducted on-line. Companies that start 
tabng advantage of on-line research 
now will be better pl aced to use 
Internet research to reach tbe even 
larger population of future Internet 
users. 

Unfortunately, not all on-line 
research is of high qUality. A number 
of firms take too many shortcuts as 
they simply take all the Internet users 
they can find to obtain a large enough 
pool of on-line research participant. 
Another common mi stake many 
researchers make is limiting their 
research pool to just one Internet 
community or worse still, just one 
"opinion" Web site. Worst of all are 
research "spammers" who compile 
databases from responses to unsolicit­
ed e-mrul. 

As they hurry to utilize the Internet, 
some firms wander from good 
research techniques and use methods 
that would be unacceptable in conven­
tional research . When used appropri­
ately, by people who know marketing 
research, the Internet offers a great 
way for marketers to learn from their 
most relevant consumers more quick­
ly, with greater quality and lower cost 
than traditional research. 0 
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Internet research 

The future 

of research 

is on-line 
By Jeff Rosenblum and Chris Grecco 

Editor's note: Jeff Rosenblum is 
director of Internet research, and 
Chris Grecco is director of quantita­
tive research, at King Brown & 
Partners, a San Francisco research 
firm. Rosenblum can be reached at 
415-512-1040 or at jeff@king­
brown. com. Grecco can be reached at 
606-335-1006 or at chris@king­
brown. com. 

The Internet is well on its way to 
becoming the world's most com­
pelling entertainment, informa­

tion and communication tool. Access 
to e-mail, databases, corporate infor­
mation, newsgroups, and multimedia 
content like audio and video files 
enable users from around the world 
to access and exchange information 
more quickly and easily than most 
could have ever imagined. 

Given these capabilities, it is not 

urprising that the Internet i revolu­
tionizing many industries, including 
market research. Internet-based 
research is becoming increasingly 
popular as companies regularly con­
duct on-line studies more quickly and 
more cost effectively than with tradi­
tional methods. 

However, Internet-based research 
is not universally approved for all 
research projects. There are clear and 
consistent arguments against 
Internet-based research, and before 
developing an Internet-based 
research system, our company, King, 
Brown & Partners, Inc., found it nec­
essary to address some key questions 
about conducting research on-line. 
These included: Are the demographic 
characteristics of the on-line survey 
population consistent with those who 
are not on-line? Are there attitudinal 
or experiential differences inherent in 

having on-line access that bias the 
way respondents perceive products or 
services? Are there mea urable bene­
fits of using the Internet as a data col­
lection tool? 

Power and ability 
We addressed these arguments 

against Internet research and weighed 
them against the Internet's power and 
ability to enhance the research 
process. Confident in the potential of 
this new research tool , KB&P 
launched an Internet-based research 
system in early 1996. 

After completing many on-line 
projects, we have gained an apprecia­
tion for the research capabilities of 
this medium. We have found that the 
Internet has fulfilled its promise of 
being an effective and efficient tool 
and on-line projects have become the 
fastest growing area of research at 
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KB&P. Some of the benefits we have 
experienced include: 

- Cost and time savings: Compared 
to traditional research methodolo-
gies, on-line studies are conducted 
with an average savings of more than 
40 percent in cost, with commensu-

and Internet usage of its VIsItors. 
Because the audience was exclusive­
ly Internet based, on-line research 
was the most appropriate methodolo­
gy. 

Using a Java-based intercept link 
on various pages within DCOL, we 

surveyed a relative­
Average Project Data Collection Costs Iy non-biased audi-

Web-based research is the ability to 
conduct follow-up projects quickly 
and easi ly. All information from 
respondents was downloaded into a 
proprietary DCOL database. When 
DCOL management is interested in 
exploring specific issues related to 
the research findings or among a 
smaller group of its users (e.g., nature 
or science lovers) we can quickly 
recontact those user via e-mai l and 
invite them to participate in a more 
targeted quantitative surveyor quali­
tative exploration . 

Telephone Survey 

Web-based Survey 

ence in a fraction of 
the time and cost 
that it would have 

KB&P has found that average total quantitative project 
costs for Web-based surveys are forty percent less 

expensive than telephone surveys. 

taken using a tele­
phone or mail sur­
vey. Perhaps even 
more important, 
however, was that 
the study simply 
would not have 
been feasible to 

Case study II: Conducting on-line 
research to explore issues related to 
off-line services 

While Internet-based methodolo­
gies are a relatively obvious solution 
for most projects related to commer­
cial Web sites or on-line services, 
many questions remain about using 
the Internet for conducting research 
related to off-line products and ser­
vices. 

rate reductions in cycle time. 
- Increased accuracy: While some 

audiences are more difficult to con­
tact on-line, other targets are signifi­
cantly easier to reach and more 
receptive to completing surveys via 
the Internet (e.g., regular Web users , 
MIS managers, employees for per­
sonnel surveys). 

- Increased concept testing capa­
bilities: By enhancing the question­
naire instrument with graphics or 
multimedia elements in surveys, 
Internet-based research is a more 
compelling stimulus environment 
than traditional methods. 
Respondents who see or hear a new 
product or advertising concept pro­
vide more valid and richer responses 
than those who simply hear the con­
cept read to them over the telephone. 

- Greater survey control: On-line 
surveys have greater control with 
regards to interview bias , sampling, 
skip patterns, awareness testing and 
stimulus materials. 

Case study I: Internet-based 
research to develop Web sites 

Our firm began working with the 
Discovery Channel in 1996. The first 
projects that we conducted were 
related to their Web site, Discovery 
Channel On-line (DCOL) . At the 
time, DCOL management was inter­
ested measuring site usage, percep­
tions, demographic characteristics 
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conduct via traditional mean. 
Despite the fact that the site garners 
ten of thousands of visitors each 
day, trying to find DCOL users ran­
domly by telephone (i.e. , "dialing for 
dollars"), would have been cost-pro­
hibitive. 

Us ing the inter-
We have found that there are argu-

cept method, we 
were able to con­
duct roughly 600 
random interviews 
in one week. 
Because al l survey 

Average Project Data Collection Time 

responses were 
immediately down­
loaded to a back-

Mail Surveys 

Telephone Surveys 

Web-based Surveys 

end database (no 
keypunching need­
ed) , data cleaning 

KB&P has found that data collection time for Web-based 
quantitative surveys are more than sixty percent faster 

than telephone and mail surveys. 

and tabulation was 
completed in 24 hours . Preliminary 
findings based on the 600 completed 
surveys were availab le within 10 
days of launching the study. 

More impressive than the cost and 
time savings was the accuracy of the 
findings . By interviewing respon­
dents while they were in the process 
of using the site, all of the issues cov­
ered in the survey were fres h in 
respondents' minds. And, with the 
large dataset, we were able to under­
take detailed subgroup analyses with 
statistical validity and then report dif­
ferences with confidence. 

Another benefit of conducting 

ments both for and against using on­
line research , and that they usually 
fall into either of two schools of 
thought: 

1. As long as the demographic 
characteristics and attitudinal differ­
ences between on-line users and non­
users are isolated, the only difference 
between the two methods is that one 
audience has an Internet connection 
and the other does not. 

2. Those with an Internet connec­
tion can have substantially different 
demographic and psychographic pro­
files, so the research may yield sig­
nificantly different findings. 
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We believe that there is no defini­
tive answer and that each project 
must be analyzed on a case-by-case 
basis . We find that using a combina-

data by distributing postcards to in­
store customers, inviting them to 
complete the survey either by calling 
a toll -free 800 number or visiting an 

on- line survey 
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One in five 
completed the 
on-line ver­
sion , which is 
roughly the 
sa me percent­
age as the 
number of U.S. 
hou se holds 
with on-line 
access. Thi s 
resulted in sav­
ings of 20 per­
cent off of the 
data entry 
costs. 

~rIt~I~~~~~~~~~~~~===~=:lJ" I,.i:£:~(~.~rp~;!)~'t~I The only sig-

tion of both on-line and off-line 
methodologies is often the ideal 
approach. On-line methodologies 
provide substantial cost and time sav­
ings. Traditional methodologies 
ensure that the on-line data is consis­
tent with proven techniques. 

We recently used a dual-method­
ological approach when conducting 
research for an off- line Di scovery 
Channel product. Discovery Channel 
recently purchased The Nature 
Company 's retail operations. When 
the purchase was finalized, 
Discovery management needed to 
understand customers' usage, percep­
tions , and satisfaction of the store and 
its products for baseline measure­
meflts. 

Because we had many research 
objectives to cover and our survey 
was extensive, we knew it would take 
respondents a considerable amount 
of time to complete. We realized that 
we could achieve a better response 
rate and save money on interviewing 
costs by allowing respondents to take 
the survey on their own instead of 
being interviewed at the store loca­
tions. Thus, we decided to collect the 
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nificant differ-
ences we found between the on-line 
and telephone survey were on demo­
graphic characteristics. Not surpri s­
ingly, those who responded on-line 
were more likely to be male, educat­
ed, and affluent, characteristics con­
sistent with the generaJ Internet com­
munity. When these demographic 
characteristics were isolated and nor­
malized, responses to key survey 
questions on store perceptions and 
levels of sati sfaction were consistent 
between the two methods. 

Thus, we conclude that giving 
potential respondents the option to 
complete the survey on-line does not 
create survey biases. And, in fact, it 
may decrease non-response bias by 
including respondents who would not 
ordinarily respond to surveys through 
traditional means. 

Looking forward 
Despite our successes at conduct­

ing on-line research , we still don 't 
feel that Internet-based research is 
the ideal solution for all projects at 
all times. We believe that qualitative 
studies will continue to be better­
deployed in-person than on-line for 

the foreseeable future. We also 
understand that although quantitative 
research has proven to be extremely 
effective when conducted on-line, 
there are times when it simply will 
not prove to be the best technique (for 
example, conducting research with 
the elderly or the poor) . 

Still, for mo t projects when clients 
are Internet-based or involved with 
high technology products, we will 
almost always recommend conduct­
ing quantitative projects on-line. For 
other studie , we will continue to use 
a case-by-case perspective and weigh 
the advantages and di sadvantages of 
each approach before finalizing a 
methodology. As with The Nature 
Company visitor urvey, we may con­
duct a portion of the research off-line 
to ensure that our on-line findings are 
consistent with non-Internet enabled 
respondents. 

Much of our decision-making 
revolve around one simple axiom: 
No research is perfect. Think for a 
moment about telephone research 
(which has not been recently scruti­
nized to the same extent as on-line 
research). We currently rely on inter­
viewers to call strangers in the 
evening and ask them to answer ques­
tions about a product that they mayor 
may not be interested in , at a time 
that may be inconvenient, without 
compensation. Oftentimes prospec­
tive respondents are either not home, 
do not want to participate at that time 
or do not want to spend time on the 
phone with a stranger. Now, compare 
that to the typical Internet-based sur­
vey, which is often more accurately 
targeted, is self-administered, con­
tains multimedia stimulus, and can be 
taken at a time that is convenient for 
respondents. In this example, which 
method do you think provides a lower 
level of bias and more reliable 
results? 

We believe that on-line research 
often is, and will increasingly 
become, the most appropri ate 
approach. The future of market 
research is around the corner. And it 
will be on-line. 0 
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Internet research 

Internet focus groups 
are not focus groups -
so don't call them that 

Editor's note: Tom Greenbaum is 
president of Groups Plus, a Wilton, 
Conn., research firm. He can be 
reached at 203-834-1126. 

One of the most talked about areas 
within the marketing profession 
is the use of the Internet to con­

duct marketing research studies. 
Many research companies have 
formed specific units to address the 
opportunities in this area, considering 
both qualitative and quantitative 
research studies. 

One of the most disturbing out­
comes of this process has been the 
attempt to conduct focus groups using 
the Internet, implying that they repre­
sent a cost-effective and time-efficient 
replacement for the traditional focus 
group. My problem with this comes 
not with the concept of trying to col­
lect qualitative information on the 
Internet, but rather in attempting to 
imply that qualitative research con­
ducted on the Internet could be a 
replacement for the real thing. There 
probably is some logic to trying to use 
the Internet to develop qualitative 
inputs, but it is absurd to imply that 
the work which is conducted would 
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By Tom Greenbaum 

be comparable to the output of tradi­
tional , profess ionally implemented 
focus groups. 

The following will provide a few 
reasons why I feel very trongly that 
the research community is doing itself 
a real injustice by using the term 
"focus group" to refer to qualitative 
sessions conducted over the Internet. 
The basic principles that make focus 
groups an effective marketing 
research technique simply are not pre­
sent in the Internet environment. 
Specifically, the following are areas 
where there are major differences 
between the two methodologies: 

• Group dynamics - One of the 
key reasons to use traditional focu 
groups is to benefit from the interac­
tions between the group participants, 
as this can provide excellent insights. 
In cyberspace, it is very difficult, if 
not impossible, to create any real 
group dynamics, particularly when 
the participants are reading from 
computer screens rather than interact­
ing verbally. 

• Non-verbal input - Experienced 
moderators will use non-verbal inputs 
from the participants while moderat­
ing and analyzing sessions. It is not 

possible to duplicate the nonverbal 
input in an on-line environment. 

• Client involvement - Many orga­
nizations use the focus group method­
ology because it gives client person­
nel an opportunity to experience some 
direct interface with consumers in an 
objective environment. Nothing can 
replace the impact of watching focus 
groups from behind the one-way mir­
ror, no matter how good the video­
tapes, remote broadcast facilities, or 
reports written by moderators . With 
on-line focus groups, the client per­
sonnel only can monitor written 
respon es on a computer screen. 

• Security - When conducting 
focus groups, you know who is in the 
room, assuming appropriate screen­
ing has been conducted. With on-line 
groups, there is no way to be sure who 
is sitting at the computer. If you can­
not see the person, how do you know 
who he or she really is? 

• Attention to the topic - Another 
important benefit of the traditional 
focus group process is that the partici­
pant in the group under tand that they 
are expected to stay in the room for 
the full two hours of the session and 
contribute to the discussion. It is very 
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difficult for a participant in a weIl­
moderated focus group to do some­
thing that could distract him or her 
from the proceedings. However, in an 
on-line environment, the moderator 
never knows if the participants are 
watching TV, reading a book or eating 
dinner while the ses ion is proceeding . 

• Expo ure to external stimuli - A 
key use of focus groups i to pre ent 
advertising copy, new product con­
cept , prototypes or other stimuli to 
the participants in order to get their 
reactions. In an on-line chat ituation, 
it is almost impossible to duplicate 
the live focus group environment rel­
ative to the participant expo ure to 
external stimuli . As a result, you have 
to wonder whether the input received 
is as valuable as it would be in a live 
environment. 

• Role and ski ll of the moderator­
Most marketing professionals agree 
that the most important factor in the 
quality of traditional focus group 
research is the skill of the moderator. 
Experienced moderators have devel­
oped techniques that involve more 
than simply asking questions of par­
ticipants. A good moderator under­
stands ways to draw out quiet or shy 
participants, energize a slow group, 
and use innovative techniques that 
will delve a little deeper into the 
minds of the participants. The tech­
niques available to the moderator sit­
ting at the computer are much more 
limited due to the lack of face-to-face 
involvement with the participants. 

In summary, I feel the market 
research industry should continue to 
look for new ways to gather informa­
tion, and clearly the Internet repre­
sents to most interesting new alterna­
tive in years. However, as profession­
als, we should not try to transfer the 
excellent credibility of the traditional 
focus group methodology to the 
Internet version, as the limitations of 
this approach are so extensive that 
they must be viewed differently when 
planning a research project. I hope 
that those companies which are pur­
suing the Internet focus group 
approach wi ll continue to refine the 
technique, but the first step should be 
to change the name to avoid confu­
sion with the real thing. 0 
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Internet research 

of electronic market research By Jon Buchwald 

Editor's note: Jon Buchwald is 
founder and owner of Applied 
Business Intelligence, Inc., a San 
Rafael, Calif., business intelligence 
consulting and software firm. He can 
be contacted via his Web site at 
http://www.biztelligence.com. 

T
he World Wide Web is becoming 
an increasingly popular medium 
for conducting market research. It 

allows smaJler businesses that previ­
ously lacked access to a large base of 
survey respondents to carry out the 
opinion-based studies necessary for 
crafting a successful marketing strate­
gy. Unfortunately, few surveys found 
on the Web are likely to provide good 
quality data upon which a strategy can 
be based. 

While electronic (Web and e-mail) 
surveys are a valuable tool for gather­
ing data, they have their fair share of 
built-in caveats, and must be con­
structed and structured carefully. Here 
are a few basic rules of electronic sur­
veying that can help researchers and 
entrepreneurs get the most out of their 
questionnaire: 

• Be respectful of your respondents ' 

64 

time, and eyesight. Most respondents 
are on the Web for reasons other than 
your survey, and are likely to have a 
relatively low attention span. If the 
survey length is greater than your 
respondents ' expectations, then you 
will suffer from a high breakoff rate. 
Keep your survey brief, and focused 
on what you want to learn. Observe a 
friend take the survey, and obtain 
feedback on its length and structure. 

The look and feel of your survey is 
important, and simple is better. 
Survey respondents may suffer from 
eyestrain if your survey is too long or 
contains bright colors or graphics. 
Eyestrain is a potential source of 
respondent dissatisfaction, which may 
lead to poor data, and an increased 
breakoff rate. Avoid bright back­
grounds; use cool colors. Try to avoid 
forcing respondents to scroll all over 
the survey. If a survey is lengthy, then 
break it into a few smaJler pages, 
rather than having one huge page. 

I once saw a 100+ que tion e-mail 
urvey, in which re pondents wrote 

comments like "Stop this!" in their 
open-ended responses. 

• Don ' t assume that your phone sur-

vey will be successful on the Web. 
Many researchers assume that a sur­
vey designed to be administered by 
phone can be typed into an HTML 
form verbatim, and placed onto the 
Web. Phone surveys are controlled, 
and can be lengthy, whereas Web sur­
veys are uncontrolled, and should be 
brief. 

Before putting a phone survey on 
the Web, write down what you are try­
ing to learn, and prioritize it. It is like­
ly that a verbally administered survey 
will be too long for mo t Web or e­
mail respondents. Make plans to cut 
or consolidate question, in order to 
give your Web urvey a concise look 
and feel. 

• Keep in mind that electronic sur­
veys are uncontrolled. If you are con­
ducting a survey bye-mail or the 
Web, then you have no control over 
the amount of time your respondent 
takes to complete the survey, or what 
(s)he doe between the first question 
and the last, nor can you rely on the 
re pondent's state of mind, or obri­
ety. If response time is critical, or you 
need to be reasonably confident that 
your respondents had minimal inter-
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ruptions while taking the survey, then 
set up a CGI script that records the 
time the survey is first accessed, and 
the time it is submitted ("cookies" 
combined with hidden fields also 
work nicely). Throw out responses 
with too large a time gap. 

• Don't rely solely upon electronic 
surveys; mix your survey techniques . 
Web based surveys are inherently 
biased towards a more technically ori­
ented segment of the population, and 
the fact that they are uncontrolled 
may lead to lower quality data. When 
possible, obtain some of your 
responses (>= 20 percent) using a 
controlled technique, such as a phone 
or live interview, and look for differ­
ences between responses obtained 
using different methods. Also, when 
possible, call some of your electronic 
respondents, and verify and/or probe 
their responses. 

• Remember that browsers and 
modems are not created equal. If you 
are using graphics, Java, or a script 
like JavaScript or VBScript, then 
some respondents ' browsers will not 
be able to cope with them. A respon­
dent with a slow modem may become 
frustrated if there are lots of graphics 
to load. Frustration can lead to biased 
responses, and increase your breakoff 
rate. 

If you require graphics in your sur­
vey, then ask for the respondent's 

unless there is some sort of incentive. 
Drawings for a cash prize often work 
nicely. 

Don ' t forget to make potential 
respondents aware of your survey. 
While taking out a banner ad with a 
search engine may get you some 
respondents, it is expensive. Posting 
notices to electronic bulletin boards 
and newsgroups, and sending e-mail 
to potential respondents can be more 
cost-effective. Get permission before 
soliciting on a newsgroup or bulletin 
board. 

If you are soliciting responses, then 
be sure you know who you are a king. 
Posting notices to a few specialized 
bulletin boards or newsgroups may 
inadvertently bias your result. 

• If you are conducting a drawing, 
then be sure to conform to state and 
federal sweepstakes laws. Some states 
prohibit various types of drawings 
and contests. Provide a link to a com­
plete set of contest rules from your 
survey site. Have a qualified attorney 
review the rules for appropriate dis­
claimers and language. If your winner 
is from a state that prohibits such 
drawings , then you may have to 
choose an alternate winner. 

• Be aware of what your survey 
communicates, and take advantage of 
it. Surveys not only gather data, they 
communicate information to potential 
clients. If your survey is sloppy or 

poorly structured it will hurt your rep­
utation. A survey can be used to con­
vey positive information about your­
self (e.g., Please select the feature of 
our product that you think is the most 
valuable ... ), or negative information 
about competitors (e.g., Which of the 
following products has the poorest 
reputation for quality ... Why?). 

If you mention a competitor in a 
question, avoid making any undocu­
mented direct statements about them. 
Use hypothetical cases, or ask ques­
tions about your respondents' opin­
ions of their drawbacks. Ask respon­
dents to elaborate on responses that 
are positive about you or negative 
towards your competition. It help 
them to formulate good ideas about 
you, and arguments against your com­
petitors. 

• Respect your respondents' priva­
cy. U e blind distribution lists to mass 
e-mail your respondents, and never 
give out their names, e-mail address­
es, etc. If people get "spammed" as a 
result of taking a survey, then it hurts 
everyone who uses the Internet for 
market research, including yourself. 

The Internet can be a cost-effective 
way to obtain quality information 
about both your clients and competi­
tors. Following these 10 basic rules 
will help you to make the Web a pow­
erful resource in your market 
research efforts. 0 

browser type and connection speed, ....------------------------------­
and look for response differences 
across browsers and modems. 

• Avoid using canned questions. 
Some survey creation tools come with 
question libraries, supposedly 
designed by "experts." Avoid these, 
except for the most basic pieces of 
information (e.g. , gender). Using 
canned questions is tempting, since it 
requires less thinking than carefully 
specifying what information is most 
important. However doing so will 
decrease the quality of the data you 
obtain. If you are able to articulate 
what you want to learn, the questions 
to ask will become clear. 

• Don ' t expect respondents to flock 
to you ... unless you attract them first. 
Asking Web surfers to take a survey is 
not unlike interrupting a TV program 
to ask viewers to take a survey. Your 
response rate is not likely to be high 
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Qualitative research 

Using qualitative research to 
improve corporate intranet sites 

Editor's note: Randy T Catron is 
senior research consultant, The 
Principal Financial Group, a Des 
Moines, Iowa, financial services 
company. He can be reached at 515-
248-2786 or catron. randy @princi­
pal. com. 

I
ntranet sites are becoming a com­
mon tool for communication with­
in many companies. Unlike corpo­

rate Internet sites where the audience 
can be anyone in the world with 
Internet access, the intranet audience 
is typically limited to employees and 
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By Randy T. Catron 

business partners associated with an 
organization. 

The limitations on who may access 
an intranet create opportunities to 
communicate a variety of informa­
tion that wouldn ' t necessarily be pro­
vided to the public, such as certain 
operational goals , performance 
results , or employee policies. It can 
also provide forums for employees to 
discuss and debate issues that are rel­
evant to a company's progress. 

Although intranet sites have a more 
narrowly defined audience, the chal­
lenges of communicating through the 

intranet are very simjlar to those 
faced when attempting to communi­
cate through the Internet. Issues such 
as navigation ease, site content, and 
graphic presentation are common to 
both intranets and the Internet. 

The intranet at The Principal 
The Principal Financial Group is a 

diversified financial services compa­
ny with more than $72 billion in 
assets . There are more than 18,000 
employees worldwide who rely pri­
marily on an electronic mail system 
and paper reports to communicate 
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and share information . 
During the past two years more 

than three dozen intranet sites have 
been developed at The Principal by 
various departments, business units, 
and groups representing job func­
tions. Typically, their purpose is to 
provide wider and faster dissemina­
tion of information to various target 
audiences , as well as to reduce over­
head costs by using less paper and 
postage. Nearly all employees at the 
corporate headquarters in Des 
Moines, Iowa, have access to the 
intranet sites, as do many employees 
at external locations. 

Developers of some of the intranet 
sites have asked the Management 
Services Research Team to ana lyze 
their respective sites with the purpose 
of refining the sites' information con­
tent, improving their usability and 
graphic appeal. Becau e intranet are 
a relatively recent commullication 
medium and one that the team had 
not worked with, a new methodology 
was created to answer the research 
questions . 

A qualitative approach 
It is not uncommon to see ques­

tionnaires attached to Internet or 
intranet ite where the users are 
asked to rate the site using scales and 
text boxes. This methodology seems 
to make sense in this environment, 
since the questionnaire i delivered 
electronicall y in the same environ­
ment as the site. 

However, this methodology does 
not capture the subtle reactions of the 
user to various element on the site. 
Because the population we were 
researching was employees to whom 
we had direct access, we believed a 
qualitative, observational approach to 
the research would provide greater 
insight and richer information. 

Our first customer requesting 
intranet research inquired about a 
focus group-type setting for the 
research. They envisioned eight to 10 
of their potential users exploring the 
site in a computer lab, with a moder­
ator in the room capturing their com­
ments and ideas. The re earch team 
proposed a modification of that idea, 
suggesting a one-on-one user­
researcher fo rmat rather than the 
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group format. 
A one-on-one format provided the 

following advantages: 
• an opportunity to ob erve the user 

in his or her work setting, which 
would be a more comfortable and 
natural environment, and the one 
helshe would be in when accessing 
the site; 

• a better setting for detailed ques­
tioning; 

• a better opportunity to observe 
the user's cursor movements, mouse­
cl ick actions, and other physical 
movements that may explain how 
hel he interacts with the site. 

Preparation phase 
The research process began by 

meeting with the intranet site project 
leader and the designers (the 
research customers). At the meeting, 
the customers provided information 
such as their purpose for creating the 
site, any specific details related to 
the site they want explored by the 
re earch, and information about their 
target audience (the users). Most 
often the sites are intended for a seg­
ment of the employee population, 
such as employees who work with 
information technology (IT), 
although there are some intranet sites 
created for all employees, such as the 
human resources site at The 
Principal. 

The customers either defined the 
potential user population so a sample 
could be randomly selected, or they 
specifically identified potential users 
who they wanted to participate in the 
research. We believe our customers 
were not attempting to bias the 
research with their specific selec­
tions; every person they selected pro­
vided both positive and negative 
feedback and none had worked on the 
specific intranet site project. 

After eight to 12 research partici­
pants were identified, they were con­
tacted and asked to schedule one hour 
of time for the research. Generally 
one hour is sufficient for data gather­
ing, and in many cases, the partici­
pants completed the process in less 
than an hour. 
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After conducting two intranet pro­
jects, it seems there are two primary 
classifications that apply to the par­
ticipant : those who are experienced 
or inexperienced with Web-type 
applications, and, those who are 
interested or mildly interested in the 
information contained on the intranet 
site. Ideally it is best to include a mix 
of participants from each of these 
classifications. 

As is common with much qualita­
tive research, many participants 
brought up similar issues, ideas and 
concerns. However, it was interesting 
that nearly every participant identi­
fied or commented on at least one 
aspect of the site that was not noticed 
by or did not concern the other par­
ticipants. 

The data gathering process 
A three-step process is used to col­

lect data from the participants: a pre­
browse interview; the browsing activ­
ity; and a post-browse interview. 
Ideally the three steps will occur at 
the participant's workstation with the 
researcher observing from a side 
chair. 

The pre-browse interview is analo­
gous to a focus group warm-up. It 
provides an opportunity for the par­
ticipant to become comfortable with 
the researcher and to initiate commu­
nication. It occurs prior to the partic­
ipant bringing the site up on their 
computer screen. U ually the follow­
ing information is gathered during 
the pre-browse interview: 

• basic demographic questions such 
as job title, years employed; 

• current sources of information 
related to the focus of the site; 

• types of information would they 
expect to find on the site; 

• previous experience with intranet 
or Internet sites. 

For the browsing activity, the par­
ticipants are asked or instructed to 
load the site on their computer. At 
this time the researcher is looking 
diagonally at the screen, mouse, and 
keyboard with the participant's back 
to the researcher. From this vantage 
point it is possible to observe the par-

ticipant's actions and reactions to the 
intranet site. 

Often the browsing activity starts 
by asking the participant to verbally 
describe his or her reactions to the 
overall design and content of the 
site' s home page. Next the participant 
is asked to view every major element 
of the site and think out loud, 
describing what he or she is thinking 
while exploring the site. The 
researcher Ii tens to the participant, 
watches the cursor and mouse move­
ments , and looks for other cues (such 
as a pause in action) that indicates a 
reaction to some aspect of the site. If 
the participant does not verbalize a 
particular action, the researcher 
probes for understanding. (An exam­
ple might be a participant 's quick 
click on some words that are not 
hypeltext. This occasionally happens 
when the words are a color other than 
black or the color used for hypertext.) 

The researcher may record the 
sequence followed by the participant 
when exploring the site. Another 
helpful observation i to ask the par­
ticipant to start at the site's home 
page and then locate a very specific 
piece of information (such as the date 
of a particular training class). It is 
valuable to note how participants u e 
different methods to locate informa­
tion . (Some participants will use the 
site 's search feature; others will go to 
one or more locations on the site 
where he or she thinks the informa­
tion should be located and then drill 
down.) 

During the browsing activity the 
participant is not required to view 
every element of the site, just the 
front page of every major ection . 
Some will choose to drill down sever­
al layers into one section, but only 
look at the front page in another. This 
may be a reflection of natural behav­
ior had the participant explored the 
site in a non-research setting. 

Often a participant's comments and 
reactions to an intranet site can be 
assigned to one of three categories: 

- Content: the type of information 
presented on the site, how it is orga­
nized , and how it i presented. 
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- Nav igation: how easy or naturaJ it 
is fo r the parti cipant to move within 
and around the site. 

- Graphics/des ign: whether the 
color or des ign of the site enhances or 
inhibits the participant 's ability to 
proces the information or navigate 
the site. 

The fo llowing are examples of par­
ti cipants ' comments about intranet 
sites we have researched: 

Content: Several parti cipants com­
mented that a "job li stings" section 
was in the incorrect location. It was 
pl aced within a section titl ed, 
"People," but most participants said it 
should be in the section titled "Career 
Management." 

Nav igation: Several parti cipants 
fo und links that were dead-ends 
(incorrect reference addresses) . Also, 
nav igation buttons were not available 
in the locations where the partici­
pants expected to find them. 

Graphics: Several partI cIpants 
commented that a light gray pat­
terned wallpaper made the bl ack tex t 
diffi cult to read. Also, a site required 
too much scrolling down to access 
the content that was often off the bot­
tom of the creen. 

The final step in the proce s i the 
post-browse interview. The purpose 
i to ask summary-type questions and 
to provide an opportunity for the par­
ti cipant to share final suggestions and 
ideas . Often thi s step requires very 
littl e time unless the participant 
wants to re-review certain sections of 
the site. 

Analysis and reporting 
After co llecting the data, the notes 

on each participant are reviewed fo r 
di fferences and common themes . The 
primary objecti ve of the anaJy is is to 
provide information and guidance to 
the site 's creators that will enable 
them to communicate more clearly 
and provide content that meets the 
needs of their target audience. 

Typically the report fo llows a for­
mat that includes background , 
methodology, and a rev iew of the par­
ticipants' reactions to each major sec­
tion of the site. The comments can 
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often be categori zed as content- relat­
ed, nav igati on-related, or 
graphi c/des ign-re lated. The report 
usuall y is completed by the 
researchers' recommendations about 
the major items that should be modi ­
fied on the site. 

them with guidance on the spec ific 
types of information that should be 
included and excluded from the site, 
as well as information on how it 
should be organized. However, many 
times thi s doesn' t happen. 

Thi s type of research, like the 
intranet, is new for our research team 
and we are continuously refining the 
methodology. Overall , our customers 
have been pleased with the outcome 
of the intranet research and have per­
ceived it to be valuable. 0 

Provide guidance 
It would be helpful if the creators 

of an intranet site conducted research 
on their potential users prior to devel­
oping the site. This would provide 
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Internet research 

Editor 's note: Scott Young is vice 
president of Perception Research 
Services, Fort Lee, N.J. He can be 
reached at 20/-346-/600 or at prs­
eye@aol. com. 

To develop effective Web sites and 
measure their impact, marketers 
need to regularly gather the input 

and feedback of site visitors. Web 
site-ba ed surveys, in which people 
are " intercepted" and questioned as 
they visit a site, are a fa st, affordable 
way of carrying on a dialogue with 
site visitors. The following case hi s­
tories illustrate how surveys are being 
used to address a broad range of Web 
marketing issues. 

• A media company wanted to gath-
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Measuring 
and improving 

Web site 
design -case 

histories & 

er information which would assist in 
the sa le of advertising space on it 
Web site. Over the course of one 
week, every 50th visitor to the Web 
site was intercepted and asked to par­
ticipate in an on-line survey. Nearly 
two-thirds of those asked chose to 
respond, resulting in over 2,300 
responses. The survey uncovered that 
a majority of the site 's visitors had 
made purchases over the Internet - a 
fact which was used in promoting the 
ite to adverti ers. In addition , it 

found that the Web site was extending 
the "brand" to a new audience not 
familiar with the television channel. 

• A publisher wanted to document 
the value of its Web site in driving 
off-line book purchases. For two 

insights 
By Scott Young 

weeks, a screen icon was placed at 
different sections of the Web site, 
inviting people to parti cipate in an 
on-line survey and offering a free 
book as an incentive. Over 2,900 peo­
ple chose to take the survey, which 
confirmed that the site was influenc­
ing several million dollars of sales 
taking place at traditional "brick & 
mortar" book stores and/or other Web 
sites. It a lso revealed that most site 
visitors were extremely heavy book 
purchasers (over 20 books/year) -
and that many had become aware of 
the site through off-line adverti sing. 
These insights confirmed the value of 
the Web site in reaching and influ­
encing book buyer - and guided 
decisions regarding content, des ign 
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and site promotion . 
o A travel -oriented Web site wanted 

customer feedback to guide the 
development of new site features. 
Over one month , 650 people com­
pleted an on-line survey, which asked 
them to di scuss their reasons for vis­
iting the site, rate the site on different 
dimensions (i.e., content, navigation , 
etc.) and react to several new content 
ideas . The survey confirmed interest 
in a customized travel planning er­
vice and provided guidance for its 
development. It also uncovered a 
demand for improved maps and 
revea led that changes in design were 
needed to facilitate the printing of 
di fferent pages/screens. 

While ite-based urveys can play 
an important role in Web site design 
and assessment, the ir value ultimate­
ly depends upon how well they are 
implemented: Poor sampling or sur­
vey design can re ult in mi sleading 
findings. With thi s in mind , here are 
several guidelines to consider in 
developing and using site-based sur­
veys. 

o Actively intercept si te vi sitors. To 
gather the most representative sample 
of responses , it' s best to actively 
intercept site visitors (i.e., every 20th 
or 50th visitor) rather than simply 
posting an icon/link. If a random­
intercept is not poss ible, consider 

complete. 
o Include open-ended questions. 

When asking people for their time, 
it 's important to give them the oppor­
tunity to peak their mind and make 
commentslrequests in their own 
words. Asking on ly closed-ended, 
mu ltiple-choice questions is short­
sighted, because they will inevitably 
miss some unanticipated problems 
and opportunities . At the very least, 
each survey should include a ques­
tion asking visitors for their ideas to 
improve the site (i.e., How can we 
make it better?). 

o Differentiate between first-time 
and repeat visitors. The feedback of 
repeat visitors is usually quite differ­
ent from that of first-time visitors to a 
site - and far more relevant to mar­
keters with respect to measuring the 
impact of the site (i.e. , Has it influ­
enced visitors' attitudes and 
actions?). For this reason, repeat vis­
itors should be identified (through a 
survey que tion) - and their 
responses should be analyzed sepa­
rately. In addition, you may want to 
actively di scourage first-timers from 
taking the survey before fully visit­
ing/viewing the site. 

o Use site-based surveys appropri­
ately. To use site-based urveys effec­
tively, it is important to understand 
their limitations. To begin with, they 

are not the place to share confidentia l 
ideas , because your competitors are 
among the most frequent visitors to 
your site. Surveys are also not an 
ideal forum for guiding initial design 
or gaining an in-depth understanding 
of site visitors. Both of these objec­
tives require more thorough discus­
sion, and are thus better-suited to 
focus groups or personal interviews. 

As these points suggest, site-based 
surveys are not the answer to every 
Web marketing issue, nor are they a 
replacement for traditional off- line 
research . If used properly, however, 
they can be a valuable tool for peri­
odically taking the pulse of Web site 
visitors and gathering the feedback 
needed to assess and improve design. 
Ultimate ly, Web marketers who 
invest in this dialogue wi ll have a bet­
ter understanding of their site visitors 
and the insights needed to make their 
sites more compelling and effective. 
o 

offering an incentive for participa- .....-______________ .L.-____________ _ 

tion , yet keep the potential cost of 
fulfillment in mind - and beware 
that this may draw first-time visitors 
in search of giveaways. A link with­
out an incentive i essentially the 
same as the " leave us your com­
ments" icons on most Web sites - it 
wi ll draw relative ly few responses, 
which brings into que tion the pro­
jectability of the feedback gathered 
(i.e ., Are these re ponses representa­
tive of a ll visitors to the Web site?). 

o Keep it short. Even if you offer an 
incentive, it is best to keep the survey 
to roughly 10 question , or five min­
utes of each visitor's time. Beyond 
thi s point, you run the ri sk of boring 
people - and gathering responses 
which are not seriou , thoughtful or 
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Data Use 
continued from p. 16 

dia programs (if they are really multimedia) can use 
sounds, images, and even little animations or movies in 
addition to standard text. Sometimes, you will see a pro­
gram called "multimedia," even if it can do no more than 
playa simple Windows " .wav" file (like the one that says, 
"Welcome!" every single time you start America Online) . 
Fortunately, Sensus Multimedia does much more than that 
- as we will see below. 

Decisive Survey by Decisive Technology allows you to 
do interviewing over the Internet and bye-mail. The pro­
gram handles both creating the surveys and gathering the 
data. 

Survey Said by Marketing Master does interviewing 
over the Internet, like Decisive Survey. Also, like Sensus, it 
allows you to do various types of PC-based interviewing. 

Sensus Multimedia 
Sensus Multimedia (version 2.0) shows how detailed 

knowledge of interviewing and research practices can help 
make a better interviewing package. Sensus comes from 
Sawtooth Technologies, a firm with long 'experience in 
market research (some of you may be familiar with their 
Ci3 CAT! interviewing package). Version 2 packs nearly all 
the question types and question sequencing options that 
you are likely to need. It lets you layout an attractive PC­
screen-oriented questionnaire, using mu ltiple fonts, pic-

Questionna ire Design Response Options 
Point-and-click interface Buttons 
Drag and drop to move and Text input 

resize objects Scrollable input 
Unlimited colors v Sliding scales 
Unlimited fonts, typefaces, sizes v Radio buttons 
Printable questionnaire v Check boxes 
v Text undo/redo 
v Text search and replace Randomization of: 

tures, sounds, and even ani­
mation or movies. You can 
run the resulting question­
naire on a PC, or send it out 
as a disk-by-mail survey. 

Many useful features 
Perhaps the quickest way 

to give you an idea of 
Sensus ' capabilities is to 
show a check list (see 
below), with the features 
new to Version 2.0 high­
lighted in italics, and with a l:..i~iiiI. 

special symbol V . 
Some terms in the checklist may require explanation, 

especially among the newer features. Those of you who 
already know all the latest terminology can safely skip to 
the next section. 

Under question types, we have several term that may 
require explanation: 

• "Analog rating scales" means a sliding scale or slider, 
like the one in Figure 1 

• A "roster" is a page in which a respondent evaluates a 
series of items on the same rating scales, but is not a "grid" 
(di scussed right after this) . Rather, items rated and the 
scale on which they are rated both are rotated. The pro­
gram di splays each combination of items and rating scales, 
and then goes on to the next. These go by one at a time on 

Interview Administration 
Computer-Aided Personal Interviews 

(CAPI) 
Computer-Aided Self-Administered 

Interviewing (CASI) 
Disk-by-Mail 
Kiosk 

Interview Input Options 
v Text import from Word or WordPerfect Responses in a question Touch-screen 
v Spell checking v Questions Pen 

v Groups of questions Mouse 
Question Types Keyboard 
Numeric Sequence or logic 
Formatted numeric (e.g., phone numbers Skipping and branching Data 

and dates) Incorporating responses in later questions Delimited and user-definable output 
Open-end v Nested logic v Import/export data to other programs 
Single choice v Mathematical computations during interview 
Multiple choice v Open-end coder 
Ranking Standard File Formats v Summary statistics 
Other/specify Sounds and narration using WAV files v Marginals 
v Constant sum Images using BMP files v Two-way crosstabs 
v Analog rating scale v Images using 018, JIF, JPG, PCX, v Data editor 
v Grid TGA, TlF, WMF, and WPG files 
v Constructed list Movies using AVI , v MPG and Sensus Advanced 
v Roster v MOVfiles Development Environment 

Complete environment to create 
Operating Systems Questionnaire Design Custom Sensus capabilities 
Windows 3.1 Drag and drop to move and resize images 
Windows 95 v Images can disappear once selected 
Windows for workgroups 
Windows NT 
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the computer screen , and so could take a while for a long 
li st of items rated on many sca les. 

• A "grid" is more familiar, looking like a table in a word 
processing program, with the items evaluated as the row 

stored . Interestingly enough, Sensus will not play the ani­
mated GIF files that are becoming so popular (and annoy­
ing) on Web sites these days. We are anticipating ourselves 

In the grid below, please check the ways you use each brand of breakfast substance (choose as many as apply) 

For breakfast For lunch For snacks 

SoggyOs 

Kard board Kru nch ies 

Sorghum Snax 

headings and the columns as the items or scale on which 
these are rated. The example above shows how a grid might 
work. 

Under response options, "rad io button" means a small 
circle that changes from hollow (white) to black when 
clicked. It differ from a (plain , unmodified) "button," 
which is a small object (round or square) that you push on 
the screen . The e terms are, by the way, standard Windows 
telminology - so if you did not know them before, you 
have just learned something crucial to your ongoing exis­
tence. 

The various file format are used for sounds (WAY fi les), 
still pictures (BMP, WMF, WPG, DfB, JIF, JPG, pex, 
TGA, and TIF), or pictures that move (AYI, MPG and 
MOY). If nothing el e, the e how not only that Sensus is 
versatile in handling file format, but also that Windows has 
not brought with it any standardization of how data gets 
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For kitty litter To clean the garage Midnight snacks 

here; a discussion of the Web i yet to come. 

Some excellent features 
Among Sensus' many fine features, orne of the best are 

found in its abilities to incorporate earlier response into 
later question . It even can do calculations that follow 
through to later answers. For instance, suppose you fill out 
a survey on tractors, and say that you have two Fords, three 
John Deeres, and four International Harvesters. In a later 
question , the package could then ask you "Thinking about 
your nine tractors ... " It could then go on and ask you 
questions about your two Ford tractors, your three John 
Deeres, and four International Harvesters. In short, it 
remembers what you said, it can add, and can come up with 
the appropriate phrase at the appropriate time. It can even 
multiply answers, or use them in calculations with paren­
theticallogic - and show the results to the amazed respon-
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dent. This is pretty smart for a computer. 

Working with Sensus 
You almost certainly wi ll satisfy nearly all your survey­

related needs with the basic Sensus Multimedia package. 
Sen us also can include its own programming language 
module, Sensus ADE (at an extra cost), and this allows you 
to extend the capabilities of the package even further. 
Sensus ADE looks somewhat simi lar to Visual Basic. So if 
you know something about Visual Basic and you like pro­
gramming, you should find this famil iar and perhaps even 
congenial to use. (We will be discussing the basic multi­
media program here, not the ADE language.) 

Sensus appears as several programs, each of which han­
dles one aspect of its operation. These parts are called: 

Create Coder Data Extractor Help 

Data Mover Data Viewer Field Statistics 

Figure 1 hows the Sensus multimedia "Create" pro­
gram, which is where you put together the survey, and 
where most users likely will spend most of their time. As 
the figure suggests, quite a bit can happen in this part of the 
program. 

This screen shows you some of the many types of ques­
tions and "objects" you can build into a Sensus interview. 
The area with the gray background corresponds to what the 
respondent would see. To the left is an actual movie, in the 
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We make it easy to see patterns. 

Data Recognition Corporation. We deliver information you 

can depend on. So you can focus on identifYing customer and 

employee patterns, planning strategies and taking action. 

Experienced survey process consultants. Give us a call today. 

COlltact: 
Deanna Hudella 
Data Recognition Corporation 
5929 Baker Road. Suite 470 
Minneapolis. Minnesota 55345 
612935-5900 Fax 612 935-1435 

, DATA RECOGNITION . 

DRC 
CORPORATION' 

-CASRO 

Survey Content Design A Survey Printing A Distribution 
Collection A Image & OMR Scanning A Comment Processing 

Reporting A Statistical Analysis A Action Planning 
Web-based Surveys A On-line Reports 

AVI format. With typical video efficiency, it u es about 
796,000 bytes for a whole two seconds of playing time. 
(This use of storage space is something to trunk about if 
you use Sensus for disk-by-mail interviews, since these 
interviews must go on a single floppy disk . Images or 
sounds that would require more than one floppy disk there­
fore, cannot go on disk-by-mail surveys.) 

On the right side of the gray area, you ee three type of 
questions. The topmost is a nice analog "slider," which 
records responses as numbers based on the position of the 
small liding bar. You would need either to add some spe-

This Is a test Induding ....... 
TMrsWlft«tlll'lgsfdngCOF*'Ol . ...nctIhn 
ltISOII.(etv~lD dO.....nI11eI'l'lCMeYGU 
need m Idd IgnphlCitemtorlhe sale 

u •• tN. coal control to till us how 
much )'CMJ Iik. thiS video. on • scale 
of1 to 100 ErI!l 

Tel us how many times you 

played the movie " 
, __ I 1D"99. I IQOOcrlTlOl'l , C'ClMIdIIr 

geIb,. I nobbrl 

Figure 1: The Sensus "Create" Window 

cial Sensus text, or to import a picture from another pro­
gram with a numeric cale on it to get numbers next to this 
control. Sensus can resize and move pictures from other 
programs, but it cannot create or edit them. The image 
needs to look right before it gets to the program. 

The next control below is a scrollable numeric, or "spin­
ner," which goe from a specified minimum to a specified 
maximum value. The respondent uses the up and down 
arrows to change the answers with this control , or can type 
in a number. 

To the right you will see a "property" window. The prop­
erties here refer to this control (the pinner), which you can 
tell (more or less) by its appearance - a small box outlines 
the control itself, which we selected on the creen witb a 
mouse click. You will see in the "property window" that 
you can set many characteristics of this control, including 
its font, color, and the minimum and maximum va lues that 
it will accept. 

To get this "property" window to appear, you can call it 
using the "Window" menu near the top of the screen or the 
F4 key. This differs from many Windows 95 programs, in 
which you can get the "properties" of an object on the 
screen by clicking on it with the right mouse button. This 
does not happen in Sen u yet, perhaps because the pro­
gram also runs under Windows 3.1. 

The lowest control in the gray area (which corresponds 
to what the re pondent ees) is called a "masked numeric 
fie ld ." This means that it will not accept any answer above 
a certain value. This one wi ll take any number with no 
more than three digits. We added appropriate instructions 
for those who want to enter values of 1,000 or more. 
Incidentally, another nice touch is that you can set the 
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masked field to accept only a certain numeric format, like 
dollars, or percentages. 

To the right of the gray area, and below the property wi n­
dow, is another small window that shows you where you 
are in the questionnaire. This allows you to navigate from 
one page to the next easi ly. 

At the bottom of the diagram, you see two menu bars, 
one labeled "edit" and the other (with a title much harder to 
read in the figure) labeled "objects." Only one of these bars 
can be active at a time, which explains why the objects 
menu is less visible - at the time of the screen capture, it 
was sitting there inactive, or inert. The edit bar is for text 
only. So you either can edit the text on the screen, or the 
other "objects," such as the controls, at anyone time. 

Sensus has other fine features that do not appear on the 
screen. For instance, it lets you check the questionnaire 
logic and skip patterns starting at any point in the ques­
tionnaire. You can go directly to the section you need to 
test, and run everything from that point forward. 

Some problems: a few thorns on the rose 
Sensus 2.0 does some marvelous things. Still , a few 

things about it just did not work quite right. Nothing led to 
ilTemediable problems, but Sensus caused a few ilTitable 
moments. Let's start with the more vexatious of these . 

We cannot say that install ation went without a hitch. We 
tried to install the program on the E:\ drive of one of our 
PCs, which did not work well. The installation ran, and the 
program appeared, but it kept looking for files it needed on 

the C:\ drive. A call to technical support revealed that 
Sensus in fact will only run properly if installed on drives 
designated as either C:\ or D:\. The program documentation 
did not mention this. 

Sensus comes on a set of six floppy disks, so reinstalling 
was not entirely painless. Limiting installation to only the 
first two drive letters is one restl;ction that the makers of 
Sensus need to eliminate. 

Also problematic to us was that critical elements in the 
questionnaire disappeared using a standard monitor resolu­
tion and set-up. In particular, using the " large fonts" option 
(which was preset in the Windows display panel) made two 
key questionnaire controls disappear. The items that van­
ished were the "Next" button and the "Back" button that 
appear in the questionnaire, and without these you cannot 
go from one page of the questionnaire to the next. 

Eventually, Sawtooth found a way for us to get these but­
tons back on the screen, but it was not readily apparent. 
Before we found out about this we fe ll back on changing 
the Windows screen display set-up to use "small fonts" 
instead. As we will describe, this could make you very irri­
tated. 

There was no warning that parts of the questionnaire 
could vanish if your PC uses "large foots." Sawtooth pro­
vides a nice, thorough-looking description of screen reso­
lutions in their manual , but somehow this piece of infor­
mation did not make it there. (We would strongly suggest 
that Sawtooth add some warning about this problem. Even 
a small sheet of paper slipped into the front of the software 
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manual would help.) 
Anyhow, at first, it just seemed that the program would 

not work. No control buttons on the screen would mean 
that respondents never could get past the introductory page. 
This could lead to some highly undesirable results if you 
try to use the program for disk-by-mail surveys. Almost 
certainly, most people who had a problem like this would, 
at best, throw the survey away. You also might hear some 
language over tbe phone from them that you genuinely 
would not appreciate. 

Unfortunately, without Sawtooth's secret work-around, 
dealing with this problem was a nuisance. You will need to 
restart Windows to change from "large fonts" to "small 
fonts." (You need to do this even if you have that nice 
Quickres software gadget that Micro oft gives away with 
its PowerToy software bundle. Quickres lets you change 
the resolution of your screen di play without restarting 
Windows, and you can get it from Microsoft 's Web site -
and yes, it and the entire PowerToy bundle are absolutely 
free.) 

One of us (Struh l) really dislikes smal l fonts. They make 
Windows menus and much of the other text on the screen 
much harder to read. So switchi ng to them from the big 
fonts has a high nuisance quotient. 

Unfortunately, Sawtooth's work-around also requires a 
lot of work. You need to find the object (like the "next" but­
ton) listed in the "properties" window, highlight its name, 
and press the "Control" and "Home" keys together. The 
control jumps to a place in the corner where you can see it, 
but probably not where you want it. You will need to repeat 
this and drag the control where you want it on each ques­
tionnaire page. 

It would all be much easier if the program worked with 
large fonts in the first place. This one aspect of Sensus 
seems more than ready for an upgrade. 

Aside from these two problems - which need fixes -
the program had a few other areas in which performance 
could use a slight boost. Oddly enough, Sensus seemed to 
behave less flexibly in its handling of text (i.e., questions 
that appear on a page) than in its handJing of tbe various 
controls and objects that you can add. (Sensus actually has 
two kinds of text, but the kind that is easy to move doesn't 
have flexibility in fonts and colors, and vice versa.) The 
text that you can format best finally will go where you want 
it, with a little work. You cannot push and pull these nicer­
looking text "blocks" using the mouse, as you can with 
nearly any drawing or desktop publishing program. You 
need to set the size and position of this text with a dialog 
box that you call up from the edit menu. Figure 2 shows the 
dialog box that you need to use, to set where this text 
appears. 

Anyhow, having two different types of text, and making 
the nicer one (that you will want to use) require this dialog 
box, makes formatting a little cumbersome. Unfortunately, 
the nicer text also tends to "bump" the other objects (con­
trols and buttons) on the page when it is moved or changed, 
so lining up thing on the page required a fair amount of 
work. 

Overall, this part of the program seems to need a little 
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fixing . We would like to see Sensus make text into one type 
of object, and make that work like other objects, so you can 
format, maneuver, and resize everything on screen, using a 

Palllgraph Format Ei 
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Indents: --------, Oistllnces: ------, 

Iop: ~inch 

flottom: ~ inch 

L§1t ~inch 

Rig/lt ~ inch 

Filst line: ~ inch 

Figure 2: Sensus Paragraph Formatting Box 

mouse. 
We bave one final caution about sending out disks to 

field services. It you have multimedia objects, expect the 
interview to run across everal floppies. Even without small 
movies included in the interview, your survey Ukely will 
take up several diskettes. The program will "install" these, 
along with a Sensus "field" module to run the survey on 
another Pc. If you include a batch of pictures, a movie or 
two, and some narration, you will wish that PC makers had 
long ago standardized on the nice 100 MB Zip drive, or the 
nearly as nice 120 MB super-floppy. You may end up swap­
ping in quite a few disks for the survey with each holding a 
mere 1.44 MB. 

Sensus overall 
Sensus Multimedia costs about $2,000, and is well worth 

the investment if you need strong multimedia interviewing 
capabilities. It is powerful and full-featured, and does many 
remarkable things. The makers of Sensus obviously have 
applied long experience in market research to the design of 
the program and its features, and it shows. Grumbles about 
the program reside in two principal areas: problems with 
the video display that required resetting Windows ' basic 
display properties, and some awkwardness in moving the 
question text in the display. We hope that Sensus will work 
on these areas - and al low you to install this product on a 
drive with a letter higher than "D." If Sensus can resolve 
these problems, it will really de erve that title the program­
mers love the most: a "killer app." Even with a few things 
left to resolve, Sensus is the best PC-based interviewing 
package we have seen yet. 

Internet and World Wide Web: a brief primer 
Before we tart with our Internet interviewing packages, 

we'd like to give you a brief review of the key terms. If you 
are one of those lucky people who (think they) know every­
thing there is to know about the Web and the Net, you can 
skip right to the next section. For the rest of us, let 's start 
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with the basics. 
The Internet is a huge data network that spans most of 

the globe, !joked by an enormous assortment of high­
capacity data cables, over thousands of routing locations. 
Data that travels over the Internet get broken into small 
pieces, or packets, which get routed to their destination and 
then reassembled. They share their data pipeline with 
untold other packets, all going to their various destinations. 
This makes the Internet highly efficient, because it keeps 
the pipeline as full as possible at all times. (The routers are 
computers that figure out where the packets should be sent 
to keep things flowing.) This is very different from the 
transmission methods used by your friendly telephone 
company to connect your phone calls, where you get an 
entire !jne dedicated to your conversation, included the 
pauses and blank spaces. 

This is all very impressive and wonderful technology, 
even if it does seem to get a lot of use for junk e-mail, going 
to the wrong places, aimless browsing, and downloading 
dirty pictures. (Not by any of our readers, of course.) 

The World Wide Web is simply the component of the 
Internet with a graphical interface. For those of you who 
are not technically inclined, that means it is the part that 
looks a lot like America Online. Also, you will need a Web 
site of your own (or will have to borrow a friend's) to run 
either Survey Said or Decisive. Responses must come back 
to a specific location . 

The Internet truly is growing explosively. For instance, a 
company that you most likely never heard of is just now 

finishing up a data "backbone" across the U.S. that will 
have roughly 20 times the bandwidth (or capacity) of 
AT&T, MCI, Sprint and WorldCom combined. (By the 
way, the company is named Qwest. Didn't we tell you that 
you never heard of it?) No doubt alJ thi s capacity wiJI soon 
find many new uses carrying data, much of it on the World 
Wide Web. 

As another "for instance," data transmission speeds 
available to everybody are about to increase dramaticaIJy. 
Microsoft, Intel and the various Baby BeIJs (assuming 
more than one of them remains after they finish merging) 
have already cooked up a new and promising transmission 
technology called ADSL. This will work on current equip­
ment, including copper phone wires (they say), and run 
anywhere from 20 to several hundred times as fast as your 
modem does now. Of course, the Baby Bells are the same 
crowd who took a promising technology caIJed ISDN and 
made it so expensive and horrendously complicated that 
they managed to scare away nearly all potential buyers. 
Still , Microsoft and Intel, which at least know how to make 
products that people will buy, may have enough to say 
about ADSL that it will work reasonably weU. If not, 
there's another competing technology right behind it. 

The conclusion tben, is that the Internet is here to stay, it 
is getting more important all the time, and is likely to get 
much more important in the future. The two products that 
we will discuss next will let you hop on board, creating sur­
veys that can go out on the World Wide Web in style. 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A N IER? 

PLENTY. 
If you buy random digit samples, our 
standard price of a nickel a number can 
really add up to big savings. Like 37"10 to 
68"10 over your current sampling supplier. 
The best part is there's no sacrifice of 
quality or service. Ask around. We even 
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Survey Said 
Survey Said is a highly versatile program, as its opening 

display screen suggests. You can create PC-based surveys 
and disk by mail surveys, as you can with Sensus. You also 
can make cannable paper forms, and develop survey to 
send over a network. Finally, you can go on the Internet 
using HTML formatting or Java "applets." 

HTML, for those of you not filled to bursting with the 
latest Web terminology, stands for hyper-text markup lan­
guage. This is the format in which most Web pages are cre­
ated, and it is both versatile and powerful. HTML allows 
you to create so-called links (which whisk you to other 
pages when you click on them -- or at least get you to them 
after the inevitable lengthy pause). HTML also allows you 
to embed pictures, sounds, and movies right into a page 

you create for the Web. (We've slipped this into this section 
just to get all of you who skipped the Internet primer earli­
er). 

Anyhow, Java applets are one of the newest things on the 
Web. Java is a new programming language that is supposed 
to work on every type of computer imaginable (not just 
machines running Windows). It is very compact, so when 
you call up a page, it can transmit Java "applets" along with 
all the text, pictures and sounds. As their name implies, 
applets are very small programs with specialized functions 
(and not small apples, as their name also could imply) . In 
theory, these little programs can make the Web page behave 
as if it had some intelligence. At least they would if they 
always worked, but since they are so new, they seem often 
not to do o. To get results, you usually need to have the lat­
est in Web browsers, and maybe the right PC, and maybe 
the right phase of the moon or astrological sign . 
Unfortunately, Sun Microsystems (and not Micro oft) is 
the driving force behind Java, and so it may never really 
catch on everywhere. (Microsoft, by the way, already has 
developed specialized versions of Java that run well only 
with Windows -- so there goes the promi e of a program­
ming language that works universally.) 

Fortunately, as we mentioned earlier, the HTML capa­
bilities of the program give it all the power you need to get 
good-looking surveys on the Web. In fact, with HTML you 
can make your Web surveys into multimedia extravagan­
zas, almost as nice as those you can make with Sensus. 

Interestingly enough, Survey Said does not say much 
about these capabilities, in either its manual or (stranger 
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still) in its advertising and promotion. In fact, Survey 
Said can do more in the area of multimedia than its manu­
facturer (Marketing Masters) tells you. Admittedly, you 
need a package that can edit HTML Web pages (like 
Microsoft FrontPage or Adobe PageMill) to in ert all the 
wondrous multimedia stuff. Still , neither of those pack­
age is expensive, and the urveys you create will work no 
matter what you add later. The manufacturer of Survey 
Said needs to blow its own horn about this a little more 
(and this is the first time we can recall ever saying this 
about any software manufacturer) . It also would help to 
have a section of the manual devoted to ways in which you 
can add multimedia. 

Survey Said allows you to create and modify survey 
content in a program it calls the "Survey Librarian." Once 
you call up the survey, you get an editing window, which 
provides you with all the question alternatives available. 

Figure 3 shows the library window with a urvey select­
ed and with the "modify" option already selected. The list 
in reverse type shows you the choices of question type . 
You have a wide variety, including rankings, ratings, scroll 
bars, selecting any of several answers, and point alloca­
tion. 

Sensus has a few more question types, but you should 
find Survey Said adequate for most applications. About the 
only complaint here is that the formats are somewhat 
inflexible. For instance, rating choices must start with "I" 
as the lowest number (rather than "0" ) as some of us favor. 
You will note that in the illu tration (Figure 3), we needed 
to use a question format that put the letters "A" to "K" next 
to the choices. 

We need to mention two points here. The survey form 
that you ee on your screen looks like the version that will 
run on a PC or via disk-by-mail. This does not look exact­
ly like the version that would appear on the Web. In the 
Web version, everything appears as a long page in HTML 
format, and the choices become either "buttons" (radio 

household? 

~f,-------------------~ 

Figure 3: Survey Said Survey Librarian 

style or plain) or pull-down menus. 
The letters "A" through "K" that you see in the editing 

screen here will not show up on the Web survey. In the PC 
version though , you cannot get rid of these letters or 
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change them to anything else. Using these letters can help 
with data entry (you can punch these in quickl y), but it' s a 
shame they can ' t be varied. We have some long-standing 
evidence that using the letters "A" through "F" to label 
questions can introduce bias in responses. 

Al 0, this makes it problemati c to run surveys on both 
the Web and on pes and have them remain truly compati ­
ble. If the surveys do not look the same in both versions, 
we can ' t promise that responses from both wiU be strictly 
comparable. In any event, a little more fl exibility in label­
ing the various buttons, and in setting up scales, would 
only be welcome. 

Still, you will fi nd that the program offers you many 
options in its preset forms. If you can live with the pro­
gram's smal l inconsistencies, you should be able to find 
something that gets close to what you need in any particu­
lar question . (For instance, in the question type shown in 
Figure 3, you can have anywhere from one to 24 answers 
- although it would seem you need not have the option of 
selecting one choice if only one is possible.) 

Survey Said cannot do calculations and feed sums from 
your earlier answers back to you. You can use detailed skip 
patterns to guide respondents to differe nt questi ons 
depending on their answers, though. Figure 4 shows you 
the window in which you can edit skip patterns. Note that 
you can select a different question as the point for skipping 
for each possible answer. 

In one moderately confusing aspect of the program, you 
onl y can get to thi s window if, under the main "File" 

menu , you select "Open survey" rather than "Open 
library." It would be much simpler if the menu said some­
thing like "Edit skip patterns" to direct you toward the 
window where you can do this. As shown in Figure 4, you 
can see and edit all the skips in one place, maki ng it sim­
ple to check the logic of the survey. 

2- S.rvi~.III.' ~'::'';-;':=to -~ r-- ~ ::::= .... r 
~ : ~~r;':=:n~O''!':litan... ~.rySatid~ ~ ~ : ~~~..:-=Iitn ••• 
1 - StiIIOwnAuto 

!lIr!i~~ _ _ IIIII4S=:Oi::::.d ~ : :~~~. 
; :~':~d FVO""-'<'Y'O,.,i .. ""oti"" ... ""d-----L---17 _WflyRatumViSit 

I - NIdu,.OIRep... • - N.eu,.OfFWpell1 
9 - WaifttlliftS.rvlC8 1 - MIlimaiftS.rvice 
10 - WinotSeMC8 1 D - Wi,u)rSefYiC8 
11 - "..;orBeNice 11 - .... orS.,w:. 
12 - BodyWorkSrvc 12 - BadyWorkSNC 
1 J - Recomm ... dS .... p.,.o.. 13 - Rec:amm."dSllI •• p.fllon 
14 - Rl!comme .. dOeal.,.tllip ,. - ReCOftlmndO .... f.t.ip 
15 - Recomme .. dAu'tomobile 15 - Recom",."dAutomoblle 
1& - Ov.ndlOealenhp 11 - OwraItO.aI.,..., 
11 - Owr.UAutomobile 11 - Ov.ralLAutomobile 
" - 8U)'FromDLRavaill .1 - BuyFromOlRagain 
11 - auyQ ... sic:Again 11 - BuyOe .. l~eifl 
20 - Contac:lVou 21 - ContadVou 
21 - FotlowUplnfo 21 - FOllowUplnfo 
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23 - lIm •• OnAuto 2J - WiI •• OnAIItD 
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25 - Cum .... ,.. AgII 25 - CU. to .... ,.. Aog. 

Eli! I 
a. ... CM".", Cuntio" I R. ... ~I Cuntion. 

Figure 4: Survey Said Window for Editing Skip Patterns 

More about HTML 
Here we need still more explanation of HTML. Once the 

survey gets created, you will need to translate it into HTML 
format to run it as a well-presented document that behaves 
itself on the Web. As things now stand, you get precisely 
one version of the HTML-format survey, and all the ques-

Finally, software tools that 
give you everything you 
need to create and host 

your own internet/intranet 
conjoint analysis surveyo 

• Windows-based questionnaire builder 
for formatting conjoint questions, and 
additional open-end, numeric, or single/ 
multiple-response survey questions. 

• Password module controls who accesses 
your survey and prevents "ballot stuffing. " 

• On-line, real time data management 
module. 

Sawtooth 
Software Inc. 

All brands, logol and product names releunced herein ilre trademarks or registered Irademarks ollhelr respective companies 

502 S. Still Rd. • Sequim, WA 98382-3534 
360/ 681-2300·360/ 681-2400 (fax) 

www.sawtoothsoftware.com 
Call today for more information, or view our on-line 
demo at www.sawtoothsoftware.com/sawdemo.htm 
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tions must appear on it. Skip patterns in the computer­
based survey become instructions in the HTML form. At 
the risk of running far too long an example, we have includ­
ed below a few sample questions that worked nicely with 
skip patterns on the PC transformed into HTML format. 

By the way, to see the survey in this form, you can just 
calJ it up from your hard disk in your Web browser, such as 
MS Internet Explorer or Netscape Navigator. The excerpt 
below looks much like a part of the Web survey. We pasted 
it with no trouble into this document, in the word process­
ing program, going directly from the Web browser window. 

Survey Said added all the skipping instructions you see, 
but you will notice that this just is not the same as having 
the question disappear when the respondent does not need 
it. 

As you can see, certain types of skipping and branching 
that we more or less take for granted with other survey 
forms are much more of a problem here. Putting in some 
forms of question control that are easy to administer else­
where - such as rotating questions, or having some 
respondents skip certain blocks of questions - seem real­
ly difficult on the Web. With Survey Said, you would need 

erate a page using the latest Java tools, which means that 
you can have the type of control you want. Unfortunately, 
as we mentioned earlier, Java applets are so new that 
today 's Web browsers may not run them properly. We will 
need to wait, to see if Java becomes the truly standard lan­
guage that it needs to become, if we are to use it with Web 
interviewing. 

Survey Said today: the program runs everything from 
one file 

Survey Said has a special method for creating a ".cgi 
script" that will work with all its different formats. Again, 
the versions may not match I 00 percent, but at least, once 
you get the survey working, it will work on the Internet, on 
a PC and with disk-by-mail. So you do not need to rewrite 
the survey several times to get it to run in several places. 

The program uses a nice system on your Web site, with 
which it routes the answers to the correct survey. You can 
have as many surveys running as you want, and the pro­
gram will simply pull out the an wers from each and send 
them to the correct data file. It has several built-in security 
features as well. These prevent amateur hackers from mak-

1. Just how much do you really love the new product? ·Use any number from 0 (I hate it and I'm crazy) to 10 
(I 'm as sane as they come and I love it) /If Not Answered. SkiD to Question 4.1 

0 o (Skip to Question 3.) 
0 1 (Skip to Question 3.) 

2 (Skip to Question 3 ) 
0 3 (Skip to Question 3.) 
0 4 (Skip to Question 3.) 
0 5 (Skip to Question 3 ) 

6 (Skip to Question 3.) 
0 7 (SkiD to Question 3.) 
0 8 (Skip to Question 3.) 
0 9 (Skip to Question 3.) 
0 10 (Skip tQ QuestiQn 3.) 

2. Why do you love this product so much? (If Not Answered . Skip to Question 4.) 
0 I know what's really good (Skip tQ QuestiQn 4.) 
0 I, along with you, know what's really good (Skip to Question 4) 
0 Also, other people know what's good (Skip tQ QuestiQo 4.) 
0 I don't answer Questions like this without a fee (Skip tQ QuestiQn 4.) 
0 Who are you and why do you need to know? (Skip tQ QuestiQO 4.) 

3. Why oot, you miserable skeptic? (If Not Answered . Skip to Question 4.) 
0 Are you talking to me? 
0 I could tell you but you wouldn 't understand 
0 Come to think of it, nobody really understands me 
0 Really, I have always been misunderstood 
0 Mommy told me not to talk to strangers 

4. Anyhow, what's your mother's favorite color? 

to create several versions of the survey, by hand, and then 
reassemble the answers from them later. This seems like 
the type of work the software could do, but thi s is not the 
case yet. And there seems to be nothing you can do to 
whisk respondents by questions they do not need to see. In 
ome ways, in spite of the slick graphics you find on the 

Web, we are still roughing it there, after all. 
Perhaps at some time in the not-too-distant future, Java 

applets will solve our problems here. Survey Said can gen-

80 

ing system accept anything but approved answers to the 
survey, and prevent any damage to the main survey-collec­
tion fi le. 

You can customize the messages that Survey Said will 
send back to respondents when they complete surveys, as 
welJ. If you have several surveys going at once, you can 
have a message of receipt or a "thank-you" specific to each. 

If we have not said so, the PC version is a fu ll -scaled pro­
gram in its own right, not a simple add-on. It has many fine 

www.quirks.com Quirk's Marketing Research Review 



features of its own. Among them, it stores the survey com­
pactly so that you can have up to 300 questions on a single 
floppy disk - far more than even the most tolerant respon­
dent will suffer. You also can set the program to accept one 
respondent or multiple respondents (up to 200, depending 
on the survey 's length) on a single diskette. This could sim­
plify sending the diskettes out to a field service. Finally, the 
program does not need to install anything on the PC to run 
the survey. Everything you need comes right on the survey 
diskette-and stays there. 

Survey Said comes in three versions with different lim­
its: the two lighter versions cost a few hundred dollars less 
and are limited to 400 and 700 responses each. It is really 
worth spending the extra money to get the full version, 
though, as this will allow you to collect as much data as 
you want for not too much more expense (it costs $1,000). 

The program should run with nearly any type of Web­
server (that is, the computer that runs the Web site). If you 
are running the site from Windows, you get the needed exe­
cutable files with the program. If you are running the site 
from UNIX (as many do), Marketing Masters provides the 
source code so that you can compile it to run under what­
ever flavor of UNIX you have. (UNIX is somewhat picky 
about how a program's code gets compiled, each version 
wanting is own compilation.) If you have a Web master, 
setting up SurveySaid on your site should be a simple task 
for her or him. If you are new to the Web, and are doing it 
yourself, just take a few deep breaths, and follow the 

instructions. You will find them clear and thorough. 

Some small rough edges 
Survey Said looks a little less slick than either Sensus or 

Decisive (coming up in the next section), but don't let this 
appearance fool you. Survey Said is remarkably versatile 
and does its job. We have some complaints about it, but 
only a few. For instance, installation leaves a little to be 
desired . The program automatically creates its own 
Windows "group." (In Windows 95 , this appears as anoth­
er entry in the main "Programs" menu - the one that you 
get by clicking the "Start" button). Most programs now 
have slightly better manners, and ask you if you want to 
create a new group, or install the program in one you 
already have. 

Also, we found a slight "hole" in Survey Said's PC-based 
questionnaire versions. If you allow respondents the option 
of reviewing their answers (which you can deny them by 
simply changing one check-box in the survey set-up), then 
they can back up and answer questions that they were sup­
posed to skip also. We're not too sure what this does to the 
data file , but clearly if a question is supposed to be off lim­
its, it should be off limits. 

Since the Web version relies on one long HTML page, all 
the questions sit out there in view, whether respondents 
need to answer them, or not. Maybe once the Web gets 
faster, answering a question in a certain way could send 
you, via a special link, to an entirely different page with the 
appropriate question. But for now, one big page seems like 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? I/H/R Research Group can help - with the 
highest quality, lowest prices , and best service available anywhere. 

- 100 line national coverage - Certified interviewers - Project bids in one hour 

- 75 CiJ/CAT1 stations - Highest quality - On/offpremise monitoring 

- On time results - Low prices - State-of-the-art technology 

What makes I/H/R the best? Some say it's our on-going training program or our great supervisors ... But, 
what seems to make our clients even happier are the really competitive prices. We're growing, so we can 
afford to bid very aggressively. 

If you're tired of the same old song and dance, give I/H/R Research Group acall. We'll make sure your job's 
done right and at a cost you can live with. 

I/H/R Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy. - Suite 203 - Las Vegas, NV 89119 - (702) 734-0757 
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the on ly way we can go. 
Otherwise, we have a "wish list" for, rather than gripes 

about, Survey Said. One salient omission is its lack of a 
spelling checker. You can export the question to another 
file and read them into MS Word or some other app li cation, 
but this takes more time and effort than it should. It seems 
to us that any package that generates self-administered 
questionnaires (that your critical public will view) should 
have a spell checker as a standard feature. Anyhow, if a pro­
gram that you can find for about $39, like Micrografx 
Windows Draw, can have a spell checker, it can't be that 
tough to add one. We hope the point is taken. 

We would like to see the program become more flexible 
in the way it di plays choice on the PC screens, and we 
would like it to become more sophisticated in its use of 
branching and skip patterns there. Even if this option must 
remain Umited on the Web, and rotation means building 
several alternative versions, we would like to see these 
capabilities taken further. 

For the PC version, it would be helpful if it cou ld pick up 
earlier re ponses, and incorporate them into later questions, 
as Sensus can do. Also, when you run Web surveys and PC 
urveys, they should look as similar as possible. At the very 

least, the program could do without the extraneous letters 
that appear with choices on the PC version. Finally, we also 
would like to see a section of the manual devoted to tips on 
making HTML surveys into "multimedia" documents. 

Survey Said overall 
If you have straightforward surveys to do on the Web, 

Survey Said should provide you with all the horsepower 
you ever wi ll need. It is a versatile program, and even 
allows you to send out the same survey in several forms -
on the Internet, using disk-by-mail , and even on paper. You 
have to accept ome small differences in format from the 
PC to the Web, but versions at least wi ll look good. If its 
capabili ties meet your needs, you should find a lot in this 
program to please you. We found it easy to use, and fast in 
creating urveys that wi ll work on the Web. Its data collec­
tion facilities allow you to get several (or many) surveys up 
and running on one Web site. At its price of about $ 1,000, 
the "fu ll " version (which handles as many responses as you 
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MRT Specialty 
Transcriptions 
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• Smooth Flowing, Easy to Read 
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• Cost Effective 

Verbatim/Edited Summarized or Real Time 
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want) is a great bargain for real "leading edge" technology. 

Decisive Survey 
Decisive Survey offers truly industrial-strength software 

packages. Their larger version , Decision Source (which we 
will not discus here), can process unlimited numbers of 
surveys, requires a dedicated Web server, and commands a 
high price. This is software used by enormous organiza­
tions, like America Online, that sometimes need to gather 
millions of responses from their customers. (Although, 
come to think of it, neither of us has ever been among the 
millions who must have gotten an America Online survey, 
either. Just a 
random obser­
vation, here.) 

We will dis­
c u s s 
Decisive's 
"smaller" size, 
the 10,000 
respondent 
edition, here. 

D ec i sive 
has some 
ambitious goals for its product, eeing as part of a "real­
time information" system, which can provide ongoing 
"feedback" from customers to manufacturers or service 
providers, or from employees of large organizations to their 
managers. 

Decisive Survey eems well suited to these types of 
tasks . However, it does not give you the variety of question 
types that you will find in ei ther Sensus or Survey Said. As 
Figure 5 shows, you can choose among four basic styles of 
questions : 

• Choose one 
• Choose all that apply 
• Rating 
• Enter text 
Decisive Survey does not allow for scaled responses, 

except as simple text. It does not do rankings, point alloca­
tion, or sliding-scale questions. It allows you to skip to 
other questions, but does not provide any more advanced 
forms of branching in the questionnaire. Again, recall that 
the Web (for the moment) doe not fu ll y support many 

f"~"'li"""YII"'_Bo-tloII' !1 = m::o~ - ~ (i) BiJiI 
~[8 "..,- I Did yoo rocOl .... 1ho product we ..... yoo? J 

::::::::: Choose All That Ap,ty • 
ChoouOne 

I = ' .. 
Radn, J --"""""'" EmerT.1t 

t <; <"":'::.;;:--' I II'" I J 
~. -GIoIoo II! --... -111· ........ 1 
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T' · PRODUCT PlACEII4ENT SURVEY 
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Figure 5: The Decisive Survey Main Program Screen 
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fancier question formats , which will need to wait for 
widespread adoptions of Java applets to run intelligently. 

If you find its range of capabilities meet your needs, 
you should like Decisive Survey. The program is polished 
and well thought-out, with a nicely integrated "interface" 
or appearance. Figure 5 shows you that the layout is com­
pact and intelligent, with everything readily accessible 
from well-organized menus. 

Decisive Survey, unlike Survey Said, gets its responses 
back in the form of e-mail. Each survey comes into a des­
ignated e-mail address on your Web site, rather than into 
a dedicated file. Because it uses thi s transmission method, 
you can easi ly put Decisive onto an employee e-mail sys­
tem. Decisive may well be your product of choice if you 
intend mainly to send out surveys via e-mail. 

Like the other products, Decisive can gather the 
responses for you and do some basic data process ing. It 
knows enough to ignore answers given to Web survey 
questions that respondents should skip (Survey Said is 
still working on getting this feature into their package). If 
you have a Web master, you should find it simple to get 
Decisive up and running. Otherwise, the manual is clear, 
well -laid out, and helpful. Decisive, like the others, does 
some summary statistics, but not nearly as much as a ded­
icated data analysis package, such as SPSS or SAS. Also 
like the others , it will export data to these packages, but 
only as a plain tex t (or ASCII) file. Unfortunately, also 

like Survey Said, Decisive lacks a spelling checker. 

Decisive in brief 
Decisive obviously has the capacity to handle as many 

surveys as you can throw in its direction. It has a very 
impressive client list, having met the survey needs of 
organizations with millions of customers, such as 
America Online. The program is well-organized and has 
proven under fire that it will do what it sets out to do. You 
will need to restrict yourself to four basic types of ques­
tions with Decisive Survey. Also, it will not catch your 
spelling errors automatically. If you do not mind these 
limitations, you should find that it performs well . Since it 
relies on e-mail as its basic data collection method, you 
may find it the best choice if you do mostly e-mail-based 
surveys. The 10,000 respondent version costs $2,400. 

A final comment: talking to and sharing with other 
programs 

Part of the great promise Windows has always had (or 
is that a promise it has always made?) is that Windows 
programs would share data with each other. An ideal 
Windows (software) inhabitant should be able to give 
over whatever it is working on to another program, when­
ever needed . Unfortunately, programs that have anything 
to do with writing surveys typically have stayed well 
behind the curve in thi s area. Even very expensive pack-

• Nationwide weekly consumer omnibus survey 

• Guaranteed on-time delivery for full tabulations 

• Questions by noon Wednesday, full tabulations to you 
by 3 p. m. Monday 

• Nationally representative household sample of 1, 000 adults 18 + 

• $750 maximum per closed-end question; discounts for subsamples, 
multiple questions, long-term tracking 

For more information call: SOFI~ES 
Roy Cooper - EXPRESS Manager • 
I-BOO-EXP-POLL 
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ages, like CfMC for tabulations, only 
recently have managed to produce 
files in anything but their proprietary 
file formats or plain text (ASCII) 
files. 

It is a real waste when programs 
which allow you to create question­
naires - and so have questions with 
numbers and labels already on them 
- but can export questionnaire data 
files only as plain , unlabelled text. 
Yet you and I know - and we would 
hope the makers of these programs 
would, too - that somebody, some­
where might want to analyze the data 
more completely than their programs 
allow. Then perhaps, the manufactur­
ers could make the leap, and allow 
you to export data in a form where it 
has labels. You might even wish that 
they would learn how to export files 
to SPSS and SAS, the two big noi ses 
in stati stical software. (If the program 
could export the labels, then you 
would not have to put them in all over 
again to do any other analyses.) 

But usually thi s seems like wishing 
for too much. Information that you 
painstakingly enter for most ques-

OBJECTIVE: 

tionnaire-related programs is lost for 
all others. Perhaps thi s is part of the 
hubri s that seems to crop up in the 
software business - where some 
manufacturers start believing that 
their products ought to serve as the 
one-stop solution for all needs. 
Maybe the makers get exhausted just 
cooking up their own li st of special 
features . Whateve r the case, we 
earnestly wish that the manufacturers 
would see the error of their ways, and 
start to make the software do the real 
work in exporting files, rather than 
leaving thi s to us poor users. 

Apropos to thi s, the head of a large 
software development team once 
remarked to one of us (Struhl): 
"What? You actually expect it to do 
what you want? Don ' t you know it 's 
only software?" End of complaint, 
and we hope that the point is taken -
at least by someone, somewhere. 

Summary 
These programs may, indeed, be 

only software, but they show a great 
deal of intelligence and many good 
features. Sensus Multimedia will give 

Unsurpassed client seroice. 

551 SOLUTION: 
Beth Rounds (Senior Vice President at Custom Research Inc. in 
Minneapolis) - "Satisfying our customers is our highest value, the 
driving force behind everything we do. Which is why we work so 
closely with Survey Sampling. They don't just take our sample 
order. They' re truly in touch with our needs, attuned to our 
corporate culture and who our clients are. They are constantly 

looking for innovative, improved ways to 
ervice us and developing suggestions 
that make our work easier and more 

effective. urvey Sampling ha more 
than once helped us meet 'impos­
sible' client deadlines. We choose to 
work with SS! because of client 

service - our driving force ... and theirs!" 

Ca ll SS! for sampling solutions at 
(203) 255-4200. 

...-: Survey 
~ j Sampling, 
:::.... Inc.® 

Partne rs with survey 
researche rs since 19 77 

you an outstanding solution if you 
need to do advanced PC-based inter­
viewing. It is flexible , can do compli­
cated skip patterns and logic, and 
remembers what respondents said for 
use in later questions. It can sum 
responses, multiply them, and even 
exponentiate, or do math involving 
parenthetical statements - which is 
more than most respondents can do. 
You may have to do a little fiddling to 
get thing just right, and you will 
want to watch for some rough spots 
in the install ation and in how it uses 
the Windows screen di splay. Overall , 
Sen us Multimedia i the best PC­
based interviewing package we have 
seen. 

Survey Said is the leader in versa­
tility, and the most reasonably-priced 
of the programs. You can use it to 
interview on the Web, on PCs, using 
di sk by mai l, and even to create 
scannable forms. Although it shows a 
little inflexibility in question for­
mats, it provides a wide range of 
question types. It does not have all 
the sophisti cated featu res you will 
find in Sensus, but then some of this 
seems inherent in the Web itself. And 
Survey Said lets you put your survey 
up on the Internet, which Sensus 
cannot. 

Decisive Survey is probably the 
program to choose if you will be col­
lecting millions of responses - but in 
that case you will want Decision 
Source, the larger, more expensive 
version. This program only offers four 
basic types of questions, but it is nice­
ly made, and intelligently designed. It 
uses e-mail as its basic method for 
returning surveys, and it seems partic­
ularly well suited for surveys sent out 
in thi s form. If you primarily do sur­
veys bye-mail, and need to go out on 
to the Web at other times, thi s may be 
the software package of choice for 
you. 0 

For more information 
You can find out more about the 
manufacturers from (where else?) 
their Web pages: 

www.decisive.com 
www.sawtooth.com 
www.surveysaid.com 
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Survey Monitor 
continued from p. 6 

those who track stocks on- line, and 
net-connected home banking cus­
tomers. 

Only 39 percent of low-income 
optimi ts currently own PCs. 
However, this moderate penetration 
hides a burgeoning enthusiasm. 
When asked about their interest in 
computers, eight out of 10 prospec­
tive buyers surveyed by Forrester in 
these segments rank near the top of 
the sca le. Enthusiasm combined with 
falling PC prices and strong demand 
for applications like home budget­
ing, educational software and the 
Internet will drive penetration to 49 
percent. Held back economically 
from PC owner hip , African­
Americans and Hispanics in this seg­
ment are 50 percent more likely to 
buy a first PC than their white coun­
terparts. 

"As consumers move on-l ine, mass 
marketers must develop strategies 
that intercept this audience as it 
does," says Bernoff. "Mainstream 
consumers will concentrate their 
early on-line activities on research. 
Consumer electronic , real estate, 
and home improvement site should 
deploy deep informational sites to 
meet this need. Banks , grocery 

obstacles to continuing e-commerce 
growth . The Report found that the 5 
percent of North Americans who buy 
and trade securities on-l ine generally 
share high incomes , optimism 
toward technology, and relative com­
fo rt with on-line security. These e­
commerce participants have been 
on-line for two years and log on to 
the Web daily. Currently, on-line 
buyers rate security as on ly ade­
quate; those yet to buy rate it as poor. 
The survey shows that even among 
Internet transactors, only 26 percent 
believe Internet security is excellent. 
Almost half of all prospective pur­
chasers surveyed by Forrester cite 
credit card fear as obstacles to future 
purchases. 

"Consumer perceptions are 
absolutely inhibiting the growth of 
e-commerce," says Bernoff. "Think 
about the messages they're getting: 
Every time anything is submitted in 
Netscape, a warning about an unse­
cure network pops up, riling all but 
the most avvy Internet users. IBM 
has a TV ad about server security 
that would frighten anyone. The first 
marketing campaign to step up to the 
plate to promote the Internet as a 
secure environment to do business 
will be a clear-cut winner." For more 
information ca ll 617-497-7090 or 
visit the company's Web site at 

www.forrester.com. 

On-line advertising 
gains momentum 

Binary Compass Enterprises 
(BCE), a Los Angeles research com­
pany speciali zing in the study of cus­
tomer satisfaction data on the Web, 
has released data from its Fourth 
Quarter 1997 Internet Shopping 
Report. BCE gathers and analyzes 
shopper data from customers of Web 
merchants around the Web. BCE pub­
lishes a portion of the data it gathers 
in its on-line shopping resource, the 
BizRate Guide (www.bizrate.com) . 

The study reports, among other 
findings, that on-line advertising is 
gaining worth for driving traffic to e­
merchants. 

Although on-line ads are still not as 
effective a browsing referrals in 
directing people to shopping sites, 
the gap is closing. BCE's first 
Internet Shopping Report published 
in May 1997 indicated that 12 per­
cent of surveyed shoppers were 
directed to a site through on-line 
advertisements, whi Ie browsing 
referrals accounted for the remaining 
88 percent. In the current tudy, the 
discrepancy between the two referral 
types decreased, resulting in a split of 
26 percent vs . 74 percent. 

stores, and discount retailers need to ....------------------------------­

inve t in a simple user interface and 
scale economies to satisfy less-
ophisticated, price-sensitive cus­

tomers." 
The report also finds that as PC 

ownership moves down-market, ven­
dors must prepare for a new, broader 
audience. Ads that promote whizzy 
computing features will leave first­
time, low-income buyers cold. 
"Low-cost PC makers like Packard­
Bell should build on their bargain­
minded base with messages about 
ease-of-u e and joining the PC revo­
lution," says Bernoff. "Computer, 
software, and on-line vendors can 
tap into Hispanic and African­
American PC aspirations with multi­
cultural media buys." 

However, the survey found some 

July 1998 www.quirks.com 

"They didn't just tell me how my 
customers felt about our service, they 

showed me how to inlprove it." 

"I see." 

"No ... ICR." 

Asatisfied customer is a repeat customer. ICR's Customer Satisfaction research gives 
you the information you need to improve the quality of your products and services 

in ways that are truly meaningful to your target market. 

Ie R We do more than excel. 

AUS Consultants ' ICR/ lnternational Communications Research ' 605 West State St. 
Media, PA 19063 • ICR Philadelphia (610) 565-9280 • ICR Chicago (847) 330-4465 

85 



It was fo und that direct marketing 
efforts, includ ing catalogs, direct 
mail and e-mail , were most effecti ve 
in referring potential customers to a 
site: 15 .7 percent of shoppers sur­
veyed lea rned of merchant sites 
through direct marketing, spending 
an average of $2 13 per transaction at 
these site . Yahoo! came in as the 
second-most popular referral ource, 
with 14.4 percent of the shoppers 
and an average of $ 109, fo llowed by 
AOL at 9.9 percent and $74. 

In additi on to referrals, BCE's 
study also looked at the fac tors 
affecti ng the purchas ing behavior of 
consumers. According to the report, 
94 percent of shoppers who received 
their orders on time stated that they 
were either "very likely" or " likely" 
to buy again fro m the same mer­
chant, while only 50 percent of those 
who received late orders gave the 
same response. Combined with the 
fi nding that the average purchase 

Name Creation: BOll New Product Bronding 

Name Testing. 

For Information Contact: John P. Hoeppner 

602-488-9660 
P.o. Box 5587· Carefree, AZ 85377·5587 

e-ma il : namequest @ aol.eom 
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amount fo r a repeat customer is $208 
versus $109 fo r firs t-time shoppers, 
thi s fact becomes particularly signif­
icant for retailers doing business on 
the Web. 

In assess ing the merchant attribut­
es that were most important to Web 
shoppers in determin ing which si te 
to purchase fro m, the study fo und 
product avail ability, prod uct selec­
tion, on-time delivery and price to be 
the most important respectively. 
"Contrary to what most reta ilers 
believe, price is not the most impor­
tant fac tor in attracti ng shoppers. 
Rather, success hinges upon a mer­
chant 's ability to excel along several 
dimensions of customer service," 
says Dav id Lau, vice pres ident of 
market research for BCE. 

Another aspect of Internet shop­
ping that the BCE reports have ana­
lyzed in depth has been the demo­
graphics of today's In ternet shopper. 
A surpri s ing findin g that has 
remained virtually unchanged in all 
of the reports is the fac t that men till 
compri se the vast majority of the on­
line shopping popul ation (76 per­
cent), despite reports that the per­
centage of women on the Internet has 
been steadil y increasing. One trend 
that the study did fi nd , however, is 
the ri sing popul arity of Internet 
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shopping among those earning less 
than $50,000. Fifty-fo ur percent of 
the respondents in this study fell 
under thi s income bracket, as 
opposed to onl y 37 percent in BCE's 
first study. "Although the Internet 
shopping popul ation still represents 
a limi ted demographic, with the typ­
ica l shopper being a Caucasian male 
earning an annual income of $65K, 
the introduction of low co t PCs is 
sure to increase the penetration of 
computers in U.S. households, and 
as a result the on-line shopping pop­
ulation will diversify fa irly quickl y 
over the next few years," says Lau. 

The Internet Shopping Report is 
based on 32,826 shopper surveys 
gathered during the three month peri­
od fro m October to December 1997 
fro m customers at 64 on-line retail-
ers including CDNow, CUC 
In te rnational , 1-800-Flower , 
Garden Escape, GolfWeb, Powell 's 
Books, In sight, eToys, Virtual 
Vineyards, CDW, Music Boulevard , 
Crutchfield Corporation, and more. 
These merchants offer a range of 
reta il products including food and 
drink, computer oftware and hard­
ware, home and garden supplies , 
sporting goods , books, music and 
entertainment, and consumer elec­
tronics. The surveys were conducted 
at the point-of-purchase on the Web, 
with a fo llow-up survey sent via e­
mail after the expected date of deliv­
ery. 

An abbrev iated copy of the 
In ternet Shopping Report which fea­
tures general shopper stati stics and 
fi ndings of the study is available fo r 
$495 . The full report, avail abl e 
immediately at an introductory price 
of $ 1,495 , runs over 430 pages in 
length and contains more than 350 
tables and graphs. Thi s study pro­
vides descriptive stati stics, crosstab­
ul ations and analyses of shopper 
demograph ics, transactional data, 
advert isi ng referral data, perfor­
mance and importance ranki ngs of 
10 dimensions of service on the Web. 
For more info rmation ca ll David Lau 
at 3 10-202-53 1 I or visit the compa­
ny' s Web site at www. bina-
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rycompass.com. 

Internet users question 
security 

Degree d •• nlluence d. 'ntemet Sites on Opinion and Pun:hases 
All Internet Users 

65% 

32% 

2% 

A Lot Some Little or 
None 

Influences on Opinion 

49% 48% 

3% 

A Lot Some Little or 
None 

Influences on Purchases 

loans and investments on the 
Internet. People are hungry for 
quality information and 
Internet services which will 
assist them in managing their 
personal finances , according to 
Ken Wanek, president of 
RateNet, a new Web site 
(www.rate.net) that monitors 
and ranks deposit and lending 
rates for over 11,000 institu­
tions nationwide. "Thirty-five 
percent of banks and credit 
unions have Web sites and 
only one in IO of these offer 

A study by New York-based CDB 
Research & Consulting found that 
about half of Internet users think 
information posted on the Internet is 
unrebable. Generation Xers have the 
least confidence in such information, 
while better-educated, affluent and 
employed consumers are most likely 
to trust information viewed on-line. In 
addition to concerns about the reliabi l­
ity of information posted on-line, 
Internet users say the security of elec­
tronically transmitted information is 

more impact on consumer opinion 
than actual purchases," Chiagouris 
says. "Shoppers use the Internet to 

on-line banking," Wanek says. 
In a survey of RateNet customers, the 
number one reason consumers were 
searching the net for a new bank is 
that their current institution lacked 
convenient services such as on-line 
banking. "RateNet's visitors were not 
leaving for better rates," Wanek says, 
"they were simply looking for on-line 
institutions with at least competitive 
rates." 

Security of Credit Card Purchases Over the Internet 
All Internet Users 

Very 
Safe 

Safe 

26% 26% 

Somewhat Somewhat Very 
Safe Unsafe Unsafe 

access product information, 
but they frequently wait to 
make purchases at more tradi­
tional retail outlets. For more 
information call 212-367-
6858. 

On-line banking -
demand exceeds 
supply 

On-line consumers want 
more from their banks. There 
is a growing demand from 
customers who are interested 

Considering current technology, the 
availability of financial alternatives on 
the Internet and the low cost of on-Line 
services, Wanek believes financial 
institutions who do not participate in 
on-line banking are putting their 
futures at risk. For more information 
call Ken Wanek at 414-223-2300, ext. 
3037 or visit the company's Web site 

in locating mortgages, auto at www.rate.net. 

problematic as well. Of 400 people .----------- - -----------------­
polled, 52 percent say that buying 
products on-Line with a credit card is 
unsafe. "The implication is clear," 
says Larry Chiagouris , managing 
director of CDB Research & 
Consulting Inc. "Many on-line ven­
dors are not winning customers from 
traditional retail outlets that guarantee 
security and privacy during business 
transactions . Consumers have funda­
mental concerns about the security of 
personal information transmitted over 
the Internet that many companies have 
yet to adequately address." 

Despite the amount of product 
information available to consumers 
who go on-line everyday, information 
viewed on-line has had little effect on 
Internet users' buying practices. "With 
a few exceptions, such as 
Amazon.com, on-line information has 
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Product & Service Update 
continued from p. 8 

comprehensive reference on how to 
find information on the Internet. The 
60-page guide is entitled, "Search 
Tutorial: Guide to Effective 
Searching of the Internet." Search 
engines are essential starting points 
to finding needles in the Internet's 
300 million document haystack. But, 
on average, users only issue 1.5 key­
words pet query and have little 
knowledge of effective query con-
truction or how Internet search ser­

vices operate. The inability to find 
desired information is cited by three­
quarters of all Internet users as one of 
their biggest frustration . The guide 
is generic to all major search services 
such as Yahoo! , Excite, Infoseek, 
AltaVista, Lycos, HotBot and 
WebCrawler. The gu ide is avai lable 
from its Web site at: 
http://thewebtoo I s .com/searchgood­
ies/tutorial.htm. It may also be down­
loaded from the site in Microsoft 
Word 6.0 and Adobe Acrobat for­
mats. 

Consumer Guide from 
Scarborough 

Scarborough Research , New York, 

has released its Consumer Guide for 
the full year J 997 release of the 
Scarborough Report. The two-disk 
software tool is designed to help 
Scarborough subscribers find the 
thousands of consumer, media and 
retail analysis options avai lable in 
the company 's 60 local market ur­
veys. Users can search by nine major 
categories (auto, travel , banking, 
financial , healthcare, TV, cable, 
product and retail) . Within each cate­
gory are as many as 1,600 products, 
services or stores. For more informa­
tion call Gary Seidner at 212-789-
3560. 

New capabilities from 
Surveycraft 

scyWeb, a Web interviewing mod­
ule from Australia-based Surveycraft 
Systems, now supports all Asian lan­
guages. In addition , Surveycraft 
Systems has released an Asian lan­
guage compatible ver ion of 
scyField-HPC, CAPl software for 
hand-held PCs. ScyField-HPC is 
designed to run complex CAPI sur­
veys on affordable hardware, with 
features to automate question rout­
ing, randomization, arithmetic and 
sliding bar scales. ScyField-HPC can 
share questionnaires and data with 

PRECISION =c=~ RESEARCH 

J'ormerlv 'Precision field Serf! Ices 

CONVENIENT CHICAGO AIRPORT LOCATION 

ClIlIlIsfor 1I comjJlete broc!Jure: 847-390-8666 or 
Visit our Web Site: ll'Il'll'.jJreres.colll 

Surveycraft's software for paper data 
entry, CATI, multimedia CAPI, Web 
interviewing and analysis . 

In add ition, it is now possible to 
update a scyWeb questionnaire while 
it is in use. Previously, users had to 
shut down scyWeb in order to update 
the questionnaire. This feature 
enables scyWeb to u e the old version 
of the questionnaire to complete 
interviews that were commenced 
prior to the update, while all subse­
quent respondents will be presented 
with the updated version. For more 
information visit the Surveycraft Web 
site at www.surveycraft.com or con­
tact Andrew Jeavons at sc-usa@surv­
eycraft.com or at 513-87 L -2580. 

Three new products 
from Pulse Train 

U.K.-based Pulse Train 
Technology has released STAR for 
Windows, a batch tabulation package 
for PCs. Designed as a set of software 
modules for tabulation, the package 
includes a Windows version of Pulse 
Train's existing product STAR and 
additional modules for editing, view­
ing and printing tables, editing card 
data and designing specs for tabula­
tion. Tables can be exported directly 
into HTML format so they can be 
po ted on the Web. They can also be 
exported into .WMF format, for use 
in reports using Microsoft products 
such as Word and Powerpoint. 

The company al 0 released a new 
version of its questionnaire and forms 
processing package, Bellview SCAN. 
Version 2.0 is completely scalable, 
allowing anything from a single user 
station to a networked system of 
scanners and work stations. The 
package includes a workflow system 
which takes care of each stage of 
questionnaire processing. Users are 
free to use any combination of mod­
ules which include scanning, editing, 
verifying and coding. A keying mod­
ule is al so included to allow data 
entry of damaged or unscannable 
questionnaire pages. Data is pro­
duced in flat ASCII format or in an 
ODBC compatible databa e such as 
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Microsoft Access or SQL. 
In addition , the company intro­

duced Bellview WEB , a software 
package for conducting surveys on 
the World Wide Web, including Web 
site questionnaires, consumer panels 
and other types of research . Based on 
the company's existing CAPI and 
CATI software, Bellview WEB 
includes all standard computer-aided 
interviewing features such as routing, 
masking and substitution of text. 
Multimedia elements can also be 
included. For more information call 
Hank Copeland at 561-842-4000 or 
visit the company ' s Web site at 
http://www.ws.pipex.com/ptt. 

New classification tree 
software 

Salford Systems, a San Diego 
developer of data mining software, 
has introduced CART classification­
and-regression tree software. CART 
uses historical data to discover pat­
terns, trends and relationships. For 
experienced data analysts, CART 
provides: multiple automatic self-val­
idation procedures ; adjustable mis­
classifcation penalties; intelligent 
surrogates for missing values; eight 
choices for tree-growing criteria; 
multiple-tree, committee-of-expert 
methods, or bootstrap aggregation; 

done by subject, by title, by agency or 
for comparative data. The foundation 
of Statistical Universe is three refer­
ence databases from Congressional 
Information Service, Inc. , 
American Statistics Index (ASI) , 
Statistical Reference Index (SRI), and 
Index to International Statistics (lIS). 
(AS I and SRI are available now, lIS 
will be available in August.) For more 
information call 800-227-4908 , e­
mail newsales@lexis-nexis.com, or 
visit the company 's Web site at 
www.lexis-nexis .comlbusiness. 

Site offers free job 
postings 

The 10bMarket, an on-line global 
employment service at www.thejob­
market.com, is now offering compa­
nies the ability to place unlimited 
classified postings for free on its site. 
Visitors to the site can take advantage 
of a full line of job-seeking and 
recruitment tools aimed at putting 
qualified candidates in touch with 
potential employers. There is no limit 
on the ad 's length. Companies can 
include a general overview of their 
products and services, a detailed 
searchable description of specific 
candidate ski ll requirements for each 
position listed, and an in-depth 
description of job benefits and corpo-

rate culture. In addition to a mailing 
address, companies can include their 
e-mail address in the classified job 
postings whereby candidates can 
immediately respond to the adver­
ti sed positions while on-line or 
request additional information from 
the corporate representative. Finally, 
The 10bMarket classified postings 
are searchable by the job seeker 
using set criteria including industry, 
title, description , requirements, and 
location, thereby providing prospec­
tive candidates with the ability to 
immediately locate only those adver­
tised positions that meet their needs 
and desires . For more information 
call Marc Hatton at 305-663-3563 or 
send an e-mail to info@thejobmar­
ket.com. 

SPSS upgrades SVSTAT 
SPSS Inc., Chicago, has released 

SYSTAT 8.0. New features to the sta­
tistics and graphing software include 
additional spatial statistics, a 
revamped interface, an Output 
Organizer which navigates compli­
cated analyses by automatically 
scrolling to any analysis or graph 
with one mouse click, a Data Editor, 
and 32-bit architecture. For more 
information call 312-329-2400 or 
visit the company 's Web site at 
www.spss.com. 

and a complete programming lan- ....---- - -----------------------­
guage with flow control for on-the-
fly data manipulation . The product 
supports a variety of desktop stand­
alone and client/server operating 
environments , including Windows 
3.x, Windows 95 , Windows NT, 
Macintosh, UNIX, IBM MVS and 
CMS. For more information call 619-
543-8880 or visit the company 's Web 
site at www.salford-systems.com. 

LEXIS-NEXIS offers 
access to govt. data 

Statistical Universe, a new Web 
product from LEXIS-NEXIS pro­
vides access to U.S. federal , state and 
organizational statistics. Abstracts 
link directly to individual tables, fig­
ures and charts. Searches may be 
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Penn State 
continued from p. 19 

learner at Penn State would take corre­
spondence cour es via textbook, audio 
or videotape, CD-ROM, or videocon­
ferencing. 

Telephone surveys were conducted 
with students completing an indepen­
dent learning certificate program. 
While e-mail survey software is now 
readily available, few quality packages 
were available in earl y 1997, therefore, 
listserv surveys were used. These elec-

State education (53 percent), and had 
access to technology (85 percent) and 
received some sort of reimbursement 
from their employers (43 percent). 

As shown in Figure I , Phase V con­
sisted of major marketing research 
activity on the nine prograrns selected 
by academic deans of Penn State. 
Specifically, three major que tions 
needed to be answered through mar­
keting research. 

1. What is the insti tution 's reputa­
tion? Internal assessments, secondary 
research, Internet searches, rankings 

by national 

Figure 2 • Need for the On· line Program (% Stating Greatly Need) 
media , and 
interviews 
with other 
universities 
and associa­
t ion s , 
showed that 
Penn State 
rates high in 
the fields of 
e ng ine e r­
ing, agricul­
ture, heal th 
care, busi­
ness and 
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scie n ce. 
Therefore, in terms of World Campu 
and the university 's traditional 
strengths, Penn State would look 
strongly at offering turfgrass manage­
ment, GIS, and engineering via the 
World Campus. 

then interviewed these organizations to 
ask them who they thought their com­
petition was. If Penn State was named 
by these organizations, then these fInd­
ings, as well as data from other 
sources, was used to measure reputa­
tion and levels of competition. 

2. How ready are faculty, the depart­
ments, or those providing the instruc­
tion? World Campus leaders quickly 
learned that delivering education 
through the Internet was new to most 
faculty. Many had perceptions that on­
line instruction would be text-heavy 
and have limited graphics or intenic­
tive capabilities. Many did not realize 
that the delivery environment had mul­
timedia capability, allowed for group 
projects, and used a lot of e-mail inter­
action. 

In-depth personal interviews with 
faculty quickly revealed that faculty 
from turfgrass management and a 
number of engineering courses would 
be most ready, while those in the mate­
rial sciences and nutrition would be 
least ready. Staff from OMR and Penn 
State's Di tance Education 
Deprutment interviewed faculty to di s­
cuss departmental readiness, commit­
ment to the program, whether the 
course content was prepared, whether 
the course was delivered through other 
modes of di stance education, and how 
likely would the proposed program 
enhance or meet the strategic goals of 

tronic questionnaires were posted on a 
listserv (an e-mail list centered around 
an interest or field), inviting students 
who were already taking courses with 
Penn State through the Internet on a 
pilot basis to take a survey about edu­
cation via the Internet. 

In late 1997, an e-mail survey using 
a package designed by Decisive 
Software was issued to recent inquirers 
to Penn State's independent learning 
program. Of the 1,403 inquirers who 
gave e-mail addresses, 297 returned 
the survey. A significant percentage of 
non-responses were a result of incor­
rect or expired e-mail addresses, or 
lack of interest. 

Penn State would 
most likely 
encounter lower 
levels of competi­
tion and higher 
level of aware­
ness on these pro­
grams (Figure 1, 

Figure 3 • Access to Technology (%) 
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These electronic and telephone sur­
veys provided information on why stu­
dents chose an independent learning 
mode of study, why they chose Penn 
State, whether they had access to tech­
nology, and did they or their employers 
have ability to pay for continued edu­
cation. In addition to their de ire to 
continue their education, independent 
learners often were seeking conve­
nience of study (82 percent), a Penn 

Penn State staff 
used to measure 
reputation was to 
ask the faculty of 
a department 
proposing a World 
Campus program 
what other 
schools or institu- L--___ -__ H_av_e_H_o_m_e_c_om_p_u_te_r_-__ A_c_ce_s_s _to_l_nt_er_ne_t __ --.l 
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tions offered simi-
lar programs. Staff from Penn State' 
Office of Marketing Research (OMR) 

the academic coUege. 
3. What are the conditions of the 
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population? Serious consideration was 
made regarding the size and demand 
of the market, whether marketing can 
reach them, but more importantly, 
whether they have access to technolo­
gy and the ability to pay. Surveys of 
each population yielded data suggest­
ing that Penn State turfgrass manage­
ment, engineering, GIS, and chemical 
dependency counseling programs 
would be most successful. 
Approx imately 100 surveys were con­
ducted with professionals in each of 
the fields. They were asked whether 
other professionals in their industry 
would be interested in or need the pro­
posed program. While access to tech­
nology was low for those in the chem­
ical dependency counseling profession 
(Figure 2), interest and need in thi s 
program was highest among the five 
programs studied. 

Surveys also revealed that, although 
potential demand would be highest for 
chemical dependency coun eling, 
technical readiness would be a concern 
(Figure 3). Representatives from each 
industry surveyed were asked whether 
they or employees who might benefi t 
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within a research report online 

• Describes, analyzes, and compares 
more than 80 market resea rch 
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PENN STATE 
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fro m the proposed program had access 
to computers at work or at home or 
had access to the Internet. Plastics 
engineering showed low demand and 
the potential audience also had low 
access to technology, thus making it 
less attractive. Both GIS and nutrition 
professionals had h.i gh levels of access 
to computers and the Internet. 

Although access to technology was 
lowest for those interested in chemical 
dependency counseling, demand for 
counselors was expected to double by 
2005, thus making the true market size 
slightly more attractive. In addition, it 
was expected that lower priced com­
puters would playa large part in the 
adoption of technology for thi s popu­
lati on at a later date. 

Other critical factors were the abili ­
ty to pay and the willingness of 
employers to reimburse its employees. 
Figure 4 shows that reimbursement 
possibilities were highest for those in 
the plastics, nutrition, and GIS profes­
sions. These profess ions typically 
have a larger number of employees 
compared to chemical dependency 
clinics or golf courses. 

Find Market 
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• What each service offers ... what they 
charge ... when they are updated ... 
what they cover. .. 

• Questions to ask ... strategies to 
use ... warning igns to look for 

• How to determine the quality of 
resea rch 

• How to use the Internet for your 
research needs 

• Assessments of today's most popular 
Internet sea rch engines 

• Search strategies, commands, and 
features 

• How to find the market research you 
want on: Data tar ... Dialog ... IT 
Profile ... I/Plus ... Profound .. . Lexis-
Nexis ... And More ... 

Call now to order 
1-800-346-3787 

F.Jnd/S\IP ! · 625 Avenue of the Americas • New York, NY 10011 • http://www.findsvp.com AMF 
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courses to their members. 
Using many data sources, final rec­

ommendations were made to launch 
certificate programs in turfgrass man­
agement, chemical dependency coun­
seling, and noise control engineering 

conducted to support the addition of 
noise control engineering to the 
spring offering. In total, 37 students 
registered and were accepted out of 
the 73 who applied to these three pro­
grams. Since the first three programs 

The chemical dependency industry, 
given major changes in health care 
policy and governance, had lower lev­
els of employee reimbursement for 
education. Counseling organizations 
also varied greatly in size, ranging 
from independent counseling 
organizations to large regional 
treatment facilities. 

r----------------------, were offered, Penn State has 
Figure 4 - Reimbursement Through Employer (%) received over 1,000 World 

Campus inquiries from 46 
states, two territories, and 26 
nations on six continents. In-depth interviews 

Other data were collected 
including demographic pro­
files of Internet users, indus­
try outlooks, and interviews 
with major associations. In­
depth interviews were con­
ducted with associations in 
the chemical dependency 
counseling, GIS, engineering, 

100 
87 

and turfgrass fields. Strong 
partnership potential with 
associations or major corpo­
rations also contributed to 
support of a program. For 
example, the Golf Course 
Superintendents Association of 
America was interviewed and later 
partnered with Penn State to deliver 

Chemical 
Dependency 

GIS Turfgrass PlastiCS 
Management Engineering 

in the spring of 1998. Inferences were 
made on demand for engineering 
courses and additional research was 

Hagler Bailly" 
A WORLD AHEAD 

Does your survey center 
provide the highest quality data 
to leading strategy consultants, business operations 

reengineers, new product development teams, 
and marketing communications experts? 

Ours does. 

Hagler Bailly's Survey Research Center 
provides full-service research capabilities to our global staff of 

consultants for consumer and business-to-business markets. 
We invite you to call for assistance with your next project. 

University Research Park, 455 Science Drive, 
Madison, WI 53711-1058 Tel 608-232-2800 

Contact Bryan Ward, E-mail research@haglerbailly.com 

Nutrrtlon 

In the fal l of 1998, a mas­
ters degree in reliability 
engineering will be offered, 
as well as a certificate in 
GIS . Programs such as anes­
thesia and child care were 
moved farther down the con­
sideration list due to a num­
ber of factors (will ingness 
and ability to pay). 

Other courses added to the 
199811999 schedule include 
business logistics, funda­
mentals of engineering, and 
nutrition/dietary systems. 

Other programs for consideration in 
the spring of 1999 currently undergo­
ing marketing research include statis­
tics, illumination and lighting, agri­
cultural economics, and landscape 
contracting. 

Wide range 
A wide range of research processes 

were used to prioritize Penn State 
World Campus educational offerings, 
but more importantly, research helped 
to guide a path of low risk and brand 
equity maximization of the Penn State 
name. Penn State's use of marketing 
research has made the likelihood of 
making mistakes such as poor pricing 
decisions or entry into a highly com­
petition or technology deficient mar­
ket unlikely. 

As technology continues to change 
and greater educational offerings 
become more prevalent through the 
Internet, marketing research will help 
as ess Penn State's current offerings 
and expand to other programs and 
degrees. While competition will no 
doubt increase, Penn State's programs 
are unlikely to incur many attacks due 
to the university'S signature program 
positioning and constant use of mar­
keting research to reach new cus­
tomers.O 
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Front line 
continued from p. 21 

mation. The site also features ser­
vice and support areas and a knowl­
edge database. 

Bay Networks conducts a quar­
terly user survey to obtain informa­
tion about Web site visitors' 
Internet architecture, the browsers 
they use, which platform(s) they 
use, if they use Java, and their over­
all sati sfaction with the Bay 
Networks site. 

Surveys are also run in the differ­
ent sections of the site, to see how 
the various audiences (resellers, 
network managers, etc.) feel about 
the sections designed for them. A 
Java applet randomly invites visi­
tors to take the survey. 

Quick turnaround of results is 
one of on- line research 's selling points, says Connie 
Sanchez, Bay Networks' Web marketing manager. "It 
depends on how much traffic your site generates, but we 
have no problem turning around 500-response surveys in 
a few days. Recently, for example, we were designing a 
new section on the site and we wanted to find out what 
size screen users have, so that we can design content to 
take advantage of that. We were surprised to find out that 
80 percent were on larger screen sizes. We needed that 
information right away to move ahead with the design 
work." 

Sanchez says that the ability to embed graphics in the 
survey form aids respondent recall. "For a technology 
survey in which we asked what plug-ins [like Acrobat or 
Shockwave] respondents had, we embedded the ' down­
load icons into the survey so they would cli ck on the ones 
they had on their system. That helped people remember, 
because they might not recall the name of the product but 
they recognize the logo." 

That capability wi ll he lp Bay Networks as it looks at 
conducting on-line usability testing. "We ' re exploring 
that as a way to test different concepts and mock ups of 
user interfaces. We would like to actually load the graph­
ical interface; it would be embedded within the survey so 
people can view it and make comments and answer ques­
tions." 

For some of its on-line research , Nickelodeon uses 
Digital Marketing Services (DMS), a Dallas, Texas, firm 
that gives clients access to America Online's (AOL) 12 
million users through AOL's Opinion Place, a member 
area devoted to research. Visitors to Opinion Place pro­
vide screening information about themselves which 
enables them to be considered for a wide range of sur-
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veys. 
For Nickelodeon 's surveys, par­

ents of nearly 1,500 7-to-14-year­
old kids were recruited to help their 
kids complete a survey on their on­
line habits, including their favorite 
on-line locations (both Web sites 
and AOL areas), their impressions 
of Nickelodeon, etc. "Our aim was 
to segment kids in terms of how 
they use on-line and find out what 
they like or don ' t like about given 
areas in sites," says Dave Charmatz, 
director of Nick at Night and TV 
Land research for Nickelodeon . 
"Kids are hard enough to talk to 
anyway, and with our strong pres­
ence on AOL it made sense to do it 
on AOL and the Opinion Place 
seemed like the perfect place to do 
it. 

"All the controls that you have on a regular survey are 
there. If you want to make sure you don ' t oversample in 
a certain age group, you just put those requirements in up 
front. You can fill out many questionnaires in a short 

"Our aim was to segment kids 

in terms of how they use on­

line and find out what they like 

or don't like about given areas 

in sites." 
- Dave Charmatz, Nickelodeon 

period of time; we can do 1,500 kids in a week." 
Involving the parents was key, Charmatz says. "AOL 

overall has relatively strict guidelines on talking to kids 
on their service. Our standards are even more rigid than 
theirs are. But any time you're talking to kids, especially 
the young ones, you need to involve the parents because 
of thei r ability to type and help answer the questions. As 
far as parent supervision, we want to make sure they 're 
comfortable with what we're asking the kids, and make 
sure that anything we're asking isn' t too confusing. 
We ' re very cognizant of on-line security and we don 't 
ask anything very personal. And since it is done in a 
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secured area on AOL, they' re more 
relaxed about the process." 

Like Bay Networks' Sanchez, 
Charmatz cite the ability to incorpo­
rate graphics into surveys as a wel­
come aspec t of on-line research . "We 
used miniaturi zed front screen cap­
tures of the Web sites and on-line 
areas we were asking the kids about, 
which wa a big plus for us because 
we fe lt that it limjted orne of the 
confu ion between complementary 
Web sites and AOL areas." 

"We were able to use images and 
logo as reference points to help the 
kids identify if they had visited the 
ite, as a point of reference when we 

were asking them about it," says 
Shelly Bracken, senior director, busi­
ness development, OMS . 

Caveats 
On-line research has a great future, 

Charmatz says, a long as people 
keep orne important issues in mind. 
"For certain types of products it 's 
ideal. But overall , on-line ha a ton 

just one or two. 
"We use on- line because we want 

to talk about on-line to kid who are 
on-l ine and we use AOL because 
it 's such a major presence; two­
thirds of kids on-line are using AOL 
to some extent. It 's the best place 
for us to do thi s ki nd of re earch. 
That's not to say we won't do 
research on the Web using the nth 
vi ito r or something like that. But 
then there are other issues wi th 
ecurity on the Web where it 's a lot 

harder to get parents to sign off.on 
letting their kids take surveys. Tn 
thi s enviro nment we know the par­
ents are more willing to give us that 
kind of permiss ion." 

In one-PC, one-phone line house­
ho lds, many kids are allowed onl y a 

_ _ ___ '"'-_ -'-"i ___ ---' limited time on-line. So they may 

of caveats that have to be ass umed 
go ing in , espec ially when yo u' re 
looking at other people' research. If 
you know what those caveats are, 
that's fi ne. Any research has its nat­
ural biases; on-line has more than 

not want to take va luable ti me to 
conduct a survey, Charmatz says. 
"There are some issues with self­
se lection, bu t OMS tries to go back 
and sample off- line as we ll as on-line 
to see that their sampling procedures 
match the overall AOL uni verse and 

--------------------------------, how it projects to the nati onal uni-
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The capab il iti es of on-line 
research are growi ng (to inc lude 
more advanced graphics presenta­
tions and aud io and video stream­
ing), bu t unless home computer tech­
nology keeps up, the advances won't 
mean much. " If the respondent can't 
handle a ll the graphics and data 
because they are using a 14.4 modem 
and a 386 machine, it's not that use­
ful ," Charmatz says. 

Respondent control 
As these examples show, though 

on-line research i n' t yet suitable fo r 
urveys of the general popul ation, it 

is a great way to reach spec ific audi ­
ences. And in many cases, it allows 
respondents to contro l when they 
participate in the research process. 
"Over my yea rs in resea rch, I' ve 
fo und that most consumers trul y do 
want to give their opini on. Most are 
intere ted in companies prov iding 
better things fo r them, bu t they want 
to give us that informati on at thei r 
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convenience, not when we want them 
to," Bracken says. 

In addition to contro lling when 

they take the survey, on-line respon­
dents can often contro l how long 
they spend completing it. They aren' t 

that has hurt our industry the most is 
getting people on the phone and say­
ing, '1 just have a few questions for 
you' and keeping them on the phone 
fo r an hour," Brac ken says. "They 

decide they aren' t go ing to do that 

"We use on-line because we 
want to talk about on-line to 
kids who are on-line and we use 
AOL because it's such a major 
presence; two-thirds of kids on­
line are using AOL to some 
extent. " 

- Dave Channatz, Nickelodeon 

again. We' re up-

front with respon­
dents about the 
length of the sur­
vey and they are 

there because they 
have the time to 
take the survey. 
When they are 
ready to g ive their 
opini on, the sur­
vey is ava ilabl e 

fo r them 24 hours 
a day, seven days a 
week. 

"We know how 

--------------------- di fficult it is to 
at the mercy of an interviewer on the 
other end of the phone line. "That's 

important because one of the things 

Names of Note 
continued from p. 10 

Crimmins and Forman Marke t 
Research, Inc., Southfie ld , Mi ch.; 
Christine Farber of Eag le 

Research, Denver; H. Grace Fuller 
of Full er Research Serv ices, Inc., 
Portsmo uth , Va.; J. Patrick 
Galloway of Ga ll oway Research 

Se rvices, San Antonio, Texas; Ann 
H udson of The Consumer Cente r of 
Mid-F lorida, Safety Harbor, 
Florida.; Gwen Kaplan of Survey 
Sampling, Inc., Fairfie ld , Conn .; 
Cathy Kneidl of Quali ty Contro ll ed 
Se rvices, Fenton, Mo.; M ichael 

Mermelstein of Co mmun icati o ns 
Center, Inc. , Washington, D.C. ; and 

Betsy Peterson , MRA executive 
directo r. 

Margarp.t Bustell ha~ been named 
midweste rn 
ad ve rti ser/age ncy 

Arbitron in Chicago. 

manager, 
serv ices, fo r 

Market Probe, Inc., a Mil waukee 

interview anybody, especiall y kids. 
People are not answering the phones, 
they' re not in the malls stopping for 

Ethington, CPA, accounting & 
fi nanc ial officer. 

Dan Bernard has joined 
Marketing Systems Group, 
Phil ade lphia, as vice president of the 

PRO-T-S Te lephony Systems di vi­
sion. In addition, Tom Barber a has 
been named vice president-marketing 
fo r a ll corporate acti vities, and 

Gregg Kennedy has been named 

vice pres ident of the GENESYS 
Sampling Systems di vision. 

Answers Research, Solana Beach, 
Cali f., has added Terry Kaufma n to 
support its bu siness deve lopment 

efforts. 

Richard Sciacca has been promot­
ed to manager, worldwide marketing 
research and product optimi zation at 
Abbott Laboratories Diagnostics 
Division in Chicago. 

Schulman, Ronca & Bucuvalas, a 
New York research firm , has appoint­

ed Mark E. Donnelly to head its 

research firm, has named Karen Financial Services Group. 
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s urveys. As an industry we do 

research to find out what consumers 
want to te ll our clients. With the ri s­

ing non-contact and refusal rates, 
consumers are clearly telling us that 
[on-line research] is what they want 
and yet we are the las t to take our 
own ad vice. We ask our clj ents to 
start li stening to the consumer. I 

think we in the research industry 
need to start listening to the con­
sumer as well." 0 

• 
INTELLIGENT 

TO-FIND 
INFORMATION 

BUllnelllntelligence Associates 
provides clients with business 

IntaRlpnce beyond mere 
InlormltiolL We're experts in 

IocItmg ... obtaining hard-to· find 
Informltlon that's customized for 

your business. Quickly and 
COlt effectively. 

Our lervices include 
Indultry analysis, company 
profiling, product/service 

111811mant, competitive analysis, 
trend monitoring, and key 

Issue identification. 

Our techniques for 
gltherlng information from 

prlmlry and secondary 
relources rely on knowing how 

to tIP the knowledge and 
experl.a of our information 

Ind expert networks. 

BUSiNESS 
f I : i i 3 ! ! [9 3 : (3) 
ASSOCIATES 

4021 FAIRFAX ORIVE 
COLUMBUS, OHIO 43220 

(814) 459·0515 • FAX (814) 459·0514 
http://www.bizintell.com 
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Alexander + Parker 
30 Almaden CI. 
San Francisco, CA 94118 
Ph. 415-751-0613 
Fax 415-751-3620 
E-mail: alexpark@compuserve.com 
http://www.alexpark.com 
Contact: Sherry Parker 
ObservationaVEthnographic Rsch., 
Foodl8ev., Package Goods, 
Healthcare. 

Jeff Anderson Mlrtg. Rich. 
Consulting 
1545 Hotel Circle S., Ste. 130 
San Diego, CA 92108 
Ph. 619-566-3269 
Fax 619-295-6645 
E-mail: JAMRC@aol.com 
Contact: Jeff Anderson 
"Blending Art With Science. " Member 
QRCAIAMA. 

Asian Marketing Communication 
Research/Dlv. 01 II&AMCR, Inc. 
1301 Shoreway Rd. , Ste. 100 
Belmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail: AsianDiv@hamcr.com 
http://www.hamcr.com 
Contact: Sandra M.J. Wong, Ph.D. 
Qual./Quant. Full-Service Research In 
U.S. & Asia. Cantonese, Mandarin, 
Japanese, Korean, Vietnamese, 
Tagalog. 

Automotive InSights, Inc. 
Sports Insight 
58 Egbert SI. 
Bay Head. NJ 08742 
Ph. 732-295-2511 
Fax 732-295-2514 
E-mail: Autoins@aol.com 
Contact: Douglas Brunner 
Full-Service Research For Automotive 
and Sports Industries. Focus 
Groups/Product Clinics/Sports 
Events. 

AutoPaclllc, Inc. 
12812 Panorama View 
Santa Ana, CA 92705-6306 
Ph. 714-838-4234 
Fax 714-838-4260 
E-mail: karxprtl@ix.netcom.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 
1300 Groups Moderate & Recruit. 

8AIGloballnc. 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail: kpermut@baiglobal.com 
Contact: Kate Permut 
We Maximize The Power Of 
Qualitative Res. To Get The Clear. 
Concise Results You Need For Real 
Business Decision-Making. 

Behavior Research Center, Inc. 
1101 N. First SI. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail: brc@primenel.com 
Contact: Earl de Berge 
Contact: Luis N. Ortiz 
Bilingual; U.S/Latin Amer.;35+ Yrs. 
Exp. ; All Subjects. 

Best Practices Research 
Div. Meridian Business Resources, Inc. 
27140 Colo Hwy. 74 
Evergreen, CO 80439 
Ph. 303-670-7989 
Fax 303-670-7226 
Contact: Ron Riley 
Since 1983. F-l000 Client List. 
Innovative. Solid 
IntervieWing/Analysis. QRCA. 

Millon I. Brand Marketing 
Consultant 
20300 Civic Center Dr., Ste. 207 
Southfield, MI 48076 
Ph. 248-223-0035 
Fax 248-223-0036 
E-mail: MILBRA@aol.com 
Contact: Milton Brand 
New Products - Qualitative Research 
& Consulting. 

Burr Research/Reinvention Prevention 
4760 Fremont SI. 
Bellingham, WA 98226 
Ph. 360-671-7813 
Fax 360-671-7813 
E-mail: BURRRESEAR@aol.com 
Contact: Robert L. Burr. FLMI, CLU 
Providing Answers Via Actionable 
Survey, Focus Group, And l-on-l 
Research. Financial Services 
Consulting. 30+ Yrs. Experience. 

C&R Research Services, Inc. 
500 N. Michigan Ave. , 12th FI. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail: info@crresearch.com 
Contact: Jim Flannery 
Leading Supplier Of Qual. Rsch. In 
The U.S. With Over 30 Yrs. Of 
Experience. 

Cambridge AssOCiates, ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: waICkendall@prodigy.com 
Contact: Walt Kendall 
Finest In Focus Grp. Prep., Mod. & 
Analysis. Call To Discover The 
Difference. 

Cambridge Research, Inc. 
5831 Cedar Lake Rd. 
SI. Louis Park, MN 55416 
Ph. 612-525-2011 
Contact: Dale Longfellow 
High Tech, Executives, Bus. -Ta­
Bus., Ag., Specifying Engineers. 
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Campos Market Research, Inc. 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail: campos@campos.com 
Contact: R. Yvonne Campos 
Full Service Mkt. Rsch. Firm -
Consumer & Bus.-to-Bus. 

CB&A Market Research 
1400 Westgate Center Dr. , Ste. 200 
Winston-Salem, NC 27103 
Ph. 910-765-1234 
Fax 910-765-1109 
E-mail: cba@nr.infi.net 
http://www.cba@nr.infi.net 
Contact: Amy Anderson 
Full Service Marketing Research, 
State-of-the-Art Facilities. 

Consumer Opinion Services 
12825-1 st Ave. South 
Seattle, WA 98168 
Ph. 206-241-6050 
Fax 206-241-5213 
E-mail: cos-info@cosvc.com 
http://www.cosvc.com 
Contact: Jerry Carter 
Consumer. Business Groups and 
One-On-Ones. 

Creative Focus, Inc. 
209 The South Chace 
Atlanta, GA 30328 
Ph. 404-256-7000 
Fax 404-347-8800 
E-mail: vardis@mindspring .com 
http://www.aimsinc.com/creativefocus 
Contact: Harry Vardis 
Foc. Grps., Ideation, Name Dev. . 
StrategielPlanning Sessions. 

Cultural Insights, Inc. 
10510 Buckeye Trace 
Goshen, KY 40026 
Ph. 502-228-3708 
Fax 502-228-2829 
E-mail: insights@ntr.net 
http://www.culturalinsights.org 
Contact: Michael C. Sack 
Non-profit Firm Specializing In 
Christian Religious Studies, 
Community Needs Analysis & Cross­
cultural Research. 

Cunningham Research Associates 
2828 W. Parker Rd ., Ste. B202 
Plano, TX 75075 
Ph. 972-596-4072 
Fax 972-964-3404 
E-mail: crasrch@aol.com 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch.: Consumer. 
Advg., Bus/ Bus., Hi-Tech. 

Daniel Associates 
49 Hill Rd .• Ste. 4 
Belmont, MA 02278 
Ph. 617-484-6225 
Fax 800-243-3493 
E-mail: sdaniel@earthlink.net 
http://www.earthlink.netl- sdaniel 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 
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Decision Analyst, Inc. Doyle Research AssOCiates, Inc. 
Diag. guskey & heckman, research 

604 Ave. H East 
cnslts. 

Arlington, TX 76011-3100 
919 N. Michigan/Ste. 3208 Findings International Corporation Duquesne Univ., School of Business 

Ph. B17-640-6166 
Chicago, IL 60611 9100 Coral Way, Ste. 6 Pittsburgh, PA 15282 
Ph. 312-944-4848 Miami, FL 33165 Ph. 412-396-5842 

Fax 817-640-6567 
E-mail: 
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jthomas@decisionanalyst.com 
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Contact: Kathleen M. Doyle E-mail: findings@interfindings.com Contact: Dr. Audrey Guskey 

Contact: Jerry W Thomas 
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Depth Motivation Research. National 
Varied Expertise. Hispanic SpeCialists, Focus Groups, Strategies. 

One-on-Ones. 
Firm. D/R/S HealthCare Consultants Hammer Marketing Resources 
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121 Greenwich Rd., Ste. 209 First Market Research Corp. 179 Inverness Rd. 
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Contact: Sharon Driver Contact: Dr. Murray Simon E-mail: mpriddy@ziplink.net Contact: Bill Hammer 

Actionable Results To Drive Your Specialists in Research with http://www.firstmarket.com 15th Year. Business-to-Business and 

Market Decisions. Providers & Patients. Contact: Jack M. Reynolds Consumer. 
Health Care, Physicians, Advertising, 

Dialectics Inc. The Eisenmann Group Financial Services. Pat Henry Market Research, Inc. 

340 Minorca Ave. , Ste. 4 734 W. Willow St. 230 Huron Rd. NW., Ste. 100.43 

Coral Gables, FL 33134 Chicago, IL 60614 First Market Research Corp. Cleveland, OH 44113 
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Energy/Finance/Transportation/Travel/ Quality Service. http://www.firstmarket.com 

Education. 
Contact: James R. Heiman Suzanne Higgins Associates 

Elrick and Lavidge High TeCh, Publishing, 151 Maple Ave. 

Direct Feedback 1990 Lakeside Parkway Bus. -To-Bus., Telecommunications. Old Saybrook, CT 06475 

4 Station Square, Ste. 545 Tucker, GA 30084 
Ph. 860-388-5968 

Pittsburgh, PA 15219 Ph. 770-621-7600 Linda Fitzpatrick Research Svcs. Fax 860-388-5968 

Ph. 412-394-3676 Fax 770-621-7666 Corp. E-mail: Higgins.S@worldnet.att.net 

Fax 412-394-3660 E-mail: elavidge@atl,mindspring.com 102 Foxwood Rd. Contact: Suzanne Higgins 

Contact: Lisa Karhu http://www.elavidge.com West Nyack, NY 10994 Advtg.lPkg. Gds. 16+ Yrs. Exp. (9 

Bus. -To-Bus/Consumer/Recruitl Contact: Susan Kimbro Ph. 914-353-4470 With Top NY Ad Agency.) 

Moderate/Report. Full-Service National Capability. Fax 914-353-4471 
http://www.fitzpatrickmarketing.com Hispanic Marketing 

Directions Data Research Erlich Transcultural Consultants Contact: Linda Fitzpatrick Communications Research/Div. of 

1111 Northshore Dr. 21241 Ventura Blvd., Ste. 193 Since 1985, Expert In H&AMCR, Inc. 

Knoxville , TN 37919-4046 Woodland Hills, CA 91364 Marketing/Group Dynamics. 1301 Shoreway Rd. , Ste. 100 

Ph. 423-588-9280 Ph. 818-226-1333 
Belmont, CA 94002 

Fax 423-584-5960 Fax 818-226-1338 Focus Plus, Inc. Ph. 650-595-5028 

E-mail: rbryant@directionsdata.com E-mail: Etcethnic@aol.com 79 5th Avenue Fax 650-595-5407 

Contact: Rebecca Bryant Contact: Andrew Erlich, Ph.D. New York, NY 10003 E-mail: gateway@hamcr.com 

Advanced RIVA-Trained Full Svc. Latino, Asian, African Amer., 
Ph. 212-675-0142 http://www.hamcr.com 

Moderator/Focus Facility/Phonebank. Amer. Indian Mktg. Rsch. Fax 212-645-3171 Contact: Felipe Korzenny, Ph. O. 
E-mail: focusplus@msn.com Qual./CIuant Ful/-svc. Reseaa:h In Spanish 

Doane Marketing Research, Inc. Essential Resources Contact: John Markham & Portuguese. Focus Groups, In-Depth 

1807 Park 270 Dr. , Ste. 300 P.O. Box 781 Impeccable Cons. & B-B Interviews In US. & Latin America. 

P.O. Box 46904 Livingston, NJ 07039 Recruits/Beautiful New Facility. 
St. Louis, MO 63146 Ph. 973-740-0255 Holleran Consulting 

Ph. 314-878-7667 Fax 973-740-0267 4J's Market Research Services, Inc. 2951 Whiteford Rd. 

Fax 314-878-7616 E-mail: essresou@idt.net 211 E. 43rd St. York, PA 17402 

E-mail: dtugend@doanemr.com Contact: L. Mundo 
New York, NY 10017-4704 Ph. 717-757-2802 or 800-941-2168 

Contact: David M. Tugend Foc. Grps., Mod. , IDls, Surveys, 
Ph. 877-658-7724 (877-MKT-RSCH) Fax 717-755-7661 

Largest FUIl-svc. Agri.Net. Care/Pet Secondary Rsch. , CI. 
Fax 877-693-2987 (877-NY-FAX-US) E-mail: info@holleranconsult.com 

Prod. Mkt. Rsch. Co. Contact: Donna Peters http://www.holleranconsult.com 

FacFind, Inc. 
Contact: Melinda Fischer 

Dolobowsky Qual. Svcs., Inc. 6230 Fairview Rd., Ste. 108 GraffWorks Marketing Research Women 's and Minority Research Is 

94 Lincoln SI. Charlotte, NC 28210 10178 Phaeton Dr. Our Specialty. 

Waltham, MA 02451 Ph. 704-365-8474 Eden Prairie, MN 55347 
Ph. 781-647-0872 Fax 704-365-8741 Ph. 612-829-4640 Horowitz Associates Inc. 

Fax 781-647-0264 E-mail: facfind@aol.com Fax 612-829-4645 1971 Palmer Avenue 

8nai1:Reva DolobowskY@woridnet .att.ni Contact: Tracey Snead E-mail: Graffworks@aol.com Larchmont, NY 10538 

Contact: Reva Dolobowsky Varied, Affordable Southern Contact: Carol Graff Ph. 914-834-5999 

Experts In Ideation & Focus Generalists. 
Distribution Channel Rsch., Bus. -to- Contact: Howard Horowitz 

Groups. Formerly with SynectiCS. Bus. New Prod. Dev.; Key Decision 
CableNideo Marketing-

Maker Recruit. , Meeting Facilitation. 
Programming-Telecommunications-
Internet. 
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Markinetics, Inc. 
Image Engineering, Inc. Bart Kramer & Associates Market Connections, Inc. P.O. Box 809 
10510 Buckeye Trace 440 Wood Acres Dr. 13814 S. Springs Dr. Marietta, OH 45750 
Goshen, KY 40026 East Amherst, NY 14051-1668 Clifton, VA 20124 Ph. 614-374-6615 
Ph. 502-228-1858 Ph. 716-688-8653 Ph. 703-818-2476 Fax 614-374-3409 
Fax 502-228-2829 Fax 716-688-8697 Fax 703-818-3730 E-mail: coleman@markinetics.com 
E-mail: imageeng@ntr.net E-mail: i<ramer.associales@wor1dnetattnet E-mail: mktcnnect@aol.com Contact: Donna Coleman 
htlp:/lwww.BrandRetail .com Contact: Barton J. Kramer Contact: Lisa Dezzutti Senior Transportation Industry 
Contact: Michael C. Sack Design/Execution Of New/Improved Full-Service, Actionable Results, Experts. All Audiences. Specialist In Image-based Projective 

Product Research. Gov't. Experience. 
Qualitative Research, Small Sample! 

MCC Qualitative Consulting Red Flag Testing & Package Design Lachman Research & Mktg. Svces . Market Development, Inc. 
Evaluation. 600 B St., Ste. 1600 100 Plaza Dr. 

2934 1/2 Beverly Glen Cir., Ste. 119 Secaucus, NJ 07094 
In Focus Consulting Los Angeles, CA 90077 San Diego, CA 92101 

Ph. 201-865-4900 or 800-998-4777 Ph. 619-232-5628 
2327 Blueridge Ave. Ph. 310-474-7171 

Fax 619-232-0373 Fax 201-865-0408 
Menlo Park, CA 94025 Fax 310-446-4758 E-mail: Info@mktdev.com Contact: Andrea Schrager 
Ph. 415-854-8462 E-mail: rflachman@aol.com http://www.info@mktdev.com Insightful, Innovative, Impactful, 
Fax 415-854-4178 Contact: Roberta Lachman Contact: Laurie Elliot Action-Oriented Team Approach. 
E-mail: echardon@compuserve.com Advg. & Mktg. Foc Grps and One-on- U.S. Hisp./Latin Amer., Offices In NY, 
Contact: Elena Chardon-Pietri, Ph.D. Ones. Cons./ Business-to-Business. Mexico City. Meczka Marketing/Rsch./Cnsltg. , Inc. 
Bilingual, Eng. & Spanish, Qual. & 5757 W. Century Blvd., Lobby Level 
Quant. Rsch., Wide Rng. Indus'/Mkts. Leichliter Associates Mktg. Rsch ./ Market Directions, Inc. Los Angeles, CA 90045 

In Moderation 
Idea Development 911 Main St., Ste. 300 Ph. 310-670-4824 
P.O. Box 788 FOR Station Kansas City, MO 64105 Fax 310-410-0780 3801 Conshohocken Ave. , #816 New York, NY 10150-0788 

Philadelphia, PA 19131 Ph. 816-842-0020 Contact: Anthony Diaz 
Ph . 215-871-7770 

Ph. 212-753-2099 Fax 816-472-5177 Qual./Quant. Rsch. 25 Yrs. Exp. 
Fax 215-871-7773 

Fax 212-753-2599 E-mail: terri@marketdirections.com Recruit & Facility. 
E-mail: inmoderation@erols.com E-mail: leichliter@aol.com http://www.marketdirections.com 
Contact: Dean Bates Contact: Betsy Leichliter Contact: Terri Maize MedProbe™, Inc. 
Qualitative Research Focus Groups Innovative Exploratory Rsch'/Idea Full-service Market Research. 600 S. Hwy. 169, Ste. 1410 
For All Industries. Development. Offices NY & Chicago. Minneapolis, MN 55426-1218 

Market Navigation, Inc. Ph. 612-540-0718 
Irvine Consulting , Inc. Lieberman Research Worldwide Teleconference Network Div. Fax 612-540-0721 
2207 Lakeside Drive 1900 Avenue of the Stars 2 Prel Plaza 

Contact: Asta Gersovitz, Pharm.D. 
Bannockburn, IL 60015 Los Angeles, CA 90067 Orangeburg, NY 10962 
Ph. 847-615-0040 Ph. 310-553-0550 Ph. 914-365-0123 MedProbe Provides Full Qualitative & 

Fax 847-615-0192 Fax 310-553-4607 Fax 914-365-0122 Advanced Quantitative Market 

E-mail: DBSG96A@prodigy.com E-mail: kgentry@lrw-la.com E-mail: Ezukergo@mnav.com Research Including SHARECAST'" & 

Contact: Ronald J. Irvine Contact: Kevin Gentry E-mail: GRS@mnav.com SHAREMAP". 
PharmiMed: Custom Global 20+ Yrs. Custom Qual./Quant. Market http://www.mnav.com 
QIJan.lQual. Res. & Facility. Research Solutions. Contact: Eve Zukergood The Mercury Group, Inc. 

Contact: George Silverman 8 W. 38th St., 8th fl. 
JRH Marketing Services, Inc. Low + Associates, Inc. Med., Bus.-to-Bus., Hi-Tech, Indust., New York, NY 10018 
29-27 41st Ave. (Penthouse) 5454 Wisconsin Ave., Ste. 1300 Ideation, New Prod., Tel. Groups. Ph. 212-997-4341 
New York, NY 11101 Chevy Chase, MD 20815 Fax 212-768-7105 
Ph. 718-786-9640 Ph. 301-951-9200 

Market Research Associates E-mail: TMGDB@aol.com 
Fax 718-786-9642 Fax 301-986-1641 

2082 Business Center Dr. , Ste. 280 Contact: David Berman 
E-mail: 72114.1500@compuserve.com 

E-mail: research@lowassociates.com 
Irvine, CA 92612 Medical Mkt. Research By Marketers. 

Contact: J. Robert Harris" Ph. 714-833-9337 
W/Full Reports. Founded 1975. Check Out The Rest Contact: Nan Russell Hannapel Fax 714-833-2110 

But Use The Best! Health/Fin.lCust. Sat. Upscale FG E-mail: bajfoster@aol.com 
Facility. Recruit from MD, DC, N. VA. Contact: Barbara Fields Michelson & Associates, Inc. 

Just The Facts, Inc. Extensive Experience Moderating 1900 The Exchange, Ste. 360 
P.O. Box 365 Macro International Variety of Subjects. Atlanta, GA 30339 
Mt. Prospect, I L 60056 11785 Beltsville Dr. Ph. 770-955-5400 
Ph. 847-506-0033 Calverton, MD 20705-3119 Marketeam Associates Fax 770-955-5040 
Fax 847-506-0018 Ph. 301-572-0200 1807 Park 270 Dr., Ste. 300 E-mail: focus@onramp.net 
E-mail: JTFacts@islandnet.com Fax 301 -572-0999 P.O. Box 46904 http://www.michelson.com/research 
http://www.just-the-facts.com E-mail: halverson@macroint.com SI. Louis, MO 63146 Contact: Mark L. Michelson 
Contact: Bruce Tincknell Contact: Lynn Halverson Ph. 314-878-7667 Much More Than Moderation 
We Find The Facts!"" Full-Svc., Camp. 

Large Staff of Trained Moderators Fax 314-878-7616 Nat'l. Full-Svc. Qual./Quant. 
Intel. , Mktg. Cnsltg. Actionable E-mail: cblock@doanemr.com 
Results. Available in Many Areas. Contact: Carl Block MindSearch 
Kerr & Downs Research Mari Hispanic Field Service 

Consumer Health Prods., Sm. 272 Whipple Rd . 
2992 Habersham Dr. 2030 E. Fourth SI. , Ste. 205 

Appliances, Litigation/Mock Jury Rsch. Tewksbury, MA 01876 
Tallahassee, FL 32308 Santa Ana, CA 92705 Marketing Advantage Rsch. Cnslts., Ph. 978-640-9607 
Ph. 850-906-3111 Ph. 714-667-8282 Inc. Fax 978-640-9879 
Fax 850-906-3112 Fax 714-667-8290 2349 N. Lafayette SI. E-mail: msearch@ziplink.net 
E-mail: PD@kerr-downs.com E-mail: mari.h@ix.netcom.com Arlington Heights, IL 60004 Contact: Julie Shaylor 
http://www.kerr-downs.com Contact: Mari Ramirez Lindemann Ph. 847-670-9602 Direct Marketing, Sm. Bus., 
Contact: Phillip Downs Spanish Lang. Mod., 17 Yrs. Exp. Fax 847-670-9629 Bus./Bus., Execs./Profs. 
Master Moderator - The Moderator Qual./Quant., Domestic/X-Country. E-mail: mjrichards@aol.com 
Makes or Breaks a Focus Group. Contact: Marilyn Richards Francesca Moscatelli 

Knowledge Systems & Research, The Market Connections Group 
New Product DevelopmentlHi- 506 Ft. Washington Ave ., 3C 
Tech/MultimediafTelecomm. New York, NY 10033 Inc. of Cu lturalAccess Worldwide 

500 South Salina St., Ste. 900 5150 EI Camino Real , Ste. 0-11 Marketing Matrix, Inc. Ph. 212-740-2754 

Syracuse, NY 13202 Los Altos, CA 94022 2566 Overland Ave., Ste. 716 Fax 212-923-7949 
Ph. 315-470-1350 Ph. 650-965-3859 Los Angeles, CA 90064 E-mail: francesca@bigplanet.com 
Fax 315-471-0115 Fax 650-9653874 Ph. 310-842-8310 Contact: Francesca Moscatelli 
E-mail: HQ@krsinc.com Contact: M. Isabel Valdes Fax 310-842-7212 Latino Bi-Lingual/Bi-Cultural Groups; 
http://www.krsinc.com Foc. Grps., Door-to-Door, Tel. E-mail: mmatrix@primenet.com QRCA Member. 
Contact: Lynn Van Dyke Studies, Ethnographies. Contact: Marcia Selz 
Full Svce. All Expertise In-House. Foc. Grps., In-Depth Intvs. & Surveys 
Strategic Foc. Bus. to Bus. All Inds. For Financial Svce. Companies. 
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The New Marketing Network 
225 W. Ohio St. 
Chicago, I L 60610-4119 
Ph. 312-670-0096 
Fax 312-670-0126 
E-mail: NewMktg@aol.com 
Contact: Priscilla Wallace 
Creative, Strategic and Results 
Oriented Moderator. 

Northwest Research Group, Inc. 
400 108th Ave., N.E., Ste. 200 
Bellevue, WA 98004 
Ph. 206-635-7481 
Fax 206-635-7482 
E-mail: ethertn@nwrg.com 
http://www.nwrg.com 
Contact: Jeff Etherton 
Facilities, Moderating, Full-Service 
Market Research. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph. 612-924-0053 
Contact: Paul Tuchman 
Full-Service Nationwide Research. 

Perception Research Services, Inc. 
One Executive Dr. 
Ft. Lee, NJ 07024 
Ph. 201-346-1600 
Fax 201-346-1616 
E-mail: prseye@aol.com 
http://www.prsresearch.com 
Contact: Joe Schurtz 
Expertise In Packaging, 
Merchandising, Advertising, 
Corporate Identity, Direct Marketing 
And Internet Marketing. 

Performance Research 
25 Mill St. 
Newport, RI 02840 
Ph. 401-848-0111 
Fax 401-848-0110 
E-mail: focus@performanceresearch.com 
http://www.perlormanceresearch.com 
Contact: William Doyle 
Corporate Sponsorship Of Major 
Sports And Special Events. 

QS&A Research & Strategy 
5367 Anvil Court 
Fairfax, VA 22030 
Ph. 703-502-7611 
Fax 703-502-0467 
E-mail: SarahF49@aol.com 
http://www.worldweb.nell-strategy/ 
Contact: Sarah Fulton 
Three Moderators. Executive and 
Depth Interviews. 

Research Connections, Inc. 
414 Central Ave. 
Westfield, NJ 07090 
Ph. 908-232-2723 
Fax 908-654-9364 
http://www.researchconnections.com 
Contact: Amy J. Yoffie, President 
Online Focus Groups At Our Virtual 
Focus Facility. Nat'Ulnt'I. Recruit By 
Web Intercept, Phone, Email, Internet 
Panel. Test Web Sites, Ads, Concepts. 

Research Data Services, Inc. 
600 S. Magnolia Ave. , Ste. 350 
Tampa, FL 33606 
Ph. 813-254-2975 
Fax 813-254-2986 
E-mail: KlagesMktg@aol.com 
Contact: Walter Klages, Ph.D. 
Full Service Qualitative & Quantitative 
Market Research. QRCA Member. 

The Research Edge 
1711 W. County Rd. B, Ste. 107S 
Roseville, MN 55113 
Ph. 612-628-9196 
Fax 612-628-9198 
E-mail: 
research.edge@worldnet.att.net 
Contact: Cheryl Schwichlenberg 
Spec. In Service Industries; Med., B­
to-B, Fin. Svcs., Gov't. 

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

Paul Schneller - Qualitative 
300 Bleecker St., 3rd II. 
New York, NY 10014 
Ph. 212-675-1631 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/RX/B-to-B/ 
Ideation (14+ Years). 

SIL: Worldwide Marketing Services 
7601 N. Federal Hwy., Ste. 205-B 
Boca Raton, FL 33487 
Ph. 561-997-7270 
Fax 561-997-5844 
E-mail: sil@siltd.com 
http://www.siltd.com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & Intemational. 

James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
Ph. 212-472-3766 
Contact: Julie Horner 
Focus Groups And One-On-Ones In 
Broad Range Of Categories. 

Spiller Research Group, Inc. 
950 S. Tamiami Trail , #208 
Sarasota, FL 34236 
Ph . 800-330-1533 
Fax 941-951-1576 
E-mail: mrckeeper@aol.com 
Contact: Dave Copeland 
Medical & Consumer. 
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Strategic Focus, Inc. 
6456 N. Magnolia Ave. 
Chicago, IL 60626 
Ph. 312-973-4729 
Fax 312-973-0378 
E-mail: DonaJ@aol.com 
Contact: Dona Vitale 
Creative Insights for 
Mktg.lAdvertising Strategy 

Strategy Research Corporation 
100 NW. 37 Avenue 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-649-6312 
E-mail: strategy@icanect.net 
http://www.icanect.nel/strategy 
Contact: Belkist Padilla 
Serving All U.S. Hispanic Markets & 
Latin America. 

Sun belt Research AssOCiates, Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-744-5662 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & 
Consumer Studies; Nat'l. & Int'l. Exp. 

SuperDatos de Mexico 
A Subsidiary 01 H&AMCR, Inc. 
Ensenada 61, Colonia Hip6dromo 
Mexico D.F., CP 06100 
Mexico 
Ph. 650-595-5028 (U.S.) 
Fax 650-595-5407 (U.S.) 
E-mail: SuperDatos@hamcr.com 
http://www.hamcr.com 
Contact: Jennifer Mitchell 
Full-svc. Research to U.S. Standards 
Throughout Mexico. Focus Grps., In­
depth Interviews, Intercepts. Luxury 
Facility. 

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

Thorne Creative Research 
Eastview Technology Center 
350 Main St., Ste. 231 
White Plains, NY 10604 
Ph . 914-328-5859 
Fax 914-328-3729 
E-mail: ginat@compuserve.com 
Contact: Gina Thorne 
Sensitive Issues/Actionable Results 
With Kids, Teens, and Hi-Tech. 

Treistman & Stark Marketing, Inc. 
Two University Plaza, Ste. 301 
Hackensack, NJ 07601 
Ph. 201-996-0101 
Fax 201-996-0068 
E-mail: tsmi@carroll.com 
Contact: Joan Treistman 
ENVISION''', Other Approaches For 
Creative Insight. 

V & l Research and Cnsltg., Inc. 
655 Village Square Dr., Ste. 101 
Stone Mountain, GA 30083 
Ph. 404-298-0139 
Fax 404-298-0026 
E-mail: VLResearch@mindspring.com 
Contact: Dydra Virgil 
African-Amer. Mod. - Focus Grps'/I­
on-Is. Fu/l-Svc.: Design, Mod., Report. 

Valley Research, Inc. 
1800 SW. Temple, Ste. A226-1 
Salt lake City, UT 84115-1851 
Ph. 801-467-4476 
Fax 801-487-5820 
E-mail: dennis.valley@Valley­
research.com 
http: www.valley-research.com 
Contact: Dennis L. Guiver 
30 Yrs. Exp. New Facility. 

View Finders Market Research 
11 Sand ra lane 
Pearl River, NY 10965 
Ph. 914-735-7022 
Fax 914-735-7256 
E-mail: JGaines246@aol.com 
http://www.view-Iinders.com 
Contact: Janet Gaines 
Political, Adv./Media & Fin. Rsch. 
"Focused With Exp. & Reliability. " 

VilLAGE MARKETING, INC. 
The Courtyard at Skippack Village 
3900 Skippack Pike, P.O. Box 1407 
Skippack, PA 19474 
Ph. 610-584-9808 or 610-584-7800 
Fax 610-584-9818 
E-mail: jamesjpartner@msn.com 
Contact: James J. Partner 
Custom Qual. & Quant. Actionable 
InSights! 

Widener-Burrows & Associates, Inc. 
130 Holiday Ct., Ste. 108 
AnnapoliS, MD 21401 
Ph. 410-266-5343 
Fax 410-841-6380 
E-mail: WBandA@aol.com 
Contact: Dawne Widener-Burrows 
Four Moderators on Staff Spec. in 
Health Care, Fin. Svcs., Adll. Rsch. 

Wolf/Altschul/Callahan, Inc. 
60 Madison Ave. 
New York, NY 10010 
Ph. 212-725-8840 
Fax 212-213-9247 
Contact: Judi Lippert 
Senior Moderators - 25 Years 
Experience. 

Yarnell, Inc. 
110 Sutter St., Ste. 811 
San FranCiSCO, CA 94104 
Ph. 415-434-6622 
Fax 415-434-0475 
E-mail: SYarnell@Yarnell­
Research.com 
Contact: Steven M. Yarnell, Ph. D. 
New Product Development & 
Positioning. HW/SW Companies. 
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GEOGRAPHIC CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

Arizona Georgia 
The Research Edge Ohio Behavior Research Center, Inc. Creative Focus, Inc. 

California 
Elrick and Lavidge Missouri Pat Henry Market Research, Inc. 
Michelson & Associates, Inc. Markinetics, Inc. 

Alexander + Parker V & L Research and Cnsltg., Inc. Doane Marketing Research, Inc. 

Jeff Anderson Mktg. Rsch. Market Directions, Inc. Pennsylvania 
Consulting Illinois Marketeam Associates 

Campos Market Research, Inc. 
Asian Marketing C&R Research Services, Inc. New Jersey Data & Management Counsel, Inc. 

Communication Research Doyle Research Associates Direct Feedback 
AutoPacific, Inc. The Eisenmann Group Automotive Insight, Inc. guskey & heckman, research cnsits. 
Erlich Transcultural Consultants Irvine Consulting, Inc. Essential Resources Holleran Consulting 
Hispanic Marketing Just The Facts, Inc. MCC Qualitative Consulting InModeration 

Communication Research Leichliter Assoc. Mktg. RschJldea Dev. Perception Research Services, Inc. VILLAGE MARKETING, INC. 
In Focus Consulting Marketing Advantage Rsch. Cnslts. Research Connections, Inc. 

Lachman Research & Mar1<eting SVces. The New Marketing Network Treistman & Stark Marketing, Inc. Rhode Island 
Lieberman Research Worldwide Strategic Focus, Inc. 

New York Performance Research 
Mari Hispanic Field Services 
The Market Connections Group Kentucky BAIGloballnc. Tennessee 
Market Development, Inc. Cultural Insights, Inc. Decision Drivers 

Market Research Associates Image Engineering, Inc. Fader & Associates Directions Data Research 

Marketing Matrix, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. 
Texas Meczka Mktg.lRsch.lCnsltg ., Inc. Maryland Focus Plus, Inc. 

4J's Market Research Services, Inc. Cunningham Research Associates 
Yarnell , Inc. Hammer Marketing Resources 

Horowitz Associates, Inc. Decision Analyst, Inc. 
Low + Associates, Inc. 

Colorado Macro International JRH Marketing Services, Inc. Firs! Market Research Corp. (Heiman) 

Best Practices Research Widener-Burrows & Associates, Inc. Knowledge Systems & Research, Inc. Utah Bart Kramer & Associates Cambridge Associates, Ltd. 
Massachusetts Leichliter Assoc. Mktg. RschJldea Dev. Valley Research, Inc. 

Connecticut Daniel Associates Market Navigation, Inc. Virginia 
Suzanne Higgins Associates Dolobowsky Qual. Svcs., Inc. The Mercury Group, Inc. 

Rrs! Market Research Corp. (Reynolds) Francesca Moscatelli The Dominion Group Mktg. Rsch. 

Florida Greenleaf Associates, Inc. Jay L. Roth & Associates, Inc. Market Conneations, Inc. 

Dialectics Inc. MindSearch Paul Schneller - Qualitative QS&A Research & Strategy 

Findings International Corporation Michigan 
James Spanier Associates 

Washington 
Kerr & Downs Research 

Thorne Creative Research 

Research Data Services, Inc. 
Milton I. Brand Marketing Consultant View Finders Market Research Burr Research/Reinvention 

SIL: Worldwide Marketing Services Minnesota 
Wolf/Altschul/Callahan, Inc. Prevention 

Spiller Research Group, Inc. Cambridge Research, Inc. North Carolina 
Consumer Opinion Services 
Northwest Research Group, Inc. Strategy Research Corporation GraffWorks Marketing Research CB&A Market Research 

Sunbelt Research Associates, Inc. MedProbe™, Inc. D/R/S HealthCare Consultants Mexico Target Market Research Group, Inc. Outsmart Marketing FacFind, Inc. 
SuperDatos de Mexico 

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

ADVERTISING V & L Research and Cnsltg., Inc. ASIAN Market Navigation, Inc. 
Jeff Anderson Mktg. Rsch. Consulting View Finders Market Research Asian Marketing MedProbe, Inc. 
Best Practices Research Widener-Burrows & Associates, Inc. Communication Research 
Milton I. Brand Marketing Consultant Wolf/Altschul/Callahan, Inc. Asian Perspective, Inc. BRAND/CORPORATE 
C&R Research Services, Inc. 

AFRICAN-AMERICAN 
Data & Management Counsel , Inc. IDENTITY Cambridge Associates, Ltd. Erlich Transcultural Consultants 

Cambridge Research , Inc. Erlich Transcultural Consultants Perception Research Services, Inc. 

Creative Focus, Inc. Holleran Consulting ASSOCIATIONS BUS.-TO-BUS. Decision Drivers JRH Marketing Services, Inc. Low + Associates, Inc. 
Dolobowsky Qual. Svcs., Inc. V & L Research and Cnsltg., Inc. Market Directions, Inc. Access Research, Inc. 
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Fader & Associates AGRICULTURE AUTOMOTIVE Communication Research 
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Suzanne Higgins Associates Cambridge Research, Inc. AutoPacific, Inc. 

Behavior Research Center, Inc. 
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Data & Management Counsel, Inc. Jay L. Roth & Associates, Inc. C&R Research Services, Inc. Hispanic Marketing 
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C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts. The Research Edge 
Consumer Opinion Services Jay L. Roth & Associates, Inc. Spiller Research Group, Inc. INTERNET 
Decision Drivers Paul Schneller - Qualitative Strategy Research Corporation 
The Eisenmann Group Strategy Research Corporation V & L Research and Cnsltg ., Inc. Knowledge Systems & Research, Inc. 
Greenleaf Associates, Inc. Widener-Burrows & Associates, Inc. Research Connections, Inc. 
Pat Henry Market Research, Inc. FINANCIAL SERVICES 
Just The Facts, Inc. Jeff Anderson Mktg. Rsch. Consulting HISPANIC INTERNET SITE 
Knowledge Systems & Research, Inc. BAIGlobal Inc. Behavior Research Center, Inc. CONTENT & DESIGN Macro International Best Practices Research Data & Management Counsel , Inc. 
Marketeam Associates Burr Research/Reinvention Erlich Transcultural Consultants Perception Research Services, Inc. 
Marketing Advantage Rsch. Cnslts. Prevention Findings International Corporation 
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LATIN AMERICA Thorne Creative Research (Heiman) First Market Research Corp. 
Greenleaf Associates, Inc. (Heiman) Best Practices Research 

PACKAGED GOODS Lieberman Research Worldwide Hispanic Marketing Hispanic Marketing 
Market Connections, Inc. Communication Research Communication Research BAIGloballnc. 
Marketing Advantage Rsch. Cnslts. Knowledge Systems & Research, Inc. Market Development, Inc. Best Practices Research 

Linda Fitzpatrick Rsch. Svcs. Corp. SuperDatos de Mexico C&R Research Services, Inc. 
RETAIL Horowitz Associates Inc. Doyle Research Associates 

Market Connections, Inc. LAW/MOCK JURY Suzanne Higgins Associates Pat Henry Market Research , Inc. 
Marketing Advantage Rsch. Cnslts. 

Marketeam Associates Just The Facts, Inc. Knowledge Systems & Research, Inc. 
MCC Qualitative Consulting Jay L. Roth & Associates, Inc. Leichliter Assoc. Mktg. Rsch.lldea 
Jay L. Roth & Associates, Inc. 

MANUFACTURING Thorne Creative Research Dev. 
Strategy Research Corporation Lieberman Research Worldwide 

Best Practices Research PACKAGE DESIGN Market Directions, Inc. TELECONFERENCING Holleran Consulting 
RESEARCH MCC Qualitative Consulting 

Cambridge Research, Inc. 

MEDICAL PROFESSION Image Engineering, Inc. SENIORS 
TELEPHONE FOCUS Cambridge Associates, Ltd. Perception Research Services, Inc. 

Creative Focus, Inc. 
D/R/S HealthCare Consultants Treistman & Stark Marketing, Inc. 

Fader & Associates GROUPS 
Pat Henry Market Research, Inc. 

PANELS Suzanne Higgins Associates C&R Research Services, Inc. 
Matrixx Marketing-Research Div. Cambridge Associates, Ltd. 
MedProbe™, Inc. Greenleaf Associates, Inc. SERVICES Doane Marketing Research, Inc. 
QS&A Research & Strategy guskey & heckman, research con- Doyle Research Associates 
Paul Schneller - Qualitative PARENTS sultants Market Navigation, Inc. 

MODERATOR TRAINING 
Fader & Associates The Research Edge MedProbe, Inc. 

SMALL BUSINESS/ Cambridge Associates, Ltd. PET PRODUCTS TELEVISION 
Macro International ENTREPRENEURS Best Practices Research 

Cambridge Research, Inc. 
Linda Fitzpatrick Rsch. Svcs. Corp. MULTIMEDIA Doane Marketing Research , Inc. 
Leichliter Assoc. Mktg. Rsch.lldea TOURISM/HOSPITALITY 

Marketing Advantage Rsch. Cnslts. PHARMACEUTICALS Dev. QS&A Research & Strategy 
View Finders Market Research MindSearch Research Data Services, Inc. BAIGloballnc. Strategy Research Corporation 
NEW PRODUCT DEV. C&R Research Services, Inc. Yarnell , Inc. TOYS/GAMES Cambridge Associates, Ltd. 
Jeff Anderson Mktg. Rsch. Consulting The Dominion Group Mktg. Rsch . SOFT DRINKS, BEER, Fader & Associates BAIGlobal Inc. D/R/S HealthCare Consultants Greenleaf Associates, Inc. Best Practices Research Irvine Consulting , Inc. WINE Milton I. Brand Marketing 

Macro International C&R Research Services, Inc. TRANSPORTATION SER· Consultant 
C&R Research Services, Inc. Market Navigation, Inc. Cambridge Associates, Ltd. VICES 
Cambridge Associates, Ltd. MCC Qualitative Consulting Grieco Research Group, Inc. 

Low + Associates, Inc. Daniel Associates MedProbe™, Inc. Jay L. Roth & Associates, Inc. 
Markinetics, Inc. Data & Management Counsel, Inc. QS&A Research & Strategy Strategy Research Corporation 

Paul Schneller - Qualitative Strategic Focus, Inc. Dolobowsky Qual. Svcs., Inc. 
Spiller Research Group, Inc. SPORTS Doyle Research Associates 

TRAVEL Elrick and Lavidge 
POLITICAUSOCIAL Automotive Insights/Sports Insight 

Best Practices Research Fader & Associates Performance Research Rrst Market Research Corp. RESEARCH Cambridge Associates, Ltd . 
(Heiman) Cambridge Associates, Ltd . STRATEGY Greenleaf Associates, Inc. 
Greenleaf Associates, Inc. Cultural Insights, Inc. Research Data Services, Inc. 
Just The Facts, Inc. Francesca Moscatelli DEVELOPMENT James Spanier Associates 
Bart Kramer & Associates View Finders Market Research Paul Schneller - Qualitative 
Leichliter Assoc. Mktg. RschJldea Dev. UTILITIES Lieberman Research Worldwide 

POINT·OF·SALE MKTG. TEACHERS Cambridge Associates, Ltd . Marketeam Associates 
Marketing Advantage Rsch. Cnslts. Perception Research Services, Inc. Greenleaf Associates, Inc. Knowledge Systems & Research, Inc. 
The New Marketing Network 

TEENAGERS VETERINARY MEDICINE Outsmart Marketing POSITIONING 
Jay L. Roth & Associates, Inc. 

RESEARCH C&R Research Services, Inc. Doane Marketing Research, Inc. 
Paul Schneller - Qualitative Doyle Research Associates Paul Schneller - Qualitative 

Fader & Associates WEALTHY NON·PROFIT Matrixx Marketing-Research Div. Strategy Research Corporation Cultural Insights, Inc. PUBLIC POLICY RSCH. MCC Qualitative Consultinq 
uoyle Hesearcn Associates Cambridge Associates, Ltd . Thorne Creative Research YOUTH JRH Marketing Services, Inc. 

Fader & Associates OBSERVATIONAL TELECOMMUNICATIONS Macro International Doyle Research Associates PUBLISHING BAIGlobal Inc. 
Best Practices Research Creative Focus, Inc. 

ON·LlNE FOCUS Cambridge Associates, Ltd. Daniel Associates 

GROUPS The Eisenmann Group Elrick and Lavidge 
First Market Research Corp. Erlich Transcultural Consultants 

Research Connections, Inc. 
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Letters 

We welcome your letters on articles that appear in QMRR, or any research related topic that's on 
your mind. When you write, please include your name, job title, company or organization name, 
address, phone number, and e-mail address. Letters may be edited for clarity or space. Send letters 
to: Joseph Rydholm, QMRR, P.O . Box 23536, Minneapolis, Minn., 55423. E-mail: 
joeqmrr@mn.uswest.net. Fax 612-854-8191. 

Editor's note: Ron Sellers 
received the following e-mail in 
response to his article 
"Outsource or keep it in-house" 
(QMRR, May). 

To: Ron Sellers 
Subject: Congrats on your arti­

cle in Quirk's 

Hi, Ron. I just read your article 
in Quirk's, and I wanted to con­
gratulate you for being the first 
person to really hit the important 
issues related to research out­
sourcing right on the nose. I think 
you caught the pivotal issues and 
I appreciate how you didn't pass 
summary judgment on any partic­
ular client decision. I generally 
have come to expect vendor rep­
resentatives who write for trade 

publications to come out strongly 
on one side of this issue (and you 
can guess which side that is ... ). 

You may find my personal 
experience validates your opin­
ion. I've served clients both as a 
vendor and as an internal consul­
tant (in my current position, for 
example). I've followed in my 
current position a variety of tac­
tics across a number of projects, 
depending on the circumstances 
and on my assessment of the ven­
dor's strengths. 

To wit, when I'm really pressed 
for time on competing projects, 
and I have a strong vendor with 
considerable experience on the 
key issues , I'll give them the 
whole enchilada and even bring 
them in for a presentation (which 
is not traditional in this particular 

corporate culture). Other times, 
I'll hire a very competent 
research firm to really do no more 
than field and tab, because I trust 
their interviewers to be profes­
sional and competent-and then I 
conduct the advanced analysis 
and translate results into recom­
mendations for the executives and 
manager. Through no fault of 
their own, this is something 
which few vendors can do effec­
tively. 

Again, I commend you on an 
excellent article and I wish you 
luck in your future pursuits. 

Robin Way 
Director, Market Research 
NW Natural 
Portland, Ore. 

Listing Additions Corrections 
Please add the following firm to the 1998 Telephone The list of authors of the article "Using virtual real-
Interviewing Facilities Directory: ity-based conjoint to capture the voice of the cus-

Galli Research Services to mer" (p. 34, May QMRR) was incomplete. Please 
3728 Bernard St. add Sheryl Cates, project manager, Research Triangle 
Chicago, I L 60618 Institute, as a contributor. Ph. 773-4-SURVEY 
Fax 773-478-7899 
Paul Galli 
5-0-5-0 
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By Joseph Rydholm/QMRR editor 

QMRR Web site adds more 
features 

To close our second annual on-line research issue, I 
thought I'd give you an update on some of the 
enhancements we're planning to make to our Web 

site, www.quirks.com. We're hoping to have them all in 
place by late summer or early fall. 

Events Calendar. Although we often include a Research 
Calendar in the Product & Service Update section of the 
print version of QMRR, information on research industry 
seminars and conferences hasn't been available on our Web 

site. But with the debut of the Events Calendar, you'll be 
able to plan months in advance and click directly to the 
event of your choice for more details. Where applicable, 
we'll also link you to on-line registration. Send press 
releases to me via e-mai l Uoeqmrr@mn.uswest.net) or fax 
them to me at 6 12-854-8191. I'll make sure they appear in 
the magazine and also pass them to our webmeister, Dan 
Quirk, for placement on our Web site. 

Software Demos & Downloads. Each February for 
_____________________ -, almost 10 years QMRR has publisbed the most complete 

Farcus by David Waisglass 
Gordon Coulthart 

and detailed directory of marketing research related soft­
ware. Our most recent directory listed hundreds of titles in 
dozens of categories. But no matter how well the software 
is described and the features highlighted, nothing beats a 
hands-on demonstration. That's why we're designing a spe­
cial section of our site just for software demos and down­
loads. 

Subscription Center. Our Subscription Center will allow 
readers to make address changes and request new subscrip­
tions and sample issues. In addition we'll collect e-mai l 
addresses for a monthly e-mail newsletter for research 
firms which will keep them informed of upcoming issues, 
directory listing deadlines, advertising dates and other per­
tinent information regarding both the printed publication 
and the Web site. 

~ Education Center. Here we'll list colleges and universi-
ties around the country that offer courses and programs in 
marketing research with links to their Web sites. It's never 
too late to learn! 

If there are other features you'd like us to add, please 
L 'A/56' Arr!c ~Ar.___ let us know. Our aim is to make the Web site a useful 

C 1992 Fareus Cartooosfdist. by Universal Press Syndicale "<NT '--'7 ~> "Uc.. T m~' 
~ ________ ~~~~ ______ ~ ______ __J 

companion to our printed magazine. If you have ques­
tions about our Web site, feel free to call Dan Quirk at 
6 12-854-5101. 0 
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"It seems we have a recruiting officer 
who can't say no." 

www.quirks.com Quirk's Marketing Research Review 



EXCELLENCE 
Is Part Of What We're Instituting. 

We cordially invite you to experience our commitment to Excellence, while learning marketing research 
methods and applications from the most experienced marketing research training organization in the world! 

R ticiPate in a Burke Institute 
eminar and you will experience our 
unconditional commitment to excellence. 
From the intensive, on-target seminar 
content to the workbooks which rival the 
best reference sources. From our dedicat­

ed staff who will counsel you concerning 
.... the best training programs (ours or others) 

OR\.Q-t\ to our outstanding seminar leaders who wi ll 
educate you in the best practices utilized by 

marketing researchers worldwide. Through nearly 
2,500 seminars on 25 topics with more than 40,000 participants in 
26 countries, we have demonstrated our single-minded dedication to 
excellence for more than 20 years. The exceptionally high rate of 
repeat participation in our semi nars by past attendees is testament to 
our commitment to excellence. 
But excellence is not the only benefit you get when you attend our 
seminars. Here are a few more: 
OBJECTIVITY. You receive a full and impartial perspective on the best research 
methods used by state-of-the-art practitioners and research suppl iers worldwide. Not 
just the proprietary techniques and viewpoints of a particular supplier. 

INTEGRITY. Our mission is education. Participants from our seminars are Ill:lli 
contacted for anything other than fo llow-up related to their continuing education. 
Guaranteed unconditionally. 

EXPERTISE. You learn from ~ expel1s who "wrote the book" on marketing 
research training and have educated more practitioners than anyone el e in the world. 

BREADTH. You get to select from a wide range of programs designed to meet 
your conti nuing educational needs. Our programmed equence of eminars e)jmi­
nates the duplication and conflicting content which often results from attending dis­
jointed seminars from different sources. 

RECOGNITION. You get tangi ble professional recogni tion for attendance 
through our highly respected certificates of achievement. 

REALISM. Our seminars combine academic rigor wi th real -life expertise gained 
from having done tens of thousands of re earch studies. The content is usable imme­
diately in day-to-day work. 

These are just some of the many reasons for the uperlative evaluations 
we receive from our participants: 

Fantastic - the best seminar on any subject I've been to. Right on target - will be a help 
immedialely. Speaker superb. A born teacher. 

Marketing Research Analyst, Ford Motor Co. 

Excellent! Best professional seminar I've been 10. Conlent was practically oriented. 
Speaker exceUent! Presented information in an extremely "user friendly" manner. 
Energy level was phenomenal. Manager, Marketing Research, Bausch & Lomb 

This seminar has been more useful than any other coursework I've completed. Thi was 
worth more than the $ my company spent to send me. Very comprehensive - everything I 
needed. Assistant Manager, Marketing Research, Riverside Methodist Hospital 

BThek ur e 
mstltute 

Cincinnati Corporate Headquarters 
50 E. RiverCenter Boulevard 
Covington, Kentucky 41011 

0 1998, The Burke Institute 
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The Burke Institute 
Schedule of Seminars Through December 1998 

Practical Marketing Research 51 ,600 
Cincinnati . . ...... Apr. 6-8 
San Francisco . . . . ... Apr. 27-29 
Cincinnati . . . . ... May 27-29 
Atlanta .. . . June 15-17 
New York .. , ... June 29-July 1 
New Orleans .. . . July 20-22 
Cincinnati , .... Aug. 10-12 
San Diego .... Aug. 31 ·Sept. 2 
Chicago. . . .... . . Sept. 21 -23 
Boston . , .. Oct. 12-14 
New York ........... . Nov. 2-4 
Cincinnati . . . .. , .. Nov. 3D-Dec. 2 

Marketing Research (or 
Decision Makers $1,200 
Cincinnati ............ May 4-5 
New York: . .. Nov. 23-24 

Questionnaire Construction 
Workshop $1,600 
Boslon ...... . May 4-6 
Cincinnati ............ June 8· 10 
Chicago .. ........... July 13·15 
Cincinnali . .. Aug. 17· 19 
Atlanta , ....... ..... Sept. 28·30 
New York . . Nov. 9-11 
Cincinnati ... . Dec. 14-16 

Questionnaire Do5lgn $1,200 
New York . . . Apr. 2·3 
Cincinnati . . June 11·12 
Chicago ., . July 16-17 
Cincinnati . . .. Aug. 2~21 
New York . . .• Nov. 12-13 
Cincinnati . . Dec. 17· 18 

4Ot. M.napna M.rltdlna R .... rcb $1,lOO 
Boslon . . . .. May 21-22 
Cincinnati ............ Sepl. 3-4 
NewYorI: ............ Dec. 10- 11 

SOl . Appllc:ollons of MarUUnl 
R .... rch $1,lOO 
San Francisco .... Apr. ~May I 
Atlanta ..... . . June 18-19 
Cincinnati . . . . . Aug. 13- 14 
Boston ............. Oct. 1.5·16 
Cincinnati . . . . . . Dec. 3-4 

S02. Product R .... rcb $1,lOO 

504. 

50S. 

506. 

601 . 

Cincinnati . . . ... Apr. 1-2 
Chicago . .. . .... . .. .. July 14-1.5 
Cincinnati . ., .. , ..... Oct. 29-30 

Advertlslnl R .... rcb $1,lOO 
Cincinnati ... , ..... , .. Apr. 3O-May I 
Chicago .. . .. , .. , . , July 23-24 
Cincinnati , . . .. , . . .... Oct. 22·23 

MarUI s.pn.nta_ R .... rch $1,lOO 
Cincinnati ........ .. .. Apr. 28·29 
Chicago ....... , ..... July 21·22 
Cincinnati ....... Oct. 2~21 

Customer Satlsfadloa 
R .... rch $1,200 
Cincinnati . . .. Apr. 9· 10 

.. July 23·24 
.... Sept. 24-25 
... Dec. 8·9 

New Orleans 
Chicago 
Cincinnati ., . 

Translaltlna Data Into Actionable 
lofonnallon SI,lOO 
Boslon ,....... . . May 7·8 
Cincinnati, ......... . . July 9·10 
San Diego ........... Sept. 3-4 

20 t. Focus Groups : An introduction $1,lOO 
New YorI: . . ov. 5-6 

Chicago . . .... . . Nov. 5·6 
202. Focus Group Moderator 

Tralnlnl $2,lOO 
602. TooIJ ODd Todtolq .... 01 

o.ta Analysis $2,000 
Cincinnati . . ...... Apr. 14-17 
Cincinnati . . ... May 12-15 
Cincinnali ......... . .. June 23·26 
Cincinnati .......... , . Aug 4-7 
Cincinnati .. . Sept. IS· 18 
Cincinnati .... Oct. 20-23 
Cincinnati . , ... Nov. 17·20 
Cincinnati ............ Dec. 15· 18 

203. Focus Group Applications $1.600 
Cincinnati ............ Apr. 2Q.22 
Cincinnati ... , . ...... . Oct. 26-28 

204. Qualltath'e Research Reports $1,lOO 
Cincinnati ............ Apr. 23-24 
Cincinnati . . .. . ....... Oct. 29·30 

301. Communicating Marketing 
Research $1,600 
Chicago ... ......... Apr. 13· 15 
Boslon ... .. May 18·20 
Cincinnati .... . • ..... July 6-8 
Cincinnati ......•. . .. Aug. 3 1·Sept. 2 
Chicago . ... ....... Nov. 2-4 
New York .. . . Dec. 7·9 
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Boston ... . . Apr. 6-9 
Cincinnati .. May 12·15 
San Diego .. June 23·26 
Atlanta July 28·31 
Cincinnali ....... Aug. 25·28 
New Orleans . Oct 6-9 
Chicago . . . .. Nov. 10- 13 
New Yorlc . . ...... Dec. 15· 18 

PnctJc:oI Muldv_to Analysis $2,000 
Chicago . . .. .. ..... . . Apr. 21·24 
Cincinnati ............ June z..5 
Boston ... "., ....... July 7· 10 
New York ............ Aug. 4-7 
Cincinnati .. , ......... Sept. 15-18 
Chicago ............. Nov. 17·20 

1nternatlonal Marketina 
Raearch $I.lOO 
Chicago . Apr. 16-17 
New YorI: ....... , . .. . Sept. 29·30 

BusIness to Business Marketlna 
Raea.rch $1,600 
Cincinnati .. .. . ....... Sept. 9· I I 

CERTlACATE OP PROI'1CIENCY IN MARKIITING RESEARCH MEnlOOOLOGY &0 APPUCATIONS 
Cincinnati .... , .Aug. 1()'Sepc.. 4, 1998 

CERTlI'1CATE OP PROI'1CIENCY IN QUALITATIVE RESEARCH 
Cincinnati ............. Apr. 14·24, 1998 Cincinnati ..... . ......... . ........ Oct. 20-30. 1998 
CERTIFICATE OF PROFICIENCY IN QUANTITATIVE ANALYSIS 
Chicago ............... Noy. 2-20. 1998 

Please call roc additionaJ information on these and other Burke Institute scmlnan. 
All the above Burke Institule Sc:minan are available roc in-house presentation. 

Please contact: 

JIM BERLING, Client Service Manager or 
DR. SID VENKATESH President 

Voice: 800-543-8635 
606-655-6135 

Fax: 606-655-6064 
E-mail: Burkelnstitute@BASES.com 
Web Site: http ://www.Burkelnstitute.com 
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