




There's treasure waiting to be found in your marketplace... category as it really is, not as it is thought to be. It reveals promising 
a Big Idea that opens a rich new vein of consumer gold. segments you never knew existed - and shows you how to exploit 
Let ldeaMap®'s concept development studies lead you to it. these lucrative new opportunities with maximum impact. 
Gain Comprehensive Power. With ldeaMap®'s powerful, computer- Lower Your Costs. One moderately-sized ldeaMap® study yields 
based conjoint technology, you examine as many as 400 more complete and more actionable results, more rapidly, than a 
elements - words or phrases describing benefits or features; large and expensive study with any alternative methods. 
pictures; even videoclips - with a relatively small, efficient Discover where the real treasure is buried. For more information 
sample of respondents. Uncover the most compelling of all possible write or call: 
elements - and develop yourself a sure-fire advertising or Moskowitz Jacobs Inc. 
product concept. w 1025 Westchester Avenue, White Plains, N.Y. 10604. 
Discover New Opportunities. ldeaMap®'s stimulus-response Telephone 914.421.7400 or Fax 914.428.8364. 
testing and powerful attitudinal segmentation lets you see the Or visit our web site at: www.mji-designlab.com. 

Moskowitz Jacobs Inc. 
Strategic Brand Developers: Research Et Consulting 

PromotionMap· StyleMap· MessageMap· KidsMap· ProductEngineer"' Design lab"' 
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Accurately determine ~ Reach the optimal 
your most effective design for a package 
promotional offer. or product. 

Get the competitive 
edge in the ethical 
pharmaceutical market. 

Draw meaningful 
results from 
the ch ildren 's market. 

The war/d's 
most advanced 
testing facilities. 

ldeaMap® is part of Moskowitz Jacobs Inc.'s Accelerated Integrated Development Process 



fn the aae of electronic everythina, no pencil is safe. Not even the pencil 

1 that has served us in the market research business so well for so many years 

fillinB out so many questionnaires. C&..R Research has developed CRIMSON, 

.... lt...a computer-administered survey system, to do thinas ordinary pencil and paper 

studies simply cannot do. Like create virtual prototypes for new products and 

packaaina. Test commercials in live-action video . Or conduct studies with utter 

consistency, in dozens of cities at once. It's enouah to make even market 

research purists want to switch, from reaular to lead-free. 
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Focus Vision Online': Now the best way to 

Like pie-in-pies TV 

It 's called FocusVIslon SlmuiVIew ~John 

FocusVision Online's proprietary picture-in-picture technology allows you to view extreme closeups live 
from the convenience of your PC, while seeing how the whole group reacts. Client users say the viewing 
experience is often better than being behind the one-way mirror. 

~acusVisian™ ------------------! 
M E M B E R FA C I L I T I E S Th£ largest network of top-rated facilities now equipped for internet and videoconferendng servic 
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view live focus groups over the Internet. 

Over 300 of America's leading marketing companies use 
Focus Vision to get more out of their qualitative research 
while saving significant staff time and travel costs. 
Here's why you should choose Focus Vision Online: 

You get an unsurpassed viewing experience. 

• Only Focus Vision has the two-camera system and special software to capture the focus group experience. 

• Only Focus Vision offers smooth cuts between close-ups and fu ll group views. 

• Only Focus Vision has picture-in-picture technology that gives you extreme close-ups of visual materials 
or respondents, while you see how the whole group reacts. 

• Only Focus Vision has Docu View™ which gives you a unique perspective on IDI~ . 

You'll have the assurance of end-to-end service and technical support. 

• Only Focus Vision has the experience that comes from video transmitting thousands of live focus groups 
for 302 blue chip marketing companies every year. 

• Only Focus Vision has trained technicians at the facility site for every project so you don't have to 
worry about a thing. 

You'll get to choose from the world's largest facility network. 

• Only Focus Vision Online has 84 top-rated facilities in the U.S. installed for internet 
as well as videoconferencing service. 

You'll find that Focus Vision Online is more cost effective than ever. 

• Call l-800-433-8128 option 6 or e-mail ssax®focusvision.com to find out more. 

~~acusVisian 
ONLINE™ 
The best way to view live focus groups over the Internet. 
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On-line grocery 
shopping a tough sell 

More than one in five Internet users 
indicate that nothing would make them 
more likely to use an on-line grocery 
service in the future. A recent survey 
conducted by 
PricewaterhouseCoopers , the 
Columbus, Ohio, professional services 
organization, indicates that while shop
ping for groceries is something that 
consumers do frequently, only 1 per
cent grocery shop on-line on a month

ly basis. 
"The cate

gory is not ide
ally suited for 
the Internet as 
it is near 
impossible to 
translate the 
grocery shop
ping experi

ence on-line," says Mary Brett 
Whitfield, principal consultant and 
director of PricewaterhouseCoopers ' 
E-Retail Intelligence System. "It's also 
a highly personal process. Consumers 
are not yet ready to transfer this care
giving function to a detached process 
such as on-line shopping." 

Shopping for groceries is something 
that consumers do frequently, so any 
on-line retailers that develop a win
ning strategy will tap into a large shop
per base. According to the 1999 
PricewaterhouseCoopers Retail 
Intelligence System annual consumer 
survey, primary household shoppers 
make nearly 10 shopping trips for gro
ceries every month. More often than 
not, these grocery shopping trips are to 
supermarkets. 

"Although consumers have more 
choices than ever of where to buy their 
groceries, supermarkets remain the 
clear winners, garnering a 59 percent 
share of monthly grocery shopping 
trips among on-line purchasers," 
Whitfield says. "Internet shopping 
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sites, on the other hand, capture just 
slightly more than 1 percent of month
ly grocery shopping trips." 
Furthermore, only 7 percent of respon
dents who have ever purchased gro-

ceries on-line indicate that they do 
more than half of their grocery shop
ping on-line while almost half admit to 

continued on p. 95 

Survey shows Internet's impact on workplace 
According to a survey commissioned by pogo.com, an on-line games site, 

and conducted by Greenfield Online, Wilton, Conn., Internet users say the 
Web is having a definite impact on how they work, and how well they work. 

• Nine percent of workers think their work performance has declined as 
a result of time they spend on the Internet. Twice as many workers living in 
the West (13 percent) think their work performance has declined compared 
to Eastern workers (6 percent). 

• Ten percent of workers stay after business hours just to use the Internet 
at work. High-income workers prefer to use un.-·,.----~~~~-~1-t 

Internet after business hours: 20 percent of work -L---~~.J.l~if=::::::-7l 
ers earning $75-$100K stay after hours, com-
pared to just 8 percent of workers earning 
$35K. 

• Women are twice as likely (2 percent) as 
(1 percent) to make more mistakes at work 
to increased time spent surfing the Internet. 

• Thirteen percent of workers say access to 
Internet makes it harder for them to stay focused 
at work. Workers in the West ( 17 percent) find it harder to stay focused com
pared with Eastern (10 percent) workers. 

• Seventy-four percent of workers surveyed check their e-mail one to five 
times a day; 11 percent check six to 10 times a day; 3 percent check 11-15 
times a day; 8 percent check more than 15 times a day. Men are twice as like
ly (10 percent) to check their e-mail more than 15 times a day when com
pared to women (5 percent). 

The younger you are the more you check e-mail: 21 percent of workers 
under 25 check their e-mail more than 15 times a day, compared to only 1 
percent of workers 55+. 

• Thirty-four percent prefer talking about business with people via e-mail 
rather than face-to-face. 

• Four percent of workers say their boss or other work supervisor has com
mented or complained about the amount of time they spend on-line at work. 
Eastern workers have the fewest complaints about on-line time from their 
employers (2 percent) compared to 5 percent of workers from the Central 
U.S. Four percent of workers in the West say their employers have com
plained about their time on-line while at work. 

• What do workers prefer to do during their lunch breaks? Fourteen per
cent stay at the office, eat lunch at their desk and use the Internet; 24 per
cent leave the office and have lunch at a restaurant; 19 percent socialize and 
hang out with their co-workers; 13 percent leave the office and take a walk; 
3 percent leave the office and do some shopping. 

Results are based on 1,000 responses from Greenfield Online's Internet
based marketing research panel. The data is weighted by age, gender and 
region to be representative of the Internet population. 

www.quirks.com Quirk's Marketing Research Review 



voicetJee flowing. 



. . " '· . .. .: " . . . . . , . . . :·. : . · .. ; , ~· ::~:>'.. . . ·:·. ·:.: ><. :::.: 

" . ' .. '<~ 

Allen Hogg has been named market
ing director of Burke Interactive, 
Cincinnati. 

Advertain On-Line Inc., a Vancouver, 
B.C.-based research firm focused on 
on-line advertising, has named Majid 
Khoury to the company's advisory 
board. Khoury is president of Market 
Explorers, an advertising and market 
research firm. 

Norwell, Mass.-based CAP Ventures, 
Inc., a consulting and market research 
firm, has appointed Gail ClaspeD con
sulting associate for its Dynamic 
Content Software Strategies Consulting 
Service. 

Richmond, Va.-based Circuit City 
Stores, Inc. has promoted Ann-Marie 
Stephens to senior vice president
administration. In her new assignment, 

she will have responsibility for store 
design, construction, real estate and 
market research. 

H. Grace Fuller has been named 
executive director at the RIVA Training 
Institute, a division of RIVA Market 
Research, Bethesda, Md. 

Fuller Sloan 

Christopher Sloan has been named 
account executive at the Atlanta office 
of Burke Strategic Consulting Group. At 
the Newton, Mass., office, Gabriela 

Sample Your World! 

Sampling is our only business, which has allowed 
us to develop unparalleled expertise. Survey 
Sampling's 20-member account service group 
is supported by 50 research and 
technical personnel. As a team, we offer a 

broad range of sampling solutions. 

Since 1977, SSI has continually developed 
new sampling techniques, to insure that 

our clients receive the most precise and 
cost-efficient approaches to data collection 

available, including: 

• Global Samples ( 18 countries) • E-Samples 
• Random Digit Samples • Business-to-Business Samples 
• Screening Service • SSI-SNAP Online Sample Ordering System 
• Targeted Samples • Data Enhancement Services 

Call SSI for sampling solutions at 1-203-255-4200 (00 800 3589 7421 free phone from 
Germany. Netherlands, and the UK), send e-mail to 
info@;urveysampling.com, or visit our Web site at 
www.surveysampling.com. 

~ Survey 
, ~ Sampling, 
:=.... Inc.® 

Partners with survey researchers since 1977 

Pashturro has been named consultant. 

Gardiner 

Carma International, a Washington, 
D.C., media research firm, has named 
Sandy Gardiner executive consultant. 

Research Triangle Park, N.C.-based 
ClinTrials Research Inc. has named 
Graham S. May president for North 
America. 

New York-based Arbitron Company 
has named David Forr manager of 
encoding operations for the Arbitron 
Portable People Meter (PPM). 

Rita Reicher has been named vice 
president of Knowledge Systems & 
Research Inc., Syracuse, N.Y. 

Jewell 

BAIGlobal Inc., a Tarrytown, N.Y., 
research firm, has expanded its world
wide services division by adding sever
al new staff members. Michael Jewell 
and John Presutti have been named 
vice president of the division. Michael 
Simms has been named global coordi
nation director, and Shaan Rotolo and 
Darren Moore have been named assis
tant vice president. 

continued on p. 115 
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WHAT'S THE CATCH? 

THERE IS No CATCH!! 

Target Research Group introduces Quick Trac. 
Computerized interviewing in over 80 central location facilities providing: 

Time Savings: 33°/o faster than traditional research* 

Cost Savings: 20-25o/o lower than traditional research* 

No Trade-Off in Quality *Central location personal interviewing 

With personal, face-to-face screening, you'll get precisely the 
target you're looking for. State-of-the-art techniques with full 
multi-media capabilities for evaluating Advertising, Pricing, 

Packaging, Concepts, Proclucts ... and Sales Forecasting. 
Highly experienced staff will design, analyze and report your findings. 

Target Research Group, Inc. 
515 Airport Executive Park, Nanuet, NY 10954 

(845)426-1200 
Info@TargetResearchGroup.com 



Service nets feedback 
on interactive ads 

Vancouver-based research firm 
Advertain.com has created a new on
line research service so advertisers can 
get feedback about their interactive 
ads, known as advertainments, from 
Internet consumers in any demo
graphic, sociographic or geographic 
location. Advertain.com has built a 
database of more than 30,000 con
sumers who represent the 62 PRIZM 
Lifestyles Segmentation Clusters. In 
addition to commissioning their own 
studies, marketers can also search 
Advertain ' s database of consumer 
responses to see which ads work with 
which groups and why. Advertisers 
can also test-market media buys. 
Advertain.com also can create cus
tomized research reports based on 
industry advertainments , such as 
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movies, automobiles and beverages, 
matched against the PRIZM Clusters. 
For more information visit 
www.advertain.com. 

ClinTrials offers Web 
delivery of clinical trials 

Research Triangle Park, N.C.-based 
ClinTrials Research Inc. has launched 
CTRansmit Web for information 
delivery in clinical trials. CTRansmit 
Web is a Web-based data delivery sys
tem to collect and distribute, in a 
secure manner, clinical trial informa
tion to authorized users (sponsors, 
investigative sites, etc.). CTRansmit 
Web provides information about trial 
progress in real time through on-line 
project tracking with reports focused 
on enrollment, site visits and query 
status. The system also provides key 
project information with access to the 

study protocol, data management 
guidelines, monitoring plans and pro
ject team contacts. Custom reports and 
other custom features can be devel
oped to a sponsor's specifications. For 
more information visit www.clintrial
sresearch.com. 

Three new products 
from SPSS 

SPSS Inc. , Chicago, has introduced 
Quancept CATI 7. 7, the latest version 
of its computer-assisted telephone 
interviewing software. When coupled 
with the Quancept Telephony System 
(QTS), an automated predictive dialer, 
Quancept CATI enables market 
researchers to share telephone inter
view projects across two automated 
dialers. This increases from 96 to 192 

continued on p. 92 
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CLARITAS CONFERENCE: The 
annual Claritas Precision Marketing 
Conference will be held on July 16-19 
at the Loews Coronado Bay Resort in 
San Diego, Calif. With the recent 
transfer of National Decision 
Systems (NOS) to an operating divi
sion of Claritas , each company 's 
annual users' conference will be 
combined. Breakout sessions will 
feature success stories, case studies 
and industry-specific marketing solu
tions for automotive, financial ser
vices , media , retail , real estate , 
restaurant, telecommunications, utili
ties and more. For more information con
tact Melissa Barry at 800-866-6510, ext. 
575, or at mbarry@claritas.com or visit 
www.claritas.com. 

CONSUMER INSIGHT SERIES: The 
Institute for International Research 
will hold Consumer Science: 
Measuring Consumer Motivation & 
Shopping Behavior, the third event in 
its Consumer Insight Series, on July 
24-26 at the Omni Parker House in 
Boston. For more information visit 
www.consumerinsightseries.com. 

SALFORD SYSTEMS SEMINARS: 
San Diego-based Salford Systems will 
hold two seminars, "Building Accurate 
Predictive Models with MARS " 
(August 24) and "An Introduction to 
Tree-Structured Modeling with CART" 
(August 17 -18) in Boston. For more 
information call 619-543-8880 or visit 
www.salford-systems.com. 

MEASURING ON-LINE BEHAVIOR: 
The Institute for International 
Research will hold a conference 
titled "Measuring & Analyzing 
Online Customer Behavior" on 
August 21-22 at the Hyatt 
Regency Embarcadero Center, San 
Francisco. For more information 
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AMA ANNUAL CONFERENCE: The 
American Marketing Association will 
hold its annual Marketing Research 
Conference from September 10-13 at 
the Chicago Hilton & Towers . For 
more information visit www.ama.org. 

SAWTOOTH TECHNOLOGIES SEM
INARS: Sawtooth Technologies will 
hold the following seminars near the 
company's offices in Evanston , Ill.: 
conjoint analysis: theory and prac
tice, September 11-12; introduction 
to the ACA System, September 13; 
introduction to choice-based con
joint, September 14. The seminars 
are designed for researchers who 
have had little or no practical expo
sure to the techniques. For more 
information call Sue Tavitas 847-
866-0870 or visit the company's 
Web site at www.sawtooth.com. 

ANNUAL ESOMAR CONFERENCE: 
The European Society for Opinion and 
Marketing Research (ESOMAR) will 
hold its 53rd annual congress and 
trade exhibition on September 17-20 
in Vienna, Austria. For more informa
tion visit www.esomar.nl. 

DATA ANALYSIS WORKSHOPS: 
Arden Hills , Minn.-based research 
firm Anderson, Niebuhr & Associates, 
Inc. will hold workshops on analyzing 
and reporting questionnaire data on 
September 21-22 in Orlando, Fla. , at 
the Rosen Plaza Hotel and on October 
12-13 in Bloomington, Minn., at the 
DoubleTree Hotel - Minneapolis 
Airport at the Mall. For more infor
mation visit www.ana-inc.com. 

BRAND TECH FORUM: Millward 
Brown lntelliQuest will hold its annu
al Brand Tech Forum on September 

London-based E-Tabs is working 
with the OpenSurvey organization to 
develop a universal standard, based on 
XML data structure, for distributing 
survey results and tabulations across 
the Web and corporate Intranets. 
"XML is an ideal medium for facili
tating the interrogation and extraction 
of data across Web and Intranet plat
forms," says Ed Ross, co-founder of 
OpenSurvey, a non-profit organization 
dedicated to the development of open 
source software and open standards for 
survey research. 

E-Tabs is currently working with 
OpenSurvey to propose a DTD ( docu
ment type definition) that encapsulates 
the many facets of typical market 
research tabulation formats, and 
through which third-party tabulation 
packages will be able to standardize 
their output. 

For more information contact 
Benjamin Rietti at 888-82-ETABS or 
visit www.e-tabs.com. Information on 
OpenSurvey can be found at 
www.opensurvey.org. 

DigiScents, Inc., Oakland, Calif., 
has formed a strategic research alliance 
with Procter & Gamble under which 
DigiScents will have access to a range 
of proprietary P&G research tech
niques and methodologies. This will 
enable DigiScents to better understand 
consumer perception and response, and 
further evaluate market potential for 
its digital scent technology applica
tions. 

Plaza Research has signed its 11 
locations to the ActiveGroup Internet 
broadcasting service of ActiveGroup, 
an Atlanta-based provider of focus 
groups over the Internet. ActiveGroup 
has also signed Assistance in 
Marketing, Morristown, N.J., as a 
facility offering its broadcasting ser
vice. 

Separately, ActiveGroup has part
nered with DiscoverWhy.com, a 
Bedford, Mass., Internet market 
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14-15 at the Fairmont Hotel in San 
Jose , California. The forum will 
explore the future of technology 
brands and their ability to extend into 
new markets. For more information 
call 800-543-6124 or visit 
www.intelliquest.com. 

AMA RESEARCH METHODS CON
FERENCE: The American Marketing 
Association will hold its Applied 
Research Methods Conference on 
September 25-28 at the Adam 's Mark 
Hotel in San Antonio, Texas. The con
ference is a series of classes focusing 
on basic methods, applications, and 
advanced applications in marketing 
research. For more information call 
Alison Tibbetts at 800-262-1150 or 

research firm to provide ActiveGroup 
with a research tool to quantify the 
opinions of focus group participants 
via the Internet. 

The Answer Group, a Cincinnati 
research firm, has become a member of 
WirthJin Worldwide, a McLean, Va., 

visit www.ama.org . 

ARF WEEK OF WORKSHOPS: The 
Advertising Research Foundation will 
hold the 2000 Week of Workshops on 
October 16-19 at the Roosevelt Hotel in 
New York. The program will feature 
eight separate one-day workshops that 
will run over consecutive days (two 
parallel tracks) covering topics such 
as brand equity, loyalty marketing, and 
interactive media research. For more 
information call Ajay Durani at 212-
751-5656 or visit www.arfsite.org. 

INTERNET MARKETING CONFER
ENCE: Greenfield Online will hold its 
second annual Internet marketing con
ference , Information Edge 2000: 

research firm. 

Digital Marketing Services (DMS), 
a Dallas-based division of America 
Online providing on-line research, has 
inked new partnering agreements with 
several research firms, including 
Directions Research, MORPACE 

"Smart Marketers, Online Success," in 
San Diego on October 16-18. For more 
information call Janice Caston at 203-
846-57 41 or visit www.greenfield.com. 

ORCA CONFERENCE: The 
Qualitative Research Consultants 
Association (QRCA) will present its 
15th Annual Conference in San Diego 
on October 18-21, 2000. It will include 
workshops in tools and techniques, 
new qualitative research opportuni
ties, and business issues and ethics. 
Attendance is limited to independent 
qualitative research practitioners and 
those working for market research or 
social research firms. For more infor
mation call 888-67 4-7722 or visit 
www.qrca.org. 

International , Perfomance 
Research, and Recipio. In addition, 
Custom Research Inc. , M/A/RIC 
Research, Roper Starch Worldwide 
Inc., FCB Worldwide, The Guideline 
Research Group , and Elrick & 

continued on p. 99 
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Tme-life tales in marketing research 

Editor's note: "War Stories" is a 
semi-regular feature in which Art 
Shulman, president of Shulman 
Research, Van Nuys, Calif., presents 
humorous stories of life in the research 
trenches. If you have a funny tale to tell, 
contact Art at 818-782-4252 or at 
artshulman@ aol. com. 

G ail Fleenor reports that during a 
recent focus group about the dif
ferent supermarket chains in an 

area, one woman boldly asserted, "I 
shop store XYZ when I'm having com
pany to dinner." This comment came on 
the heels of other group comment about 
the store's off-brand merchandise and its 
perceived lack of quality. 

The moderator pursued this woman's 
interesting comment. Did she really 
think the off-brand products were better? 
"No," the woman said. "They're cheap
er. But I wouldn' t shop there for my 
family. I just shop there when I have 
company because they'll never know 
the difference." 

Fleenor also tells about a woman in a 
recent focus group about supermarket 
chains who claimed her husband want-
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By Art Shulman 

ed to shop at a particular supermarket 
which she detested. When asked why 
hubby insisted on shopping there, she 
said, "He buys cat litter there. He's very 
particular about his cat litter!" 

Fleenor related another story about a 
discussion on meat departments at var
ious supermarket chains which led to 
an amazing discovery. When group par
ticipants were discussing how they 
choose meat, it turned out that color was 
a popular decision factor. One woman 
pooh-poohed this factor. "You know that 
all stores put some kind of red dye liq
uid on the meat to make it that color, 
don't you?" she said, in all sincerity. 

Ron Sellers reports receiving a call at 
work from an interviewer doing a study 
for a hotel industry trade group. At 
Sellers' company, phones are clearly 
answered with "Ellison Research." The 
interviewer's first question wa , "Does 
anyone in your household work for a 
marketing research company or a 
hotel?" 

' 'This is a marketing research compa
ny," Sellers told her. 

Silence. 
"And r m president of the company," 

he added. 
More silence. Catching on to the fact 

that she was waiting for the required 
"yes" or "no" answer, Sellers said, 
"So .. .I guess I'd have to say yes, some
one in my household DOES work for a 
marketing research company." 

She thanked Sellers and terminated 
the interview. 

"Oy," remarks Sellers. 
Jerry, a computer engineer and a 

friend of mine who lives in Wappinger 
Falls, N.Y. , reports getting a phone call 
from a company doing a survey about 
local issues. The interviewer was read
ing her questionnaire verbatim, saying 
things like, "As you know we've had a 
number of controversial political issues 
here in Wappinger Falls recently ... " 

My friend, detecting something amiss 
since the interviewer had a deep 
Southern drawl, asked, "Where are you 
calling from?" 

"Georgia," was the reply. 
"I thought so!" said Jerry. 
"How could you tell?" she asked. 
"You talk slow," Jerry informed her. 
Hal Meier is with TAl Companies, a 

firm that operates focus group facilities. 
A client wished to conduct focus groups 
with people who had undergone a certain 
form of heart bypass surgery. The client 
provided a list of such patients, with 
phone numbers. Meier's company dili
gently began calling these people, but 
wasn' t successful in putting together the 
group. Turns out that almost everyone on 
the list was no longer living. 

I suppose if the purpose of the group 
was to get a handle on customer satis
faction , they had the answer right 
there. r~ 
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On-lineResearch 

Editor's note: George Dubinsky 
is strategic planning manager, cus
tomer satisfaction, at Subaru of 
America, Inc. He can be reached at 
856-488-3097 or at 
gdubinsky@subaru.com. 

C 
us to mer loyalty is the Holy 
Grail of today's market
place, and at Subaru we 
have long been part of the 
pursuit. We recently 

expanded our quest to include Web
based customer survey reporting. 

Bringing our dealers to the Internet 
for their customer survey informa
tion was a pioneering move. We saw 
Internet-based survey reporting as 
an opportunity to share the wealth of 
data with our dealers and our field 
organization on a real-time basis. 

Today, seven field regional offices, 
135 field staffers, and 600 dealers 
use the Web-based program. Data 
Recognition Corporation (DRC), 
Minneapolis, provides program 
design, implementation, and ongoing 
service. 

To gauge levels of customer loy
alty and to rank dealerships, Subaru 
has long relied on traditional, paper
based customer response surveys. 
Short, follow-up Purchase 
Experience Surveys and Service 
Experience Surveys are mailed to 
customers within seven to 14 days of 
their transaction. Surveys include 
both multiple choice questions and 
open-ended questions. The response 
rate for the mailing ranges from 30 to 
45 percent. 

Dealerships receive their Subaru 
Owner Loyalty Indicator (SOLI) rat
ing quarterly, which is tabulated from 
urvey responses. Dealers take the 

ratings seriously; they understand 
how these scores can translate to their 
bottom line. 

While Subaru's traditional surveys 
provided valuable information, reports 
reached management and dealers only 
on a quarterly basis, which slowed 
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response times and stifled the motiva
tional effect on the sales staff. Dealers 
would only see comments from the 
past three months and in many cases it 
was too late to resolve the issues iden
tified in the surveys. 

The Internet reports allow us to pro-

vide faster, more flexible service and 
information to dealers, field staff, and 
the management team at Subaru. 

Firing up the Web 
The process begins by scanning 

responses from customer survey forms 
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using optical character recognition. 
Customer comments are also captured 
and categorized, and all survey infor
mation is electronically added to the 
appropriate dealer's database using a 
customized program developed by 
DRC. The entire process- from scan-
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ning, programming, administration, 
and updating - is managed by DRC, 
freeing Subaru to do what we do best. 

Subaru initially offered the Web 
reporting service to our high sales-vol
ume dealers, a group we knew was 
most likely to utilize such an option. 

When we first moved on-line, we made 
sure that the new Web reports looked 
the same as the hard copy reports deal
ers were accustomed to receiving. But 
now that the system has been in place 
for two years, we feel free to customize 
and enhance the reports, adding color 
and formatting techniques that will, 
for example, emphasize dealers' 
strengths and weaknesses at-a-glance. 
Reports are designed to quickly and 
clearly provide the relevant informa
tion. Options include tables, charts, 
and narratives, along with summary 
reports for an overall view. 

Initially, dealers had to access cus
tomer reports through the supplier's 
Web site. Recently, Subaru built a 
secure bridge linking our supplier's 
Web site to our own site, called the 
Subaru Dealer Communication 
System. Once we connected directly to 
the dealer network, we achieved one
stop shopping. The secured system 
provides a confidential, timely 
exchange of information between 
Subaru headquarters, its field organi
zation and its dealerships. And today, 
dealers can log onto Subaru's Dealer 
Communication System for all their 
relevant Subaru business in addition to 
customer survey information. 

Learning curve ahead 
When Subaru launched its reporting 

Web site two years ago, it faced an 
obvious learning curve. Many dealers 
were inexperienced with the Internet. 
And before we could begin to train the 
dealers, Subaru needed to train the 
trainers, i.e., field managers assigned to 
individual dealerships. 

We spent a lot of time on the road, 
demonstrating the Internet program 
and educating field staff on how to 
teach dealers to use the program and 
make the most of the survey reports. 
Providing dealer passwords allayed 
security concerns. And all system users 
were given DRC's 800-number for 
technical assistance. 

continued on p. 103 

19 





d\et\tness noo\ noo \{oUt with r terwor 
reat wa 

Get a g lar toys. aa~l't \,\lJ\tlG 
tnese tubU • s"' 

Editor's note: Douglas Griffen is managing partner of 
D.S. Griffen & Associates, a Phoenix, Ariz., consulting firm. 
He can be reached at 408-585-8039 or at 
DSGriffen@ aol. com. Robert Duley is vice president of pro
fessional services and alliances at GroupSystems.com, a 
Tucson, Ariz., collaborative knowledge firm. He can be 
reached at 800-368-3668. 

T
he question seemed simple enough when it 
appeared on the laptop computer screens of 
the Phoenix, Ariz., focus group participants: "If 
you were describing Phoenix to a friend who 
lived in another state, how would you describe 

the city and what differentiates our community from 
any other community?" 

In other words, what makes Phoenix Phoenix? For 
the Arizona Republic, the largest daily newspaper in 
the state, it was a question that began a fundamen
tal effort to redesign itself, to better connect with the 
issues and people that comprise the fastest grow
ing metropolitan area in the country. 

In early 1999, the paper's editors began sensing 
that the community had changed, that it was look
ing for something different from its newspaper. 
A redesign was in order. But how could the 
paper identify what that "something different" 
was and incorporate it into a redesign that 
would be unveiled just nine months later on 
January 1, 2000? 

The answer was to employ a research 
method that allowed selected readers of the 
paper to electronically brainstorm, to cate
gorize and prioritize simultaneously and 
anonymously how the paper's coverage 
stacked up against their impressions of 
what differentiated this community, and 
what critical topics influenced their lives. 
It was a given that the paper would cover 
the news; the challenge was to go beyond 
the news and convey a sense of place for 

continued on p. 1 04 
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On-lineResearch 

Editor's note: This article is a tran
script of a presentation by Don 
Bruzzone and Paul Shellenberg of 
Alameda, Calif -based Bruzzone 
Research Company to the Advertising 
Research Foundation 's annual confer
ence in New York in March. 
Information on contacting the authors 
can be found at the end of the article. 

Good morning, I'm Paul 
Shellenberg, director of sales at 
Bruzzone Re earch, and we are 

here to describe how you can track the 
effect of advertising, better, faster, and 
cheaper on-line. My function here 
today is to introduce and pose key 
questions to our Founder and President 
Don Bruzzone. I'm hopefully going to 
keep him on-topic and on-time, with
out getting fired. Don, can you give us 
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a quick overview of what we are going 
to be covering? 

Don: We are going to be talking 
about a real breakthrough - some
thing that doesn't happen all that often. 
We are going to talk about how you can 
track the effect of advertising: 

• better through recognition-based 
research; 

• faster - at the speed of e-mail; 
and 

• cheaper because you're eliminating 
most of the fieldwork costs by doing it 
on-line. 

We are going to show that it works 
by using evidence from parallel stud
ies of Super Bowl commercials. We're 
going to be talking about the limita
tions of on-line testing, primarily how 
you allow for the segment of the pop
ulation that is not on-line. And, we're 

going to be talking about the impor
tance of this breakthrough, being able 
to do more on-line research to track 
the effectiveness of advertising and 
how important the tracking of adver
tising is in increasing the profits of 
your company. 

Why it's better 
Paul: Let's take the first of those top

ics Don mentioned. Why does the abil
ity to show advertising and see if peo
ple recognize it make this type of track
ing better? 

Don: Because up to now, most ad 
tracking surveys are conducted by tele
phone and in telephone surveys you 
cannot show things to people. When 
you can point to a specific commercial, 
or an ad, or a picture of a Web site and 
say, "Do you remember having seen 
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this before?" you end up getting infor
mation that is more accurate, more sen
sitive, and more discriminating. 

You end up identifying two to three 
times as many ad noticers as you do 
through the old-fashioned, more 
expensive phone surveys. In that kind 
of tracking study the results are less 
accurate, because when they say they 
recall your new advertising they may 
actually be remembering your old 
advertising or even your competitor's 
advertising. When you try to describe 
the advertising, that adds a little to the 
accuracy but it ads a lot to the length 
and cost of the survey. 

Recognition-based tracking identi
fies the people who have been exposed 
to the advertising- and who didn't 
ignore it but actually noticed it- with 
fewer errors. It capitalizes on one of the 
great strengths of the human mind: its 
ability to recognize things it has seen 
before. It is critical to make the most 
accurate possible split of the sample 
into those who actually noticed your 
advertising and those who either 
ignored your advertising or were never 
exposed to it. It gives you the opportu
nity to see if that first group shows 
effects that you don't see in the second 
group. That is one of the most critical 
splits you can make in advertising 
research, and recognition-based track
ing is the best way to do it. 

One more point: Recognition-based 
advertising research does not penalize 
emotional ads. Hugh Zielske's classic 
research at FCB showed that recall
based tests penalize emotional adver
tising. If you do your research based on 
recall you run the danger of over
emphasizing the effectiveness of mes
sage commercials and not making 
enough use of emotionally-oriented 
commercials. That is why recognition 
makes this kind of testing better.' 

Why it's faster 
Paul: Okay. The next thing you said 

was that on-line makes it faster. Can 
you tell us more about speed? 

Don: The first thing to consider is 
that everybody is going to be notified 
and contacted instantly. Within a 
minute or so, everyone in the sample is 
sent an invitation. The invitation says, 
"Click on this URL and you will 

immediately be connected to the sur
vey site and you can start filling out the 
questionnaire." 

Secondly, they can all reply simul
taneously. Respondents don't get inter
viewed one after the other. You will 
see the benefits immediately because 
half of all the replies come back the 
first day or so. But you don't want to 
stop as soon as those initial results are 
in. They are interesting and they are 
perfectly valid as an indicator of how 
those who reply rapidly to e-mail invi
tations answer the questions. But, they 
end up being largely the "geeks" of the 
on-line population. They are the ones 
who are on-line more, they see your 
invitation sooner, and they are more 
apt to reply faster. To get replies from 
a more complete cross-section that 
includes those of us who take a little 
more time to reply to our e-mail, you 
need to wait awhile. But not too long. 
Almost all the replies you're ever going 
to get will show up within five days, 
and that's what makes on-line inter
viewing faster. 

Why it's cheaper 
Paul: The title of our presentation 

indicated that on-line also makes it 
cheaper. How does on-line do that? 

Don: The whole process is simpler 
and more direct. Think about it: You 
have no fieldwork infrastructure to pay 
for. You have no interviewers, or peo
ple to supervise the interviewers. You 
have no one to hire the interviewers or 
supervisors. You don't have the facili
ties; you don't need a phone room; you 
don't need the mall interviewing facil
ities. And, you have the respondents 
doing all the data entry work. Those are 
the factors that make on-line research 
cheaper. 

Limitations 
Paul: But aren't there some limita

tions to this approach? 
Don: Yes. We referred to the big one 

before: When people are replying on
line you are not getting replies from the 
segment of the population that isn't 
on-line. We tested two different meth
ods of meeting that need in the Super 
Bowl results we'll be showing in a 
moment. We are also going to present 
some evidence showing what happens 
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if you just ignore the off-line segment 
of the population. We have some very 
interesting evidence on that point. 

Another limitation: there is no clean 
way to draw a pure probability sample 
of on-line households. The all-inclu
sive sampling frame that you need to 
do that just doesn't exist. For telephone 
surveys you can generate numbers at 
random from the blocks of phone num
bers that are known to be in use. For 
door-to-door interviewing you can 
select blocks, and dwelling units on 
that block, at random. But there is 
nothing like that for the on-line uni
verse. It is a real problem. We have 
been testing and experimenting to find 
the best ways to meet those problems. 
Watch how we did it in our parallel 
testing of this year's Super Bowl com
mercials. 

The evidence that it works 
Paul: Sounds great so far, but does it 

work? What evidence do we have that 

we test and track the effectiveness of 
every Super Bowl commercial. We do 
it on the basis of recognition and our 
standard battery of questions by mail 
showing photo boards. 

The phone-recruited on-line study 
The first comparison is with a 

method we have used quite success
fully in the past. Respondents were 
recruited by telephone by Bernett 
Research. Bernett called a cross-sec
tion of households obtained original
ly by random-digit dialing, asking if 
they would participate in a survey of 
Super Bowl advertising. If the respon
dent said yes, they were asked if they 
were on-line and if we could have 
their e-mail address. If they said no, 
we obtained their mailing address, and 
mailed them exactly the same ques
tionnaire with exactly the same photo 
board on it. That is the first way we 
covered the on-line and the off-line 
segments of the population. We did 
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all this is true? 
Don: We have lots of evidence from 

the Super Bowl. We feel this is a very 
unique standard for comparisons. And, 
we certainly agree with the folks at 
Harris Black when they made the point 
in a presentation yesterday that there is 
a continuing need for parallel studies. 
The best evidence we have on the 
validity of on-line research is to have 
on-line studies that can be anchored to 
studies of known validity. We are 
anchoring to the tracking studies we've 
been doing for nine years now in which 

this by sending various groups of 
commercials to various portions of 
the sample. In this part of our parallel 
testing we covered a total of 40 dif
ferent commercials from this year's 
Super Bowl. 

The measure we have on the chart 
above is one of 50 different measures 
we take of commercials. We think it is 
most important for this type of work 
because it provides a good compara
ble mea ure of the number of people 
that were reached and affected by all 
kinds of commercials. It shows the 

www.quirks.com Quirk's Marketing Research Review 



Alabama 
Consumer Pulse of /Jirminglwm * 

Arizona 
Fieldwork f>lwenix * 
Fieldwork .'·)co!lsdalc"~ 

Plaza Research Phoenix* 
QCS Phoenix * 

California 
Adler-Weiner 1-<JS Angeles 
Focus and Testing Woodland //ills 
Fieldwork Orange County 
Plaza Research Los Angeles 
QCS /,os Angeles * 
Qualitative Insights Sherman Oaks 
Los Angeles Field & Focus* 
QuickTest/Heakin Los Angeles* 
AIM Long Beach* 
AIM Costa 1\le.w 

Onmge County Focus & Field* 
Discovery Research Group !l'l'ine* 
Ecker & Associates San Francisco 
Plaza Research .)·an Fmnciscu 

Margret Yarbourgh & Assoc. 5)un 
Fnmciscu * 
Opinions ... or ,)'acmmento 
QuickTcst/ llcakin .)·acrumento * 

Colorado 
Fieldwork /)em·er 
MC-3 Denver * 
Plaza Research De111·er 

Connecticut 
The Focus Room Swm(ord 

Florida 
Schwartz Research 7(111/f)(/ 

About Or/ml(/o Research* 
QuickTest/ llcakin i\lelhoumc* 
Miami Market Research 
Plaza Research Ft Luudadule 
Field & Focus IV Palm Hcach 

Georgia 
Compass Marketing Research Atlanta 
Murray 1-1 iII Center .· ltlallla 
QCS /ltlanta * 
Fieldwork /It/onto 
Plaza Research .. It/unto 
Focus on Atlanta* 
()uickTcst/ llcakin / ltlwlfa 
, /tlanta Focus & Field * 

ActiveGroup Facilities 
Illinois 
Accurate Data Marketing Chicago 
NQC Chicago 
Fieldwork 0 llarc ( 'hicago 
Fieldwork Schaumburg Chicogo* 
Fieldwork North Chicago* 
Plaza lh:scarch Chicago* 
()CS Chicago * 
Chicago Focus & Telephone * 
QuickTcst/llcakin Cliicugo * 
A I M Chicago * 

Kansas 
QCS Kansas City * 
QCS (h ·erlund l 1urk * 

Louisiana 
QuickTcst/1-lcakin Ne1r Orleans* 

Maryland 
AIM Baltimore* 
QuickTest!llcakin Haltimore * 

l\1 assach usrtts 
Fieldwork /l'u/tlwm 
Focus Pointe Boston 
Natick Field & Focus * 

[\:Jichigan 
Crimmins & Forman !>etmit 
Stander Research I )L'Imit 
QCS /)ctroit * 

Minnesota 
Fieldwork Minneapolis 
iVJarkct Resource Associates 
,\I i 11/ICtiJ /( J/is 
QC'S :\liilll<'liJIO/is * 
J\!inncliJWiis Field & Focus * 
QuickTcst /llcakin Millll<'llf)(J/is '' 

l\lissouri 
()CS .\'!. l.ouis * 

Nt.•w .Jersey 
Plaza Research 11urumus * 
Fieldwork Fort 1.<'<' 

A I M 1/uckensocf.. * 
1\ I M Florlwm l 1urk * 

New Yorl' 
The Focus Ronm :\/unlw!lu/1 

Fieldwork New York ll'cstclwslc·r 
;\ La Carte Research IAmg lslund 

For more information call Bobby Carter at 770-449-5539 
www .activegroup.net 

*Coming Soon 

QuickTcstiJJcakin lJrook~rn * 
North Carolina 
20'20 Research Clwrlotre 

:\evada 
1-tls Vegas Focus & Field '' 

Ohio 
( 'onvcrgys ( 'inci111wti 
1\ I [VI Cincimwt i* 
QCS ( 'olumhus* 

Oregon 
MarkctTrcnds 11ortland 

Pcnns~'h'ania 

Focus Pointe / 1hilade/Jihia 
Focus Pointe /Ja/a (1'//IIYd 
Plaza Research Metm 11hiludeiJJhiu 
QCS 11hilwlciJJhia * 
l 1hiludciJJhia Focus & Field * 
()uiekTesti llcakin 11hilade/jJ/Jia * 
Cnnsumcr Pulse ol' 11/u'/ude/f'hiu * 

Tennessee 
20/20 Research Nash,·ille 

Texas 
Fenton S\\ anger I )a/los 
Fieldwork !Julius 
Plaza Research I Julius 
()uiekTcst I leak in I Julius 
QCS !>a/Ius • 
I >a !Ius h)cus & held 
Quicklest .Jicakin .- lustin ., 
Plaza RL'scarch lloustoll 
()C'S /louslo/1 •· 

Virginia 
i\'orfo/k Focus & Telephone • 

\Vashinghu1 
i\larkctTrL'IHis .\'('u/11<' 

Ficlth\ork Seullle 
()( ·s .\'( 'tit til' ,~ 

\\'ashington nc 
( >khak l\larkl'l Resc;1rch I)( · 

< >lchak i\:larkl'l Rcse;1rch (;rend)('// 

\Visconsin 
<)< ·s . IJif'l<·toJJ l 



number that not only recognized the 
commercial, showing that they 
noticed it, it shows if they knew who 
that commercial was for. A commer
cial isn't worth anything if people did
n't notice who it was for. The third 
element in this three-way measure is 
likability. The respondent had a favor
able reaction to the commercial. 

You will recall from the Copy 
Testing Validity Study completed 10 
years ago by the organization hosting 
this conference, the Advertising 
Research Foundation, that likability is 
the best of all the many measures they 
tested for showing the true effective
ness of advertising. On the left-hand 
side of the chart are the scores of 40 
Super Bowl commercials in our stan
dard recognition-based survey using 
mail questionnaires. The scores we 
obtained on the telephone-recruited 
on-line survey are on the right-hand 
side. 

As you can see, there is a wide 
range of scores. These are all com
mercials that appeared during the 
Super Bowl so everyone had the same 
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chance to see them; and, the number 
of people reached and affected varied 
quite widely. But, the thing to notice 
in these two types of surveys is their 
similarity. The commercials at the top 
of one survey ended up being the 
commercials at the top of the other 
survey, the middle ones stayed in the 
middle and the bottom ones stayed in 
the bottom .. .largely the same results 

-OnMoney.com 

from both surveys. We say "largely." 
How close was it? We'll look at the 
correlation scores to be a little more 
precise about how close it was. For 
those 40 commercials in those two 
tests, the correlation coefficient was a 
very high .93. That's an R-squared of 
.86, which means the on-line scores 
reflected 86 percent of the differences 
found in those base scores: a good, 
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tight correlation. 

Do all on-line methods work? 
To find out, we tried two addition

al methods. One was from the 
InterSurvey panel. InterSurvey 
recruits folks from both the on-line 
and off-line segments of the popula
tion by providing WebTV to all of 
their panelists. That enables all of 
them to reply to surveys on-line 
immediately. We had them send invi
tations to 1,000 panelists and showed 
them 13 of the commercials that 
appeared during the Super Bowl. 
Those 13 are the base for all of the 
comparisons we will be making for all 
four methodologies. InterSurvey 
received 720 replies, a 72 percent 
response rate from their panel. 

The second additional method used 
an "opt-in" sample. We were notified 
about two weeks after the Super Bowl 
that Survey Sampling finally had the 
rights to seven million e-mail address
es that could be used for research. 
They came from a variety of sources, 
primarily Web sites where respon-

dents left their e-mail addresses along 
with some information about their 
interests and permission to contact 
them about those interests. We sent 
out invitations to participate in the 
survey to 4,000 of the folks from that 
source. 

Some would also say this is the 
cheap-and-dirty type of sample. It was 
inexpensive. At the time we were set
ting this up with Survey Sampling 
they were selling the use of these 
names for 40 to 60 cents per name. 
Survey Sampling's Terry Coen, who is 
here today, said, "Watch out, our 
response rates are low. Be sure you 
send out a lot because preliminary 
testing showed a response rate of 
about 8 percent." I thought, gee we've 
been playing around with a lot of on
line samples in recent years and have 
never gotte'n a response rate that low. 
Terry was right: we got a response 
rate of about 6 percent. We see how 
that panned out on the next chart (see 
facing page). 

The chart shows the same scores 
we used on the first chart. We're not 

showing indexes or anything other 
than the actual score these commer
cials achieved- the percent that rec
ognized it, knew who it was for and 
liked it. First from the Internet survey, 
then from the mail survey, then from 
the Survey Sampling on-line sample, 
finally the Bernett on-line sample that 
we already looked at with the original 
set of 40 commercials. We again see 
a wide spread of scores from the over 
30 percent range down to virtually 0 
percent. The top ones stay at top, the 
middle ones in the middle and the bot
tom ones stay at the bottom. 

We know something about these 
samples and what makes them differ
ent. For the Survey Sampling E-Mail 
Lite lists, you have to pick the type of 
respondent you want. We thought peo
ple with an interest in football were a 
natural for a Super Bowl survey. So, 
what we have in the third column is an 
on-line sample of football fans. The 
Bernett Research phone-recruited 
sample ended up being the best-edu
cated and the most affluent. That was 
a normal result of the screening 
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process. When they agreed to partic
ipate we asked if they had access to 
the Internet and if so, would they pre
fer answering the survey on-line or 
would they rather we mail them a 
questionnaire. Those who took the on
line option tended to be the comput
er-literate people who are very com
fortable on-line. All that is reflected in 
some scores on that chart that might 
otherwise be thought to be an aberra
tion. 

The dark blue line is for the 7Up 
"Cans" commercial. If you remem
ber it, it involved the phrase "show us 
your cans" and it showed photographs 
of people's hindquarters. Some might 
say it was a commercial that was not 
in terribly good taste. Well, the foot
ball fans of our population seemed to 
think it was just fine and tended to 
like it and pay a lot more attention to 
it than the better-educated, more 

upscale folks. 
So, we can even explain some of 

the variations we found between these 
samples, at least tentatively. Another 
example where the opposite may have 
happened is the EDS.com commer
cial, shown by the light blue line. It's 
an electronic data company that would 
naturally be of greater interest and 
more likely to capture the attention 
of the most computer-literate of the 
bunch, which it did. So, even though 
these scores are already closely relat
ed, there is reason to believe the cor
relations would be even closer if we 
could have had exactly the same type 
of people in each sample. 

Again, we made a more quantitative 
appraisal of just how close they were. 
For those 13 commercials, when we 
compare our basic scores from the 

mail survey approach to the 
InterSurvey panel results there is an 
R-squared result of .95. The 
InterSurvey results account for, or 
explain or match, 95 percent of the 
variation in our base measure. For the 
Survey Sampling sample, even though 
we got a very light response rate, they 
ended up producing the same results 
everybody else did. Specifically, they 
accounted for 92 percent of the vari
ation in our base sampling. The 
Bernett Research sample was also 
quite high. R-squared was .86, slight
ly lower than the others, but still very 
high. You don't get correlations with 
R-squares that high from data that is 
not closely related. Our conclusion: 
all three of those approaches for on
line interviewing work. 

Is there a difference in the cost of 
doing them three different ways?Yes, 
that's shown on the comparative cost 

chart. We start out with a standard 
hypothetical telephone tracking sur
vey of 400 interviews; it costs 
$30,000. It's the type of survey where 
half of the cost is fieldwork: for tele
phone interviewing. The other half is 
tabulating the results, drawing the 
charts, analyzing it all and writing the 
report. That half stays constant 
throughout all of the examples, only 
the fieldwork half varies. 

When you move to a mail survey of 
the same length with the same amount 
of information, the results are deliv
ered to you for $5,000 less: $25,000. 
We've been selling this approach for 
a long time. We can give you better 
data based on recognition in a mail 
survey. We can also make a better 
argument as the years roll by that our 
mail surveys are more representative 
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of the total population than telephone 
surveys. People are busier and using 
more devices to record and screen 
calls. Others are using their phone line 
to connect to the Internet. All of which 
effectively blocks you from reaching 
a lot of households. 

But we can still reach virtually 
every household in the country by 
mail. No matter how busy a person is 
they are going to come home eventu
ally, and when they do their mail is 
always there waiting for them. In this 
type of study we routinely get about a 
third of the recipients to open our 
questionnaire, fill it out and send it 
back- without any pre-recruiting or 
follow-up. When was the last time you 
had a completion rate that high in a 
phone survey? That's why we feel our 
recognition-based tracking surveys 
conducted by mail on Super Bowl 
commercials provide an excellent 
standard for making these compar
isons. 

We mention this because the people 
at Harris Black made a good point 
when they said that the validity of on
line surveys needs to be checked by 
anchoring the results to survey results 
of known validity. They check their 
on-line results against the results from 
their Harris Poll. But that is a phone 
survey. We would make the point that 
we are anchoring our tracking results 
to something even better- our recog
nition-based tracking of all Super 
Bowl commercials by mail that has 
been the standard in Super Bowl 
tracking for nine years. 

The advantages of mail tracking 
over phone tracking were impressive 
enough. But now we can do even bet
ter. If you did that tracking survey on
line using the costs we incurred with 
the InterSurvey Panel the cost would 
come down to $21 ,000. If you used 
the Survey Sampling opt-in E-mail 
Lite sample, you could get it done for 
$20,500, almost the same cost. And, 
the lowest cost, by a margin that's not 
too great, was from the Bernett Phone 
recruited sample, which comes in at 
$19,500. Those are substantial sav
ings. 

These price comparisons are based 
on our experience with this set of sur
veys. I would certainly urge you to 
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talk to the various companies we did 
business with. 

What did we learn from all this? 
Insofar as our tests were typical of 

the broader categories, I think you can 
say: 

• "Opt-in" samples are OK for this 
kind of work. 

• Using phone-recruited samples 
doesn't increase costs, it reduces 
them. 

• We only paid a small premium for 
using a panel, and it does make life a 
lot simpler to have someone else do all 
that kind of work. 

These conclusions may only apply 
to recognition-based tracking studies 
of Super Bowl commercials. 
Recognition is a very sturdy measure 
and we've proved through the years 
that it has extremely high test, re-test 
reliability. And, it also gives you the 
same results even when you switch 
methods. We've shown that before 
comparing mall intercept results with 
mail, with in-office interviewing, with 
disks-by-mail. And, we are now show
ing we can get virtually the same 
results on-line. 

Recognition is not only a sturdy 
measure, but also reactions to Super 
Bowl commercials are by design fair
ly homogeneous. It's the last of the 
mass-marketing efforts. Super Bowl 
commercials are designed to appeal to 
and capture the attention of everyone: 
young folks, old folks, rich folks, poor 
folks. So, we don't want to over-gen
eralize, but those are the things that 
we've learned from this testing. 

What does an advertiser get out of 
a tracking study? 

Paul: Okay, you've shown that it 
produces virtually the same results, 
better, faster, cheaper. How about a 
few thoughts on the importance of 
getting those results? The advertising 
is over, the money has already been 
spent. Why does an advertiser want a 
tracking study like this? 

Don: That is the classic question 
we run into in tracking surveys. Let's 
see if we can't make the point that 
that is short-sighted. 

There are those who say, "I pre-test
ed those commercials, I've done my 
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research. I don't need anything more." 
In pre-testing a commercial, you are 
attempting to predict how that com
mercial is going to perform under 
real-world conditions. When it final
ly gets on the air, it may or may not 
perform as your pre-testing has indi
cated it would. You need tracking 
research in order to find out. Further, 
there are three things you have a hard 
time covering in any kind of forced 
exposure pre-testing: 
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real-world conditions do they notice it 
or ignore it? 

• How did it do in getting the name 
of the advertiser across? 

• What's your ROI? What's the cost 
per thousand actually reached and 
affected? 

Those are very hard things to sim
ulate in any kind of a pre-testing envi
ronment. So, when you've done your 
post-testing, you finally have both cre
ative and managerial feedback on how 
your advertising performed so you 
can do more of what works and less of 
what doesn't work. 

You say you already have a feel for 
what works and what doesn't work. 
You don't need research to tell you . I 
think we have some examples from 
the Super Bowl on what the experts 
say about that, which may cause you 
to stop for a minute and wonder if you 
really do know as much as you think 
you do. Because if experts are really 
experts, and expert opinion is all that 
it's cracked up to be, everybody 
should agree. Well, let's compare the 
experts' opinions with our results. It 
drives home the dangers of relying on 
expert opinion and the value of a good 
tracking study. 

Rating this year's Super Bowl com
mercials 

First, we're going to compare the 
commercials from this year's Super 
Bowl that everyone's talking about, 

15 dot-com commercials the three that 
he gave the highest ratings to and the 
three that he gave the lowest ratings to 
are shown in the frrst column in the 
chart below. Let's compare those with 
the scores USA Today gave when they 
did the fabulous job they do every year 
for the advertising industry. The morn
ing after the Super Bowl they print the 
scores that they get from having a num
ber of people in different cities watch 
the game and use little dials to indicate 
how much they like each commercial 
while it runs. Their measures produced 
the set shown in the second column as 
the best and worst. They are not the 
same commercials. Already we have 
some differences. 

Next we have a set of scores from 
Media Metrix. They measured the 
increase in the number of people using 
each of these sites after the Super 
Bowl. How much of a lift did they get 
in the use of their Web site? 
Kforce.com was at the top of their list. 
Schwab was at the bottom. Again, we 
don't agree. What is the real picture? 
Here are our results: FedEx, Pets.com 
and E*Trade reached and affected the 
most. Kforce.com, Media Metrix's 
best, is our worst. So who's right? 

We differed the most from the Media 
Metrix rankings, and the reason is 
understandable. The differences Media 
Metrix was measuring were increases 
in hundreds of thousands of hits on 

The Experts on the Super Bowl Dot-Com Commercials 
Vs. Web Site Activity 

Garfield, Ad Age USA Today Media Metrix BRC 

Highest Scores 

E*Trade Pets.com Kforce.com Fed Ex 

Computer.com Fed Ex OurBeginning.com Pets.com 

Pets. com Oxygen Media Pets.com E*Trade 

Lowest Scores 

OurBeginning.com LifeMinders.com 

MicroStrategy Kforce.com 

Epidemic. com WSJ.com 

those dot-com commercials. We do 
that as a separate group because there 
is some additional information avail
able about that group. Bob Garfield at 
Ad Age rates all the commercials. 
When we looked at the scores for the 

Oxygen Media MicroStrategy 

WWF.com OurBeginning.com 

Schwab.com Kforce.com 

Web sites. The differences we were 
measuring were differences of tens of 
millions in the number that recognized 
commercials, knew who they were for, 
and liked them. We were measuring 
massive differences in awareness and 
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favorable reactions. They were mea
suring the tiny fraction that took imme
diate action. We see no reason to doubt 
both are valid measures of what they 
purport to measure. 

Next, let's broaden our view and 
look at all of the Super Bowl commer
cials. The next chart (right) shows what 
Garfield said were the best of all the 
commercials: E*Trade, FedEx, NFL 
Properties and the rest. They are com
pared first with what USA Today said 
were the best. They are not the same. 
They have Bud with the crying dog at 
the top. So what are the best commer
cials? The last column shows what we 
found. You'll see up at the top M&M 
-the commercial we say is the best of 
all commercials on this year's Super 
Bowl. None ofthe others had picked it. 
The reason reveals something impor
tant about our methods. We think we 
are measuring something the others 
tend to overlook - branding - the 
commercial's ability to get across the 
name of the product. We tend to 
assume if someone sees a commercial 

The Experts on the Super Bowl Commercials 
Comparing All the Commercials 

Garfield, Ad Age USA Today BRC 

Highest Scores 

E*Trade: Chimp Bud: Dog Cries M&M: Walking 

FedEx: Oz Mt. Dew: Cheetah Mt. Dew: Cheetah 

NFL Properties Tropicana: Granny FedEx: Oz 

GM Olds Bud: Dog Owner Tropicana: Granny 

Computer.com Pets.com Bud:Birth of Colt 

Lowest Scores 

MicroStrategy MicroStrategy MicroStrategy 

Epidemic.com HotJobs.com Kforce.com 

Nuveen: Reeves Walks Lifeminders.com Netpliance.com 

they know who it is for. From decades 
of testing I can assure you that is not 
the case. These M&M commercials do 
a fabulous job of keeping attention 
focused on the product. You see those 
little candies in almost every frame and 
you know what the product is that is 
being advertised. 

cials got down-rated by us because of 
the number of people who said "Yes I 
remember that commercial, but darn, I 
just don't remember who it was for." 
Hardly anybody said that for the M&M 
spot. That was the edge that put them 
on the top of these otherwise very 
excellent commercials. It is something 
Garfield has to allow for judgmental-A lot of other Super Bowl commer-
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ly. We offer this as hard evidence that 
he underestimated the importance of 
good branding. When USA Today has 
people turning dials to show how much 
they like commercials, they ignore dif
ferences in a commercial's ability to 
get the name across. An uproariously 
funny commercial that never even 
showed or mentioned the product 
could get a high rating with their sys
tem. 

Picking favorite Super Bowl com
mercials has become almost as much 
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of a national pastime as the game 
itself. We could go on for hours talk
ing about their real strengths and 
weaknesses, as revealed by our recog
nition-based tracking. But, back to 
our focus of the day: those people who 
feel they don't need ad tracking. As 
soon as they get the commercial pro
duced and on the air their interest 
drops, they feel their re ponsibility 
ends, and their job is over. 

If pretesting, your own expert opin
ions, and the expert opinions of your 

colleagues were all that was needed to 
tum out great advertising, you would 
not find the enormous differences in 
the performance of Super Bowl com
mercials that we have seen. And you 
~ouldn't find the differences we have 
seen in the after-the-fact judgments 
on what worked best. 

So, we have used these Super Bowl 
results to drive home a very simple, 
fundamental point: You need good ad 
tracking research so you can do more 
of what is working and less of what 
isn't. 

The ultimate applications: ROI & 
marketing models 

Paul: You have shown why we need 
ad tracking. But, how do you actual
ly put that information to work? What 
are the ultimate applications? 

Don: There are two, and they are 
closely related. First, good, recogni
tion-based ad tracking enables you to 
measure the cost-effectiveness of your 
advertising in ROI terms: the cost per 
thousand actually reached and affect
ed. You can use the same approach 
that we've just been describing for 
commercials to also get those mea
sures for Web sites, print ads, store 
displays, and most other elements in 
your marketing mix. In each case, you 
show pictures and ask, "Did you see 
this?" If they did, you ask, "Do you 
remember who it's for?" You ask them 
diagnostic questions to see if they had 
a favorable reaction to it. At that point 
we know if each of those efforts is 
paying its way - whether they are 
worth doing. 

Then you put those results into mar
keting-mix models to find the most 
effective combinations, so you can 
optimize the marketing mix. I had the 
pleasure of giving a talk last October 
on marketing-mix models. The main 
point was that in order to get market
ing-mix models to give an adequate 
reflection of the effectiveness of 
advertising, we need to build-in the 
quality of the advertising. Far too 
many models just throw in the dollars 
that were spent for advertising, and 
don't pay any attention to whether it 
was good advertising or bad advertis-
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ing, better than last year, worse than 
last year. Just dollars, and dollars and 
dollars. When you spend a million 
dollars to air Commercial A and it 
reaches and affects twice as many 
people as when the same amount is 
spent to air Commercial B, the "qual
ity" of the first commercial is twice 
that of the second commercial. You 
need to factor that quality difference 
into your marketing-mix models 
before you can expect them to work, 
before you can expect them to account 
for and predict the changes in your 
market share. In order to know what 
the quality of the advertising was you 
need a good tracking study. And final
ly, I hope we have shown you a good 
tracking survey is more feasible than 
ever, because you can get a tracking 
study that is better, faster and cheap
er with this on-line research break
through that we've been talking about 
today. 

Paul: Thank you very much. That's 
our presentation for today. Now we 
would love to hear your questions and 
comments. 

[That also applies to those of you 
who are reading this in Quirk's! You 
can reach us at: donbruzzone@ bruz
zone-research.com, paulshellen
berg@bruzzone-research.com, or at 
5I0-523-55o5.J r~ 

1 For documentation of the points made on recall 
vs. recognition see: 

(Studies that show recall is not the best) 
Russell I. Haley and Allan L. Baldinger, "The ARF 
Copy Research Validity Project," Journal of 
Advertising Research 31 (March/April1991 ). 
Leonard M. Lodish, et al , "How TV Advertising 
Works, A Meta-Analysis of 389 Real World Split 
Cable TV Advertising Experiments," Journal of 
Marketing Research 32, May 1995. 

(Studies that show recognition is the best way) 
Surendra N. Singh, Michel L. Rothschild , Gilbert 
A. Churchill , "Recognition vs. Recall as Measures 
of Television Commercial Forgetting," Journal of 
Marketing Research 25, February 1988. 
Herbert E. Krugman , "Low Recall, High 
Recognition of Ads, " Journal of Advertising 
Research, March 1986. 
Wolfgang Schaefer, "Recognition Reconsidered," 
Marketing & Research Today (ESOMAR), May 
1995. 
Hubert A. Zielske , "Does Day-After-Recall 
Penalize 'Feeling' Ads?" Journal of Advertising 
Research 22, February/March 1982. 
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Editor's note: Karl G. Feld manages 
quantitative research for clients of 
Western Wats Center, a Provo, Utah, 
research firm. He can be reached at 
karl@ office. westernwats. com. Steven 
Wygant works in the office of 
assessment at Brigham Young 
University in Provo. He can be 
reached at steve_wygant@byu.edu. 

Despite the recent swings in the 
tech-heavy NASDAQ, e-com
merce remains a hot topic. 

Depending on who you talk to, the 
horizon beckons with seemingly lim
itless opportunity. Is it any surprise 
then that VVeb-based research 
intrigues the research industry with 
its possibilities? Eyeing the rapid 
growth of the Internet, some research 
insiders predict phenomenal growth 
and business opportunities in VVeb
based research - the gold rush of 
1849 all over again. Some research 
companies have openly embraced the 
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VVeb methodology; others race to 
catch up, while still others warily 
consider it. All of which leads to 
some very important questions. Is a 
high-tech VVeb-based survey really 
any better than an old-fashioned, 
plain vanilla mail survey? Can we 
move beyond current VVeb technolo
gy to increase the quality of the data 
by reintroducing people into the 
process? Can the e-commerce con
cept also work fore-interviewing? 

A confluence of need and curiosi
ty created an opportunity to provide 
preliminary answers to some of these 
questions. Brigham Young University 
(BYU) and VVestern VVats Center 
(VVVVC) joined forces to explore 
some of these issues. BYU's Office of 
Assessment hired VVVVC to interview 
university alumni about BYU publi
cations. VVVVC proposed testing a 
new concept: live interviewers inter
acting with VVeb-based respondents 
(e-interviewers). VVVVC proposed a 

data gathering approach that would 
facilitate comparisons between three 
data collection methods: traditional 
CATI, self-administered VVeb sur
veys, and interviewer-assisted VVeb 
surveys. VVVVC used its data collec
tion staff and facilities to conduct the 
study for BYU. 

Our approach 
To meet the customized needs of 

this client's study, VVVVC's Internet 
technicians wrote the software to pro
gram the VVeb survey. The software 
incorporated capabilities long avail
able in standard CATI programs. It 
facilitated list rotation, error traps, 
forced responses, and complicated 
skip patterns. It also prevented the 
respondents from reading or answer
ing questions out of order. To facili
tate legitimate and defensible com
parisons, the VVVVC programmers 
incorporated these features into the 
CATI program, the self-administered 
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program, and thee-interviewer-assist
ed Web program. 

The chat box contained separate 
fields and "submit" buttons. This 
allowed thee-interviewer and respon
dent to carry on real-time chat inde
pendent of the questionnaire fields. 
The intent was to approximate the 
positive benefits of a real respondent 
interacting with a live interviewer 
over the phone. 

Like most Web-based research 
today, the standard Web questionnaire 
filled the entire screen. The respon
dents clicked to answer the questions. 
Thee-interviewer version of the Web 
survey contained additional features 
designed to introduce a live inter
viewer into the process. The actual 
questionnaire filled the right two
thirds of the respondent's screen. An 
e-interviewer chat box occupied the 
remaining one-third of their screen. 

Sampling procedures 
WWC used the entire universe of 

BYU alumni with an e-mail address 
(11,892 individuals) to create the Web 
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sample frame. The study design 
excluded these individuals from the 
CATI sample frame. The remaining 
known universe of BYU alumni 
(141,337 names) comprised the sam
ple frame for the CATI portion of the 
research. The goal was 300 complet
ed interviews in each of the three 
groups (900 total interviews). 
Projecting one completed interview 
per four sample points, WWC select
ed 1 ,200 sample points for each of the 
three interviewing methods (3,600 
total sample points). WWC selected 
every nth name from the two files. 
Using the gender, census region, and 
age information contained in the 
BYU alumni database, WWC select
ed the three samples proportional to 
gender, census region and age of the 
U.S. on-line population as defined by 
Iconoclast in its Winter 2000 edition 
of "Internet At A Glance." 

The study design assumed a 
response rate of 25 percent. The 
Internet versions of the study 
achieved lower than anticipated 
response rates. Consequently, we 
adjusted the final sample sizes to 100 
for the two Internet methods. The 
sample demographics match the U.S. 
Internet population. Consequently, 
the actual final sample sizes exceed 
100. 

Data collection procedures 
CAT/ 

From March 28 to April19 WWC's 
professional interviewers initially 
dialed the telephone sample between 
5 p.m. and 8 p.m. Monday through 
Saturday. WWC controlled for the 
effects of gender bias by assigning 
equal numbers of hours to male and 
female interviewers. To limit inter
viewer bias no interviewer worked 
two consecutive days. The study 
design included a maximum daily 
quota of 35 completed interviews to 
minimize any potential day of the 
week effects. The interviewers dialed 
each number in the sample frame a 
maximum of three times over the 
course of the study. No more than 
two attempts occurred per day. The 
interviewers subsequently attempted 
to contact individuals between 9 a.m. 
and 8 p.m. to reach the full-time 
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housewives, students and retirees 
who made up part of the sample. In an 
attempt to achieve a balanced sample, 
supervisors called any individuals 
who initially refused to participate. 

Internet 
WWC used e-mail to invite indi

viduals in the two Internet samples to 
participate in the survey. The body of 
the e-mail contained a URL directing 
them to the questionnaire and a 
unique PIN number that allowed 
them access to the questionnaire. 
Each day over a two-week period, 
100 individuals from the self-admin
istered sample and 75 individuals 
from thee-interviewer-assisted sam
ple received an e-mail seeking their 
participation in the study. Each sam
ple point subsequently received a 
reminder e-mail message two days 
later. The difference in the number 
of invitations resulted from a pur
poseful over-sample of the self
administered respondents. 
Respondents could exit the survey 
and return to it at any time. The soft
ware automatically resumed the sur
vey at the correct question. 

The individuals in the self-admin
istered sample completed the inter
viewer unassisted and at their conve
nience. In today's jargon, WWC pro
vided 2417 staffing for the e-inter
viewer-assisted version of the ques
tionnaire. As individuals in the assist
ed sample entered their PIN number 
and birth date, the system notified the 
interviewers of impending respon
dents. The interviewers communicat
ed with each respondent using the 
live chat function. Initially they con
firmed that the appropriate respon
dent completed the questionnaire. 
Then they monitored and assisted the 
progress of the respondent. 

Questionnaire length 
WWC and BYU used identical 

questionnaires for the three methods. 
The CATI surveys lasted an average 
of 17 minutes. The self-administered 
Internet questionnaire lasted an aver
age of 22 minutes. The interviewer
assisted Internet questionnaire lasted 
an average of 37 minutes. Technical 
issues and the interaction of the inter-
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viewer accounted for the difference 
in the average length of the inter
viewer-assisted and self-adminis
tered Internet questionnaires. A fun
damental premise underlying the e
interviewer concept is that the inter
action and oversight of a human will 
improve the quality and complete
ness of responses - in essence, a 
human touch in an otherwise high
tech wilderness. By design, the 
Internet questionnaire was divided 
into 10 "pages." After the respon
dents completed and submitted a 
page, the e-interviewers reviewed 
every response for completeness 
before sending the next page. If they 
discovered incomplete or inconsis
tent answers, they clarified or probed 
the respondent using the chat fea
ture. 

Findings 
Cooperation and refusal rates1 

Despite the fact that it took more 
time, on average, than the self-admin
istered questionnaire to complete, the 
e-interviewer version also achieved 
a higher cooperation rate than the 
self-administered Internet question
naire. The use of live interviewers 
helped retain reluctant respondents. 
By using the chat function, the inter
viewers encouraged reluctant respon
dents to complete the survey, much as 
live interviewers keep respondents on 
the telephone during CATI-based 
studies. The CATI method also 
attained the highest cooperation rates. 

CAT I 
Interviewer-assisted Internet 
Self-administered Internet 

= 59.5% 
= 29.3% 
= 26.4% 

Finally, the e-interviewer-assist
ed method had a lower refusal rat~ 
than the self-administered Internet 
study. Evidently a human is still 
more effective in convincing a 
respondent to participate in a survey 
than e-mail and the Internet. The 
unintended length of the e-inter
viewer version directly contributed 
to a refusal rate higher than it oth
erwise might have been. Using the 
chat feature, we learned that a size
able number of respondents termi
nated the interview because of the 
length. The CATI method had a 

notably lower refusal rate than the 
two Internet methods. 

CATI = 26.8% 
Interviewer-assisted Internet = 63.3% 
Self-administered Internet = 67.7% 

Data quality: open-end question 
responses 

Obtaining rich and meaningful 
responses to open-end questions 
remains problematic for any research 
method, but particularly for self
administered studies. In our study, 
each version of the questionnaire 
included the same three open-end 
questions. All three versions of the 
questionnaire prompted the inter
viewer and/or the respondent for 
more complete answers to the open
end questions. The CATI program 
initially prompted the interviewer to 
ask the question. It then prompted 
the interviewer to probe for a more 
complete or in-depth response. 
Similarly, the Internet version of the 
questionnaire presented the question 
on the screen. After the respondent 
submitted an answer, the program 
displayed the answer and .requested 
additional information. All three ver
sions used identical language for the 
questions and the subsequent probes. 
The CATI and e-interviewer versions 
enjoyed the advantage of live inter
viewer interaction. The CATI inter
viewers (using the telephone) and the 
e-interviewers (using the chat func
tion) probed answers from reluctant 
respondents who either initially 
refused to answer the question or 
who provided short or incomplete 
responses. 

On average, the e-interviewer
assisted version gathered more words 
per response than either the CATI or 
self-administered Internet versions 
on all three open-ended questions and 
their written follow up probes. 
Admittedly, live interviewers inter
acting with a respondent and the 
CATI program don't typically record 
every idle word uttered by the respon
dents. Nevertheless, thee-interview
er-assisted version collected from one 
to four words more than the self
administered Internet version. It col
lected from less than one to as many 
as 11 words more than the CATI ver-
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sion (see Table 1). 
While verbosity does not automat

ically translate into quality, a non
response is a non-response. An analy-

observed this phenomenon in our 
study. Two individuals who did not 
meet the eligibility requirements 
attempted to participate in thee-inter-

Table 1 

Average Number of Words Per Open-end Question Response 

013 Q13A 021 Q21A 030 

CAT I 

E-interviewer-Assisted Internet 

Self-Administered Internet 

10.19 

21.20 

18.21 

5.40 

8.36 

4.94 

7.05 

16.53 

12.03 

4.4 

4.73 

3.53 

12.26 

16.40 

12.05 

sis of the open-end re sponse s 
revealed that the typed responses on 
the Internet version generally yielded 
richer data than the verbal responses 
given on the CATI version. This coin
cides with findings from previous 
analysis of responses to mail surveys. 

Eligibility control 
Curiously, a few respondents who 

don ' t meet the eligibility require
ments of a given study often attempt 
to participate in the study, occasion
ally circumventing fairly detailed 
security measures in the process.2 We 

viewer-assisted version of the ques
tionnaire. Using the chat function, the 
e- interviewers di scovered both 
attempts and terminated the inter
views. The CATI interviewers termi
nated five interviews when they dis
covered that an individual not named 
in the sample was attempting to com
plete the questionnaire. By definition, 
self-administered surveys cannot 
screen for the correct respondent. 
They depend totally on the honor of 
the respondent. The nature of increas
ing non-response rates and the docu
mented problems with professional 

respondents who avoid screeners sug
gests that some of the respondents to 
the self-administered survey were 
certainly not eligible. 

Conclusion 
It is clear that interviewer-assisted 

Internet surveys produce data with 
greater reliability, lower refusal rates 
and richer open-ends than unassisted 
Web surveys. Accounting for the 
constraints of the pilot technology 
used, it is quite probable that an 
improved survey engine will achieve 
even greater reductions in response 
rates while preserving the gains in 
data quality outlined above. It is clear 
that the use of e-interviewers in sur
vey research warrants further exam
ination. r~ 

, These rates have been calculated using 
AAPOR 's 1998 Standard Definitions for Final 
Dispositions of Case Codes and Outcome Rates 
for ROD Telephone Surveys. These definitions 
are bu ilt on CASRO's 1982 standards. 
2 See "A statistical approach to security/past par
ticipation problems" in the March 2000 issue of 
Quirk's Marketing Research Review for a dis
cussion of this phenomenon. 
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Editor's note: Bill MacElroy is 
president of Modalis Research 
Technologies, Inc., San Francisco. 
He can be reached at 415-430-2200 
or at bill.macelroy@ us.modalis.com. 

The popularity of conducting 
research on-line has prompted 
many questions regarding the 

impact of various conditions under 
which surveys are conducted. In par
ticular, the interaction between 
length of survey (both in terms of 
time and number of questions) and 
incentive (either total incentive 
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offered as a prize package or the 
approximate value of the incentive 
on an individual basis) has been 
thought to influence the number and 
proportion of mid-survey abandon
ers. This article will discuss the find
ings from 19 Web-based studies con
ducted from January 1 to April 25. 

In order to remove the bias that 
might be caused by different popula
tions and survey topics, all of the 
studies used for this analysis were 
conducted with the same general tar
get audience and all involved busi
ness-to-business technology-related 

decisions. The total number of 
respondents included in these sur
veys was 21,867, with the median 
sample size consisting of 473. 

The primary focus of this discus
sion will revolve around trying to 
determine the degree to which vari
ous factors influence the rate at 
which people dropout of a survey 
once they have begun the process. 
Also referred to as "mid-terminates," 
this statistic tends to be an indica
tion of the point at which respondent 
fatigue, boredom, or lack-of-per
ceived-value becomes critical. As a 
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Variable 

Number of Screens 

Average Time to Complete 

Total Value of the Incentive 

Known Value of the Incentive 

rule of thumb, when surveys have a 
mid-terminate rate of more than 25 
percent a post hoc evaluation of fac
tors leading to the problem is proba
bly a good idea. 

In specific, we have chosen four 
variables (shown above) that have 
been considered suspect in creating 
radical dropout rates. 

As a first step, a simple linear 
regression was conducted to deter
mine the drivers of mid-terminate 
behavior. The 
results had a 
fair predictive 

0.800 
capability 
with a multi- 0.700 0.680 

ple R-square 0.600 

of .524. The ~ 
0.500 Q) 

0 

degree to 0 
.l!! 0.400 

which each of 
Q) 

m 

the four vari- ~ 0.300 

abies is 0.200 

important in 0.100 

explaining 

Description 

Within a dynamically created on-line survey a 
number of questions can appear on any given 
page. This variable is a measure of how many 
times the respondent must submit answers in 
order for a new set of questions to appear. For the 
purposes of this study, most screens contained 
a single, although sometimes complex, question. 
Matrix questions (such as rating a series of attrib
utes) appear on one screen. No screen required 
more than one "scroll down" to complete all 
answers on a page. 

Each survey is tracked by the average time from 
beginning to end. Data sets were cleaned of 
extreme outliers, which tend to be caused by peo
ple beginning a survey and then encountering a 
disruption that causes a lengthy elapsed time on 
a single question. 

Some of the surveys tested feature a cash- or 
product-based pot that can be won by anyone 
attempting to take the survey. This total value is 
usually announced as a cash or cash-equivalent 
amount. In none of the cases tested was the total 
number of participants sharing the pot revealed. 

In other surveys, a clear offer of a specific dollar 
amount for a completed survey was indicated in 
both the invitation and within the opening screens 
of the survey. This variable includes the results 
from studies with an announced payment for 
respondents. 

measured by standardized beta coef
ficient) is shown in the chart. 

Only two of the variables, "Total 
Incentives" and "Average Time," 
were significant at the 90-percent 
confidence level. This finding was a 
bit of a surprise, in that I had expect
ed (and have previously observed 
instances in which) all of these vari
ables to be quite significantly influ
ential in predicting dropout rates. 

The explanation as to why the lin-

Std. Beta (Importance) 

drop-outs (as Total Incentives Average Time Known Value of #of Screens 
Incentives 
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ear regression was not a very good 
model was quite simple: the variables 
are not well modeled by linear func-

avoid critical mid- surveys studied a prize package of 
just over $1,000 was needed for more 
than 70 percent of this audience to 

terminations (see graph above left). 
This model indicates that for the B2B 

tions. In fact, each of the variables IS complete. 
better modeled using curve-fitting Table 1 

Table 1 shows the predicted mid-Predicted 
software. Total Value Dropout Rate 

$20,000 ··: ....... .. . .. . . .... . .. . . 7% Table 2 
Total incentives Predicted 

$15,000 · · · · · .................. . Bo/o Minutes Dropout Rate The curve that best fits the rela- $10,000 . . ......... . . ... .. . . . .. 10°/o 
tionship between the total amount of $5,000 ........ . ... . ... . . . . . . .. 14°/o 10 . .. ..... ... ... ........... . .. . 9°/o 
incentives to be paid as a drawing- $3,000 ... . ............. . ... . . . 18°/o 15 . . .. ..... . .. . . ........ . ..... 24% 

$2,000 . ........... . . .. .. .. .... 22o/o 20 ..... . .. .. . . . .. . . .. .. . . .... . 35% type incentive and the level of drop- $1 ,000 ........................ 31 °/o 25 . .. .. . .......... . .. . .. ...... 44°/o 
out shows that a certain threshold of $500 . . . . . . .... . . . .. .. . ....... .44% 30 ..... . .. . .. .... .. . . . .... . ... 50°/o 
total prize money must be present to $250 .... . . . ... . ......... . . .. . . 63% 

Serious Software lor Serious Research 
Powerful Web 
Interviewing 
Software ... 

Pulsar WEB Table 
Did your company Total 
send you on this 
course? 

Yes No 
Self 11 3 

Please 11.00 3.00 

select 6 1 

which Managers 6.00 1.00 7.00 
training Motivating 7 1 8 
course your Staff 7.00 1.00 8.00 
you Counseling 2 0 2 
attended. 

at Work 2.00 0 .00 2.00 
The Sample 0 1 
Appraisal 

Total Interview 0.00 1.00 1.00 

Total Sample 26 6 32 
Total 26.00 6.00 32.00 
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Thank you for attending a Residential Communication Course. 
Please fill in the following survey so that we may better serve you. 

Please select which training course you attended. 

Self Development :... 

How did you hear about our training courses? 

0 From a Colleague ® An Advert 

Did your company send you on this course? 

® Yes 0 No 

0 Other 

... With Real Time 
Reporting! 

PTI Systems, Inc. PHONE: 561-842-4000 
631 US Hwy One, Suite 406 URL: www.PulseTrain.com 
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an interesting 
relationship 
to the propor
tion of pre
dicted 
dropouts. A 
value of only 
$5 would still 
leave a pre
dicted 7 8 per
cent comple-
tion rate. 
Once the 

$0.00 $2o.oo $4o.oo $6o.oo $8o.oo $10o.oo $12o.oo value hit $22, 
Known Incentive Amount the CUrVe flat-

terms based on total level of prize 
incentive offered. 

Total average time of survey 
The next variable, total average 

time of the survey, was also highly 

Known Value 
of Incentive 

Table 3 
Predicted 

Dropout Rate 

$100 ........................... 7o/o 
$75 .. . ..... . ......... . ... ...... 8% 
$50 ... ..... .......... . ..... . .. 10o/o 
$35 .................... . ...... 11% 
$25 .... ....... ..... ..... ... ... 12% 
$15 ......................... .. 15% 
$10 ........................... 17% 
$5 ........ ...... ...... .... . ... 22% 

predictive of the mid-terminate rates. 
Surveys that took more than 17.5 
minutes led 

tened notice
ably, indicating that radically 
increasing the individual incentive 
rate above a certain level does little 
to influence the proportion of those 
who abandon the survey (see above). 

Table 3 shows this relationship 
between known rewards and predict
ed dropout rates. 

Number of screens 
The final variable, number of 

screens (and in these cases very close 
to total number of questions) showed 
a logical relationship to dropout 
rates: the more screens/questions the 
higher the mid-terminates. In the pro
jects included in this analysis, sur
veys that exceed 30 screens/ques
tions are predicted to exceed the 

to predicted 
80% .-------------- -----------, 

completion 70% 

rates of less 
60% 

than 70 per-
cent (see a~ 50% 

~ 
graph on pre- :; 40% 

&. vious page, e 
c 30% 

upper right). 
Table 2 20% 

10% 

R2 = 0.6953 

shows the 
predicted 
dropout rates 
for surveys of 
varying 
lengths. 

0% ~-.-----.-------T--~-~-~-~~ 

0 5 10 

Known value of the incentive 
The cash-equivalent amount that 

each respondent would receive had 

15 20 25 30 35 40 45 
Number of Screens 

maximum level of dropouts, which 
we set at 30 percent. 

We have also done usability stud
ies on on-line survey design that 
show that the content of questions 

www.quirks.com Quirk's Marketing Research Review 



also has an impact on perceived ease
of-use. Trying to cut the number of 

Number 
of Screens 

Table 4 
Predicted 

Dropout Rate 

45 ......... . . . ....... . . . . . . . .. 73% 
40 . .... ... . . . . . . . .... .. ... ... . 56% 
35 ... . .. ... .... .. .... . ....... .42o/o 
30 ........... . . . ..... . .. ... ... 30% 
25 .. .... . ................ . .... 20% 
20 ............................ 13o/o 
15 .. . . . . .. . . . .. .. . . .... .. . .. . . . 9°/o 
10 . . ..... . .......... . .......... 7°/o 

questions by creating long explana
tions and/or complex structures is 
often more annoying to respondents 
than splitting the issues into several, 
smaller question sets (see graph bot
tom left) . 

Table 4 shows that surveys that 
exceed 30 questions rapidly have 
much higher dropout rates. Note: 
Although increasing incentives for 
longer surveys can control some 
dropout rates, our studies show that 
even when large incentives are 
offered to potential respondents in 
this difficult-to-reach population, 
these do little to stay the abandon
ment rates associated with long sur
veys. 

Conclusions 
The anecdotal suppositions that 

length of survey and amount of 
incentive interact to prevent dropouts 
from an on-line survey appear to be 
confirmed by these few studies we've 
examined. While more work would 
no doubt produce more sophisticated 
models, we might begin with the 
assumption that B2B urveys which 
consist of fewer than 30 
questions/screens, that last no longer 
than 17 to 18 minutes, that have a 
total drawing package worth at least 
$1,000, or that have an known incen
tive of approximately $20 will prob
ably yield the best results . 

Based on my discussions with 
companies who focus on consumer
related studies, it is my opinion that 
similar results would apply in the 
B2C market as well. r~ 
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On-line Research 

Editor's note: John Burshek is chief 
research officer at NetRaker 
Corporation, a Sunnyvale, Calif. , 
research firm. He can be reached at 877-
483-2114 oratjburshek@netraker.com. 

ese days, whether you're a busi
ness-to-consumer marketer or a 
business-to-business firm, you 

need to have a presence on-line. 
Indeed, already over 90 percent of 
large businesses and 41 percent of 
small businesses have an on-line pres
ence. Of course, presence alone does 
not mean these companies are achiev
ing critical company goals, but more on 
that later. 

Much has been said about Web site 
usability, navigational issues, empow
erment of the customer, two-way com-
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munication, e-CRM, site satisfaction, 
retention factors, etc. However, we 
were unable to find empirical data 
demonstrating how measurable met
rics truly relate to what most compa
nies with an on-line presence crave: 
increased revenue (if an e-commerce 
site) or increased usage (if an infor
mation ore-community site). 

We began pondering these issues 
while working with companies on their 
on-line presences. We wanted to pro
vide a systematic method of identify
ing and verifying important and mean
ingful key metrics, metrics that could 
be applied quickly and easily to any 
company's Web site. But of all the 
interactions with a site that could take 
place, which were really meaningful? 

To answer these and other questions, 

we decided to undertake a self-funded 
study. Our goal was to find a research 
method or methods that would provide 
statistically-sound information against 
which advanced statistical procedures 
could be applied. 

E-mail studies, whether conducted 
against a panel or another type of pre
recruited source, were subject to the 
biases inherent in the list or panel. They 
were also subject to low response rates. 
There was also the issue of handling 
complex questions and skip patterns. 

Panel studies have biases of their 
own. While yielding extremely large 
sample sizes, the inherent response 
rate, as in an e-mail study, was typi
cally in the 5 to 12 percent range. This 
left far too large a non-re ponse bias to 
be able to apply statistical procedures 
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to the datafile, regardless of how large 
that datafile might be. 

Qualitative research methodologies, 
whether conducted on-line or off-line, 
would not yield projectable results 
given the very nature of the procedures 
and the opportunity for respondent 
group-think to impact the findings. 
Strictly off-line quantitative procedures 
such as telephone sampling did not 
provide a true read of the participant's 
response since an interaction with the 
medium and the company's site had to 

be manufactured as opposed to actual
ly taking place. 

Probability theory in real life 
We conducted side-by-side studies 

using the aforementioned techniques 
and comparing the findings against 
probability sampling procedures, typ
ically applied through off-line tele
phone random-digit-dial techniques. 
In all cases, despite the generation of 
large on-line sample sizes, significant 
bias was determined in the findings of 

~==========================================~ 

Under pressure to: 
• complete more surveys in less time? 

• deliver survey results faster-in print and online formats? 
• improve your response rates? 
• and reduce your costs? 

Get on top of your workload with our e-survey solution-mantaiNSIGHl. 
Nothing is faster, nothing is easier! And no e-survey tool offers more functionality 
at every step--from survey design and deployment to monitoring and reporting. 
Plus you can install mantaiNSIGHT on your server-or have entire surveys 
hosted on ours. 

Need immediate help? We'll host your first pilot survey 
this week! Want to play with the product first? Ask about 

our online playground. 

Call us today at 1 877 860 9130 ext 384! 

m ant a I N S I G H 1J-
The Smarter e-Survey Solution '" 

www.mantacorp.com 

a trictly on-line sample using available 
techniques. In some cases, the find
ings were so dramatically different (in 
excess of 400 percent) as to render use 
of some of these procedures question
able except for the most exploratory of 
purposes. 

For the most part, many of these 
processes couldn't meet the basic ele
ments of probability theory. A tenet of 
probability theory is that the sample 
represents as closely as possible the 
population from which it is drawn. We 
determined that the inherent biases of 
drawing a sample from panel or pre-
recruited populations resulted in sam
pling frames that do not allow for equal 
representation of the on-line popula
tions under consideration, despite con
taining large amounts of individual 
respondents. Hence our datafiles from 
these methodologies did not qualify as 
probability samples. 

Another key statistic directly related 
to the quality of the data was the 
response rate. We discovered a 
response rate of around 5 percent was 
very typical. This leaves an enormous 
non-response bias, prohibiting the use 
of statistical interpretation of much 
more than just the sample statistics 
themselves. There was simply no way 
to draw any conclusions about the pop
ulation under study from such a sam
ple. As the response rate increased, 
there was a direct correlation to the 
repeatability of study findings, a key 
determinant of quality of findings. 

We settled on developing a multiple 
methodological attack of the problem, 
based on the premises of experimental 
design techniques. In basic terms, we 
screened and recruited research par
ticipants using off-line probability tele
phone sampling. In using this process, 
we were able to achieve a significant 
response rate among the qualified par
ticipants. 

We then conducted the actual com
pany site testing on-line, with the 
research participants coming to a spe
cific test site. Response rates were cal
culated on the fly and steps taken to 
insure response rates necessary for 
meaningful data. We achieved a final 
study response rate of 46.6 percent. 
Given the preceding sampling frame 
and response rate, the study can be said 
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to involve a representative sample of 
the on-line population at large. 

The study 
Three mega-sites, each striving to 

redefine the new category of "power 
site" and each offering shopping as 
either all or part of their on-line pres
ence were selected: Amazon.com, 
America Online, andY ahoo!. Research 
participants were sent to each site inde
pendently and an in-depth interaction 
and questioning process was conduct
ed. 

A combination of usability tech
niques (task tests) and market research 
evaluation questions were asked for 
each site. In total, over 45 variables 
were presented for each site. The vari
abies included in this study were those 
deemed important through initial mar
ket research and usability testing 
efforts, including brand variables such 
as company reliability and leadership; 
navigational and general usability vari-. 
abies; past interaction with the site; 
visual design variables; ease of use and 
perceived helpfulness; and dependent 
variables which included likability, 
meeting expectations, referral likeli
hood, site satisfaction, re-visitation and 
purchase likelihood. Testing took 
between 20 and 35 minutes for each 
site. 

The presentation of the site was done 
through an on-line technique our firm 
offers that allows for split-window pre
sentation of both the site and the ques
tioning process. This allowed site inter
action, testing, impressions and evalu
ations to happen at the same time. The 
questioning proceeded from an initial 
evaluation of the visual design of the 
site through two task-tests and ended 
with a battery of site and company 
branding evaluations. 

Analysis protocol 
The goal was to determine which 

independent variables had the most 
meaning and, if acted upon, would 
impact key dependent variables for a 
company. The variables themselves 
were designed to allow the highest dis
persion possible by using an 11-point 
scale, 0 to 10. Through many tests, this 
scalar pattern has proven very suc
cessful in such endeavors for a couple 

uccesSdo 
happen IJy accident 
Accurate and dependable data collection, 
on-time and on-budget is an essential key to 
the success of your research projects. 
Helping you achieve this is key to ours. 

RSVP/Research Services recognizes that 

every project is different... and every client's 
needs unique. That's why our 

project management team is comprised 
of seasoned professionals from the 
client and supplier sides of the market 

research industry. Wetakethetimeto assess 
the full scope of your project from specs to 

deliverables ... Identify potential problems ... 
And offer realistic and viable options. Then, 

working as your partner, we put our exten

sive resources to work for you ... carefully 
coordinating every aspect of your project 
from start to finish. 

The result? Realistic and practical solutions 
to your data collection, processing and 

programming needs on a consistent basis. 
Solutions that save you time and give 
you the best value for your data collection/ 
processing dollar! After all, isn't that 
what you should expect from your 
data company? 

RSVP Services 
& Technologies 
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(CfMC software) 
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• Multi-party remote monitoring 

• In-house sampling (SSI & 
GENESYS) 

• Computerized Job Status ReportsSM 

Programming & Data 
Processing Group: 
• Programming for CATI, Web, 
& E-Mail studies 

• Data entry 

• Key word coding 

• Standard crosstabs 

• Presentation ready charts & graphs 

• Custom Analysis Tools5M 

• Database development & 
management 

Scope of Projects: 
• Consumers, Business-to-Business, 

Professional 

• National, Regional, International 

• Hard-to-reach respondents 
(CEO/CFO; top level medical 
specialties) 

• Structured & Semi-Structured 
surveys 

RSVP/Research Services 
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Philadelphia Headquarters: 
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Philadelphia, PA 19115 
215.969.8500 I 215.969.3717 fax 
Neil Blefeld & Michael Feldman, Co-CEO's 
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www.rsvpresearch.com 
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of reasons: 1) it's the most dispersed 
scale that respondents can quickly 
grasp and 2) it has been meaningfully 
correlated to actual results in the mar
ketplace. 

Several statistical techniques were 
used, including multiple regression and 
discriminant analyses. We were look-

yielded very beneficial differences 
between the three companies and had 
a major impact on the range of evalu
ations between the three companies. 

5) None of the scores from any of 
the three companies exceeded an 8.02 
(on a 0-to-10 scale). For both Yahoo! 
and Amazon, the vast majority of 

Ability to Complete Task 

AOL Amazon Yahoo 
Completed Task 55% 78% 76% 
Not Able to Complete 26% 13% 10% 
Unsure of Completion 19% 9% 14% 

Satisfaction with Experience Offered by Site 

AOL Amazon Yahoo 
Not At All Satisfied 31 % 8% 5% 

Very Satisfied 19% 63% 61 % 

Re-Visit This Site in the Next Month 

AOL Amazon Yahoo 
Not At All Likely 49% 13% 11% 
Very Likely 21 % 56% 55% 

Purchase Directly From This Site 

AOL 
Not At All Likely 55% 

Very Likely 11% 

ing for relationships between and 
among the variables as well as explain
ing the variation surrounding key 
dependent variables. 

Outcomes 
The charts above highlight some of 

the consistent overall differences 
determined on key variables between 
the three companies. 

The following are the top seven 
findings from the study: 

1) If we had to name a winner in 
terms of doing the best job of driving 
visitor expectations, it would be 
Yahoo!. Yahoo! edged out Amazon 
decisively on several key variables. 

2) AOL, on the other hand, was not 
in the running on any of the variables 
by which the sites were tested. 

3) All the responses toward the 
three companies held true regardless 
of the past interaction or awareness of 
the site. 

4) The usability portion of the study 

Amazon Yahoo 
21 % 24% 

44% 28% 

scores were in the 7.0 to 7.8 range, 
.basically, only "average" scores in the 
interpretation of such scales. By com
parison, true industry leaders in brick
and-mortar (Nordstrom, Eddie Bauer) 
and even professional services (Arthur 
Andersen) achieve scores ranging 
from the high 8's into the 9's when 
similarly evaluated. 

6) Site satisfaction and its compo
nents comprised the greatest drivers of 
revisit and purchase likelihood. 
Specifically, site satisfaction was 
found to be directly linked to the fol
lowing individual variables: "guiding 
you through content and function," 
"making it easy to search for what 
you're looking for," "portraying a very 
reliable company," "providing easy to 
understand instructions," and "the 
visual design makes you want to 
explore further." If a company were to 
look at which variables need to be 
benchmarked and tracked to insure its 
on-line presence was moving in the 
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right direction, these are where it 
needs to start. 

7) Last but not least, one of the 
most important and significant find
ings was that there is practically a 
one-to-one relationship in the inter
action between the important inde
pendent variables (see previous list) 
and the dependent variables of site 
satisfaction, re-visitation and pur
chase likelihood. 

This last fmding is most significant. 
The practical application being that 
nearly any changes that affect the pre
vious independent variables of a com
pany's site will have an immediate 
and direct impact to those variables 
that drive the issues of most impor
tance to a company: re-visitation and 
purchase probability. 

Real-life application 
A common criticism of marketing 

research is that it doesn't relate find
ings to the real world. Business own
ers, senior management, boards of 
directors, and stockholders all even
tually require that the numbers we 

derive be related to the numbers they 
see, typically revenue and profit fig
ures. We knew the same challenge 
faced us regarding the results of this 
study. 

Since Amazon.com was the mega
site with revenue numbers most easi
ly related to its customer activity, we 
looked at the impact of "moving the 
needle" on the site variables our 
research found to be important and 

18111 
1- ot 
Rev. c.a. 

Amuon.com $1.8318 1 . 

applied it to company data derived 
from Amazon's annual report. 

Not surprisingly, Amazon's own 
information allowed us to see the 
great importance of customer reten
tion. Armed with the preceding com
pany information, several what-if sce
narios were worked through and the 
information regarding the impact of 
positive changes to the independent 

variables on Amazon's site was 
applied to the dependent variables of 
re-visitation and re-purchase likeli
hood. The results were then entered 
into a proprietary algorithm incorpo
rating Amazon's own company infor
mation to determine what real-world 
impact should be seen through 
improving the company's site. 

Amazon is forecast to grow 40 per
cent this year in revenue just doing 

Rn. 
Average Contrlbulla 2100 
Annual (Repell Rn. 

R . CultotDela) Fortcatt 

••• +171% $2.211 

business as usual. First-quarter 
results for this year bear out this esti
mate. If Amazon were to address and 
improve upon the important issues 
relative to its site, it should expect to 
be able to move the needle of average 
(mean) re-purchase likelihood 
among past customers from a 7.3 to 
a 7.9 or slightly higher. This corre
lates to slightly more than a 5 percent 

HR MUCH CAl YOU SAVE 
AT A NICKEL A lUMBER? 

PLENTY. 
If you buy random digit samples, our 
standard price of a nickel a number can 
really add up to big savings. Like 37% to 
68% 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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movement given the use of an 11-
point, 0-to-1 0 scale as the means of 
measurement. 

The impact of this move is a 15 per
cent increase in top-box likelihood of 
re-purchase percentage. Now, we all 
know that what people say and what 
they actually do are almost always 
two different things. However we also 
know from years of study on product 
and industry categories that correla
tions between expected and actual 
results can be quite accurately drawn. 

In this case, for the sake of being con
servative, an actual increase of only 5 
percent was applied for the rest of the 
calculations. 

When this number was then applied 
to the current anticipated re-purchase 
patterns determined without any 
change to Amazon's Web site, the 
result was a delta between the antici
pated revenue without change and the 
anticipated revenue with changes. 
Conservative estimations are that 
Amazon would see an additional $158 

Telephone Interviewing 
Over 350 CAT/ stations 
ACS Query, CfMC Survent, SurveyCraft 

* Hi-Tech Business to Business Specialists 

Advanced Technologies 
~ web & E-mail Surveys 
* Voice Automated Surveys (IVR) * T-1 Access for Internet Groups 

Qualitative & Food Research 
* Two well-appointed focus group suites * Two 2, 000 sq.ft. commercial test kitchens * Industrial-strength restaurant equipment 

million in revenue from this slight 
increase in meaningful functionality 
of its Web site. From a practical per
spective, given how large Amazon is 
forecast to become, is this really a sig
nificant number over the course of the 
year? 

It would mean an annualized 
growth rate of 49.5 percent as com
pared to the anticipated 40 percent. 
This equates to an increase in annual 
growth rate of 24 percent, a significant 
percentage even for a fast-growing 
company like Amazon.com! 

Lessons learned 
The lessons learned from this study 

have application to e-commerce sites 
of any size. 

First, a company can and should 
know where it stands on Web site met
rics that are meaningful to its site cus
tomers, visitors, or even employees 
and partners on an extranet. This does
n' t need to be a mystery anymore. 
This is knowledge that, upon applica
tion, is guaranteed to have a signifi
cant impact on a company's market 
success. 

Second, the world is not static in its 
expectation of a company's on-line 
presence . Change in expectations 
caused by companies and elements 
that seem out of a specific company's 

. realm of control will have significant 
impact on how a company is viewed 
and branded by its marketplace. 
We've seen this in work conducted 
over the past several years that includ
ed Amazon. com. The evaluations and 
impressions of all three companies 
under consideration here are changing 
over time and Amazon and Yahoo!, it 
appears, have not only worked very 
hard to keep up with the change in 
expectations but have at least man
aged to stay within an acceptable 
range of the expectations of the on
line population. 

Finally, it's clear that companies, 
with the help of marketing research, 
that perform better on specific vari
ables will reap real-world rewards and 
their efforts will more than repay the 
investment needed. It could easily 
mean the difference between continued 
existence and real-world success and 
dying a slow-but-sure death. r~ 
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a quality sample. That is why we are sharing this 
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screening service produces simply the most 
cost-effective national ROD sample available. 
Your interviewers will thank you, and so will your 
sales people, clients and cost accountants. 

GENESYS Natlonalp/us samples are available in 
under two hours. GENESY5-1Dplus processing of 
custom RDD geographies, like anything made 
from scratch, may take a little longer to prepare. 

We have many other high quality, specialized 
ingredients to help you enhance your research. 
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Editor's note: Scott Young is vice 
president of Perception Research 
Services, a Fort Lee, N.J. , research 
company. He can be reached at 
201-346-1600 or at 
syoung@ prsresearch. com. 

M arketers are spending millions 
to develop and promote their 
Web sites and marketing pro

grams, as they face their greatest 
opportunity (and challenge) in recent 
memory. In the midst of rapidly chang
ing technologies and competitive 
threats, however, there is one constant: 
The Web puts the customer firmly in 
control. With this point in mind, I 
would like to offer several guidelines 
for speaking with your customers. I'll 
also share insights gathered from 
recent Web marketing studies. 

• Don't rely on secondary or syndi
cated research. 

Research regarding Web trends ("45 

56 

percent of Web users are expected to 
make an on-line purchase this holiday 
season ... ") can be valuable in gener
ating ideas and guiding your compa
ny's Web strategy. However, to suc
cessfully execute against any strategy, 

you simply have to speak directly with 
'your target customers. Specifically, we 
recommend involving customers at 
three stages of the site development 
process (upfront, pre-launch and post
launch), as shown below. 

Involving Customers 
in Web Marketing 

• Step #1: Up-front Research 
-Focus groups to refine new concepts and 

guide site development 

• Step #2: Pre-Launch 
-Usability testing to confirm functionality and 

site navigation 

• Step #3: Post-Launch 
-Web-based surveys to gather feedback 

and measure impact 
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• Involve customers early in the 
development process. 

Many marketers wait until a Web 
site is nearly finalized (in beta form) 
to speak with target visitors. This 
often results in wasted resources, 
because site features have been devel
oped that are not valued by customers 
("Bad ideas, well-executed."). 
Research conducted up-front nearly 
always pays for itself by focusing 
Web development efforts. For exam
ple, a recent study with Jeep owners 
uncovered that they were very inter
ested in on-line vehicle maintenance 
and servicing information - and had 
limited interest in several other pro
posed site features. These insights 
hel ed focus resources on the Web 

Name Creation: 
Name Testing. 

IM~~rondlng 

~l'j 
For Information Contact: John P. Hoeppner 

(480) 488-9660 
e-mail: namequest@aol.com 

www.namequestusa.com 
P.O. Box 5587 • Carefree, AZ USA 85377 
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site's primary source of value, and 
away from features that were unlike
ly to be used. 

• Start with focus groups and the 
off-line experience. 

Early in the Web development 
process, focus group discussions are 
often the best forum for identifying 
opportunities, generating ideas, and 
gathering initial reactions to new 
concepts. To guide development, it is 
best to start with a discussion of the 
off-line process that will be replicat
ed via the Web - and to focus on 
identifying problems/limitations 
(i.e., waiting for customer service, 
dealing with aggressive salespeople, 
etc.) that can be addressed via Web 
technology. Share your ideas a bit 
later in the discussion, because once 
you do, customers will focus on that 
idea- and they will be less likely to 
help you identify larger issues and 
opportunities. While focus groups 
can certainly be conducted on-line, 
we have typically found that the face
to-face conversations provide more 
learning. Inevitably, some insight is 

Web-Survent 
CATI ON THE INTERNET 

COMPUTERS FOR MARlETINS CORPORATION 

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

Contact CfMC at ale @cfmc.com 
or vi it our web ite at http:/ /www.cfmc.com 

sacrificed when you can't see facial 
expressions and body language -
and all communication must occur 
via keyboard. 

• Present new concepts via Web 
screens, advertisements and mailings. 

When gathering reactions to new 
ideas, it is important to introduce 
them as they would actually appear to 
customers, rather than through elab
orate concept statements. This real
ism helps keep focus group partici
pants in a "customer's mindset" and 
provides the most accurate insights as 
to how they will interpret and react to 
a new idea. For example, in a recent 
study for a Web start-up, we showed 
target cu tomers a prototype home 
page, and found that they widely mis
interpreted the company's sales 
proposition. This finding led to 
changes in both the Web site and the 
off-line marketing campaign to pro
mote this new company. Presenting 
concepts this way also provides a 
good opportunity to assess and refine 
marketing materials. For example, in 
a recent study for The Prudential, we 
found that proposed direct mail 
pieces failed to describe a new Web 
site in necessary detail. As a result, 
people tended to form unrealistic 
expectations , which would have 
resulted in disappointment. 

• In usability testing, gather 
insights (not numbers). 

Nearly all companies do some form 
of usability research to test the navi
gation and functionality of their Web 
sites prior to introduction. However, 
beta testing can easily turn into a 
mechanical exercise, in which large 
numbers of people complete narrow
ly defined tasks, and technicians tally 
up the mistakes. We have found that 
a more in-depth, qualitative approach 
(in which people discuss their expec
tations and reactions as they navi
gate) provides a better understanding 
of a site 's ability to meet visitors ' 
expectations. We have also found that 
observing and speaking with 30-40 
target visitors is generally sufficient 
to uncover navigation patterns, diag
nose major limitations and problems 
and identify potential solutions. For 
example, 30 in-depth interviews with 
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doctors and patients suggested that 
most people came to Medical 
Economics' PDR.Net site with ques
tions regarding medications and med
ical conditions. These insights led to 
an overhaul of the site's search engine 
- and the development of the 
"Getting Well Network" feature orga
nized by health condition. 

• Understand how your site is 
viewed. 

When testing usability, it is impor
tant to understand which features 
people choose to investigate and 
which they regularly bypass or 
ignore. Our firm uses PRS Eye
Tracking to document exactly how 
people view Web screens, to measure 
the attention given to specific links, 
and to assess alternative screen lay
outs. We have found that Web screens 
are rarely viewed thoroughly - and 
that the more cluttered the screen, the 
less likely that any individual link 
will be considered. We have also seen 
that page layout, particularly the 
placement of the main visual, has an 
enormous impact on which links and 
messages are considered. Our eye
tracking insights led IBM to dramat
ically re..,design its site's home page 
to ensure that it featured important 
products and led visitors directly to 
the site's most frequently utilized fea
tures. 

• Speak with experienced Web 
users. 

When considering usability testing, 
it may seem intuitive to focus on inex
perienced Web users, on the assump
tion that if these "newbies" can nav
igate the site, it must be easy/accept
able to sophisticated visitors. 
However, we have repeatedly found 
that people new to the Web lack the 
context to provide meaningful feed
back- and tend to blame themselves 
for navigational difficulties. 
Experienced Web users generally pro
vide more blunt and valuable feed
back, as they are less tolerant of poor 
Web design. They can also often pro
vide examples and suggestions for 
fixing problems. In fact, several com
panies have recognized this fact and 
recruited experienced Web users to 
serve on customer advisory panels. 
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• Focus on links, search engines 
and the registration process. 

companies also tend to over-engineer 
their search engines, and confuse or 
frustrate visitors with too many 
options. Finally, and perhaps most 
importantly, many sites do not give 
visitors a compelling reason (or the 
reassurances necessary) to provide 
their e-mail addresses and/or person
al information. The chart on the next 
page offers several guidelines for 
ensuring Web usability, based on 
findings from recent studies. 

Across numerous usability studies, 
we have found that many navigation
al problems are rooted in visitors' 
misinterpretation of link descriptions, 
which are often somewhat cryptic 
and/or misleading. In other words, 
people click expecting one thing and 
they find themselves somewhere else. 
Longer, more descriptive link 
descriptions nearly always have an 
immediate positive impact. Many • Regularly survey your site's visi-
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2. n I n 
Develop your site in a test or 
live environment. 
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• 150 CA Tl stations 
• 15 hour dialing day 
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respondents 
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Insights from 
Usability Research 

• Focus Upon Providing: 
-Clear Link Descriptions 

- An Effective/Functional Search Engine 

- An Easy Registration Process 

• Keep The Basic Layout Consistent 
Across Screens 

• Prioritize Messages and Limit Clutter 

• Use the Main Visual to Lead Visitors to 
Key Features and Links 

tors ... 
Once a Web site is up and running, 

visitor surveys can be a valuable way 
of measuring return and guiding 
enhancements. Typically, these sur
veys involve the intercept of every 
20th or 50th site visitor, with the 
request for their feedback in 
exchange for an incentive and/or 
entry in a sweepstakes for a larger 
reward. Because they generate struc
tured feedback from a representative 
sample of hundreds or thousands of 
site visitors, these surveys are very 
different from "leave us your com
ments" site links, which typically 
generate comments from a very small 
sample of enthusiastic (or angry) vis
itors. Listed below are several guide
lines for conducting Web-based sur
veys effectively. 

Site-based surveys are most com
monly used to gather feedback 
regarding the site and to develop 
more detailed profiles of site visitors 
(i.e., Are they the same people who 
get our catalog?). Recently, however, 
direct marketers have also begun to 
use these surveys to quantify the 
value of their Web sites, in terms of 
contributing to sales that ultimately 
take place offline and/or at other sites. 
Through site-based surveys, Random 
House found that nearly 60 percent of 
visitors to its Books@ Random Web 
site had discovered new books there 
that they eventually purchased. This 

·meant that the site was facilitating 
millions of dollars in sales. Further 
questioning also guided investment 
and promotional decisions, by iden
tifying the specific site features (such 

Conducting Effective 
On-line Surveys 

• Offer an Incentive for Participating 
- Sweepstakes are Often Effective 

• Include Open-Ended Questions 
- To Let People Speak Their Mind! 

+ Ask Them About the Site First, 
Before Asking for Personal 
Information 

• Keep It Short! (10 Minutes or Less) 
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Respecting Your Customers 

+ Tell Them the Purpose of Research 

+ Tell Them How Data Will Be Used 

+ Make It Clear How to Opt-Out of the 
Survey 

+ Don t Mislead Them About the Length of The 
Survey 

+ Let Them Skip Certain Personal Questions 

+ Ask Parental Permission Before Speaking 
with Children! 

as chapter excerpts and author inter
views) that were helping drive sales. 

• ... but recognize the limitations of 
intercept surveys, and respect your 
customers. 

While Web-based surveys are valu
able tools, they also have their limita
tions. Most importantly, they reflect 
only the attitudes and opinions of peo-

ple visiting your site. They can't tell 
you why other people are not choosing 
to visit your site- or why some other 
people may have visited and never 
returned. To understand the wider uni
verse of potential visitors, and how 
they differ from current site visitors, 
focus groups and e-mail surveys are 
recommended. Finally, it is important 

to remember that Web-based surveys 
represent an extension of your rela
tionship with your customers. To 
maintain their trust, surveys should be 
conducted and used properly. The 
chart at left lists several guidelines for 
doing so, all of which involve treating 
site visitors with the respect and con
sideration they deserve. Following 
these principles is a matter of com
mon courtesy and common sense. 

Planning ahead is critical 
While all Web marketers acknowl

edge the value of speaking with their 
customers, few companies have made 
a full commitment to conducting an 
ongoing dialogue with their site visi
tors. In our experience, we have found 
that the major barrier to conducting 
research properly is frequently tim
ing, rather than budget constraints. 
The exceptional companies build 
research into their project planning, 
while others always scramble to find 
time and resources at the last minute 
- and inevitably compromise the 
value of the research. r~ 

A "down to earth," practical workshop that 
teaches participants to: 
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July/August 2000 www.quirks.com 

Jennifer Koper at 1-800-678-5577 
or seminar@ana-inc.com 

A:::~::::~:~:;:c. 
6 Pine Tree Drive • Suite 200 • Arden Hills, MN 55112 

651/486-8712 • FAX 651/486-0536 • 800-678-5577 

61 



On-lineResearch 

62 

Editor's note: Steve Crabtree is corporate 
editor at The Gallup Organization, a Lincoln, 
Neb., research firm. He can be reached at 
steve_crabtree@ gallup. com. 

As writer Alphonse Karr once said, 
"The more things change, the more 
they are the same." If Karr had lived 

in modern America, his oft-quoted insight 
might easily have been inspired by the World 
Wide Web. In just five years, the Web has gone 
from being a relative novelty to changing the 
way most Americans, and millions of others 
around the world, live. Practically every 
human interaction previously conducted in the 
physical world has been retooled for the on
line environment: banking, shopping, dating, 
even sex. 

Now that the novelty of the Web's initial 
explosion into everyday life is beginning to 
wane, its fundamental social implications are 
being explored more thoroughly. Some 
observers (see, for example, Andrew Shapiro's 
new book The Control Revolution) have noted 
that the new medium has resulted a social rev
olution oriented around the individual. They 
contend that the balance of power has shifted 
toward ordinary people, because they are no 
longer as reliant on government, media and big 
business for the sending and receiving of infor
mation. 

Empowerment of the individual would seem 
to make public opinion all the more signifi
cant, right? Maybe so, but the rise of the 
Internet also means that all the problems sur
vey researchers addre sed in the 20th century, 
in addition to a variety of new ones, must be 
reexamined in that new context. That process 
was a key focus in April of the Gallup 
Research Center's 2000 Nebraska Symposium 
on Survey Research. 

The potential for conducting surveys on
line is enticing- it's cheap and fast, and prac
tically anyone with a modem and some Web 
development software can administer them. 
But the temptation to jump in without fully 
exploring the methodological challenges pre
sented by the new medium has resulted in 
countless bad surveys - conducted not just by 
teenagers working out of their parents' base
ment, but by otherwise reputable research 
organizations. "We should be concerned about 
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this because badly done Internet sur
veys hurt us all," said Andy Anderson 
of the University of Massachusetts. 
"They make market managers leery of 
commissioning the research and make 
the public cynical and uncooperative." 

If the symposium was any indica
tion, survey scientists are now begin
ning to hammer out some of the fun
damental problems associated with 
on-line polling. Titled "Survey 
Research: Past, Present and Internet," 
the event brought together more than 

80 researchers from the academic and 
business worlds who have been work
ing to understand the theoretical and 
practical issues involved. 

There's a lot riding on this research. 
Phone surveys are becoming increas
ingly problematic, thanks to the grow
ing volume of telemarketing calls and 
the corresponding increase in call 
screening by potential respondents. 
As Don Dillman of Washington State 
University contended, survey 
researchers may well come to rely pri-
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marily on mail and Internet question
naires in the 21st century. 

But there may also be implications 
for the way we view democracy itself. 
A Gallup Poll Editor-in-Chief Frank 
Newport noted, a growing cadre of 
people see the Internet as the holy 
grail of a more direct form of democ
racy - a means by which decisions 
about policy can be made by all citi
zens, not just their elected represen
tatives (see, for example , 
www.realdemocracy.com.) To some 
observers, the use of on-line polling is 
a test of the degree to which the 
Internet can be used to gauge consen
sus among a larger and more far-flung 
population than ever before. 

Pull of the past 
The barriers, however, are consid

erable. It is virtually impossible at this 
time to construct a viable sampling 
frame of e-mail addresses. And even 
if that could be done, Americans in 
lower socioeconomic strata are less 
likely to have regular Internet acces 
than are their more well-heeled coun
terparts, so the degree to which results 
can be generalized to the larger pop
ulation is a thorny question. Privacy 
issues are also important - assur
ances of confidentiality ring some
what hollow to many respondents in 
the largely unregulated on-line envi
ronment. Then there is a whole set of 
questions regarding the ways in which 
the context and design of on-line sur
veys influence responses. 

When facing these challenges, poll
sters are bound to experience a strong 
sense of deja vu . Many of these prob
lems have been dealt with before, 
albeit in different form. It's almost as 
if the history of urvey research has 
been rewound and must be fast-for
warded through again in cyberspace. 

Probability sampling 
Questions of statistical representa

tiveness, for example, preoccupied 
survey practitioners in the first half 
of the 20th century, highlighted by the 
lessons of the 1936 and 1948 elec
tions, when sampling flaws con
tributed to spectacularly embarrass
ing failures among major pollsters. 
Such concerns subsided in the 1960s 
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and '70s as telephone penetration rose 
to over 96 percent of the U.S. popu
lation, so that random phone surveys 
could be considered representative. 
But even if a way to randomly sample 
e-mail addresses becomes available, it 
will be some time before regular 
Internet access regular Internet access 
reaches an acceptable level of cover
age. In the meantime, citizens in lower 
socioeconomic strata are less likely 
to be able to participate in on-line sur
veys. Furthermore, there is a strong 
self-selection bias to contend with; 
only those with Internet access who 
actively choose to participate will do 
so - there is no trained interviewer 
tactfully cajoling reluctant re pon
dents to stay on the line. 

It's valid to ask, as James Benniger 
of the University of Southern 
California did, if general representa
tiveness is always necessary. Benniger 
compared Internet polls to the straw 
polls of the 1800s, which allowed any
one who showed up to participate. He 
characterized on-line studies as a 
return to "mind-speaking": those who 
are available and feel strongly enough 
to express their opinion do so, and 
there is little regard for formal repre
sentativ.eness. Only in the last few 
decades, Benniger noted, has the pre
occupation with "mind-reading" 
come about. Starting with commer
cial applications, polls became 
increasing concerned with gauging 
not just the opinions of respondents, 
but what was actually in the aggregate 
mind of the public. Though most 
Internet polls are reminiscent of mind
speaking, Benniger argued, there 's no 
reason to think they are less vital as a 
form of public expression. 

In many cases, especially in the 
business world, general representa
tiveness may not be a concern. For 
example, most of The Gallup 
Organization 's on-line surveys are 
conducted either among limited pop
ulations for which the membership is 
completely identifiable (e.g., employ
ee surveys for large corporations), or 
for clients who are interested in gen
eralizing only to that segment of the 
population which uses the Internet 
regularly. As Bill Sukstorf, Gallup's 
product engineer for Internet surveys, 
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noted, "On-line companies want 
answers to questions like, 'Who's vis
iting my site?' 'What do they think of 
my site versus my competition's site?' 
'How many times do they come here 
before they make a purchase?' One of 
the next big areas for Gallup is doing 
good e-commerce research." 

Technology 
Nevertheless, in light of the mount

ing problems with telephone polls, the 
ability to conduct generally pro
jectable public opinion surveys over 
the Web is highly coveted. 
Compounding the problem of incom
plete coverage is that of inconsistent 
technology. Browser and bandwidth 
differences mean that, at least for now, 
survey practitioners can' t be confi
dent that all their respondents will see 
the same thing the same way, and be 
able to complete the survey with com
parable speed. Netscape's browsers 
might produce a slightly different 
visual interpretation of the underlying 
code than Microsoft's, introducing a 
possible source of unwanted variation 

among respondents. Researchers 
learned to minimize interview-specif
ic variation in phone surveys by care
fully designing questionnaire s 
(putting emphasized words in all caps, 
for example) and by training inter
viewers to read all questions verbatim. 
A different approach is required for 
on-line surveys , however, as the 
source of variation rests in the respon
dent's computer, and is out of the 
researcher's control. 

Privacy 
Concerns about security, both real 

and perceived, represent another set of 
obstacles. Just as telephone pollsters 
learned the best ways to ensure their 
respondents' confidentiality, on-line 
researchers must ease respondents' 
fears that their information will be 
intercepted somewhere in the digital 
ether and somehow used against them. 
More advanced on-line security tech
niques are helping to alleviate such 
fears , but the issue must still be con
sidered. 

Sampling, technology and privacy 
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issues will become less forbidding 
over time as more and more house
holds go on-line and new technologies 
like WebTV and Palm Pilots make it 
possible to connect to the Web with
out even owning a computer. What's 
more , as the differences between 
Internet users and non-users become 
better understood, weighting tech
niques will grow more sophisticated 
and capable of compensating for the 
remaining undercoverage. Indeed, 
George Tarhanian of Harri s 
Interactive described a parallel-meth
ods technique called "propensity 
score adjustment" which his company 
uses to "efficiently balance the char
acteristics beyond demographics that 
differentiate our on-line and phone 
respondents." 

Assuming all these technical con
cerns will be smoothed out eventual
ly, researchers are still left with issues 
created by the difference between 
self-administered and interviewer
administered surveys. Self-adminis
tered surveys have been around in the 
form of mail que stionnaires for 
decades, but cognitive psychologists 
such as Jon Krosnick of Ohio State 
University have only recently begun 
to consider how the interface between 
respondent and computer affects the 
survey situation differently than that 
between re pondent and interviewer. 
Krosnick noted that response effects 
can occur at several different stages of 
cognitive processing. "Beyond all of 
these mechanical considerations is the 
psychology of the respondent," he 
said. "To have the questions coming 
from a computer screen or a television 
set, as opposed to a human being 
might compromise the psychological 
processes people bring to the task. If 
so, we may want to rethink what we 
can accomplish in this mode." 

Dillman, on the other hand, is a 
leading proponent of self-adminis
tered surveys. A Gallup senior scien
tist and author of the new book Mail 
and Internet Surveys: The Tailored 
Design Method, Dillman noted that 
the Internet is capable of combining 
all the benefits of computerization 
currently enjoyed by phone surveys 
with the cost and convenience advan
tages of paper questionnaires. But he 
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noted that, unless pollsters learn to 
craft on-line questionnaires very care
fully to account for browser effects 
and other vagaries of the on-line envi
ronment, those advantages will be 
moot. 

Dillman also believes that mixed
mode surveys will become dominant 
in the coming decades, and that suc
cessful survey organization will learn 
how to integrate the most viable tech
niques of the past into the shifting 
social and technological climate of 
the present. "Survey organizations," 
Dillman said, "whether they are in 
universities like mine, in private-sec
tor organizations or in government 
organizations, are going to have to 
change dramatically in some ways in 
order to do effective surveys as we 
bring these new technologies on-line 
and still use our other technologies 
where they work." 

Push of the present 
Despite these complex i ues, the 

push to develop reliable, broadly gen
eralizable on-line surveys remains 

strong. Internet surveys can be done at 
least as quickly as phone surveys, and 
much more cheaply. They place less 
burden on the respondent because 
they can be completed at any conve
nient time, day or night. They can 
employ increasingly sophisticated 
interfaces and data capture tech
niques, while introducing none of the 
human error generated by live inter
viewers. 

But the bottom line is this: Clients 
of polling organizations want to con
duct on-line surveys. Thanks to ubiq
uitous tales of booming dot-com star
tups and the new class of computer
geek millionaire, everyone is hungry 
for a piece of the virtual pie. Thus, 
there is a currently a huge interest 
arp.ong business leaders in all things 
Web-based. Doug Rivers of 
InterSurvey contends that the richness 
of the design option offered by the 
Web means that, "It's not just a mat
ter of doing surveys faster and less 
expensively- you can do them bet
ter." Whether or not that's the case, it's 
hard to deny that the versatile, user-
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friendly visual medium appeals to 
executives who know more about 
marketing appeal than statistical 
validity. The result is considerable 
pressure on survey scientists to find 
ways to make on-line methodologies 
viable. 

The use of panels is currently the 
most common method used by orga
nizations attempting to conduct rep
resentative Web-based surveys. At the 
symposium, Harris' Terhanian and 
InterSurvey's Rivers discussed their 
companies' respective panel 
approaches. Harris maintains data on 
a massive, randomly selected panel 
of more than five million Americans, 
and from that pool selects a quota 
sample of known Internet users to par
ticipate in on-line surveys. This 
approach is efficient but potentially 
non-representative, because only pre
vious Internet users are capable of 
participating. As noted, these people 
tend to differ from non-users in mean
ingful ways. Terhanian discussed 
Harris' strategy of "triangulation," 
whereby several different methods are 
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used to approach the problem, in 
hopes that the different biases of each 
method will cancel each other out. 

InterSurvey more directly address
es the representativeness problem by 
actually hooking respondents up to 
the Net so they can participate. 
Randomly selected participants are 
provided with a Web TV box, ensuring 
not only that they will all be able to 
participate, but that they will all do so 
using identical technology. That 
allows InterSurvey to explore the 
potential of the Web as a visual medi
um; respondents can be shown differ
ent versions of television ads using 
streaming video, for example - a 
technique which would otherwise be 
crippled by inadequate bandwidth for 
many respondents. 

Gallup has taken a different 
approach, forgoing generally repre
sentative on-line polls until approach
es to the sampling frame problem are 
further developed, and the sampling 
error of such surveys can be reliably 
assessed and minimized. But that does
n't mean Gallup isn't currently in the 

business of administering surveys via 
the Internet. Bob Tortora, Gallup's 
chief methodologist, is focusing on 
ways to maximize response rates 
through the use of incentives, for 
example, and by using multiple modes, 
such as e-mail reminders and follow
up postcards to perfect the flow of 
communication to and from respon
dents. 

Dillman is another key player in the 
development of Gallup's on-line ques
tionnaires, applying his ideas about tai
lored design to reduce opportunities 
for measurement error. Other Gallup 
associates are investigating related 
questions. Karen Swift and Julie 
Kohrell, for example, will soon release 
a study examining the mode effects of 
paper vs. phone vs. on-line surveys, 
assessing such factors as completion 
rates and non-response bias. 

Prospects for the future 
Speculation about what this current 

work will mean to future survey prac
titioners was also a part of the April 
symposium. Anderson, for example, 

envisioned data-driven neighborhood 
centers that serve a sweeping variety of 
entertainment and reference functions 
for community members, as well as 
microcomputers unobtrusively distrib
uted throughout households, gathering 
a broad spectrum of information on 
different family members in order to 
conform to their preferences and make 
their lives easier. Newport spoke of a 
more finely tuned democracy, which 
could result from an increased effort to 
assess people 's opinions. 

Though the possibilities offered by 
on-line technologies stretch the imag
ination, some participants also cau
tioned against losing sight of other con
siderations for the future. Ohio State's 
Krosnick, for example, noted that it 
would be easy to let a preoccupation 
with technical issues distract 
researchers from such basics as the 
psychological needs of respondents. 
"Maybe we need to think less about 
what we do in surveys to design our 
procedures and think more about how 
we talk about survey research in the 
larger social dialogue," he said. "If 

-------------------------------. Americans were more excited about 
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and convinced of the value of survey 
data, that every time they answered a 
survey they were going to have a real 
effect on something that matters, 
would response rates and motivation 
and effort go up?" 

Such caveats notwithstanding, 
events like the April 2000 symposium 
are charged with the anticipation of 
future possibilities. There is the gen
eral feeling that new capabilities are 
developing so rapidly that it's difficult 
to imagine any problem being insur
mountable in the long run. Andy 
Anderson of the University of 
Massachusetts may have captured the 
overall mood of the event best when 
he concluded that, "Optimistic as it 
sounds, I think that Internet surveys or 
their functional equivalent are going 
to allow us to do much better market 
research and much better social sci
ence, while protecting, rewarding, 
entertaining and informing our 
respondents. In the long run, although 
we may be listening in a different way, 
we're truly going to be better able to 
hear the world speaking." r{tl 
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Editor's note: Chris Grecco is 
partner at King Brown & 
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firm's Lexington, Ky., office and 
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or at chris@kingbrown.com. 

n-line research has become a 
viable method for gathering 
market information. Over the 

past few years modern market 
research has included on-line 
focus groups, Web surveys, and 
Web site usability tests to harness 
the speed, accuracy, and cost
effectiveness of the Internet to 
understand customer needs, buy
ing preferences, and attitudes. 

But despite its benefits, we 
believe the Internet has not 
reached its full potential as a tool 
for understanding the marketplace. 
The marketplace created . by the 
new economy has forever changed 
the rules of market research. 
Demands for access to better data 
at even quicker speeds are now the 
norm. 

The true promise of on-line 
research lies not merely in gather
ing data and reporting on it in the 
traditional way, but in capturing 
real-time market realities that pro
vide continuous market intelli
gence. Although a world where 
CEOs click a browser to get the 
day's customer satisfaction report 
has not yet arrived, the need for 
real-time windows into the mar
ketplace has never been greater. 

The world at "Web speed" 
In this quick-paced environ

ment, executives need continuous 
data streams, on a minute-by
minute basis, brought right to their 
desktops. The world is moving 
faster than ever. The Internet, and 
the new information economy it 
has created, underscores a need 
for instantaneous access to mar
ket information. This is not an 
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option but a precondition for being in 
business. 

The recent fall of e-commerce 
companies in the stock market is a 
case in point. Out of nowhere today 
breaking news can impact your com
pany, your brand or your position in 
the marketplace. Companies need to 
check the pulse of the~ marketplace 
to outside variables and gather mar
ket intelligence they can use imme
diately. 

In a recent study we conducted for 
a large brand management firm, the 
speed factor came through as perhaps 
the most profound variable affecting 
brands in the new economy. In this 
study we measured the awareness, 
distinctiveness and future expecta
tions for more than 250 brands among 
thousands of Internet users. 

The results were striking. Here we 
found companies that were fairly 
recent start-ups in the Internet and 
technology sectors had already gen
erated the same level of awareness in 
the marketplace as better-established 
competitive brands. The study chal-

lenged the traditional assumption that 
brands are slow to build and decline, 
revealing a new world of brand mar
keting that is beginning to emerge in 
the Internet arena. 

The Internet isn't just changing 
how companies do business , it's 
changing how brands are developed 
and sustained in the market. We now 
live in a time when brands can estab
lish themselves in a few years by 
leveraging the Internet. 

One-on-one marketing: here to stay 
Successful companies increasingly 

leverage the power of the desktop to 
improve their position in customers ' 
minds. In the not so distant future, 
companies will provide personalized 
interfaces between their products, 
services and marketplace as a way to 
build and sustain lasting relationships 
with their marketplace. This cus
tomer-based reality is already defin
ing consumer loyalty and used as a 
way to better market a company's 
products. 

Amazon stands out as a company 

that builds upon understanding of its 
customers to increase sales and 
strengthen customer relationships. 
Amazon helps people discover prod
ucts on-line through sophisticated 
techniques that suggest buying rec
ommendations based on other 
Amazon.com customers who share 
tastes and interests . They have also 
created customized user home pages 
based on past activity and stated pref
erences. 

By continually gathering informa
tion about customers, Amazon has 
moved from a "one size fits all" store 
for the mythical average customer, to 
making the perfect store for every
body. 

New competitive challenges 
In today's marketplace, you can be 

out-positioned in a few months if you 
are not checking and responding to 
your marketplace. Because informa
tion is now quickly disseminated, 
there are more variables that must be 
responded to quickly. Companies 
can' t wait months to learn what peo

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ pkthinkaboutthe~produc~, brands 
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and Web sites when competitive pres
sures are at an all-time high. 
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Companies with a Web presence 
are realizing the need to take their 
on-line brand identity as seriously as 
their off-line identity. It used to be 
that most of a company's focus was 
on the technology side of their Web 
sites. Now, companies focus on 

www.quirks.com Quirk's Marketing Research Review 



extending the power of brands 
through their Web sites-which is, 
ultimately, an expression of the com
pany's brand. 

A continuous model of market 
intelligence 

The desktop is emerging as power
ful an information delivery channel as 
television, newspapers and other 
vehicles. Data gathered on a moment
by-moment basis provides a way to 
"check the temperature" of the mar
ketplace. 

One of our clients, a banking and 
financial institution, provides an 
example of how new on-line 
approaches are being used to enhance 
traditional methodologies to perform 
regular tracking studies on their Web 
sites. Their purpose is to explore cus
tomer satisfaction and site usability to 
better facilitate on-line banking and 
brokerage services. 

The company places a link on its 
public and its secure sites that resem
bles a banner ad, and customers who 
want to take part in the survey click 
on it. Customers and non-customers 
rate site functionality, product fea
tures and site usability. Surveys only 
take a few minutes and offer an incen
tive through a sweepstakes. When 
somebody agrees to the study, the 
client site links participants to our 
server where they take the survey. 
Afterward, survey respondents are 
linked back to our client's site. 

The studies are always driven by 
immediate information needs. Prior 
to creating the surveys, we get input 
from all departments. Managers of 
on-line banking, for instance, might 
be working on an enhancement to the 
site's bill-pay function, or marketing 
might want customer feedback about 
direct mail or advertising. The goal is 
to update the survey to gather the 
most pressing information needs on a 
company-wide basis. 

Another client, an on-line grocery 
shopping and delivery service, is a 
good example that used a combina
tion of on-line approaches and tradi
tional market research methods. The 
company is embracing both on-line 
and traditional research to pave its 
expansion into 15 new markets. 
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Given the diversity of its marketplace, 
it uses on-line research to better 
understand consumer attitudes and 
buying preferences. 

Instead of conducting one major 
satisfaction study a year, it performs 
customer satisfaction and Web site 
usage studies on an ongoing basis. 
Regular on-line surveys put partici
pants in front of its site, have them do 
a set of tasks, and uncover any road 
blocks. The flrm also performs usabil
ity tests to make the on-line shopping 
experience easier for customers. 

But the ease of information access 
through the Internet is not without 
limitations. Cost savings and other 
factors that make on-line research so 
appealing must still be backed up 
with solid analysis. 

While instant access to the num
bers as a goal will provide constant 
access to necessary market informa
tion that companies can use, detailed 
analysis at various junctures must be 
included to interpret information. We 
must avoid data dump and answer the 
most important question of all: What 

do all the data mean? 
As my company develops its pro

prietary model of continuous market 
intelligence, the central idea is that 
instead of periodic market research 
studies, data will be collected contin
uously from Web-based surveys and 
displayed onto the client's desktop. 

We expect that, in time, we won't 
be doing episodic research at all, but 
will do on-line studies that track con
sumer demographics, attitudes, and 
buying behaviors. Data collection 
will be a non-stop process. Then, 
every so often, we will analyze, inter
pret, and summarize the data. 

We look forward to the day when 
CEOs can click their mouse and get 
a real-time graph or pie ch~ut that 
summarizes customer attitudes. This 
is the true promise and potential of 
on-line-assisted market research: not 
only as another tool in the marketer's 
toolbox, but a process that helps 
companies be aware of their brands, 
customer satisfaction, and the impact 
of marketing programs on a real
time basis. r~ 
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Bemidji, Minn. He can be reached at 
jwtotten@vaxl.bemidji.msus.eud. 

n May, on the 20th anniversary of its 
eruption, I was treated to a bird's
eye view of Oregon's Mt. St. Helens 

as we approached Portland 
International Airport. I was going to 
my first American Association for 
Public Opinion Research (AAPOR) 
conference, held at the Doubletree 
Jantzen Beach in Jantzen Beach, Ore. 
In addition to presenting some 
research I had done, I was also to serve 
as a roving correspondent for Quirk's. 

All in all, there were nine sessions 
devoted to Internet research activities 
over three days (May 19-21), in addi
tion to sessions on research method
ology and other research issues. I 
attended six of the sessions in their 
entirety. I'll briefly summarize the 
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papers presented at these sessions in 
the space below. 

Diana Pollich and Jo Holz of Roper 
Starch Worldwide reported on Roper's 
second cyberstudy of on-line and 
Internet usage in the first Friday ses
sion. The study was based on a tele
phone sample of 1,009 people who 
had accessed the Internet in July 1999. 
The on-line population grew from 45 
million in 1998 to 63 million in 1999. 
The researchers found that Internet 
users are becoming more representa
tive of the U.S. population as more 
people with less education and/or 
lower incomes are going on-line. Also, 
greater numbers of women and older 
people are going on-line. There is also 
a tenure effect being observed, in that 
the longer people are on-line, the more 
likely they are to engage in activities 
on-line (e.g., buying on-line, gathering 
information on-line). 

K. Viswanath from Ohio State 
University discussed research on the 

adoption and diffusion of new tech
nologies using data collected from 
monthly Buckeye State Polls (tele
phone surveys) over the last three 
years. Social class and geographic fac
tors were found to have an effect on 
the adoption and diffusion of comput
ers and the Internet. 

Lars Willnat from George 
Washington University reported on a 
study of mass media and Internet 
usage among young Americans (ages 
16 to 24). Television and newspapers 
still ranked high as sources of news for 
young Americans. Males spent an 
average of 86.84 minutes on-line ver
sus 71.8 minutes for females. Asian
Americans and Caucasians spent more 
time on-line than did African
Americans and Hispanics. 

I presented findings from my survey 
of U.S. marketing research firms about 
their use of e-mail and the Internet as 
data collection methods. 
Approximately 40 firms indicated that 
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the use of Web-based Internet surveys 
had a bright future, once the industry 
solved the problems of sampling and 
security. The future for e-mail surveys 
was mixed. Problems encountered 
with both methods were also identi
fied, along with advantages and dis
advantages of each. 

Tara McLauglin of Cyber Dialogue 
started the second Friday morning ses
sion by discussing guidelines for eth
ically collecting data from Web site 
visitors. These included making sure 
the client provided privacy policies for 
visitors to access or link to, collecting 
only data absolutely necessary to the 
research, and reporting only aggregate 
findings to the client. 

Julie Schmidt of Greenfield Online 
addressed measures to take in order 
to protect a firm's on-line research 
panel. In light of refusal rates climb
ing to 60 percent, the Internet offers a 
new opportunity to reach the public. 
Schmidt talked about establishing 
clear communications with panel 
members and urged the adoption of a 
Digital Consumer Bill of Rights, 
which offers guarantees about data 
accuracy, security and privacy. 

Doug Rivers of InterSurvey, Inc., 
first discussed six barriers to on-line 
research: 1) the digital divide (only 55 
percent of U.S. households have 
Internet access), 2) the last mile (slow 
connections), 3) the installed base 
(lowest common hardware and soft
ware), 4) the daily dose (people must 
be on-line on a daily basis), 5) the 
sampling problem (no random-digit 
dialing equivalent, self-selection bias, 
coverage bias), and 6) the research 
industry (lying about survey time 
length, problems with telemarketing). 

Two Friday afternoon panel sessions 
focused on the Internet's impact on 
society. The early afternoon panel 
addressed such topics as the digital 
divide, access and inequality, and the 
political use of the Internet. The late 
afternoon panel looked at how the 
Internet was changing social and cul
tural aspects of American society. A 
separate session looked at Internet 
studies done on physicians, business 
managers, and recent science and 
engineering school graduates. 

The first Saturday morning session 
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was devoted to Internet probability 
surveys conducted by InterSurvey, Inc. 
The six presentations built upon the 
Friday presentation by Rivers. The 
company recruits panel members 
through a random-digit dialing phone 
sample. Letters are sent to recruits, 
who formally sign up by responding 
back by mail. InterSurvey then pro
vides and pays for Internet access and 
WebTV boxes. E-mail messages are 
sent to the households via the Web TV 
boxes, which then download the sur
vey. An indicator light on the box 
lights up. The panel member then 
responds within a week by turning on 
the television set, clicking on Web and 
mail icons, and then clicking the start 
button. The questionnaire appears on 
the TV screen question by question. 
Karol Krotki and Mike Dennis dis
cussed questionnaire design, sampling 
and weighting issues. William 
McCready and Robert Tortora dis
cussed a comparison of CATI with 
InterSurvey's interactive TV. Anna 
Greenburg and Michael Bocian 
addressed the problem of "don't 
knows" with this new Web-based 
method. Vincent Price discussed initial 
findings with a series of on-line elec
tronic dialogue groups who are dis
cussing a variety of topics monthly. 
Finally, Kathleen Frankovic of CBS 
News discussed their use of 
InterSurvey's method to conduct an 
instantaneous poll of peoples' respons
es to President Clinton's State of the 
Union address earlier this year. A 53 
percent response rate was achieved by 
the poll. 

The late Saturday morning session 
focused on the format and design of 
Internet surveys. Dennis Bowker of 
Washington State University reported 
on an experimental study on survey 
alignment on the Web page. A snow
ball sample of 684 students was used 
in the study, with 350 assigned to the 
right alignment and 334 to the left. 
The right alignment allows less mouse 
movement since the mouse and the 
scroll bar are on the right side of the 
computer. The left alignment resulted 
in a higher rate of item nonresponse 
(speculation: due to navigation of 
mouse and scroll bar that's required). 
There were no significant differences 

between alignment formats with 
regard to respondent satisfaction or 
confusion. 

Katja Manfreda of the University of 
Ljubljana (Slovenia) reported on the 
findings of two Slovenia re earch stud
ies in 1996 and 1998 regarding various 
design features. The scroll-based 
de ign (where you mu t scroll down to 
see all the questions) required less time 
for respondents to complete the sur
vey; however, it produced higher item 
nonresponse. They also looked at the 
length of survey, the use of logotypes, 
the assignment of topics to be 
answered and the use of instructions. 

Neli Esipova of the University of 
Wisconsin discussed the strengths and 
weaknesses of on-line focus groups 
versus face-to-face and phone groups. 
There was a higher participation rate 
for face-to-face groups (86 percent of 
those who agreed to participate actu
ally did) than for on-line (78 percent) 
and phone (74 percent). On-line focus 
groups required more discussion time 
(98 minutes versus 77 for phone and 
87 for face-to-face). Phone group par
ticipants were more likely to switch to 
either of the other methods in the 
future. 

Scott Crawford of Market Strategies 
reported on research that looked at 
perceptions of burden and the impact 
on nonresponse. Progress indicators 
on the Web-based Internet survey help 
reduce break-off nonresponse (where 
a respondent starts a survey, then stops 
and doesn ' t finish). Using an auto
matic password also reduced nonre
sponse. 

Presenters in the Saturday afternoon 
session discussed suggestions for 
improving response rates to Internet 
surveys. Curt Dommeyer of California 
State University-Northridge studied 
how response rates to e-mail surveys 
could be improved. A random sample 
of 300 students on binge drinking was 
divided into half, with one half receiv
ing the survey as an attachment to the 
e-mail message, while the other half 
got the survey embedded in the me -
sage. Better results in general were 
achieved with the embedded e-mail 
survey (37 percent response rate ver
sus 8 percent). Obstacles to attached 
surveys include software limitations, 
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knowledge limitations, time limita
tions and fear of viruses. 

Richard Clark of the University of 
Connecticut Center for Survey 
Research identified several advantages 
of Internet surveys: relatively cheap, 
very convenient for respondents, faster 
data collection, and visuals can be 
added. Identified disadvantages 
included: sample frame difficult to 
draw, coverage area weak, page 
design, technical difficulties, and low 
response rates. One recommendation 
from their study was that leaving e
mail reminder messages are more 
effective than leaving telephone mes
sages. 

Michael Bosnjak of ZUMA's Center 
for Survey Research reported on par
ticipation in a non-restricted Web sur
vey in Germany, where participants 
can proceed without having to answer 
any given question. Ajzen's theory of 
planned behavior was then used in a 
model to explain and predict the dif
ferent types of nonresponse. 

Sandra Bauman and Jennifer Airey 

of Wirthlin Worldwide finished the 
session by discussing how to gain 
respondents' participation in Web sur
veys. There are three stages to coop
eration: invites (hit rates), introduc
tion (call to action), and incentive 
(cooperate). Various methods to use 
for each of these stages were then dis
cussed by the presenters. 

The final Internet-related session 
was held on Sunday morning. The 
topic was comparing Internet results to 
other interview modes. Nojin Kwak 
of the University of Wisconsin tested 
mail and Web/e-mail for response rate, 
speed and data quality. A random sam
ple of 1,000 produced an overall 
response rate of 33 percent. The 
response rate was higher for mail sur
veys ( 41.9 percent vs. 27.4 percent); 
however, the speed for mail was slow
er (9 days vs. 2.2 days for Web). 
Women were more likely to respond to 
the mail survey. There was a higher 
item nonresponse on the mail survey. 
Multi-mode surveys (e.g., URL on 
mail survey) are recommended. 
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Thomas Guterbock and others from 
the University of Virginia surveyed 
computer users on campus about com
puter usage. Twenty-five percent of 
the sample were asked to answer the 
Web version of the 20-page booklet. 
E-mail and mail reminders were used 
for both groups. Response rates were 
36.8 percent for Web and 47.8 percent 
for mail. 

Carl Ramirez from the U.S. 
Government Accounting Office con
ducted a survey of 3,200 GAO 
employees in the fall of 1999. 
Employees could select which mode 
to use (Web or paper). The overall 
response rate was 89 percent; 87 per
cent of those responding did so using 
the Web. He looked at open-ended 
item response rates, the volume of 
open-ended narrative, fixed choice 
question item nonresponse, and aver
age ratings on scale questions. 

Timothy Elig of the Defense 
Department's Manpower Data Center 
sampled military members, spouses, 
and civilian employees. Three modes 
were used: mail survey only, mail sur
vey with Web option, and Web survey 
with mail option. Due to delays in 
completing the study, only prelimi
nary results were reported. Results are 
available at pubs@osd.pentagon.mil. 

John Kennedy of Indiana University 
reported on a fall pilot study of over 
29,000 undergraduate students at sev
eral schools on what they get out of 
college. The response rate for the Web
only option was 38.5 percent, versus 
43 percent for the paper with Web 
option survey. A major study of over 
200,000 students at over 250 schools 
will be conducted this year. Results 
are available at 
http:/ /www.indiana.edu/ -csr. 

Rachel Askew and Peyton Craighill 
of Rutgers University compared a 
newspaper telephone poll in January 
1999 (n = 587) with four short on-line 
polls using the same questions during 
January and February 1999 (n = 130 to 
197 each). On-line respondents had 
more opinions and were more skepti
cal and critical. 

More information about these pre
sentations is available from the author 
or the AAPOR Web site 
(www.aapor.org). r~ 
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On-lineResearch 

Editor's note: Pat Funes is vice 
president of operations at Answers 
Research, Inc., Solana Beach, Calif 
She can be reached at 858-792-4660 
or at pfunes@answersresearch.com. 

merging from its humble, low
tech beginnings in the 1950s, the 
segmentation study has evolved 

significantly. A tactically valid and 
valuable tool, segmentation research 
continues to help marketers find solu
tions to the most daunting high-tech 
product challenges 

Combining the speed of today's 
sophisticated computers and the tech
nological breakthroughs of the 
Internet revolution, on-line segmen
tation research has emerged as a 
sleek, complex, and powerful mar-
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keting weapon for the new millenni
urn. The speed, efficiency and cost
effectiveness of market research have 
all been drastically improved with 
Web dep~oyment. 

While impressive, on-line segmen
tation research does have its weak
nesses. Because Internet penetration is 
limited (less than 50 percent in the 
U.S., 20 percent in Europe), straight 
on-line deployment tends to create 
flawed samples. Consequentially, the 
resulting data is not projectable to all 
but the most narrowly focused, tech
based markets. Clever market 
researchers are learning to overcome 
these sampling challenges and bridge 
the gap between the high-tech haves 
and have-nots by utilizing a blend of 
CATI and Web-based programming. 

In the hyper-competitive 21st cen
tury game of business, segmentation 
research can be accurate! y character
ized as a divide-and-conquer tactic. 
An innovative and complex mixture of 
art and science, segmentation divides 
a given market or population into 
smaller groups, or segments, based on 
common characteristics. Once divid
ed, the marketer can then target these 
segments with enticing products, pric
ing or promotions designed to obtain 
greater market share. 

On-line segmentation research is 
powerful in part because it can effi
ciently and cost-effectively provide 
almost limitless ways to specifically 
categorize market data. The market 
can be segmented by product para
meters, which include brand loyalty, 
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attitudes, awareness, level of use and 
satisfaction. The market can also be 
grouped by demographic patterns, 
including gender, race, religion, 
geography and marital status. 

Market segmentation allows the 
marketer to reach potential buyers in 
a given market using the most target
ed, customized product or service 
possible. Segmentation can also 
increase a marketing campaign's effi
ciency. Marketers who use segmen
tation research tend to make more 
efficient use of their resources by 
focusing on the best segments for 
their product or service. 
Segmentation should be used anytime 
you suspect there are significant, 
measurable differences in your par
ticular market. 

On-line deployment benefits 
On-line deployment of segmenta

tion research is a formidable weapon 
because it combines the benefits of 
speed, efficiency, and cost-effective
ness. Traditional segmentation 
research methods, such as paper
based surveys and disk-by-mail, 
move at a snail's pace compared to 
the high-speed on-line deployment. 
Sophisticated computer programming 
facilitates the speediness of an on
line segmentation study. The study, 
programmed with a core list of survey 
questions, performs lightning-fast 
computations, with the data simulta
neously computed, compiled, updat
ed and displayed in easy-to-read 
graphs and charts right on the survey 
host's computer screen. This real
time graphical representation allows 
marketers to analyze the data more 

quickly and efficiently than ever 
before. The good news is this speed 
and efficiency does not come at a 
price, it comes at a price reduction. 
Internet surveys are generally 20 per
cent cheaper than traditional meth
ods, and the cost savings can be even 
greater for segmentation studies. · 

Additionally, we have found that 
offering a Web survey option signif
icantly increases respondent cooper
ation and thus increases the efficien
cy of the sample and reduces non
response bias. 

On-line survey deployment of 
interviews during a segmentation 
study also eliminates the problem of 
interview bias. During a convention
al telephone-deployed segmentation 
study, responses are affected by the 
subtle psychological influences exert
ed by the interviewer's tone, inflec
tion and speech patterns. Personal 
feelings and impressions of the inter
viewer, positive or negative, tend to 
reduce candor and produce tainted, 
less-honest responses. During an on
line deployment, voice-based per
sonal interviews are replaced by writ
ten questions and responses on a 
computer screen. This tactic ensures 
that the respondents' answers aren't 
swayed, shaded, diluted or otherwise 
biased by an interviewer's delivery 
or personality. 

Marketers looking for extremely 
rich, candid responses would prefer to 
ask open-ended questions. Once 
again, on-line deployment comes to 
the marketer's rescue. Typed respons
es allow the respondents to offer 
lengthier, detailed narratives at their 
convenience. 

The ability to deploy one segmen
tation study simultaneously in sever
al countries makes on-line deploy
ment especially attractive. Let's take 
a closer look at how an on-line 
deployment handles an ambitious, 
aggressive worldwide study with 
ease, compared to the logistical night
mares caused by a traditional, phone
based deployment. 

To prepare for an on-line deploy
ment in the United States, France, 
Mexico, Germany and Japan, the sur
vey must be translated into each lan
guage. During translation, cultural 
differences are noted. 

Once the survey is programmed, 
respondents complete the survey, and 
the results are compiled and translat
ed simultaneously in real-time. The 
results are then converted into easily 
digestible graphical data, allowing 
the marketer to evaluate the findings 
instantaneously. During a conven
tional survey, the data formatting and 
compilation process is slow, compli
cated and costly. Multiple fielding 
agents from time zones all over the 
globe have to submit their files. Once 
submitted, these files have to be com
piled and formatted, a process that is 
further complicated by differences in 
software. By comparison, an on-line 
implementation allows the marketer 
to complete the process in just a day 
or two. This accelerated process 
reduces the project's schedule by half 
and dramatically lowers costs. 

Drawbacks to on-line administra
tion 

On-line deployment does have a 
few notable weaknesses. A signifi-
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cant disadvantage is the fact that on
line deployment may not be pro
jectable to any target other than on
line buyers. The key to actionable, 
projectable research is sample con
trol. Using Internet data and project
ing it to the population at large may 
not work. Phone-based consumer 
sampling in the United States works 
because there is a known population 
of phone numbers, and market pene
tration is extremely deep (98 percent). 
No such list exists for general con
sumer Internet users, and market pen
etration is currently at only 46 per
cent. These numbers are considerably 
lower internationally. Therefore, you 
cannot pull a random sample of con
sumer Internet users. This lack of 
sample control is the reason Internet
based research is currently not pro
jectable to the general consumer pop
ulation. 

Overcoming drawbacks 
Acknowledging the disconnect 

between segmentation research and 
its projectability to all but the wired 
universe, clever marketers have found 
ways to bridge the gap. Researchers 
concern~d with delivering a pro
jectable sample can improve the pro
jectability of their sample by exclu
sively using o.r supplementing with 
telephone recruiting, limiting the 
ratio of surveys sent to completes, 
quotas, and sample balancing. 
Additionally, until the penetration of 
Internet users is higher, researchers 
will use a combination of telephone 
and Web-based surveying. 

Our firm recently conducted a 
blended administration of a segmen
tation survey of just over 600 com
pletes among employees of Fortune 
1000 companies. We contacted and 
screened employees at home or work 
by obtaining area codes and 
exchanges of these companies and, 
for home contact, mapped a seven
mile radius to obtain additional 
exchanges for a RDD sample. 

Recognizing that some may not 
have access to the Internet at work or 
home, or simply prefer to complete a 
survey immediately over the phone, 
we gave respondents the choice to 
complete the 30-minute survey on the 
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Web, over the phone when initially 
contacted, or over the phone later by 
calling a toll-free number that would 
connect them to a live interviewer. 
Of qualified respondents, only 16 per
cent refused to participate. Of the 
remaining, nearly 65 percent chose 
the Web option, while 25 percent 
elected the immediate phone survey 
and 10 percent said they would call 
back later to complete the interview. 

Of course, not everyone who said 
they would complete the survey on 
the Web or call back for a telephone 
interview did, but both options yield
ed roughly an 80 percent completion 
rate. Compared to a traditional tele
phone administration, the overall 
response rate was significantly high
er, yielding a more representative 
sample at a reduced cost. 

When we compared results from 
the Web and telephone survey data, 
we found only a handful of significant 
differences. Of those statistically sig
nificant, most were related to an 
inflated importance of price and brand 
attributes of responses captured via 

the Web vs. telephone. This makes 
intuitive sense, as respondents are 
more candid via the anonymous Web 
than with a live telephone interview
er. Additionally, open-end responses 
were more plentiful both in number 
and content for the Web surveys. 

Powerful weapon 
By blending CATI and Web-based 

programming, we have discovered it 
is indeed possible to launch an on
line segmentation study that's action
able and projectable across a much 
wider audience. 

The evolution of segmentation 
research is not coincidental. The 
dawn of the computer era has 
improved the speed, quality and 
effectiveness of segmentation 
research. The Internet revolution has 
made on-line segmentation research 
one of the most powerful weapons in 
the arsenal of the 21st century mar
keter. And as Internet usage becomes 
more ubiquitous, on-line segmenta
tion studies will become more valu
able still. r~ 
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Editor's note: Jeffrey S. Robbins is 
CEO of Database Sciences, a Paramus, 
N.J., research firm. He can be reached 
at 800-742-6035 or at 
jrobbins@dbsciences.com. 

Recently, our firm was hired by 
Soliloquy, Inc., an Internet infra
structure company centered on 

natural language understanding, to help 
fine-tune an innovative product that 
serves as a front-end interface for on
line vendors. The product is a natural 
language Expert which allows shoppers 
to find what they want through a two
way interactive on-line "conversation." 
Additional value is brought to the ven
dor in that the software maintains logs 
·of the dialogue and Soliloquy can then 
mine them for insights into shopper psy
chology. 
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The Expert replaces the typical data
base/shopping carte-tailing application 
where shoppers type in search criteria, 
look through the results and make buy
ing decisions. Instead, shoppers engage 
in a conversation with the Expert and the 
software processes the typed dialogue to 
extract relevant words and phrases so it 
can search a product database accurate
ly. 

We were asked to help evaluate an 
Expert on laptop PCs. Essentially, when 
users access a Soliloquy-enabled PC 
store via their Web browser, they are 
greeted by the Expert. The Expert asks 
what the shopper is looking for in a PC 
and makes it clear that any question can 
be typed in. As a guide to the shopper, 
there are sample questions available to 
look at, parameters by which one can 
compare models (screen size, RAM 

installed, hard-disk size, etc.), as well as 
prompts from the system to help narrow 
down choices (i.e. How much do you 
want to spend?). Additionally, the sys
tem is capable of explaining technical 
terms to the user (i.e. What is RAM?). 
As a user defines his/her needs by 
expressing choices in differentiating cri
teria during the conversation, the Expert 
updates the shopper on how many items 
in the database are possible matches. 
At any time, shoppers can change cri
teria, look at details about matching 
products, or further chat with the Expert 
to narrow possibilities and/or learn 
more. 

Our job was to put the Expert through 
its paces and provide insight into 
whether it could be a preferable alter
native to existing on-line shopping cart 
interfaces and/or live salespeople in 
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stores. Clearly, a key to the Expert win
ning out over salespeople was in its abil
ity to accurately process the natural lan
guage dialogue. As such, the client 
wanted to compare opinion data (col
lected via survey) with Web observa
tional data (collected in Soliloquy's nat
urallanguage logs). By doing so, we 
could possibly trace dialogue paths and 
bring much more meaning to comments 
such as "I love the Expert" or "I was 
frustrated." 

Fielding the study 
We recruited respondents with vary

ing amounts and types of on-line shop
ping experience to participate in the 
study. Additionally, we were mindful 
of several demographic variables so that 
we could evaluate their possible influ
ence on a respondent's experience with 
the system. Once qualified through an 
on-line screener, respondents were sent 
to an on-line demo of the system and 
given a shopping task to perform. 
Afterwards, respondents were sent to a 
post -demo survey so that we could get 
their feedback on the experience. 

From our perspective, the most inter
esting aspect of the study was the com
bining of Web observational and opin
ion research. From a technical stand
point, the study presented a challenge. 
We typically host surveys on our own 
Internet servers driven by our propri-

etary Web survey engine, but the demo 
had to be run on our client's server (so 
that they could capture and evaluate all 
of the natural language interaction 
between the system and the respondent). 
Thus, our system had to pass off a 
unique identifier to the client system
which then had to pass back the identi
fier to us for the post-demo survey. 

From a research standpoint, we see 
great value in the methodology of send
ing respondents through an on-line exer
cise, immediately capturing their opin
ions, in addition to their Web behav
iors, and then analyzing the different 
data types together. 

Often, we see Internet companies 
only looking at what is occurring on 
their sites, and not exploring why. 
Certainly, its important to know how 
many hits a site gets, and what the ratio 
of purchasers to hits is. But what's 
behind the numbers? Would the pur
chase ratio be higher if the Web shop
ping interface were more intuitive? Or, 
conversely, is the interface less of an 
issue and the purchase ratio more 
dependent on price and/or competitors ' 
actions? 

On the other hand, of course, market 
researchers spend their days helping 
clients learn about the opinions and 
motivations of their customers and 
potential customers. In many instances, 
opinions about an event (whether it is a 
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shopping experience or making a deci
sion on a brand purchase) are being 
solicited well after the fact. Time can be 
our enemy in learning precisely what 
factors influenced a consumer's choice. 
In the brick-and-mortar world, to be 
able to do what we did for Soliloquy 
would require sending camera crews 
and interviewers around with respon
dents to capture the shopping process. 
On-line, it's a much simpler proposition, 
as virtually every move we make on the 
Web is already tracked, for better or 
worse. Aside from the technical require
ments, the only other hurdle we had to 
overcome was in designing the exercise 
to fit within the environmental con
straints of conducting research over the 
Internet (time, attention span, etc.). 

Clearly validated 
In the end, we were able to help 

Soliloquy learn a great deal about con
sumer perception of their product. First, 
and foremost, the concept of the Expert 
natural language shopping interface was 
clearly validated. We did, however, dis
cover some usability issues that needed 
to be addressed, as well as natural lan
guage understanding trade-off assump
tions that required some further evalu
ation. Because of our methodology, the 
client was able to examine each respon
dent's behavior, compare it with his or 
her stated perceptions, and categorize 
the overall experience. Leveraging this 
information, the Expert product can be 
tweaked further, based on the target 
market and product line of a particular 
vendor. 

Conducive to learning 
Experienced researchers understand 

that Internet/Web based research can
not always replace traditional market 
research techniques. In fact, for most 
businesses, on-line research should care
fully be evaluated for its applicability in 
the overall research methodology mix. 
For on-line business managers, howev
er, the environment of the on-line mar
ketplace is conducive to learning a great 
deal about customers and visitors. By 
comparing survey research results with 
site data they already collect, e-man
agers can effectively explore consumer 
behavior, perception, and their dynam
ic relationship. r~ 
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On-line arch 

Editor's note: Daniel Greenberg 
is vice president of marketing and 
co-founder of Active Research, Inc., 
Burlingame, Calif. He can be 
reached at 415-762-2530 or at 
daniel@activeresearch.com. 

I aditional market research meth
ods are rapidly becoming inade
quate to meet research require

ments for the Internet age. As mar
keters struggle to keep up with today's 
fast-paced business climate, the need 
for insights into consumer shopping 
behavior is outpacing the value of tra
ditional research methods. Marketers 
thus face great pressure to meet indus
try demand, while product lifecycles 
are rapidly shrinking in nearly every 
type of category. The lifespan of a dig-
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ital camera, for instance, can be as 
short as six months, with 80 percent of 
its lifetime revenue achieved within 
the first two months. 

The proliferation of e-commerce has 
led to intensified competition - par
ticularly for manufacturers and retail
ers who require more timely research 
for gaining advantage over their rivals. 
For example, in 1999 there were three 
types of MP3 players. Just one year 
later, there are now more than 60. The 
Web has also created much more 
transparency for consumers, who can 
instantly access product and pricing 
information on-line. A more empow
ered buyer means less control for man
ufacturers and retailers. This increas
es competitive pressures unilaterally, 
placing pressure on profit margins. 

Several other factors point to why 
traditional research methodologies are 
losing their effectiveness. Response 
rates are declining, as fewer people 
agree to participate in research. Those 
who do participate often do so for the 
financial incentive - potentially bias
ing the sample toward more price sen
sitive buyers. These people also tend to 
place a lower value on their time -
potentially biasing the sample toward 
lower-income individuals. 
Unfortunately, the potential for sample 
bias is substantial. So in an attempt to 
get quick answers , researchers are 
increasingly relying on focus groups 
as a replacement for quantitative 
research. However, there is a problem 
when feedback from a few people is 
used as a proxy for an entire market. 
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Would you want to place a multimil
lion-dollar decision based on the opin
ions of six consumers? Many firms 
do. 

In spite of the times, research cannot 
compromise methodological and sam
pling integrity. Since time (or lack of) 
plays an ever-influential role both in 
research practices and response rates, 
there is a profound need for real-time 
research that provides clarity about 
the rapidly changing marketplace as it 
evolves. Great value lies in the ability 
to spot market trends, especially 
regarding consumer purchase behav
ior. 

The Internet is dramatically enhanc
ing the ability to collect real-time data, 
although research is one of the last 
marketing disciplines to undergo 
automation. In fact a new research cat
egory -Market Research Automation 
(MRA)- is evolving. MRA method
ology leverages the Web at all research 
stages and can reduce traditional 
research cycles from months to min
utes. Thus there are greater efficiencies 
and cost savings to conduct studies, 
while offering the benefit of a contin
uous on-line window into market 
trends or the consumer mindset. 

MRA tools or services also close 
the loop between on-line buyers and 
sellers by acting as intelligent mid
dlemen in the interactive world. In the 
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process, they give marketing profes
sionals decision support capabilities 
that are continuously delivered direct
ly to the desktop. Research clients are 
therefore better equipped to under
stand what drives buyer purchase, 
including trade-offs individuals make 
when determining preferences for 
products based on brand, feature set 
and price. Other benefits of real-time 
research include enabling marketers 
to differentiate products and develop 
more precise messaging to multiple 
audiences, continuously tracking 
emerging and maturing trends, as well 
as forecasting product demand. 

Since MRA uses the Internet for 
data collection, there is a concern that 
the Web population does not represent 
consumers in the real world. With 
more than half of U.S. households now 
owning PCs, the age, gender and edu
cational profile of the Internet popu
lation is approaching that of the gen
eral public. For certain segments of 
the population, such as those who pur
chase DVD players, the on-line shop
per profile is very similar to that of the 
off-line consumer. Finally, with the 
generic Web user becoming more 
diverse and representative, an e-com
merce study by Harris Interactive 
found that fully 90 percent of Web 
users are researching products and ser
vices on-line (June 1999). 

These statistics point to an unprece
dented opportunity for manufacturers, 
retailers and marketers to interact with 
real buyers directly at the point of 
shopping when they are most engaged. 
MRA services automate data collec
tion by participating in the conversa
tion between buyers and sellers. Data 
is collected passively with zero intru
sion. Web-based self-service applica
tions also provide a useful one-to-one 
service to respondents while using 
Internet profiling methods to capture 
needed information. MRA then 
employs data mining techniques to 
unlock the value from these digital 
interactions. Since information is gath
ered from respondents who are active
ly engaged in a Web site, observation
al data is clean and free of aspiration
based biases. Response rates to such 
Web-based data collection methods 
are also significantly higher than 
email-driven surveys or opt-in pro
motions. This process leads to larger 
sample sizes. 

Currently, we're seeing real-time 
research or MRA take on an expand
ing role to include product concept 
testing and forecasting such aspects 
as future sales and market share sim
ulations. Because the Internet has 
spawned unique new market models 
such as business-to-business e-com
merce and dynamic pricing, there are 
more vertical markets to serve than 
ever. In addition, MRA is being incor
porated into everyday tactical decision 
making at many levels within a com
pany - from marketing and manufac
turing to logistics and procurement 
managers. 

Manufacturers, retailers and mar
keters are now better equipped to use 
real-time research to forecast such 
areas as raw materials needed, the 
number of units to order and product 
sales. The growing Internet commerce 
market is not making market research 
obsolete, but rather, increasing oppor
tunities for both quantitative and qual
itative researchers. The key to provid
ing continuous value to clients is to 
adopt solid and timely methodologies 
- the minimum requirement to meet 
today's market demands in the new 
economy. r~ 
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Product & Service Update 
continued from p. 12 

the number of interviewers who can 
work on a single project. 

In addition to the new sharing fea
tures, Quancept CATI serves as a tele
phone interviewing tool, taking a 
phone survey project from designing 
questions to tracking call status to inte
grating with data analysis software. 

Quancept CATI and QTS combine 
to offer market researchers a fully inte-

grated predictive telephone dialing and 
interviewing system. The predictive 
dialer calculates the appropriate num
ber of calls to make, thereby reducing 
interviewer downtime. And since QTS 
automatically dials the numbers, 
detects the call result and assigns con
nected calls to interviewers, it greatly 
increases survey productivity. QTS 
and Quancept CATI allow interview
ers and supervisors to concentrate on 
successfully administering the survey 
instead of making phone calls. 

SPSS is also now shipping Data 
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Entry 2.0. SPSS Data Entry includes 
everything needed to build custom on
line or paper survey forms, enter data 
and check for accuracy through the 
use of rules. It uses a drag-and-drop 
graphical interface for survey-build
ing and is designed to make defining 
variables and questions easier. 
Additionally, its ability to create rules 
- such as validation, skip & fill or 
checking- helps ensure that data are 
clean and useful. Once created, ques
tionnaires can be completed on-screen, 
on-line in a browser (in conjunction 
with SPSS Data Entry Enterprise 
Server) or printed out and filled in by 
hand. Data entered into the forms, 
labels and dictionary are immediately 
ready for analysis using SPSS Base, 
SPSS' data analysis software. 

Additionally, SPSS Data Entry pro
vides documentation, a tutorial and a 
Question Library to help customers 
new to data collection get up to speed 
on survey research fundamentals. 

SPSS has also introduced 
Decision Time Server time-series fore
casting software. Decision Time Server 
is designed to help users increase their 
productivity by working with large 
datasets more efficiently. 
DecisionTime Server uses the SPSS 
Distributed Analysis Architecture 
(DAA), which minimize the use of 
computing and network resources and 
maximizes performance by eliminat
ing the need to copy and convert the 
data used in analysis. Instead, data stay 
on the server, which saves time, allows 
administrators to maintain a high level 
of data security and reduces network 
traffic. Decision Time Server also elim
inates file size limitations, permits 
simultaneous multi-user access and 
facilitates data access from many 
sources. The end result is that enter
prises, especially those with huge 
amounts of centralized data, can cre
ate better time-series forecasts quick
ly and securely. For more information 
visit www.spss.com. 

Team Navigation builds 
on focus group findings 

Doyle Research Associates, Inc. 
(DRA), a Chicago qualitative research 
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firm, has introduced a new research 
tool called Team Navigation, a half
day, post-research convergence process 
designed to help companies create 
workable business strategies and move 
towards next steps. Team Navigation is 
a formal, three-step process that 
includes everyone on the client team 
who has attended the research groups. 
The first step puts the observers to 
work during the groups, identifying 
key themes and common denomina
tors. The next step involves the actual 
Team Navigation session where a DRA 
facilitator leads the client team in 
grouping and prioritizing the insights 
and generating ways to tackle any 
problems that have surfaced. For more 
information contact Lynn Manilow at 
312-944-9299 or at 
lmanilow@ doy leresearch.com. 

Usability lab now more 
usable 

San Francisco-based Modalis 
Research Technologies has expanded 
international compatibilities for its 
proprietary interface test equipment, 
the Socratic Usability Lab. The lab is 
portable and designed to be used in a 
variety of facility and on-site test envi
ronments. Any focus group facility 
room or spare office can be turned 
into a usability test site within a few 
hours. The lab can now be shipped 
anywhere in the world for on-site test
ing. The new lab configuration allows 
it to be used with VHS, NTSC or PAL 
video formats and is built to be com
patible with both U.S. and European 
power standards. For more informa
tion call Bill MacElroy at 800-576-
2728. 

New Vegas research 
facility 

MRCFocus and MRCPhone, Las 
Vegas, have combined into a 20,000-
sq.-ft. facility called the MRCGroup 
Research Institute. The facility 
includes three large focus group 
rooms, chat monitors, a 48-seat movie 
theater, dial technology, videoconfer
encing and more. For more informa-
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tion call Jim Medick at 800-820-0166. 

Service tracks e-tail 
transactions 

Transactional Data Solutions 
(TDS), Purchase, N.Y., has launched 
ReTAIL TICKER, a new transaction
al market research service on the 
Web. TDS, a MasterCard company, is 
making its product available on its 
Web site at www.tds-mastercard.com. 
ReTAIL TICKER provides an aggre
gate view, looking at a random sam
ple of the retail and e-tail transac
tions of up to 550,000 cardholders. 
TDS offers free on-line tracking of 
clicks-versus-bricks shopping pat
terns - as measured by total sales 
volume and volume of transactions. 
TDS research looks at 34 shopping 
clusters (demographic groups, such 
as Cool-shop-a-Lots, based on buying 
profiles) across 40 retail categories 
(apparel, books, office supplies, etc.). 
TDS provides this data while main
taining strict privacy guidelines. The 

firm's research methods have been 
audited and approved by 
PricewaterhouseCoopers, the inde
pendent accounting firm. 

Cardiff updates forms
processing products 

Cardiff Software, Vista, Calif., has 
released upgrades of its eForms prod
ucts, HTML+Forms and PDF+ Forms. 
PDF+Forms and HTML+Forms are 
standards-based eForm products that 
are used to implement Web-based data 
collection and processing, and to 
eliminate corporate paper forms. 
PDF+Forms v2.0 was co-developed 
with Adobe Systems and allows users 
to convert forms to a digital format, 
while maintaining the same look and 
feel as paper-based forms. This 
release adds a number of features 
including: point & click form design; 
simplified form creation; support for 
digital signatures; form routing; sup
port for Dynamic HTML. For more 
information visit www.cardiff.com. 
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Briefly ... 
• ActiveGroup, an Atlanta-based 

provider of focus groups over the 
Internet , has partnered with 
QuickTest/Heakin, a mall-based inter
viewing network, to create Internet 
broadcasts of mall intercept sur
veys. The service, ActiveAnswers , 
will be launched in select locations in 
late July. The service is expected to be 
rolled out in all of QuickTest/Heakin' s 
locations within a year. For more 
information contact David Nelems at 
770-449-67 67. 

• C&R Research, Chicago, has 
introduced KidzEyes.com, its on-line 
kids research panel. By the end of 
the year, KidzEyes is aiming to have 
6,000 6-to-14-year-old kids signed up. 
Clients will use the methodology for 
testing brand awareness, evaluating 
Web sites, tracking trends and fads, 
testing ads, and more. For more infor
mation call Megan Burdick at 312-
828-9200. 

• The Virtual Customers division of 
Maritz Marketing Research Inc., St. 

Louis, has introduced Virtuoso, new 
process management software for 
use on its mystery shopping pro
grams. It is designed to orchestrate 
quality visits, timely feedback, and 
graphical reports for national and 
multinational projects. For more 
information visit www. virtualcus
tomers.com. 

• PDI, a Cincinnati research firm, 
has created a way to assess and 
quantify the relationship between 
advertising's long-term effects and 
sales. PDI has accomplished this by 
blending technologies used by retail
ers with mathematical modeling in 
developing its new Lifetime Value of 
Marketing model. For more informa
tion visit 
www.AdvertisingDecisions.com , the 
company's Web site devoted to adver
tising issues. 

• Boston-based Aberdeen Group, an 
IT consulting and market strategy 
firm, has announced the availability 
of its entire collection of 1999 and 
2000 research on-line. Enabled by 
digital rights management technology, 

Aberdeen Publications Online con
tains more than 400 publications and 
is located at www.aberdeen.com. 

• Minneapolis-based ADAPT Inc. , 
a data processing company serving 
the market research industry, has 
expanded its comment coding oper
ation to include on-line coding of 
open-ends from CATI and Internet 
surveys. The new service, ADAPT
CODE, uses proprietary software to 
manage, code, quality-check, and 
output descriptive codes for open
ends provided in an ASCII format. 
For more information contact Dave 
Koch at 888-52ADAPT or at 
dkoch@ adaptdata.com or visit 
www.adaptdata.com. 

• Modalis Research Technologies, 
San Francisco, has introduced its new 
worldwide panel, Forum Modalis at 
www.forummodalis.com. The panel is 
targeted to contain approximately 
100,000 B2B decision makers, IT pro
fessionals and high-tech consumers. 
In the coming months the panel will 
also include British, French, German 
and Swedish panelists. 

How To Firul The Best Deal 
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Survey Monitor 
continued from p. 8 

doing "very little." 
Consumers clearly value their time. 

In fact, 42 percent of Internet users 
agree that they are always looking for 
ways to spend less time grocery shop
ping. However, only 11 percent would 
be willing to pay more for products or 
services that save them time. 
Therefore, on-line grocery offers have 
to be competitive with supermarket 
prices. 

For many consumers, a continuation 
of a relationship with their regular 
supermarket is a way to reduce risk 
and uncertainty surrounding the on
line grocery shopping and purchasing 
process. Four out of 10 Internet users 
( 43 percent) state they are more likely 
to shop for groceries on-line if the ser
vice is operated by their regular super
market vs. an Internet-only grocery 
service. However, overall, only 18 per
cent state that they are interested in 
grocery home delivery of any kind. 

Here is a sampling of grocery shop
ping attitudes (among primary house
hold shoppers): 

• I am more likely to shop for gro
ceries on-line if the service is operat
ed by my regular supermarket than an 
Internet-only grocery company: 43 
percent strongly agree/agree; 35 per
cent slightly agree/slightly disagree; 
23 percent disagree/strongly disagree. 

• I am always looking for ways to 
spend less time grocery shopping: 42 
percent strongly agree/agree; 43 per
cent slightly agree/slightly disagree; 
15 percent disagree/strongly disagree. 

• I am interested in grocery home 
delivery: 18 percent strongly 
agree/agree; 35 percent slightly 
agree/slightly disagree; 48 percent dis
agree/strongly disagree. 

• I am willing to pay more for prod
ucts or services that save me time: 11 
percent strongly agree/agree; 53 per
cent slightly agree/slightly disagree; 
36 percent disagree/strongly disagree. 

Price remains a key driver of on-line 
shopping behavior in the grocery cat
egory. 

• Internet users rank price as the most 
important factor when shopping on
line for groceries, ahead of product 
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brand, site shopability, delivery time, 
and customer service. 

• Twenty-two percent of on-line gro
cery purchasers identified low prices as 
their primary reason for purchasing the 
category on-line. 

• Forty-six percent of Internet users 
cited free delivery for large orders as 
the factor most likely to entice them to 
use an on-line grocery service in the 
future. 

"In addition to low prices, con
sumers shop on-line for groceries 

What will it take to get shoppers to 
grocery shop on-line in the future? 
While free delivery tops the list, 40 
percent of respondents indicated that 
the acceptance of manufacturers' 
coupons would make them more like
ly to use an on-line grocery shopping 
service. Other factors that would moti
vate on-land shoppers to shop for gro
ceries on-line include convenience fac
tors such as the ability to set a specif
ic delivery time window, create a list of 
frequently purchased products, or pick 

What Will Entice Consumers to Use a Grocery Service in the Future? 
(respondents could select up to three factors) 

(among total respondents) 
Free delivery for "large" orders . . ...... . . . .................... . ........... .46% 
Accepts manufacturers coupons ..... . ... . ...... . ... . ........ .. .... . ... . . . .40% 
Abil ity to set a specific delivery time window . .... .... .. . .. . .. . .. .. . . . ..... .. . 36% 
Abil ity to create a list of frequently purchased items . . ........ . .......... . ... . .. 31% 
Abil ity to pick up your order at a local store .. ... . . . .. . .. . ... . . .. ... . ..... . ... 26% 
Nothing would make me more likely to use an on-l ine grocery store in future ........ 21% 
Unattended home delivery . .. . . . . . ...... . .. . . . .. . . .. . .. . . ..... . ... . . .. . .. . 14% 

because they want easier access to 
brands and products and because they 
either do not have time or dislike shop
ping at stores," Whitfield says. 

up their order at a local store. However, 
one in five stated that nothing would 
make them more likely to purchase 
groceries on-line. 
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While there are several different 
variations of on-line grocery services 
currently in operation today, the vast 
majority of Internet users are not aware 
of most types of on-line grocery ser
vice. However, low awareness levels 
are not surprising since many of the on
line grocery services are currently con
fined to only a handful of market areas. 
Even so, among Internet users who are 
aware of the on-line grocery shopping 
options, the trial rates are very low. 

The on-line grocery service model 
that resonates most favorably with the 
shoppers most interested in grocery 
home delivery is one in which gro
ceries are delivered in a tight time 
frame - 30 minutes - with only a 
very modest delivery charge. 

"The fact that very few Internet users 
are even aware of the on-line grocery 
service options and even fewer have 
actually tested the options is an indi
cator of the infancy of this distribution 
channel for groceries and household 
essentials," says Whitfield. "But the 
ability to deliver groceries to con
sumers' homes within a short time 
frame will be key to determining which 
on-line grocery service providers sur
vive and prosper and which fall by the 
wayside," she says. 

Every month, the 
PricewaterhouseCoopers E-Retail 
Intelligence System surveys over 500 
Internet users regarding on-line shop
ping behavior and attitudes and 
Internet usage. The survey is fielded 
on-line to a nationally representative 
sample of Internet users using National 
Family Opinion's Interactive Panel. 
Most survey respondents access the 
Internet at least weekly for non-busi-

ness use. The survey reported above 
was fielded among Internet users who 
were either the primary grocery shop
per for their household or frequent 
supermarket shoppers from March 29 
to April 5. For more information visit 
www. pwcglobal.com. 

AOL names top 10 
'senior wired' cities 

America Online has named the 1 0 
most "senior wired" cities in America 
based on the amount of time adults age 
55 and over spend on-line (according 
to more than 3,200 older Americans 
visiting AOL's Opinion Place from 
March 20 - April 3). The results are 
drawn from a survey conducted by 
Digital Marketing Services, Inc., a 
provider of on-line research and a 
wholly-owned subsidiary of America 
Online, Inc. 

THE TOP 10 "SENIOR WIRED" CITIES 
1. Phoenix 
2. Boston 
3. Tampa-St. Petersburg-Sarasota 
4. Los Angeles 
5. Orlando-Daytona Beach-Melbourne 
6. West Palm Beach-Ft. Pierce 
7. Ft. Myers-Naples 
8. Cleveland 
9. San Francisco-Oakland-San Jose 
10. New York 

Additional top "senior wired" cities 
include Philadelphia, Chicago, Miami
Ft. Lauderdale, and Seattle-Tacoma. 

The AOL "senior wired" survey 
demonstrates that older Americans are 
getting connected to the Internet regard
less of their age and computer skills, 
and they feel that the Internet is benefi
cial. The average amount of time older 

Americans in the top 10 cities on-line is 
approximately 18 hours per week; most 
have been on-line one to three years. 
Ninety-two percent of older adults 
polled say they feel the Internet has 
improved their lives overall, and 69 per
cent say the Internet has brought their 
families closer together. 

According to Jupiter 
Communications, older adults are 
already the fastest-growing segment of 
the Web market, spending more time 
on-line individually than other age 
groups. Jupiter also projects that the 
number of older Americans on-line is 
expected to increase from 14 million to 
27.3 million by 2003. 

"The Internet has proven to be an 
exciting new world for AARP mem
bers," says Katie Sloan, director of 
applied gerontology, AARP. "It serves 
as social glue in facilitating better com
munication with friends and families 
and opens new worlds in research and 
information and better shopping oppor
tunities. It should be no surprise that 
older Americans and the Boomer gen
eration have taken great interest in using 
computers and the Internet." 

Computers are giving older 
Americans high-tech ways of doing 
their favorite activities, especially as 
they age or become less mobile. 
According to the AOL "senior wired" 
survey, some of their favorite on-line 
activities include: 

• Communicating: 93 percent of older 
Americans polled say they go on-line to 
e-mail and instant-mes age. They fre
quently send on-line greetings cards and 
pictures, and correspond with their chil
dren, grandchildren and other family 
members and friends. 

POWER TOOLS FOR SURVEYING 
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Questionnaires to Analysis 
Paper- Web - Phone 

Survey Pro'" and SurveyHost.com'" 

Whether you're a market research consultant or Fortune 100 manager, we have tools for streamlining 
and powering up your projects. For 8 years we've been tuning survey software and Web survey hosting 
services-always with an emphasis on real-world projects and guided by user feedback. It's gotten to the 
point where an ad isn't enough room to say what we do, so drop us a line, give us a call or visit our web 
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• Researching: Older Americans find 
they are gaining independence by hav
ing access to a centralized source of 
information day or night, seven days a 
week, where they don't have to worry 
about business hours or finding trans
portation. According to the AOL survey, 
75 percent are frequently involved in 
information searches for themselves and 
their families, particularly checking 
their financial investments (53 percent), 
searching travel and vacation options 
(65 percent), and finding medical and 
health resources (69 percent). 

• Shopping: An AARP survey of 
Americans 45 and older found that 54 
percent of Internet user make purchas
es on-line. The most frequently pur
chased products by older adults include 
computer software and hardware, 
books, music and clothing. The number 
of Internet purchases respondents make 
is strongly related to income level, the 
AARP survey found. About one quarter 
of those with incomes under $50,000 
made 10 or more purchase last year, 
and this figure doubles (52 percent) for 
those with incomes above $75,000. The 
survey also reports that Internet pur
chasers are overwhelmingly satisfied 
with their .purchases, with 82 percent 
saying that the product "completely" 
met their expectations. 

• Playing games: For some older 
Americans, especially those living 
alone, it's hard to initiate their own 
entertainment. On-line games are pop
ular uses of computers and users can 
play them alone or as a group. Plus, in 
addition to on-line computer classes, 
games are a non-threatening way to 
learn basic computer skills like using a 
mouse and navigating the Internet. 

Smart-card usage will 
grow 

For years, Europe has been using 
smart cards to do everything from health 
identification to banking to buying gro
ceries, but the United States has been 
slow to implement the technology due 
to a lack of infrastructure and the high
ly fragmented market. But increased 
growth in the digital realm, the 
increased use of mobile systems, the 
importance of network security, and the 

government taking an active role in 
smart -card applications will drive this 
market to unprecedented heights, 
according to research on the smart -card 
market conducted by Frost & Sullivan, 
a Mountain View, Calif., research firm. 
The Frost & Sullivan research shows 
participants shipped 14.4 million units 
in 1999. By the end of the forecast peri
od, 2006, the units shipped is projected 
to rise to 114.7 million. 

The pay-TV segment, which includes 
digital broadcast satellites (DBS) and 
PCffV set-top boxes, such as WebTV, 
and the mobile segment, are currently 
driving the market. Combined, these 
two segments were responsible for ship
ping nearly 93 percent of all units sold 
in the U.S. 

In the future, however, the network 
security and government segments will 
gamer a greater share of the market
place. The government, specifically the 
defense sector, has played an important 
role of piloting smart-card applications 
and will begin mass deployment in the 
next few years. The network security 
segment is projected to make up nearly 

Are your web 
surveys clean? 

Mine are! 

"I rake in $40-60 a day filling out web 
surveys. It's cake . All I gotta do is enter 

half of all units shipped by 2006. 
The greatest challenge facing the 

industry is a revamping of the infra
structure. Frost & Sullivan projects that 
it would take nearly $3 billion to convert 
just the hardware and over $12 billion 
to change the entire infrastructure in 
both direct and indirect costs. The rest 
of the world, including Europe, on the 
other hand, built their infrastructures 
from the ground up, based on smart
card technology. 

Instead of smart cards, the U.S. based 
its payment systems on magnetic stripe
card technology. Until the banks have a 
business case that proves smart cards 
can be a viable competitive advantage, 
this industry is reluctant to change. 

"U.S. banks haven't been able to nail 
down return-on-investment with smart 
cards," Frost & Sullivan AnalystAlyxia 
Do says. "But banks have to face the 
fact that new competitors in the form of 
telecom operators, insurance compa
nies, and transit authorities are chang
ing the face of the financial competitive 
environment. Smart cards can be the 
banks' response to increased competi-

the info I think the company wants to 
know. When I'm not a 39-year-old house
wife with four kids, I can be a bigshot exec 
pulling in over a $1 OOK. It's a kick! Tell 'em 
what they want to hear, right? Money for 
nuthin' and chicks for free!" 

Klutch Swenson 
Professional Respondent #69 
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tion." 
Fragmentation in the application 

market is also a major hurdle smart
card participants must overcome. 
Whereas in France or Germany the 
country may have one to three telecom 
operators, the U.S. has nearly 50 wire
less service providers. 

"While we have been able to create 
pockets of market activity and devel
opment, the total conversion of the 
country is not occurring yet," Do says. 
"What will continue to hurt the U.S. 
market are issues that need to be solved 
in the industry more generally. We have 
more application frameworks and plat
forms than we can handle, our markets 
are niched by vertical market demands, 
and the banking industry is still trying 
to find its business case. All of this is 
slowing down the industry quite a bit." 

Despite these difficulties, Frost & 
Sullivan expects that the U.S. market 
will grow and will become one of the 
leading and most innovative markets 
in deploying smart cards. "Smart cards 
in the U.S. will grow with everything 
Internet-related," Do says. For more 

information visit www.frost.com. 

Small businesses think 
banks should stick to 
banking 

In contrast to the growing trend of 
banks offering non-banking services 
and expanded options on their portal
style Web sites, small-business owners 
participating in a virtual focus group on 
technology in banking overwhelming
ly said banks should "stick to being a 
bank." The group was moderated by 
John Barlow, president of Minnetonka, 
Minn.-based Barlow Research 
Associates, Inc., and hosted by Evoke 
during the eFinancial World conference 
in May in New York City. A recorded 
version of the focus group is accessible 
at http:/ /vsnetcall. vstream.corn/net
call/tik.asp?P=4004179&S=A38A670 
BA927E85F. 

Participants were asked if they want
ed access to a variety of adjunct prod
ucts and services from their bank. Their 
answer was a unanimous no. A bank 

he color 
of data 

Many focus group companies seem to think that good data 
comes out of beige rooms. We happen to think otherwise. 

Our new Portland focus group office features all the creature 
comforts, high speed net access and videoconferencing too. But we 
also give you the choice of a relaxing and rich blue themed room or a 
soothing and warm burgundy themed room for your focus group. 

We think good data is best collected in rooms you can actually like. 
Call us with your next focus group assignment. 

I Consumer Opinion Services 
~ .... ._._ .. .__"We answer to you 

12825 1st Avenue South Seattle, WA 98168 www.cosvc.com 206-241-6050 

Seattle + Spokane + Boise + Portland + Salt Lake + SanJose 

trying to be all things to all people does
n't do anything well, said one focus 
group participant. Another stated that 
too many additional "supermarket" ser
vices made the bank "inefficient." 

As for what they do want, partici
pants said that a personal relationship 
with their banker and close, convenient 
branch locations remain key factors in 
their choice of a business bank. In a less 
traditional vein, focus group respon
dents also considered electronic bank
ing services a plus, contending that they 
improve time management and make 
for easier access to account balances 
and fund transfers at hours convenient 
for the often time-strapped small-busi
ness person. 

Customarily, small-business owners 
have relied on face-to-face interaction 
with their bankers and personal visits 
to their local branch to maintain their 
relationship with their bank. A per
sonal relationship is still preferred, 
according to the focus group partici
pants, even at the expense of paying up 
to a quarter percent more for credit. 
Most said they were willing to pay 
slightly more for access to a trusted 
adviser. 

Participants also expressed strong 
interest in utilizing less-personal ser
vices that facilitate the banking rela
tionship and save time. The new 
scraper technology elicited largely pos
itive reactions, with participants per
ceiving it as a vehicle that could save 
paperwork, provide better information, 
and eliminate hassles by putting finan
cial information from various sources 
on one comprehensive sheet. All of the 
participants also said they would check 
the small-business loan auction sites on 
the Internet to compare rates and terms 
with those offered by their own bank. 
Several of the small-business owners 
said that because of the relationship 
they had with their banker, they felt 
they owed their local bank the courtesy 
of asking them to match a lower rate 
before accepting a loan over the 
Internet. 

The "eReality Check" focus group 
was comprised of 12 small-business 
owners with annual sales of between 
$1 million and $10 million; all have 
access to and use the Internet fre
quently. For more information call 
612-545-6620. 
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Research Industry News 
continued from p. 15 

Lavidge have renewed contracts with 
DMS. 

Focus First America has moved to a 
new facility at 2777 Summer St., 
Stamford, Conn., 06905. Phone 203-
322-1173. Fax 203-968-0421. 

Reyes Research, Ventura, Calif., has 
opened a new facility at the East Hills 
Mall in Bakersfield, Calif., and moved 
its main office to a new address at 1013 
Colina Vista, Ventura, Calif., 93003. 
Phone 805-278-1444. Fax 805-278-
1447. 

Atlanta-based Membership 
Marketing has contracted with several 
health plans to offer discounted health 
and fitness products to health plan mem
bers in exchange for answering survey 
questions. For more information call 
Daniel Gatins at 404-816-3657. 

Howard Lerner and Eileen Marin have 
opened Decisive Research Services, a 
full-service research firm. They can be 
reached at 214-221-7778, deci
siveinc@aol.com or at P.O. Box 740788, 
Dallas, Texas, 75374. 

Big Bang, a San Francisco on-line ad 
network, has entered into an agreement 
with Van Nuys, Calif.-based 
Interviewing Service of America for 
help in analyzing the data that Big Bang 
collects for on-line advertisers. 

New York-based firms TheArbitron 
Company and Nielsen Media 
Research have formed an agreement 
that gives Nielsen Media Research the 
option to join The Arbitron Company in 
the deployment of the Arbitron Portable 
People Meter (PPM) in the U.S. The 
Arbitron Portable People Meter is a new 
radio, television and cable audience rat
ings technology that The Arbitron 
Company will be testing in Philadelphia 
beginning the fourth quarter of 2000. 
Financial terms of the agreement were 
not disclosed. 

Millennium Research Inc. has 
moved to 7493 West 147th St., Suite 

201,Apple Valley, Minn., 55124. Phone 
952-431-6320. Fax 952-431-6322. 

Pink Dot Inc., a Camarillo, Calif., 
on-line retailer of prepared foods and 
brand name products , has named 
Schaumburg, TIL-based ACNielsen its 
preferred supplier of information 
insights. Pink Dot will work with 
ACNielsen to identify consumer trends, 
develop product mix and determine key 
price points. In addition, Nielsen will 
help Pink Dot pinpoint demographic 
brand opportunities as they relate to the 
company's multiple channels. 

Indicator Pesquisa de Mercado, a 
Sao Paulo, Brazil, research firm, and 
Rochester, N. Y.-based Harris 
Interactive have signed an exclusive 
agreement making Indicator a member 
of Harris Interactive's global network 
of research firms. The new representa
tive office will be referred to 
Indicator/Harris Interactive. 

Separately, Blauw Research, a 
Netherlands-based research firm, has 
also joined the Harris Interactive net-

work. 

Capita Research Group, Inc., Blue 
Bell, Pa., has completed its second series 
of multiple-respondent marketing tests 
for Thrner Broadcasting, in a project 
for Turner Classic Movies. The tests, 
which utilized Capita's patent-pending 
Engagement Testing System, will be 
used for market positioning purposes. 

San Diego-based Claritas, Inc., and 
Nielsen//NetRatings, an Internet audi
ence measurement service from Nielsen 
Media Research and NetRatings, Inc., 
announced a partnership that will com
bine Nielsen//NetRatings' Internet audi
ence measurement information with 
Claritas' marketing segmentation sys
tems, Prizm and Micro Vision. 

New York-based eCountries.com, a 
business-to-business publishing and e
commerce service, has signed a part
nership agreement with London market 
and analysis company Datamonitor to 
display, offer and sell market reports to 
users on the eCountries.com Web site 

Scrank! Disqualified 
by the dudes at 
SurveyGuardian.com™! 

"Some research companies hired 
SurveyGuardian.com™ and my professional 
respondent career track got disrailed . I 
can't snake past a live interviewer when I'm 
jammin' on web surveys anymore!" 

SurveyGuardian.com-4 
Klutch Swenson 
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and to facilitate requests for customized 
research proposals. 

The Gantry Group, LLC, a 
Concord, Mass., e-cornmerce firm, has 
launched its e-Business Market 
Validation Practice, dedicated to con
ducting primary research to help com
panies develop and market their on-line 
products and services that match the 
value, preferred channel, and pricing 
needs of their targeted markets. 

J.D. Power and Associates , an 
Agoura Hills, Calif., research firm, has 
taken a minority equity stake in 
CustomerSatcom, Inc., a Menlo Park, 
Calif., provider of on-line services for 
customer satisfaction measurement and 
reporting. 

San Francisco brand consultancy 
Landor Associates has acquired the 
strategic brand consultancy St James 
Associates. Under the terms of the acqui
sition, St. James has become' a fully
owned part of Landor and will operate 
under the Landor/St. James brand name 
from its Chicago offices. 

Catapult Systems, an Austin, Texas, 
provider of e-business products and ser
vices, announced that Maritz 
Marketing Research Inc., St. Louis, 
has selected Catapult's Inquisite as one 
of its electronic marketing research sur
vey tools. 

Bethesda, Md.-based 
MarketResearch.com, an on-line 
source of marketing research informa
tion, has raised $6 million in its first 
round of private financing from Axalon 
Internet Group, Inc. The capital will be 
used to fund several areas of develop
ment including technological advances 
on the Web site and to expand the firm's 
database of market research publishers. 
Edward Ryeom, president and CEO of 
Axalon Internet Group, was appointed to 
the company's board of directors. 

Separately, MarketResearch.com has 
also debuted the beta version of its updat
ed Web site, which, at press time, was 
due to be viewable at www.marketre
search.com. 

The NPD Group Worldwide, Port 
Washington, N.Y., and GfK AG have 

formed Sports Tracking Europe, a new 
venture tracking athletic footwear sales 
in eight European countries. The new 
service will combine information from 
both consumer panels and retailers for a 
total market overview. Subscribers will 
receive measures across all countries 
tracked, supporting global sales and mar
keting initiatives. NPD holds the major
ity ipterest in the venture, while GfKAG 
has a minority interest. 

Prognostics, a Palo Alto, Calif., 
research firm will conduct an IT profes
sional services customer loyalty study 
in conjunction with the Information 
Technology Services Management 
Association (ITSMA). The study will 
enable participating companies to com
pare their performance with specific 
competitors as well as industry leaders. 

To better concentrate its efforts on its 
opportunities in the customer relation
ship management and related business 
intelligence markets, Chicago-based 
SPSS Inc. has announced the sale of its 
product line for manufacturing statistical 
process control to Wonderware Corp. 

The transaction was effective on May 
31. Wonderware agreed to purchase the 
SPSS QI Analyst software products for 
$2 million in cash. Wonderware plans to 
offer employment to the SPSS team sup
porting these products and will continue 
their development. 

Separately, SPSS has made an equity 
investment in privately-held 
e.Intelligence, Inc. The $1 million 
investment represents the second infu
sion of equity capital into e.Intelligence 
since an initial investment made by JMI 
Equity. In May, SPSS and e.Intelligence 
announced plans to incorporate SPSS 
forecasting technology into 
e.Intelligence' s business-to-business 
demand planning solution. 

The Business Research Group, Ltd. 
(BRG), London, and TownsendTamell, 
Inc., Houston, have combined their spe
cialty polymers and chemicals market 
information and consulting practices to 
create a new organization, BRG 
Townsend, Inc. The goal of this new 
company is to provide customers in the 
specialty arenas of polymers and chem
icals with a larger, broader-based and 
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reactive global supplier of data. 

Princeton, N.J.-based Opinion 
Research Corporation has begun con
struction of a new building in Maumee, 
Ohio, to accommodate the growth and 
expansion of the company's presence in 
the Toledo area. 

Princeton, N.J.-based ORC 
International, the global marketing 
research unit of Opinion Research Corp., 
has launched a second wave of its nation
al telephone omnibus survey, CARA
VAN. The national telephone survey is 
now available twice a week. 

Philadelphia-based AgWeb.com Inc., 
an electronic information service for the 
agricultural marketplace, and Greenfield 
Online, Wilton, Conn., have formed a 
strategic business relationship to devel
op, market and sell syndicated and pro
prietary information derived from on
line market research techniques directed 
to farmers, ranchers and consumers. 

ness technology magazine, has 
announced a strategic partnership with 
eyeTracking.com, a provider of eye
tracking technology for the Web. Under 
the agreement, eyeTracking.com will 
partner with Smart Business on con
ducting usability tests of Internet sites. In 
the June issue, Smart Business editors 
employed eyeTracking.com's technolo
gy and service to evaluate the usability of 
top business travel Web sites in an arti
cle entitled "What Makes Customers 
Click." 

New York-based 
GroupSystems.com, a knowledge 
automation firm, has partnered with 
Wirthlin Worldwide, a McLean, Va., 
research firm, to provide on-line focus 
group services. The partnership com
bines Wrrthlin'sAdvanced Strategy Lab, 
a best practice for electronic research 
sessions, and GroupSystems.com's new 
Internet-based knowledge automation 
service, GroupSystems OnLine. 

to include all of its past and current pub
licly released research studies and arti
cles. 

The AGB Group has been awarded 
the television audience measurement 
Contracts 3 and 4 by London-based 
BARB (Broadcasters' Audience 
Research Board Limited). The AGB 
Group will serve BARB's subscribers 
and the U.K. television industry from 
January 1, 2002. Toni Petra, chief oper
ating officer of the AGB Group, will 
oversee the project. 

Interelate, a Minneapolis business 
analytics application service provider, 
has acquired MarketKnowledge, a mar
ket segmentation firm. With this agree
ment, Interelate adds two proprietary 
services: LifePhase, a household-level 
segmentation system that measures mar
ket penetration; and Brand Potential 
Measure, a model used to analyze mar
ket potential for products and services. 
Gary Blake, MarketKnowledge founder 

San Francisco-based ZiffDavis Smart 
Cheskin Research, Redwood Shores, and principal, will join Interelate as vice 

Calif., has recently expanded its Web site president of product development for 
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Menlo Park, Calif., research firm 
InterSurvey has acquired Stratford 
Associates of Needham, Mass. Stratford 
Associates, a research and consulting 
firm, specializes in strategic analysis and 
decision modeling. 

Lafferty Group, a London-based 
financial and professional services 
research and publishing company, has 
secured exclusive rights to market in 
U.K./Europe/Asia-Pacific the research 
products of Synergistics Research Corp, 
an Atlanta research firm specializing in 
the financial services industry. 

DeepCanyon, an on-line provider of 
marketing research reports, has 
announced alliances with three strategic 
market-research organizations- eBrain 
Market Research, INPUT and 
Information Technology Services 
Marketing Association (ITSMA)
that will expand the market research 
data it offers at www.deepcanyon.com. 

501 Main Street SuiteSO Covingr.on, KY 41011 PHONE (859) 431·5431 FAX (859) 431-5838 E-MAIL NETWORI<®OIIINETWORK.com 

Clearwater Research, Boise, Idaho, 
has expanded its interviewing facilities 
to 125 stations. 
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Subaru 
continued from p. 19 

Once staff and dealers understood 
the advantage of easy access to real
time information, resistance quickly 
faded. 

Home field advantage 
The Web-based reports give field 

managers an opportunity to see what's 
happening at their assigned dealer
ships. Before going to see a dealer, for 
example, field managers can log in to 
review up-to-the-minute information. 
They can then discuss with the dealer 
how customer issues have been 
resolved. Field managers can also view 
facility-related issues, and work to 
ensure that those problems are effi
ciently resolved. Best of all, when field 
managers are travelling, they can 
access information from anywhere, 
whether they're in the dealer's office or 
in their hotel room using a laptop. 

For dealers , having access to timely 
information means they can stay on 
top of owner loyalty. Dealers can see 
their quality scores and get detailed 
information about a salesperson's per
formance. Then they can give imme
diate recognition to outstanding sales 
and service people, or take corrective 
action immediately. It makes for more 
effective management , and more 
responsive customer service. 

If you build it up, they will come 
Promoting the Web site has been key 

to generating awareness and wider 
usage. If you give people a reason to 
use the system, and you promote the 
benefits of timely data, you capture 
their interest. My team is constantly 
spreading the word about the advan
tages of going on-line for the most cur
rent information on performance rat
ings and customer response updates. 

We have also promoted the program 
by showing dealers what they 're miss
ing if they don't go on-line. There is a 
great sense of competition among sales 
staff within the dealerships. They like 
to get as much information as possible 
about their customers for their own 
peace of mind, and they also want to 
know where they stand in the rankings. 
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As dealers became comfortable with 
the Web format, they were excited 
about receiving data more quickly, and 
soon requested more detailed and time
ly reports. As a result, Subaru has 
begun to develop a series of reports 
called Just In Time Reports, which pro
vide immediate access to current per
formance rankings in addition to the 
quarterly rankings. 

The Just In Time Reports create 
valuable topics for discussion at week
ly management meetings. They can 
also help correct problems with per
sonnel before the end of the quarter, 
when it's too late to improve rankings. 
It's a great tool that delivers more infor
mation in an extremely efficient man
ner. 

The road ahead 
While Subaru still supplies quarter

ly paper reports, most dealers are mov
ing toward getting all of their infor
mation from the Web site. And Subaru 
plans to continue developing the pop
ular Just In Time Reports, combining 
data elements to create action plans. 

Free-form reporting is Subaru's next 
goal. Now that we developed the struc
ture for the Just In Time Reports, we 
will encourage our dealers to dig into 
their data and formulate strategic 
action plans using a free-form report
ing capability. For example, dealers 
could determine how their own unique 
data elements interact. This free-form 
reporting becomes the ultimate "what 
if' tool. In the future, we plan to take 
advantage of what we are learning 
about customers to help dealers devel
op targeted lists of customers and tai
lor their marketing messages based on 
levels of loyalty. 

First a refocused customer mea
surement and loyalty program, then 
timely Web-based reporting, and now 
a move to the kind of hands-on data 
mining that really brings survey find
ings home to the dealers. It's the kind 
of program Subaru always hoped for 
and now that we've got it, we'll keep 
on looking to a sound mix of research 
and technology to keep us on the cut
ting edge. r~ 

"SSI has a wonderful 
Lteom approach.· 
Gregg Lindner, 
Scarborough Research 

"We use SSI for the expertise that its staff of profes
sionals offer ... not only from the 'front-end' people 
that handle our account. but also from the 'back
end' people that develop the methodology. 
~·s just a wonderful team approach. 

SSI listened v..€11 to our needs and developed a process 
that enabled us to improve response rates and the 
qualityof'Nhat:v..€ pfUv'idetotheend users of our data. SSI 
offers quality and expertise that you don't get 
from other sampling houses." 

Call SSI for sampling solutions at 
1-203-255-4200 (00 800 3589 7421 free 
phone from Germany. Netherlands, and the 
UK), send e-mail to info@surveysampling.com or 
visit our Web site at www.surveysampling.com. 

~ Survey 
• ~ Sampling, =... Inc.® 

Partnm with suroey re.rearr:hm since 1971 
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Arizona Republic 
continued from p. 21 

its readers and its community. 

Readership summit 
Back in October 1998, two of the 

paper's executives had participated 
in a National Readership Summit in 
Dallas, sponsored by the Newspaper 
Association of America (NAA), with 
leaders of other major American 
newspapers. 

The summit featured a discussion 
of the issues that were affecting read
ership in the United States and the 
strategies newspapers could use to 
increase readership. 

The discussion was facilitated 
using an approach called the 
Advanced Strategy Lab, which was 
co-developed by D.S. Griffen & 
Associates, a Phoenix consulting 
firm, and McLean, Va., research firm 
Wirthlin Worldwide. The lab incor
porates technology from Tucson, 
Ariz.-based GroupSystems.com. 
which allows organizations to simul
taneously and anonymously collect 
strategic information from group par
ticipants. It automates the process so 
that the group can brainstorm key 
questions, categorize important 
themes, gain consensus and priori
tize strategies or issues, and identify 
appropriate action steps (see chart). 

A typical Advanced Strategy Lab 
session involves 20 participants in a 
U -shaped environment, each with 
their own laptop, connected via a 
LAN. The Lab uses electronic tools 
arid facilitation techniques that are 
designed to stimulate cognitive 
thought, enable collaborative rea
soning and remove the obstacles to 
effective group achievement. 

Respondents type in their respons
es to questions posed by the moder
ator. These questions are preset into 
the computer program used (the 
Advanced Strategy Lab program). 
Respondents not only can see their 
own answers on the screen but also 
the answers of all respondents to the 
question. With the facilitator's help, 
the group follows a methodology to 
classify the responses on-screen, vote 
and prioritize them, and reach con
sensus on next steps. This allows for 
thorough brainstorming - respon
dents don't have to wait for someone 
to finish speaking before they enter 
their ideas, and because they con
tribute anonymously, the group does
n't favor people who speak loudest or 
hold the highest rank. Graphing tools 
are also incorporated into the pro
gram to facilitate the sharing of infor
mation. 

Could readers help? 
During the Readership Sumit, the 

,---------------------.. Republic executives won
ADVANCED STRATEGY LAB 

COLlABORATIVE TOOLS AND ACTIVmF.S 

Electronic 
Brainstorming 

o()pen text input 
-Rapid pace/collection 
-Issue/strategy identification 

Prioritization 

-Rank order votes 
<Allocation I assessment 
"AHemative analysis 

dered if the brainstorming 
technology could have the 
same impact in focus groups 
with news paper readers. 
Could the readers themselves 
help guide the impending 
redesign effort? 

In early 1999, Ellen Jacobs, 
research manager, the Arizona 
Republic, was asked to review 
the Advanced Strategy Lab's 

L--------------------1 potential use in the redesign 

For the Dallas Readership Summit, 
each session participant was given a 
laptop computer connected via a 
local area network (LAN) with soft
ware that supports electronic brain
storming, prioritization and survey 
assessments. 

research. "We knew that we 
would be conducting a major reader
ship survey in June of 1999, and what 
we needed was the ability to fine
tune that survey, to identify the read
er issues and topics that really mat
tered. We also needed a way to real
ly involve the newsroom, to get their 
buy-in to the idea that fundamental 

changes were required, and that the 
readers would have a way to identi
fy and communicate those changes. 
The use of the electronic brain
storming in a focus group setting 
became the backbone of our 
redesign." 

The project took shape quickly in 
the beginning of 1999. "Formal read
er research has been well supported 
at the paper for many years," says 
Jacobs. "What we saw in the use of 
the Advanced Strategy Lab was an 
opportunity to blend both quantita
tive and qualitative research in a way 
that would be highly effective for our 
reader participants, and highly ener
gizing for our newsroom observers." 

Critical themes 
Douglas Griffen, managing part

ner ofD.S. Griffen & Associates, was 
brought in to conduct the focus 
groups. He and Jacobs designed a set 
of six focus groups that would use 
the same basic flow of key questions, 
but would change to reflect the 
demographics and experience of the 
participants. 

To allow for comparison of news
room views with reader views, focus 
groups were also conducted with 
newspaper employees and with 
newsroom editors and writers, people 
who obviously had a keen interest in 
the outcome of the redesign and cer
tainly had strong views of their own 
on life in Phoenix and the topics that 
mattered most to readers. 

The employee sessions would also 
build credibility for the process -
which is important, because it's never 
easy to create organizational change 
- and would allow members of the 
organization to be part of the 
research process and not just be 
affected by its outcomes. 

Each of the electronic focus groups 
was designed to be conducted in 
three hours. The employee sessions 
were conducted on-site in a day, 
while the four reader focus groups 
were conducted in an off-site 
research facility in the evenings to 
allow newsroom executives to 
observe. 

The live data from the sessions was 
displayed on monitors in the client 
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observation room during the ses
sions. "There were two important 
results of being able to view the ses
sions as they were happening," says 
Jacobs. "First, our newsroom mem
bers became part of the process. They 
were energized by the directness of 
the comments from the readers, and 
it created a great deal of buy-in about 
the result . Second, it allowed u to 
make last-minute changes based on 
what we were seeing." 

The four reader groups of 20 par
ticipants were divided as follows: 

• Loyal readers -These respon
dents were long-term subscribers 
who said they read the paper each 
day. 

• Sunday-only ubscribers -
These were people who, while they 
may have purchased the paper at a 
newsstand or over the counter on 
other days, focused their newspaper 
reading on the weekend. 

• At-risk readers- Two groups of 
20 readers each were recruited from 
this segment. They bought the paper 
when interested, but did not sub
scribe. Their general readership was 
less consistent than other groups. 

For all four groups, a base protocol 
and session guide was developed that 
gave participants freedom to respond 
to open questions and allowed the 
newspaper to compare relative 
themes from each readership group, 
and to compare the reader groups to 
the internal newsroom groups that 
were held. 

The sessions addressed the fol
lowing topics: 

- Perceptions of Phoenix: Each 
group had an electronic brainstorm
ing question asking what their cur
rent image of Phoenix wa as a place 
to live. What characteri tics di tin
guish the city? How would they 
describe it to friends from another 
state? These characteri stics were 
immediately categorized/summa
rized for the group by the session 
facilitator. 

- Perceptions of the Arizona 
Republic: Each group then reviewed 
the summary characteristics of the 
city (what makes Phoenix Phoenix) 
and was asked two open-ended ques
tions: In what ways doe the Arizona 
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Republic accurately reflect or match 
up to the perceptions that you have 
about the city? And, in what ways 
does the Arizona Republic NOT 
match up well to the perceptions? In 
what ways could the Arizona 
Republic just be "anybody's paper"? 

- Identification of coverage top
ics: The next section for each group 
wa a critical trigger question that 
asked, "In your view, what are the 
most important topics that you would 
like to see the Arizona Republic 
cover?" After a period of brain
storming, the topics were categorized 
and reviewed by the participants to 
ensure that all of the key topics had 
been included in the summarized list
ing. 

- Assessment of topic coverage: 
The participants then electronically 
assessed the summary topics in two 
key ways. First, they voted on the 
topics they felt were most important 
to them personally. Second, they 
assessed, using a 1-10 scale, how 
well the paper covered each of the 
topics, where 10 was the highest 
level of coverage. Results of both 
assessments were immediately avail
able to the participants as well as to 
the observers. 

- Input on key topics: Because 
the results of the previous votes were 
available immediately, the readers 
were then asked for more detail on 
the top topics they had selected. They 
were asked what specific informa
tion would be of most value to them 
in each of the top three topics. 

- Identification of local topics: 
Because one of the goals for the 
redesign was to better connect to the 
readers on local issues, respondents 
were asked what they felt were the 
most important local news stories, 
feature or topics that the paper 
should cover. Again, open brain
storming was followed by a summa
rization of the key local topics. 

- Assessment of local topics: 
Readers then assigned importance to 
each local topic and indicated how 
well they felt the paper covered them. 

- General readership issues and 
recommendations: Two open ques
tions were posed to each group 
regarding readership. First, readers 
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were asked what I THE ARIZONA REPUBLIC I level of credibility 
they fe l t was with our editors," 
causing a general ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Jacobs says. ''In 
decline in the 
readers hip of newspapers on a 
national level , and second, what 
would they do to increase readership 
if they were the publishers of the 
Arizona Republic. 

-Classified ads: Finally, an elec
tronic survey asked the readers a 
series of questions about their use of 
classified ads, and what they liked 
and disliked about the p aper's 
approach to classified ads . 

"This was the best of both worlds 
from a researcher's viewpoint," 
Jacobs says. "We were getting qual
itative data using quantitative assess-

Importance Rank 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 

ments. We not only got key topics, 
but we got underneath those topics 
by asking what was important about 
the coverage of each key topic. It 
really was helping our editors to see 
if they were in touch." 

Long-term implications 
The sessions had both short-term 

impact and long-term implications. 
From a short-term perspective, those 
in the newsroom got feedback from 
readers . They also got an unfiltered 
sense of the view of the community: 
Phoenix has a great climate, good 
economy, warm southwest style, lots 
to do in terms of recreation and 
sports, good quality of living, and is 
not a bad place at all to raise a fam-
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ily. But it also has urban sprawl, 
uncontrolled growth leading to 
increased crime, pollution, traffic 
and education issues. Everyone, it 
seems, is from somewhere else, so 
there's strong diversity, but no clear 
community or cultural sense. It's a 
city in the making, and therefore it 
creates a tremendous opportunity 
for the major newspaper to weigh 
in on key issues, trends and topics. 

The top 10 topics of interest to 
readers are shown below. For each 
topic respondents also gave their 
view on the quality of the newspa
per's coverage of it, which created 

Topic Area 

Local news and happenings 
Transportation issues/info 
Crime and its impact 
Schools and education 
Environment (air quality) 
Economy, business, finance 
Entertainment and events 
National news and events 
Politics, legislative issues 
Sports 

an immediate gap analysis for the 
newsroom to review and assess their 
coverage plans. In some cases, the 
coverage was not adequate; in some 
topics it was right on . With sports 
for example, there was a sense that 
the level of coverage exceeded its 
importance. 

The two most important issues 
had the largest delta in effective cov
erage: local news and happenings, 
and transportation issues and infor
mation. The city's explosive growth 
has made transportation a hot-button 
issue as stress and frustration have 
risen with the level of freeway con
gestion and lack of information 
about road closures. 

"These sessions had a very high 

some cases, we 
took immediate actions and didn't 
wait for longer-term redesign. For 
transportation, for example, we cre
ated a section called Bumper to 
Bumper that we announced within 
weeks of the sessions. Bumper to 
Bumper was a concise and consis
tent place [it's on page B2, every 
day] where readers could easily see 
the entire city mapped out in terms of 
current freeway construction, road 
closures, and recommended routes. It 
was also a place for readers to vent 
their frustrations through letters and 
comments." 

Meeting the goal 
While the sessions did allow the 

paper to make some immediate 
adjustments, it was focused on meet
ing the goal of unveiling the redesign 
on January 1, 2000. In conjunction 
with the redesign effort, the paper 
conducted the aforementioned reader 
survey in June 1999. "We used the 
results of our focus groups to craft the 
survey and ask the readers more in
depth questions about key topic areas 
that we knew were critical. We could 
test elements of our redesign with the 
survey, which would reinforce our 
redesign strategies," Jacobs says. 

On New Year's Day, readers woke 
up to one of the most significant 
redesigns in the paper's history. New 
sections included The Arizona Diary 
(to examine the question of what 
makes Phoenix Phoenix), Smart 
Living, Arts and Entertainment, and a 
section on The Good Life. 

A caption in the Reader's Guide 
that accompanied the redesigned 
paper was very clear about why it had 
changed. The goal of the redesign was 
to make sure that the Republic was: 

"A newspaper involved in your life. 
A newspaper protecting your inter

ests. 
A newspaper connecting commu

nities. 
A newspaper organized with you in 

mind." r~ 
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Amer. Indian Mktg. Rsch. 

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

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

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

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

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

~11111 11111 
GraffWorks Marketing Research 
10178 Phaeton Dr. 
Eden Prairie, MN 55347 
Ph. 952-829-4640 
Fax 952-829-4645 
E-mail: cgraff@graffworks.com 
www.graffworks.com 
Contact: Carol Graff 
Partnering With Market Leaders to 
Deliver Qualitative B2B Research, 
Competitive Intelligence, Due Diligence 
and Market Planning. 

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

Ch<tskin 
Research 

Hispanic Marketing Communications 
Research 
See Cheskin Research 

Hispanic Research Inc. 
45 Ireland Ave. 
Edison, NJ 08837 
Ph. 732-661-9298 
Fax 732-661-1699 
E-mail : info@hispanic-research.com 
www.hispanic-research.com 
Contact: Ricardo A. Lopez 
Consulting Firm That Specializes In The 
U.S. Hispanic Market. 

Horowitz Associates, Inc. 
1971 Palmer Avenue 
Larchmont, NY 10538 
Ph. 914-834-5999 
Fax 914-834-5998 
E-mail: horoassoc@aol.com 
www.horowitzassociates.com 
Contact: Howard Horowitz 
CableNideo Marketing-Programming
Telecommunications-Internet. 

~HYPNOSIS 
~FOCUS GROUPS 

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

Hypnosis Insights 
Hypnosis Insights 
555 University Ave ., Ste. 275 
Sacramento, CA 95825 
Ph. 888-488-5008 
Fax 888-453-1772 
E-mail : info@hypnosisinsights.com 
www.hypnosisinsights.com 
Contact: William McDonald, Ph.D. 
Hypnosis Focus Groups and Personal 
Interviews. Uncover Real Target 
Customer Motives and Emotions. 

I+G Medical Research International 
33 College Hill Rd. , Bldg. 10C 
Warwick, Rl 02886 
Ph. 401-823-4900 
Fax 401-823-4903 
E-mail : info@igmedresearch.com 
www.igmedresearch.com 
Contact: Monique Rinner 
New Product Development, Health Care, 
ORCA Member. 
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Moderator MarketPlace™ 
insight europe gmbh 
Turmstr. 5 
60385 Frankfurt 
Germany 
Ph. +49-69-956366-0 
Fax +49-69-956366-11 
E-mail : eva@insighteurope.de 
www.insighteurope.de 
Contact: Eva Caspary 
International Full-Service Institute, 
European Coordination, In-House 
German and French Moderators. 

Irvine Consulting, Inc. 
2207 Lakeside Drive 
Bannockburn, IL 60015 
Ph. 847-615-0040 
Fax 847-615-0192 
E-mail: IRVES224@msn.com 
www.irvineconsulting.2e.com 
Contact: Ronald J. Irvine 
Pharm/Med: Custom Global Quan./Oual. 
Res. & Facility. 

JRH Marketing Services, Inc. 
29-27 41st Ave. (Penthouse) 
New York, NY 11101 
Ph. 718-786-9640 
Fax 718-786-9642 
E-mail: 72114.1500@compuserve.com 
Contact: J. Robert Harris II 
Founded 1975. Check Out The Rest But 
Use The Best! 

JUST THE FACTS:::. 
YOUR INFORMATION SOU RCE •=f~ 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph. 847-506-0033 
Fax 84 7-506-0018 
E-mail : facts2@interaccess.com 
www.just-the-facts.com 
Contact: Bruce Tinckne/1 
Highly Skilled; Well Organized; 
Maintains Control, While Enabling 
Creative Flow; Strategic Moderating; 
Actionable Results; 25 Yrs. Experience. 

Knowledge Systems & Research, Inc. 
500 South Salina St. , Ste. 900 
Syracuse, NY 13202 
Ph. 315-470-1350 
Fax 315-471-0115 
E-mail: HQ@krsinc.com 
www.krsinc.com 
Contact: Lynne Van Dyke 
Fu/1-Svce. All Expertise In-House. 
Strategic Foe. Bus. to Bus. A/finds. 

Leflein Associates, Inc. 
One Bridge Plaza 
Ft. Lee, NJ 07024 
Ph. 201-363-1661 
Fax 201-363-1663 
E-mail: bleflein@leflein.com 
www.leflein.com 
Contact: Barbara Leflein 
Latest Techniques. Consumers, 
Business-to-Business, Doctors. 
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Loretta Marketing Group 
13935 S.W. 102 Court 
Miami, FL 33176 
Ph. 305-232-5002 
Fax 305-232-8010 
E-mail: lmg801 O@bellsouth .net 
Contact: Jim Loretta 
U.S. Hispanic/Latin Amer. Consumer 
Rsch. 25 Yrs. Exp. Bilingual/Bicultural. 
Born in Mexico/Educated in the U.S. 

Low+ Associates, Inc. 
5454 Wisconsin Ave ., Ste. 1400 
Chevy Chase, MD 20815 
Ph. 301-951-9200 
Fax 301-986-1641 
E-mail: nrussell@lowassociates.com 
www.lowassociates.com 
Contact: Nan Russell, V.P. Mkt. Intel. 
Health/Fin./Cust. Sat. Upscale FG 
Facility. Recruit from MD, DC, N. VA. 

Market Access Partners 
25107 Genesee Trail Rd ., Ste. 300 
Golden, CO 80401 
Ph. 303-526-1900 
Fax 303-526-7920 
E-mail: marygpatton@juno.com 
Contact: Mary G. Patton 
Research For Medical/Surgical and 
Pharmaceutical Products. 

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

Marketing Matrix International , Inc. 
2566 Overland Ave., Ste. 716 
Los Angeles, CA 90064 
Ph. 31 0-842-831 0 
Fax 310-842-7212 
E-mail : mmatrix@primenet.com 
Contact: Marcia Selz 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

Marka1Raspo•f m!Jij~f\li 
MarketResponse International 
6442 City West Pkwy., #305 
Minneapolis, MN 55344 
Ph. 612-943-2230 
Fax 612-943-2320 
E-mail : decide@marketresponse.com 
www.marketresponse.com 
Contact: Tom Pearson 
Dynamic Groups & Powerful Reports That 
Clients Love! ORCA Member. 

Mature 
. 1/ttr/,•etillg <\ Nesettrc /1 

Mature Marketing and Research 
85 E. India Row, Ste. 30A 
Boston, MA 0211 0 
Ph. 617-720-4158 
Fax 617-723-1254 
E-mail: MMRHarris@aol.com 
www.maturemarketing.com 
Contact: Howard Willens 
Providing Insightful Information on the 
Attitudes & Motivations of Today's Mature 
Market. See Web Site. 

MCC Qualitative Consulting 
1 00 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
E-mail: meadowcc@aol.com 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactful, Action
Oriented Team Approach. 

Meczka Marketing/Research/CnsHg., Inc. 
5757 W. Century Blvd., Lobby Level 
Los Angeles, CA 90045 
Ph . 310-670-4824 
Fax 31 0-410-0780 
E-mail: adiaz@mmrcinc.com 
Contact: Anthony Diaz 
Contact: Michael Meczka 
Quaf./Quant. Rsch. 25 Yrs. Exp. Recruit 
& Facility. 

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

MedProbe™ Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph . 612-540-0718 
Fax 612-540-0721 
E-mail: MedPr@aol.com 
Contact: Asta Gersovitz, Pharm.D. 
MedProberM Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECASTsM & 
SHAREMApsM_ 

www.quirks.com 

.t:M1chelson 
~;ociates,Inc . 
Strategic Marketing Research 

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

Francesca Moscatelli 
506 Ft. Washington Ave. , 3C 
New York, NY 1 0033 
Ph. 212-740-2754 
Fax 212-923-7949 
E-mail: francesca@bigplanet.com 
http://dwp.bigplanet.com/qualitative 
Contact: Francesca Moscatefli 
Latino Bi-Lingual/Bi-Cultural Groups; 
ORCA Member. 

G. 
Chesk1n 

Research 

Multicultural Research CenterM 
A Division of Cheskin Research 
1540 E. First St. , Ste. 200 
Santa Ana, CA 92701 
Ph. 714-560-1120 
Fax 714-560-1121 
E-mail: ResearchCenter@hamcr.com 
www.hamcr.com 
Contact: Ricardo Flores 
Quai./Quant. Rsch. in Spanish, 
Portuguese, Asian Languages; Field 
Rsch. and Data Collection Svcs.; Focus 
Groups, CAT/. 

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

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph. 612-924-0053 
Contact: Paul Tuchman 
Ten Years of Full-Service Nationwide 
Research. 
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Moderator MarketPlace™ 

Perception Research Services, Inc. 
One Executive Dr. 
Ft. Lee, NJ 07024 
Ph. 201-346-1600 
Fax 201-346-1616 
E-mail: jschurtz@prsresearch.com 
www.prsresearch .com 
Contact: Joe Schurtz 
Expertise In Packaging, Merchandising, 
Advertising, Corporate Identity, Direct 
Marketing And Internet Marketing. 

Personal Opinion, Inc. 
999 Breckenridge Lane 
Louisville, KY 40207 
Ph. 502-899-2400 
Fax 502-899-2404 
E-mail: rebeccapoi@alltel.net 
Contact: Rebecca Davis 
Consumers, Kids & Professionals. 1 0+ 
Years Experience. 

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

R E s E A R €0NNECTIONS~ 

Research Connections Talk City 
414 Central Ave. 
Westfield, NJ 07090 
Ph . 908-232-2723 
Fax 908-654-9364 
E-mail: ayotfie@researchconnections.com 
www.researchconnections.com 
Contact: Amy J. Yoffie, President 
Online Focus Groups. Nat'/.1/nt'/. Recruit 
By Web Intercept, Phone, Email, Internet 
Panel. Test Web Sites, Ads, Products, 
Concepts. £-Commerce Studies. 

The Research Department 
220 E. 73rd St., Ste. 7-D 
New York, NY 1 0021 
Ph. 212-717-6087 
Fax 212-717-6382 
E-mai l: alexabsmith@earthlink.net 
Contact: Alexa Smith 
Experienced Specialist in Fuii-Svc. Qual. 
Rsch. - Focus Grps., lndiv. Depth 
Interviews, Mini Grps. Ski lled High 
Quality Moderating. Over 25 Yrs. Exp. 

SrnNELLER 

*!Dualitative ...,._ 
Schneller- Qualitative 
300 Bleecker St. , 3rd fl. 
New York, NY 1 0014 
Ph. 212-675-1631 
www.gis.net/-answers 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx/B-to-B/ 
Consumer (14+ Years). 

SIL Group 
413 N.E. 3rd St. 
Delray Beach, FL 33483 
Ph. 561 -997-7270 
Fax 561-997-5844 
E-mail : sil@siltd.com 
www.siltd.com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

Smithmark Corporation 
200 S. Meridian St. , Ste. 260 
Indianapolis, IN 46225 
Ph. 317-822-0778 
Fax 317-822-0970 
E-mail: info@smithmark.com 
www.smithmark.com 
Contact: Michael Smith 
Qualitative: B2B/Consumer, GenX and 
Ethnic Groups. 

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

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

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

SuperDatos de Mexico 
A wholly owned subsidiary of Cheskin 
Research 
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 
www.hamcr.com 
Contact: Jennifer Mitchell 
Fuii-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 
www.tmrgroup.com 
Contact: Martin Cerda 
Hispanic Quai./Quant. Research-National 
Capability. 

The TCI Group 
3225 Hennepin Ave. S. 
Minneapolis, MN 55408 
Ph. 612-823-6214 
Fax 612-823-6215 
E-mail: TCigroupbethfischer@netscape.net 
Contact: Beth Fischer 
Unique Fusion of Both Solid Systematic 
Research Techniques & The Imaginative 
Art of Creative Thinking Processes. 
Result- REAL TIME Experience. 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 1 0965 
Ph. 914-735-7022 
Fax 914-735-7256 
E-mail: JGAINES246@aol.com 
www.view-finders.com 
Contact: Janet Gaines 
Specializing in Advertising, Political, 
Consumer and Business-to-Business 
Research. Complete Project 
Management. 

WB&A Market Research 
2191 Defense Hwy., Ste. 401 
Crofton, MD 21 114 
Ph. 410-721-0500 
Fax 410-721-7571 
E-mail : info@WBandA.com 
www.WBandA.com 
Contact: Steve Markenson 
Two Mods. on Staff Spec. in Adv. Rsch., 
Health Care, Fin. Svcs., Tourism, Utilities 

Weiss Marketing Research 
27 Manor Hill Rd. 
Summit, NJ 07901 
Ph. 908-273-3497 
Fax 908-273-1865 
E-mail: WMR27@aol.com 
Contact: Debra R. Weiss 
Exp. in Health Care, HBA & Pharm. Cat.; 
All Ages/Seniors; Foe. Grps./ln-Depths. 

Wilson Qualitative Research Consultants 
20 Boulevard de Courcelles 
75017 Paris 
France 
Ph. +33-1-39-16-94-26 
Fax +33-1-39-16-69-98 
E-mail: jonwqrc@club-internet.fr 
Contact: Jonathan Wilson 
For A Full Qualitative Service and/or 
Moderation (French/English): New Tech., 
Auto, Bus.-to-Bus., Advg. Expertise. 

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

Arizona Hypnosis Insights Connecticut 
Balaban Market Research Consulting In Focus Consulting 

Ergo Research Group, Inc. Georgia 
Behavior Research Center, Inc. Marketing Matrix International, Inc. 

Creative Focus, Inc. Meczka Mktg./Rsch./Cnsltg ., Inc. 
Florida Michelson & Associates, Inc. 

California Multicultural Research Center5
M 

AnswerSearch, Inc. 
Jeff Anderson Consulting, Inc. Colorado Loretta Marketing Group Illinois 
AutoPacific, Inc. 

Cambridge Associates, Ltd . SIL Group The Blackstone Group 
Cheskin Research Strategy Research Corporation C&R Research Services, Inc. 
Erlich Transcultural Consultants Market Access Partners 

Sunbelt Research Associates, Inc. Irvine Consulting , Inc. 

Hypnosis Focus Groups Target Market Research Group, Inc. Just The Facts, Inc. 
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Moderator MarketPlace™ 
Leichliter Assoc. Mktg. RschJidea Dev. Minnesota Knowledge Systems & Research, Inc. Tennessee 
Marketing Advantage Rsch. Cnslts. 

Cambridge Research, Inc. Francesca Moscatelli Directions Data Research Primary Insights, Inc. The Research Department 
Strategic Focus, Inc. GraffWorks Marketing Research 

MarketResponse International Schneller - Qualitative Texas 
Indiana MedProbe™ Inc. View Finders Market Research 

Cunningham Research Associates 

Smith mark Corporation 
Outsmart Marketing 

North Carolina Decision Analyst, Inc. 
The TCI Group First Market Research Corp. (Heiman) 

Iowa Medical Moderators, Inc. Opinions Unlimited, Inc. 
New Jersey 

Essman/Research Hispanic Research Inc. Ohio Washington 

Kentucky 
Leflein Associates, Inc. The Pat Henry Group Burr Research/Reinvention 
MCC Qualitative Consulting Prevention 

Personal Opinion, Inc. Perception Research Services, Inc. Pennsylvania Research Connections Talk City Wisconsin 
Maryland Weiss Marketing Research Active Focus 

Campos Market Research, Inc. Chamberlain Research Consultants, Inc. 
Low+ Associates, Inc. New York Chalfont Healthcare Research, Inc. 
WB&A Market Research Consumer Network, Inc. France BAIGioballnc. Data & Management Counsel, Inc. 

Massachusetts Brophy Research FOCUSED Marketing Research, Inc. 
Wilson Qualitative Research Consultants 

Daniel Associates 
Cornerstone Research & Marketing, Inc. 

Germany 
Dolobowsky Qualitative Services, Inc. 

Decision Drivers 

Rrst Market Research Corp. (Reynolds) 
Fader & Associates Rhode Island insight europe gmbh 

Mature Mar1<eting and Research Focus Plus, Inc. I+G Medical Research International 
Horowitz Associates, Inc. Mexico 
JRH Marketing Services, Inc. SuperDatos de Mexico 

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

ADVERTISING ASIAN First Market Research Corp. (Heiman) 

Jeff Anderson Consulting, Inc. Asian Perspective, Inc. FOCUSED Marketing Research, Inc. CONSUMERS 
Balaban Market Research Consulting Cheskin Research The Pat Henry Group Behavior Research Center, Inc. 
The Blackstone Group Data & Management Counsel, Inc. Just The Facts, Inc. C&R Research Services, Inc. 
C&R Research Services, Inc. Erlich Transcultural Consultants Knowledge Systems & Research, Inc. Cheskin Research 

Cambridge Associates, Ltd. Multicultural Research CentersM MarketResponse International Consumer Network, Inc. 

Cambridge Research, Inc. MCC Qualitative Consulting Decision Drivers 

Creative Focus, Inc. ASSOCIATIONS The Research Department The Pat Henry Group 

Decision Drivers The Blackstone Group Schneller- Qualitative Just The Facts, Inc. 

Erlich Transcultural Consultants Low+ Associates, Inc. SuperDatos de Mexico Knowledge Systems & Research, Inc. 

Fader & Associates 
Marketing Advantage Rsch. Cnslts. 

First Market Research Corp. AUTOMOTIVE CABLE The Research Department 

(Reynolds) AutoPacific, Inc. C&R Research Services, Inc. 
CUSTOMER Hypnosis Insights C&R Research Services, Inc. Horowitz Associates, Inc. 

Outsmart Marketing Erlich Transcultural Consultants SATISFACTION 
The Research Department MarketResponse International CHILDREN BAIGioballnc. 
Schneller- Qualitative Matrixx Marketing-Research Div. The Blackstone Group The Blackstone Group 
Strategy Research Corporation C&R Research Services, Inc. Low+ Associates, Inc. 
WB&A Market Research BIO-TECH Fader & Associates SuperDatos de Mexico 

AFRICAN-AMERICAN 
Irvine Consulting, Inc. Just The Facts, Inc. 
MedProbe, Inc. Matrixx Marketing-Research Div. DIRECT MARKETING 

The Blackstone Group Outsmart Marketing BAIGioballnc. 
Erlich Transcultural Consultants BRAND/CORPORATE Perception Research Services, Inc. 
JRHMarketing Services, Inc. IDENTITY COMMUNICATIONS 

AGRICULTURE Perception Research Services, Inc. RESEARCH DISCRETE CHOICE/ 

Cambridge Associates, Ltd. 
Access Research, Inc. CONJOINT 

Cambridge Research, Inc. BUS.-TO-BUS. Cambridge Associates, Ltd. 

FOCUSED Marketing Research, Inc. Access Research, Inc. Creative Focus, Inc. DISTRIBUTION 
BAIGioballnc. MarketResponse International 

ALCOHOLIC BEV. Behavior Research Center, Inc. 
Burr Research/Reinvention 

Prevention 
C&R Research Services, Inc. C&R Research Services, Inc. COMPUTERS/MIS 
Strategy Research Corporation Cambridge Associates, Ltd. C&R Research Services, Inc. E-COMMERCE Cambridge Research, Inc. Cambridge Associates, Ltd. 

ARTS & CULTURE Campos Market Research, Inc. Daniel Associates Directions Data Research 

Strategic Focus, Inc. Creative Focus, Inc. Fader & Associates 
Data & Management Counsel , Inc. First Market Research Corp. (Heiman) EDUCATION 
Fader & Associates Marketing Advantage Rsch. Cnslts. Cambridge Associates, Ltd. 
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Moderator MarketPlace™ 
Just The Facts, Inc. Primary Insights, Inc. MULTIMEDIA 
Marketing Advantage Rsch. Cnslts. HEALTH & BEAUTY Marketing Advantage Rsch. Cnslts. 

PRODUCTS IMAGE STUDIES 
ELECTRONICS -

BAIGioballnc. 
The Blackstone Group NEW PRODUCT DEV. 

CONSUMER Schneller- Qualitative 
Cambridge Associates, Ltd. Active Focus 

MarketResponse International Weiss Marketing Research 
MarketResponse International BAIGioballnc. 

INDUSTRIAL The Blackstone Group 
ETHNIC HEALTH CARE C&R Research Services, Inc. 

The Blackstone Group Jeff Anderson Consulting, Inc. 
First Market Research Corp. (Heiman) Cambridge Associates, Ltd. 

Cheskin Research Balaban Market Research Consulting INSURANCE 
Data & Management Counsel , Inc. 

Multicultural Research Center'M The Blackstone Group Fader & Associates 
Chalfont Healthcare Research, Inc. The Blackstone Group First Market Research Corp. (Heiman) 

ETHNOGRAPHIC Erlich Transcultural Consultants Burr Research/Reinvention Just The Facts, Inc. 

RESEARCH Rrst Market Research Corp. (Reynolds) Prevention Marketing Advantage Rsch. Cnslts. 
ltG Medical Research International Erlich Transcultural Consultants Outsmart Marketing 

Active Focus Low+ Associates, Inc. 
Alexander+ Parker 

Irvine Consulting, Inc. Primary Insights, Inc. 

Cheskin Research Knowledge Systems & Research, Inc. INTERACTIVE PROD./ The Research Department 
Low+ Associates, Inc. Schneller - Qualitative 

EXECUTIVES Market Access Partners SERVICES/RETAILING Weiss Marketing Research 

BAIGioballnc. 
MarketResponse International Ergo Research Group, Inc. 
Matrixx Marketing-Research Div. Low+ Associates, Inc. NON-PROFIT 

C&R Research Services, Inc. Medical Moderators, Inc. Research Connections Talk City Consumer Network, Inc. 
Decision Drivers 
Fader & Associates 

MedProbe™ Inc. Strategic Focus, Inc. 

First Market Research Corp. (Heiman) Strategy Research Corporation INTERNATIONAL 

Low+ Associates, Inc. WB&A Market Research The Blackstone Group ON-LINE FOCUS 
Marketing Advantage Rsch. Cnslts. Weiss Marketing Research GROUPS 
The Research Department INTERNET Research Connections Talk City 
Schneller- Qualitative HIGH-TECH The Blackstone Group 
Strategy Research Corporation Jeff Anderson Consulting, Inc. Cheskin Research PACKAGED GOODS 

Cheskin Research Ergo Research Group, Inc. 

FINANCIAL SERVICES Ergo Research Group, Inc. First Market Research Corp. (Reynolds) Active Focus 

Jeff Anderson Consulting, Inc. Research Connections Talk City FOCUSED Marketing Research, Inc. BAIGioballnc. 

BAIGioballnc. Perception Research Services, Inc. Horowitz Associates, Inc. C&R Research Services, Inc. 

The Blackstone Group Knowledge Systems & Research, Inc. Just The Facts, Inc. 

Burr Research/Reinvention HISPANIC Low+ Associates, Inc. 

Prevention Behavior Research Center, Inc. Research Connections Talk City PACKAGE DESIGN 

C&R Research Services, Inc. Cheskin Research RESEARCH 
Cambridge Associates, Ltd. Data & Management Counsel , Inc. INTERNET SITE Cheskin Research 

Cambridge Research, Inc. Erlich Transcultural Consultants CONTENT & DESIGN Consumer Network, Inc. 

Fader & Associates Hispanic Research Inc. FOCUSED Marketing Research, Inc. Perception Research Services, Inc. 

FOCUSED Marketing Research, Inc. 
Loretta Marketing Group Perception Research Services, Inc. The Research Department 

Low+ Associates, Inc. 
Francesca Moscatelli Weiss Marketing Research 

Marketing Matrix International, Inc. 
Multicultural Research Cente r'M LATIN AMERICA Strategy Research Corporation 

Matrixx Marketing-Research Div. Target Market Research Group, Inc. Best Practices Research PARENTS 
MCC Qualitative Consulting Cheskin Research Fader & Associates 
The Research Department HOUSEHOLD Loretta Marketing Group 
WB&A Market Research 

PRODUCTS/CHORES 
Strategy Research Corporation PET PRODUCTS 
SuperDatos de Mexico Cambridge Research, Inc. 

FOOD PRODUCTS/ The Research Department FOCUSED Marketing Research, Inc. 

NUTRITION Schneller - Qualitative MEDICAL PROFESSION MarketResponse International 

Active Focus HUMAN RESOURCES 
Balaban Market Research Consulting Primary Insights, Inc. 

BAIGioballnc. Cambridge Associates, Ltd. 

The Blackstone Group ORGANIZATIONAL DEV. Chalfont Healthcare Research, Inc. PHARMACEUTICALS 
C&R Research Services, Inc. Primary Insights, Inc. FOCUSED Marketing Research, Inc. Active Focus 
Just The Facts, Inc. The Pat Henry Group BAIGioballnc. 
Outsmart Marketing IDEA GENERATION ltG Medical Research International Balaban Market Research Consulting 
The Research Department Analysis Research Ltd. Matrixx Marketing-Research Div. C&R Research Services, Inc. 
Schneller- Qualitative BAIGioballnc. Medical Moderators, Inc. Cambridge Associates, Ltd . 

The Blackstone Group MedProbe™ Inc. Chalfont Healthcare Research, Inc. 

FOOTWEAR C&R Research Services, Inc. Schneller- Qualitative ltG Medical Research International 

Best Practices Research Cambridge Associates, Ltd. Weiss Marketing Research Irvine Consulting, Inc. 

Consumer Network, Inc. MarketResponse International 

GENERATION X Creative Focus, Inc. MODERATOR TRAINING MCC Qualitative Consulting 

Primary Insights, Inc. Just The Facts, Inc. Cambridge Associates, Ltd . Medical Moderators, Inc. 

Matrixx Marketing-Research Div. MedProbe™ Inc. 
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Moderator MarketPlace™ 
Schneller- Qualitative MCC Qualitative Consulting Fader & Associates TOURISM/HOSPITALITY 
Weiss Marketing Research Matrixx Marketing-Research Div. The Blackstone Group 

SENIORS MCC Qualitative Consulting 

POLITICAUSOCIAL Consumer Network, Inc. Weiss Marketing Research TOYS/GAMES 
RESEARCH Fader & Associates 

Fader & Associates Mature Marketing and Research TELECOMMUNICATIONS 
Cambridge Associates, Ltd. Primary Insights, Inc. BAIGioballnc. TRANSPORTATION Francesca Moscatelli Weiss Marketing Research The Blackstone Group 

POINT-OF-SALE MKTG. SMALL BUSINESS/ Creative Focus, Inc. SERVICES 
Daniel Associates The Blackstone Group 

The Blackstone Group ENTREPRENEURS Ergo Research Group, Inc. Low+ Associates, Inc. 
Perception Research Services, Inc. The Blackstone Group Erlich Transcultural Consultants Strategic Focus, Inc. 

FOCUSED Marketing Research, Inc. 
First Market Research Corp. (Heiman) POSITIONING Strategy Research Corporation 
Knowledge Systems & Research, Inc. TRAVEL 

RESEARCH 
SOFT DRINKS, BEER, Horowitz Associates, Inc. Cambridge Associates, Ltd. 

Schneller- Qualitative Marketing Advantage Rsch. Cnslts. 
WINE MarketResponse International UTILITIES 

PUBLIC POLICY RSCH. C&R Research Services, Inc. MCC Qualitative Consulting The Blackstone Group 
Cambridge Associates, Ltd. Cambridge Associates, Ltd. The Research Department Cambridge Associates, Ltd . 
JRH Marketing Services, Inc. Grieco Research Group, Inc. Strategy Research Corporation Knowledge Systems & Research, Inc. 

Strategy Research Corporation 

PUBLISHING TELECONFERENCING VETERINARY MEDICINE 
Cambridge Associates, Ltd. SPORTS Cambridge Research, Inc. FOCUSED Marketing Research, Inc. 

Cornerstone Research & Marketing FOCUSED Marketing Research, Inc. Schneller- Qualitative 
First Market Research Corp. (Heiman) 

STRATEGY 
TELEPHONE FOCUS 

Marketing Advantage Rsch. Cnslts. GROUPS WEALTHY 
DEVELOPMENT C&R Research Services, Inc. 

Strategy Research Corporation 
RETAIL Schneller- Qualitative Cambridge Associates, Ltd. 
Rrst Market Research Corp. (Reynolds) MedProbe, Inc. YOUTH 
The Pat Henry Group TEENAGERS Fader & Associates 
Knowledge Systems & Research, Inc. C&R Research Services, Inc. MarketResponse International 

,.his could be 
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a seller. 

ree. 
You can't buy the Consumer Information Catalog anywhere. But you can send for it, free! 
It's your guide to more than 200 free or low-cost government publications about getting 
federal benefits, fmdingjobs, staying healthy, buying a home, educating your children, 
saving and investing, and more. 

Send today for your latest free Consumer Information Catalog. 
The Catalog is free. The information is priceless. Send your name and address to: 

Consumer lnforman~on Celder, Dept. BES'I, Pueblo, Colorado 81009 
A public service of this publication and the Consumer Information Center of the U.S. General Services Administration 
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Names of Note 
continued from p. 10 

New York-based Media Metrix, Inc. 
has named Rachel Mueller-Lust vice 
president and director of research of its 
U.S. operations. 

Palo Alto, Calif.-based NextSet 
Software Inc., has named Ed Acly 
director of market research. 

Newtonville, Mass.-based Lyra 
Research, Inc. has named Edward Lee 
its new director of the digital photogra
phy advisory service. 

Menlo Park, Calif., research firm 
Inter Survey has hired Aaron Grossman 
as vice president & senior managing 
director. He will be based in 
InterSurvey's New York office. The firm 
has also named Marty Walker senior 
vice president and chief technology offi
cer; Ronnie Arnold chief information 
officer; and Edward Kim vice presi
dent of engineering. 

Janice Gaub has been named vice 
president of marketing for Seattle-based 
drugstore;com. She will be responsible 
for brand management, market re earch, 
program management, creative com
munications, and customer acquisition 
and retention. 

Kathleen D. Love has joined New 
York-based Mediamark Research Inc. 
as president and chief operating officer. 

Palo Alto, Calif., research firm 
Prognostics has added three new mem
bers to its senior management team: 
Dave Murdoch has been named chief 
technology officer; Roger McConville 
has been named senior vice president of 
account management worldwide; and 
Annette Hornby has been named vice 
president of account management 
Europe. 

Meta Group Inc., a Stamford, Conn., 
research firm, has named William F. 
Zachmann vice president in its Open 
Computing & Server Strategies service. 

Nash Finch Company, a Minneapolis
based food retailer and distributor, has 
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realigned its market research function to 
optimize its use throughout the organi
zation. Brian E. Numainville, director 
of research, now reports to Jim Dorey, 
vice president of marketing and adver
tising. Numainville has responsibility 
for all of the company's market research 
activities including consumer research, 
geographic information systems, site 
location analysis and customer satisfac
tion research. 

Raymond V. Walsh has joined Lyra 
Research, Inc., Newtonville, Mass., as 
director of sales for North America. 

Market Strategies, Inc., a Livonia, 

Hurwitz 

Mich., research firm, has promoted 
Mark Allen, Sherrie Austin, Cindy 
Dederick, David Edwards, Carol 
Hurwitz, and John Thomas to vice 
president. 

. Thomas Webster 

Burke, Inc., has promoted Todd 
Jacobson to vice president of its Burke 
Marketing Research Client Service divi
sion in the metro San Francisco area. In 
addition, Michael Webster has been 
promoted to director of interactive oper
ations at the firm's Cincinnati office and 
Sandip Narang has been named group 
manager of the consulting and analyti
cal services department. 

Mark Durrick has been named east
em regional vice president of business 

development and sales at Survey. com, a 
San Jose, Calif., research firm. In addi
tion, Nancy Stewart has joined the com
pany as senior analyst for the business 
intelligence & data warehousing 
research program. 

Jim Hood has been appointed to the 
newly created position of group chief 
executive officer of Greenfield 
Companies, a Westport, Conn., research 
firm. 

The Interactive Marketing Research 
Organization (IMRO), a new organi
zation of professionals from research 
agencies, corporate research depart
ments and academia dedicated to the 
creation of ethical and best practices 
standards for research conducted on 
the Internet, has elected a board of 
directors. 

Sharon Harap, marketing research 
manager of Dell Online, will head the 
committee on standards and ethics. 
Rosemarie Miller, corporate research, 
Intel , will serve as board secretary. 
Caroline Eichman, senior manager, 
market intelligence, IBM. com, will 
head the world community commit
tee. John Gilbert, director, market 
insights and information management, 
Motorola, and Scott McDonald, direc
tor of research for Time-Warner, will 
serve as directors-at-large. 

The officers of the new association 
are: president- Bill MacElroy, pres
ident, Modalis Research Technologies, 
San Francisco; vice president -
Howard Ziment, managing director, 
Ziment Associates, Inc. , New York; 
secretary- Rosemarie Miller; trea
surer- Donna Wydra, vice presi
dent/executive director, Market Facts, 
Chicago; vice president of communi
cations -Jon Rubin, vice president, 
marketing, Greenfield Online, Wilton, 
Conn. 

The committee chairpersons 
include: standards & ethics - Sharon 
Harap; member services- Larry 
Fisher, senior vice president, NFO 
Interactive, Chicago; technology track
ing- Michael Gray, CTO, Modalis 
Research Technologies; world com
munity - Caroline Eichman; leg
islative tracking: Jacob Brown, King, 
Brown & Associates, San Francisco. 
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The directors-at-large: Rudy 
Nadilo, president, Greenfield Online, 
Wilton, Conn.; Rachel Mueller-Lust, 
U.S. director of research , Media 
Metrix, New York; John Gilbert; 
Scott McDonald; Steven Burch, 
Touchstone Research; Alan Cutler, 
vice president, Audits & Surveys 
Worldwide!UIG, San Francisco. 

DigitalBiz Corporation , a West 
Jordan, Utah, on-line business solu
tions firm, has named Jim Bagley 
account executive, on-line market 
research services. 

Dawn Rosso has joined Taylor 
Nelson Sofres Intersearch, Horsham, 
Pa., as an executive manager; Barbara 
Bertner has joined Taylor Nelson 
Sofres Intersearch in White Plains, 
N.Y. as vice president; Kevin 
Joostema has joined Taylor Nelson 
Sofres Intersearch in Los Angeles as 
vice president; and Janice Kessler has 
joined Taylor Nelson Sofres 
Intersearch in Ellicott City, Md., as a 
vice president. 

Daniel Donohoo has joined the 
Boise, Idaho, office of Clearwater 
Research as director of human factors 
operations. 

Modalis Research Technologies, 
San Francisco , has named Gary 
Nicholas vice president, accounts, and 
Jeff Berg and Edward Erickson have 
been named account executive. In 
addition, Brian Fowler has been 
named panel alliances and marketing 
manager- OPG, and Albert Hilgart 
has been named director of qualitative 
services. 

Brio Bell has been promoted to 
senior vice president for business 
development at Greenfield Online, 
Wilton, Conn. In addition, Susan 
Rosovsky has been promoted to senior 
vice president, research operations. 

Directions Research, Inc., 
Cincinnati, has named Scott Layne 
vice president of interactive solutions. 

FGI, Inc., a Chapel Hill, N.C., 
research firm, has named Daniel 
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Mosrie senior account manager and 
manager of research operations for the 
customer research and quality con
sulting division. Paul Hayes has been 
named account manager. The fum also 
announced the following promotions: 
Joe Bates to senior account manager; 
Carla Penel and Jennifer Lewis to 
account manager; Greg Newman to 
associate account manager; and Jackie 
Malik to senior market research assis
tant. 

Los Angeles-based Lieberman 
Research Worldwide has named Peter 
M. Kay vice president, general man
ager, and head of its Internet strategy 
research division, eLRW. 

Focus Vision Worldwide, a Stamford, 
Conn., research firm, has named 
Barbara Barrett senior account direc
tor and Ruth Freedman senior direc
tor, research partnerships. 

Millennium Research Inc. , Apple 
Valley, Minn., has named Jennifer 
Slaughter as a new associate. 

Russell McGuire has joined CJ 
Olson Market Research, Minneapolis, 
as administrative assistant. 

Paul Pacholski has been promoted 
to division manager of the Maritz 
Marketing Research telecommunica
tions research group in Chicago. At 
Maritz's St. Louis office, Stephanie 
Feeney has been named project oper
ations manager for the central project 
management division ; Maureen 
Zvanut Gardiner has been named 
division manager for the North 
American operations-research services 
group; Ken Radigan has been pro
moted to group vice president of infor
mation services; Keith Chrzan has 
been named director of marketing sci
ences; Bob Stergos has been named 
account manager for the South Central 
region; and Bob Anderson has been 
promoted to the newly created posi
tion of vice president, director infor
mation technology -North American 
Operations. 

Jean Quatresooz, president of the 
INRA (Europe) Network since 1986 

and CEO of the INRA (Europe) Group 
since 1989, has decided to resign from 
his managerial positions in the INRA 
companies. 

John Hegelmeyer has been named 
manager, Western advertiser/agency 
services for The Arbitron Company in 
Los Angeles. 

Richard Wirthlin, founder and 
chairman of McLean , Va.-based 
research firm Wirthlin Worldwide, was 
one eight recipients of the 
"Outstanding Contribution to 
Campaign Consulting" award from 
American University ' s Campaign 
Management Institute in May. The 
award was presented to "pioneers who 
have made substantial contributions to 
the electoral process in the United 
States and who have had a lasting pos
itive impact on the political consulting 
industry." 

Beth Bryan has been named 
account manager for Arbitron Cable 
Services in Chicago. 

Marilynn Pouland-Backus has 
joined Eagle Research as facilities 
coordinator of the Denver focus group 
facility. 

Chicago-based Information 
Resources, Inc. , has promoted John 
Coyne to executive vice president and 
area general manager of the compa
ny's West client service area. 

Paul Lubin has been named 
CEO/COO at Barry Leeds & 
Associates, a New York research and 
consulting firm. He will succeed Barry 
Leeds, the company's current chair
man and founder, who will retire in 
April2001. 

Larry Gulledge has joined The 
Marketing Workshop, a Norcross, Ga., 
research firm, as vice president- client 
service. 

Leyla Namiranian has been pro
moted to director of international 
research at Decision Analyst, an 
Arlington, Texas, research firm. 
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Letters 
Editor's note: This letter was sent to Tim Glowa and Sean Lawson in 
response to their article "Discrete choice experiments and traditional 
conjoint analysis, " which appeared in the Data Use section of the May 
issue. 

Dear Tim and Sean, 
I read with interest your article on discrete choice and conjoint analy
sis. I also am a big fan of choice modeling (discrete choice). It has 
many nice qualities, as you point out. However, you make some pret
ty strong negative claims about conjoint analysis. It is our experience 
that most of the shortcomings you reference are relatively inconse
quential in practice and/or can be remedied with some commonly-used 
workarounds. 
You claim that conjoint analysis should not be used because it leads 
to "faulty predictions." But, your article does not document instances 
where the use of conjoint analysis resulted in faulty predictions. It is 
our experience that traditional conjoint analysis and discrete choice 
lead to very similar indications of preferences and relative impor
tances. It also can lead to very similar predictions of market choices. 
I don't agree with you that respondents evaluate conjoint cards assum
ing independence, with the complete lack of competitive context. 
Respondents remember the cards they have seen previously (if con
joint cards are displayed one at a time). If traditional card-sort con
joint is used, then in many ways the conjoint experiment resembles 
one large ranked choice task, with each conjoint profile taking the role 
of an alternative in a choice set. I agree with you , however, that under 
OLS the competitive contexts aren 't directly accounted for in the mod
eling of parameters. Even so, respondents can establish relatively 
consistent ratings or rankings based on the full context of all cards. 
And, the assumption of independence of rows in the design matrix 
doesn't seem to seriously undermine conjoint's ability to model mar
ket choices in competitive contexts within a market simulator. 
Perhaps the easiest way to model choices from conjoint data is the 
deterministic "maximum utility rule" or "first choice." Your article 
implies that this is the only game in town. I'm not sure what percent
age of the conjoint users in the world use that deterministic model 
(which I also agree is flawed) . But, among the Sawtooth Software 
users, the vast majority apply a choice rule that is consistent with 
Random Utility Theory. Until recently, the default choice simulation 
method for either our traditional conjoint or ACA packages was the 
"Share of Preference" or "Log it Model." (Lately, we've advocated a sim
ulation method called Randomized First Choice, which also conforms 
to RUT.) We have always encouraged our users to include some hold
out choice scenarios (resembling discrete choice tasks) so that they 
can tune the scale factor applied to the part worths (to match the scal
ing of the holdout choices) for use in simulating market choices in 
competitive contexts. In this way, our users can employ traditional con
joint analysis, but then also account for the amount of noise (the 
scale factor) that should be used to mimic the amount of error inher
ent in real market choices as reflected by the holdout choice scenario . 
As you point out, the ability of respondents to indicate "None" is also 
a desirable characteristic of discrete choice modeling. It is also unfor
tunately one of the messiest things to deal with in analysis . It is our 
experience that respondents use N_one for different reasons (not 
always indicating a true lack of demand) . And , using None as a way 
to model demand is tricky business. Respondents typically will reflect 
a lower propensity to use None in choice tasks than they will in the real 
world. And , if the number of alternatives in the market scenarios you 
are trying to predict is different from the number of alternatives in the 
choice tasks used to develop the part worths, you won 't be quite sure 
how to scale the None parameter to be appropriate to that new and dif-
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ferent scenario. Thus, even with discrete choice, problems still exist 
with how to use the non-choice in market simulations. 
There are ways to adapt traditional conjoint analysis to project demand. 
If one is modeling demand for a new product or service (without 
competitors) , one can ask conjoint profiles in the context of a purchase 
likelihood scale . This scale needs to be calibrated (since respondents 
typically exaggerate stated likelihoods), but it is one way to forecast 
demand. In competitive simulation contexts , some researchers have 
proposed determining a threshold value below which a None selection 
would be registered . I don't personally have a conviction that this works 
consistently well in practice, but it is a way for conjoint analysts to 
avoid the assumption that all respondents are in the market and will 
buy. 
Even though discrete choice is a very nice technique, there are anum
ber of key reasons that analysts continue to turn to conjoint analysis 
for certain projects: 

1. Unless you use a method such as hierarchical Bayes estimation, dis
crete choice is typically analyzed using some method of aggregation 
(usually logit) . This can result in I lA problems which can result in faulty 
share predictions. Some advanced analysts can model many IIA prob
lems away using cross-effects, but this risks overfitting and can be 
quite complicated. Using traditional conjoint and OLS automatically 
results in individual-level estimates of the part-worths. With individ
ual-level models, I lA problems are greatly reduced , and the need for 
modeling more complex effects beyond main effects is reduced. 

2. Discrete choice questionnaires provide lower information per 
respondent effort. Sample sizes need to be larger with discrete choice 
modeling than with traditional conjoint to achieve the same degree of 
precision of the part worth estimates. 

3. And , as you certainly recognize, discrete choice experiments are 
more complicated to design and analyze than traditional conjoint. 

Overall , I applaud your efforts to promote choice modeling. It indeed 
is a nice technique. However, I believe that you are overlooking the 
ways that conjoint analysts today are avoiding the problems you lay 
out as the principal faults of traditional conjoint modeling. In our 
experience, both methods yield quite similar results. If you make the 
claim that traditional conjoint results in faulty predictions, it would be 
interesting to see some data on that. If your conjoint predictions are 
faulty due to the use of the deterministic maximum utility rule , then it 
would be advisable to apply a simulation model to your conjoint data 
that conforms to RUT. 

Corrections 

Bryan Orme 
Vice President 

Sawtooth Software 
Sequim, Wash. 

Incorrect phone and fax numbers were listed for 
CENTRIS in the Index of Advertisers in the June issue. 
The correct phone number is 877-723-6874; the correct 
fax number is 310-264-8776. 

www.quirks.com Quirk's Marketing Research Review 



Classified Ads 
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surveys with Remark Office OMR®, 
scanning software that's fast, easy, 
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Download a FREE demo at 
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2961 N. Halsted, Suite 130 
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Measures motives, emotions and desires 

Silent Side Research 
"'We wrote the book on customer motivation" 

1-800-760-2667 \WtNV.silentside.com 

Sales Offices 
Headquarters: Evan Tweed, Quirk's Marketing Research Review, 
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THE 
OUEOTION 
OHOP,Inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 974-8020 
FAX: (714) 974-6968 

Professional's choice for survey & 
marketing research software . User

friendly, comprehensive & dependable. 

www.statpac.com 

Best crosstab & banner tables. 
Easiest to learn. Guaranteed. 

StatPac Inc. (612) 925-0159 
4425 Thomas Ave. S., Mpls. MN 55410 

Company needs an Advertising Coordinator to use, under the 
supervision of Account Executive, media strategy and tac
tics and advertising methodology to study and research key 
demographics and marketing objectives for clients' products 
and determine appropriate media avenues; to write creative 
briefs and marketing platforms for new and current client 
campaigns. Applicant must have B.S. in advertising with at 
least six months advertising internship. 40 hr./wk., 
$24,000/yr. Send your resume and proof of qualifications 
to Shirley J. Gregory, Division of Workforce Development, 
1411 Main Street, Kansas City, MO 64105 re: Job #225423. 

r gills ===pondenls 

I AT ALL PRICE LEVELS 
We 're specialists in supplying quality gifts to leading market research companies. If you 're now 
using cash, consider using gifts instead. Call about our new INTERNET GIFT PROGRAM. 

LLIED PREMIUM COMPANY 
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Ph . 203-834-8585 • Fax 203-834-8686 

GroupNet .. . ........ . ........... . ......... 64 
Ph . 800-288-8226 • Fax 561 ·882-0162 

Harris Interactive ... . ........ . .. . . .. . . .... . .. 9 
Ph. 716-272-8400 • Fax 716-272-8680 

1/H/R Research Group ... . ... . ... . ... . ... .. .. 94 
Ph. 702-734-0757 • Fax 702-734-6319 

Interactive Tracking Systems ...... . .. . .. .. 28·29 
Ph. 306-665-5026 • Fax 306-665-2045 

King , Brown & Partners ... .. ................. 85 
Ph. 415-339-7100 • Fax 415-339-7200 

Manta Corporation . ...................... . .. 50 
Ph. 613-7 44-6111 • Fax 613-7 44-4001 

Maritz Marketing Research .. . .. . ............. 17 
Ph. 800-446-1690 • Fax 636-827-8605 

MarketVision Research, Inc ................. . . 78 
Ph. 513-791 -3100 • Fax 513-794-3500 

McKinsey & Company ....................... 57 
www.mckinseymarketingcareers.com 

Medical Marketing Service, Inc .... . ........... 31 
Ph. 800-633-5478 • Fax 630-350-1896 

Mercator Corporation ................. . .... . 90 
Ph. 978-463-4093 • Fax 978-463-9375 

Microtab, Inc ......................... . ..... 72 
Ph. 770-552-7856 • Fax 770-552-7719 

MORPACE International, Inc. . ............... . 43 
Ph. 800-878-7223 • Fax 248-737-5326 

Moskowitz Jacobs, Inc ........ . .Inside Front Cover 
Ph. 914-421-7400 • Fax 914-428-8364 

NameQuest, Inc. . ............... . ...... . ... 58 
Ph. 480-488-9660 • Fax 800-962-9614 

NCS, Inc . ... .. .. . .. . . . ........ ... ...... .. .. 92 
Ph. 800-447-3269 • Fax 612-830-7651 

NetRaker, Inc ... .. . .. ... .. . .. . .... .... .. ... 59 
Ph. 877-483-2114 • Fax 408-530-8939 

NETWORK . ... . ...... . .... .. .... .. ..... . . 1 02 
Ph. 606-431 -5431 • Fax 606-431-5838 

On-Line Communications, Inc . ..... . . .. .. . ... . 34 
Ph . 918-338-2000 • Fax 918-338-2008 

Opinion Polling Service . .. .. . .. . . ... . ....... 86 
Ph. 201-836-1420 • Fax 201 -836-7870 

Opinion Search, Inc .......... . .. . .... Back Cover 
Ph . 800-363-4229 • Fax 613-230-3793 

PhoneSolutions, LLC. . ...................... 60 
Ph. 520-296-1015 • Fax 520-296-3393 

Polaris Marketing Research ..... . .... . .. . .. . . 33 
Ph. 888-816-8700 • Fax 770-816-0352 

Polk Research Sampling .................... 107 
Ph. 888-225-1434 • Fax 248-728-6843 

Precision Research, Inc ....... . ....... . 40, 93, 95 
Ph. 847-390-8666 • Fax 847-390-8885 

Principia Products, Inc ...................... 117 
Ph. 800-858-0860 • Fax 610-430-3316 

ProT S Telephony Systems ................... 91 
Ph. 800-336-7674 • Fax 215-653-7115 

Pulse Train Technology, Ltd . . .. .... . ... . ... 41, 45 
Ph. 561-842-4000 • Fax 561-842-7280 

QRCA, Inc. . . .... . ..... . .................. . 46 
Ph. 203-454-1225 • Fax 203-221-0180 

Quality Controlled Services .................. 77 
Ph. 800-325-3338 • Fax 636-827-3373 

Research Connections/Talk City ............... 71 
Ph. 908-232-2723 • Fax 908-654-9364 

RSVP Research Services .......... . ......... 51 
Ph. 215-969-8500 • Fax 215-969-3717 

RTNielson Company ....................... 105 
Ph. 801-359-1345 • Fax 801 -355-6335 

Sawtooth Software, Inc. . ..... . .............. 83 
Ph. 360-681 -2300 • Fax 360-681-2400 

Sawtooth Technologies .. . ................... 73 
Ph. 847-866-0870 • Fax 847-866-0876 

Scantron Technologies ............... Front Cover 
Ph . 714-247-2862 • Fax 714-247-2874 

Schlesinger Ascts ........................... 39 
Ph. 732-906-1122 • Fax 732-906-8792 

Scientific Telephone Samples ................ 53 
Ph. 800-944-4787 • Fax 949-609-4577 

SIGMA: Research Management Group .......... 26 
Ph. 513-979-2160 • Fax 513-979-2166 

Socratic/Modalis Research Tech ........ . ...... 63 
Ph. 415-430-2200 • Fax 415-430-1200 

Sorensen Associates .... . ................... 69 
Ph. 800-542-4321 • Fax 503-666-5113 

SPSS MR ..... .... ................ . ....... 13 
Ph. 212-447-5300 • Fax 212-447-9097 

Survey Sampling ............ • . . . . 10, 37, 66,103 
Ph. 203-255-4200 • Fax 203-254-0372 

Target Research Group ........... . . . ........ 11 
Ph. 914-426-1200 • Fax 914-426-1218 

Taylor Nelson Sofres lntersearch .. . .. .. .... . .. 12 
Ph. 215-442-9000 • Fax 215-442-9040 

Western Wats Center ........ . ....... 97, 99, 101 
Ph. 801 -373-7735 • Fax 801-375-0672 
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Trade Talk 
continued from p. 124 
resentative could four malls be of the total population? The 
reality was, for certain kinds of studies, there was no other 
way to get that kind of information, " Cook says. 

For many people, change is not always welcome, and 
researchers are no exception, as Yoffie found when she began 
doing on-line research in 1994. "I saw a lot of parallels to 
when I started selling CATI software in 1986: the skepticism, 
the denial, the belief that it was a passing phase. I think there 
are plenty of people who keep hoping that this is going to go 
away." 

But far from going away, on-line research has grown expo
nentially. "[The research industry has] moved from doing a 
few tenths of a percent of research on-line to about 2 percent 
last year and to 10 percent this year," Cook says. "And 
depending upon whose estimate is right, the thought is that 
on-line will account for between 25-50 percent of all research 
conducted in the next three years. That is nothing short of 
astounding." 

Fueling that growth is the late arrival to on-line research of 
industries that have historically been big research users, Cook 
says. "The earliest adopters of on-line research were very 
naturally the tech industry, followed by the service industry, 
particularly telecommunications. The last to adopt were the 
consumer packaged goods companies, and this is the complete 
reverse of the spending levels on traditional research. So the 
potential is huge, because the CPG companies are adopting it 
now." 

Respondents' rights 
Protecting the on-line respondent may be the most impor

tant task facing both the users and providers of Internet 
research services. Industry organizations have been diligent
ly crafting a bill of rights for respondents and setting forth 
guidelines for conducting research on-line to do just that. 

It won't be easy. Researchers see in on-line respondents the 
very qualities that are in short supply in telephone intervie
wees: they're relatively cooperative and easy to reach. So there 
is a huge temptation to unleash a torrent of surveys on these 
now-willing audiences and end up possibly surveying them 
to death. 

In addition, through spam and other e-annoyances, the 
same poisons that have seeped into the telephone research 
pool- unrelenting (though legitimate) direct marketing and 
its evil twins, sugging (selling under the guise of research) and 
frugging (fund-raising under the guise of research)- threat
en to contaminate the on-line reservoir. 

Researchers can't control the spammers but they can make 
sure that they don't add unsolicited recruiting letters to 
already-stuffed e-mailboxes. MacElroy talks about receiving 
an e-mail from a small city in Florida asking him to take a sur
vey on the town's public transit system. The only problem is, 
he's in the San Francisco area. "These are examples of peo
ple who have access to the Internet and who do not know the 
rules of engagement. In many cases these are innocent mis
takes but they are burning through what you might call the 
'free range respondents.' If this kind of thing keeps up, pret-
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ty soon it will be difficult to get anybody to do anything on 
the Web." 

"Privacy issues are always important in any form of legit
imate marketing research," John Houlahan says. "If I am 
going to participate in your survey I don't want to end up on 
a mailing list. The industry must address the issue of priva
cy and confidentiality and give respondents the feeling that 
they can respond in a candid manner and their information 
will be treated with respect." 

"Our firm doesn't provide information to any third party 
other than in the aggregate," Cook says. "We are very stringent 
about using third-party lists. Clients will often come to us and 
say, 'I have a list of x-thousand e-mail addresses from my cus
tomers. Just e-mail them and ask them to participate.' But that 
would be spamming. If the e-mail list was captured by the client 
in cookie-ing visitors to their site, they have not opted in, they 
have not given their permission to be contacted." 

Privacy concerns extend to client information as well. For 
example, what's to prevent a respondent from downloading a 
page with a new product concept on it and e-mailing it to a 
friend, who just happens to work for a competing firm? But tech
nology such as Alchemedia's CleverContent can protect images 
on Web sites from being copied or downloaded, so companies 
may not need to fear that the packaging mock-up they are test
ing on-line will be copied and e-mailed to a competitor. 

No panacea 
With all the hype and interest surrounding on-line research, 

it's easy to get the impression that it's the only way to do 
research. While it is great for some kinds of research and for 
reaching certain Net-savvy audiences, it isn ' t the only game 
in town. Nor will it produce miracles of time and cost sav
ings. "We as on-line research providers need to set client 
expectations properly," Cook says. "We should not oversell 
it, we should not attempt to make on-line research a panacea 
for everything. When appropriate we should say that this is 
not the proper technique and warn clients why it is different 
and how it is different and address the issues of security, and 
the representativity." 

"I never tell the client [on-line research] is representative 
of the U.S. population, but it may be of the population they 
want to talk to," Yoffie adds. "As long as you know what 
you're going for and those people are represented on the 
Web, I don't see a problem." 

"Respondents are often more willing to participate in on
line research but people on the Internet are conditioned to have 
things happen quickly," Cook says. "So just because on-line 
research is less expensive, you can't take a 45-minute inter
view and administer it on-line. You can't take a CATI inter
view and put it on the Web. You need to engage the respon
dents. The research should be fun, fast, and you need to 
respect their integrity and intelligence." 

Crystal ball 
My de-facto panel of experts expressed a lot of enthusiasm 

about on-line research, especially when the talk turned to its 
future. 

Yoffie foresees the Web delivering greater data analysis 
capabilities and flexibilities. "We're doing all this work on-
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line but we're still delivering our tables on paper. There are 
companies that allow you do view your cross tabs on-line but 
what is coming down the road is the ability to do crosstabs 
on-line." 

To MacElroy, the future will find companies developing 
survey approaches that take advantage of the Web's strengths, 
such as its ability to handle multimedia. "Most of the research 
has been taking standard telephone surveys and putting them 
on the Web, which has been under-utilizing the power of the 
Web. Now we are beginning to see people experiment with 
new techniques and technologies." 

MacElroy doesn' t see Web research using virtual envi
ronments, as they would be too bandwidth-heavy. Rather, ani
mation and other tools will help researchers develop new 
product concepts in real time. "You are going to be able to 
build ideal products on-line and see them as you do it, so 
you' 11 be building virtual products, concepts - almost cre
ating a new way of visualizing data." 

Hopkins feels the Internet will make continuous studies 
more commonplace. "With studies administered by phone or 
mail, there's a distinct economic reason to complete fielding 
within a discrete time-period: management overhead. The 
Web levels this economic barrier. It will make it possible to 
keep the study out there running, providing timely results 
available on-demand from a rolling set of data. When you 
consider the time-compression occurring in decision-making 
cycles this will be an especially important development. 

"I also see syndicated tudies getting new life, with 
researchers and decision-makers being able to easily and 
massively customize the information delivered to them from 
one shared data collection exercise. While the economies 
derived through the historical business model will remain, the 
value of syndicated studies will be enhanced incredibly by 
Internet technology." 

A little homework 
How best to take advantage of all the Internet has to offer? 

Do a little homework before conducting your own on-line 
research or choosing a provider, to find out what is consid
ered proper "netiquette," what are good recruitment tech
niques, etc. "It's the responsibility of the company doing the 
hiring to do the background checks and it is the responsibil
ity of the company doing the research to be above reproach," 

Listin Additions 

Yoffie says. 
(Several research industry association Web sites 

[www.cmor.org, www.mra-net.org, www.casro.org, 
www.irnro.org, www.esomar.nl] have information on on
line research guidelines.) 

Many firms offer on-line research services, but not all of 
them know what they're doing. "The cost of entry into the 
research business is minimal," Cook says. "Anyone can hang 
up a shingle. In the on-line environment, the cost is even 
lower. There are several very good research tools available 
for the Internet that can be purchased inexpensively. However, 
good tools in the hands of the uneducated can lead us down 
the wrong path, as the industry has found in the off-line 
world, where data projecting incorrect results leads mar
keters to make wrong decisions. As a result, marketing 
research gets a black eye," Cook says. 

"You don ' t want the analysis, the thoughtful interpretation, 
to become an amateur sport," Houlahan says. "Trained 
researchers need to have the final say on the validity and the 
meaning of the data and the challenge there is for the mar
keting researchers to be more proactive and get the infor
mation in the right form to the right people, and thereby earn 
a seat or maintain a seat at the table when marketing, finan
cial, and strategic decisions are made." 

"The biggest thing that we can do is try and educate peo
ple who want to do this. We have a responsibility to share 
what we know works and what doesn't work and keep the 
industry alive," MacElroy says. 

In the end, you get what you pay for, Yoffie says. "I think 
that there are always going to be people who will see the Web 
as a way to do easy and cheap research. But I think respon
sible researchers are just as responsible on-line as they are off
line. People who are going to hire firms to do this for them 
need to make sure that they are really a market research firm, 
not just some Internet firm that knows how to put up a sur
vey, and that the company provides the same rigorous stan
dards on-line as off-line. 

"The good news is, I think the purchasers are becoming 
more sophisticated. Before, they were really feeling around 
in the dark, looking for companies that knew how to do this 
black magic called Internet research. But now they are becom
ing more sophisticated and demanding so that they can make 
informed decisions, and I absolutely welcome that." r~ 

Please add the following firm to the 2000 
Telephone Facilities Directory: 

Please add the following firms to the 2000 
Omnibus Research Directory: 

Greenfield Online's monthly or weekly omnibus 
studies. Omnibus studies can contain up to five 
questions at the low cost of $1 ,800. The study is 
weighted by age, gender and region. People Pulse 
is representative of the Internet population. 

Acrobat Results Marketing 
70 Park Lawn Rd. 
Toronto, ON M8Y 3H8 
Canada 
Ph. 416-503-4343 
Fax 416-503-8707 
E-mail : roland@acrobat-results.com 
www.acrobat-results.com 
Roland Klassen, President 
160-160-160-160 

July/August 2000 

Greenfield Online 
15 River Rd ., Suite 310 
Wilton, CT 06897 
Ph. 203-834-8585 
Fax 203-834-8686 
E-mail : info@greenfield.com 
www.g reenfield .com 
Studies: 
People Pulse 

Harness the cost-effectiveness of the Internet with 

www.quirks.com 

Talmey-Drake Research & Strategy, Inc. 
100 Arapahoe, Suite 1 
Boulder, CO 80302 
Ph. 303-443-5300 
Fax 303-44 7-9386 
Paul Talmey, President 
Studies: 
Colorado Omnipoll 
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By Joseph Rydholm, QMRR editor 

On-line research: where do we 
go from here? 

I
s the Internet a boon or a bane for the marketing research 
industry? Depends on your point of view. Some see it as 
the long-sought way to conduct research better, faster, and 

cheaper. And they feel the Web will ave the industry from 
declining cooperation rates by making research fun and inter
esting for respondents. 

The anti-Internet camp holds that on-line research is fraught 
with biases. In addition, others fret that it's a haven for snake 
oil salesmen dressing up crude data gathering capabilities in 
glittering high-tech finery. 

As with any wildly debated topic, the truth is probably 
somewhere in between. 

No matter how you feel, it's clear that Internet research is 
here to stay. But what will its long-term impact be? How can 
we take advantage of its enormous potential? And what are 
the issues affecting its viability? For answers to these and 
other questions, I chatted with five research service providers: 

• Steve Cook, senior vice president, client development, 
Greenfield Online, a Wilton, Conn., on-line research firm. 

• Nigel Hopkins, vice president, advanced product group, 
MarketTools, a Sausalito, Calif., on-line research firm. 

• John Houlahan, chairman and CEO of Focus Vision 
Worldwide, a Stamford, Conn., provider of services for broad-
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casting and viewing focus groups via the Internet and video
transmission. 

• Bill MacElroy, president, Modali Re earch Technologies 
Inc. (formerly Socratic Technologies), a San Francisco 
research firm. 

• Amy Yoffie, vice president and general manager of 
Research Connections (a division of Talk City Inc.), a 
We tfield, N.J., on-line research firm. 

Met with skepticism 
The Internet may be unprecedented in its impact on the 

industry, but Cook points out that new methodologies -
many technology-driven- have always been met with kep
ticism. "In the '60s telephone interviewing came on the scene 
and all the academics and the purists in the industry said that 
it wasn't as representative as door-to-door probability sam
pling. It took orne time to convince people that it was an 
acceptable method. In the '70s came mail panel research and 
the same hue and cry arose. As with other techniques, there 
were applications it was appropriate for and some it wa n't. 
In the '80s we had similar issues with mall research: How rep-

continued on p. 122 

o\(. .. ~~'{Bs; \\ 'NO~~ ~ ~ ~~R'( 
\ f 'Nt; jy;\ Q:...LL rt '' f\'KE.''. 

guT \ ~1\l-L. t;.P..'( \\-\~T 
'' INTERACTIVG /NfORMAT/ONAt 

HIG-HWAY op L!Gf.IT'' ~\L-L
c;~1 N\OR~ ~p\ ~ P-\\T~T\~ 

www.quirks.com Quirk's Marketing Research Review 



The largest marketing research company in the w · rtd plus 
T e most exp rien~ marketing research training orpniz lion in the world equals •• , 

J{9\c:t~lelsen Burke Institute 
Formerly The Burke Institute 

e cordi .lly in"ite you to exp d nee our unequalled comm •tm nt to excellence. 

http:/ /www.Burl<elnstitute.com 
Semin r D . tes. loc tlons and fees for· North merle th rough December aooo 

101. Practical Marketing Research $1,700 
Atlanta ........ .................. .. .... Jan 10-12 Cincinnati ........ ... .... ........ .July 19-21 
New York ... .... .. ........... Jan 31 - Feb 2 Baltimore ........................ Aug 14-16 
Cincinnati .................. Feb 28 - Mar 1 Toronto .. .......................... Sep 11-13 
Dallas ................................ Mar 22-24 Chicago ........... .. .... .. ............. Oct 2-4 
San Francisco ........ .... ........ Apr 10-12 San Francisco ....... ........... Oct 23-25 
Chicago .............................. May 8-10 Miami ........ .......... .. ...... .... Nov27-29 
Raleigh ........... .. ......... .. ...... .. June 7-9 New Orleans ..... .. ....... .... .. Dec 18-20 
New York .................. ....... .June 26-28 

104- Questionnaire Construction Workshop $1,700 
Raleigh ..... .......... .. ............ .Jan 24-26 Baltimore .. .. .. .. ......... .Jul 31 -Aug 2 
Cincinnati .. ............................ Mar 6-8 NewYork ............ .. .. .... .... Sep 18-20 
Los Angeles ...... ...... ........ Apri\10-12 San Francisco .......... Oct 30 -Nov I 
Atlanta ............. ... .............. May 15-17 New Orleans .. .. .. .................. Dec 4-6 
Chicago ........................ ..... .Jun 19-21 

105. Designing Questionnaires for Specific Marketing Research AppUcations $1,300 
Raleigh ... .. ....... ................. .Jan 27-28 Baltimore ..... .. .... ..... .. .......... Aug 3-4 
Cincinnati ................ .... ..... ... Mar 9-10 New York ........................ Sep 21-22 
Los Angeles ... .. ......... ... ... Apri113-14 San Francisco ...... ... .......... ... Nov 2-3 
Atlanta ...... ............ .. ......... . May 18-19 New Orleans ... .......... ........... Dec 7-8 
Chicago ................. ..... .. ..... .Jun 22-23 

1o6. Online/Internet Research 
New York ......... .. ... ........... ..... Feb 3-4 Toronto ........ .. .. .... ............ Sep 14-15 
San FrancisCo ..... .......... ... May 30-31 Miami .. .. ........... ...... ... Nov 30-Dec 1 

201. Qualltitatlve Research Methods $1,300 
Cincinnati ... ..................... Mar 16-17 New York .... ........ .. .. .. .. ...... Nov 9-10 
San Francisco ........ ......... ...... .Jun 1-2 

202. Focus Group Moderator Training $2,300 
Cincinnati ................. ... ... .. .Jan 18-21 Cincinnati ... .. ...... .. .. ........ .July 24-27 
Cincinnati ...... .. ........ ... ....... Feb 22-25 Cincinnati ................ Aug 29 - Sep 1 
Cincinnati .............................. Apr 4-7 Cincinnati .................. .. .... Oct 10-13 
Cincinnati .......................... May 9-12 Cincinnati .................... .. .. .. Nov 7-10 
Cincinnati ........... ....... .... . .June 13-16 Cincinnati .......... .. .. .......... Dec 12-15 

203. Focus Group Applications $1,700 
Cincinnati .. .. .............. Feb 28 - Mar 1 Cincinnati .. ........ .. ............ Oct 16-18 
Cincinnati ............. ........... June 19-21 

204- Qualitative Research Reports $1,300 
Cincinnati .......... .. ... .. ............. Mar 2-3 Cincinnati ........................ Oct 19-20 
Cincinnati ........... .. .......... .June 22-23 

205. Qualitative Research with Children $700 
New York .. .. .. .. ............ .......... .. Mar 31 Chicago ................ .. ................ .. Oct 5 
Cincinnati ... .. .. .. ................... .. July 28 

301. Writing Actionable Marketing Research Reports $1,700 
New York .. .. ........................ Feb 9-11 New York ........ ...... .. ........ July 10-12 
Cincinnati ....................... . Mar 20-22 Denver .. .. .. ....... ....... ...... .. Aug 16-18 
San Francisco ...................... May 1-3 Chicago ............................ Sep 25-27 
Atlanta .... .... .. .......... .... ....... .Jun 14-16 Boston ............................ Nov 13-15 

302. Stand-up Presentation of Marketing Information $1,300 
San Francisco .. .................... May 4-5 Chicago ..... ........ .. .. .. .. .. ... .. Sep 28-29 

401. Managing Marketing Research $1,300 
Cincinnati ........................ Mar 23-24 Boston ............................ Nov 16-17 
NewYork ......................... .July 13-14 

402. Increasing the ROI from Marketing Research $700 
New York .................... ............ Mar 31 Cincinnati ............. ........ .. ..... .. Dec 15 
Chicago ........... .. ...................... .Jul 27 

501. Applications of Marketing Research $1,300 
Atlanta ............. .......... ........ .Jan 13-14 Baltimore .. ........ .............. Aug 17-18 
Cincinnati .... .. .. ..................... . Mar 2-3 San Francisco .... .............. Oct 26-27 
Chicago ............................ May 11 -12 New Orleans .. .. .. .. ..... .. ... .. Dec 21-22 
New York ............... .. ..... ... .June 29-30 

502. Product Research $1,300 
New York .............. .. .. ........ .. .. Mar 6-7 San Francisco .. .. ........ .. .... Aug 21-22 
Atlanta ............. ............... .. May 22-23 Cincinnati ............ .. ....... ... Nov 13-14 

503. New Product Forecasting Models for Consumer Products $1,300 
New York ................ ........ .. .. .. Mar 8-9 Cincinnati ...... .. .. .............. Nov 15-16 
San Francisco ...... ............ Aug 23-24 

504- Advertising Research $1,300 
San Francisco ............ .. ......... .Feb 7-8 Cincinnati ............... .July 31 - Aug 1 
NewYork .............................. May 1-2 Atlanta ............... .... ............ . Dec 4-5 

505. Market Segmentation Research $1,300 
San Francisco ...... ................ Feb 9-10 Cincinnati .................... .. .. .... Aug 2-3 
New York .............................. May 3-4 Atlanta ................... .. .. .... ... .. Dec 6-7 

5o6. Customer Satisfaction Research $1,300 
San Francisco .................. ...... Feb 1-2 Chicago ......................... .. ... Aug 8-9 
NewYork .. ........... ... .. ........ May 16-17 Cincinnati ....... ... .. .... Oct 31- Nov I 

507. Analysis & Interpretation of Customer Satisfaction Data $1,300 
San Francisco .. .. .. .. .. .............. Feb 3-4 Chicago .... .. ................. .. . Aug 10-11 
New York ................... ....... May 18-19 Cincinnati ............................ Nov 2-3 

5o8. Positioning Research $700 
San Francisco .......................... Feb 11 Cincinnati .............................. Aug 4 
New York ......................... .. .... . May 5 Atlanta .. ....... ........................... Dec 8 

509· Pricing Research $700 
New York.. .. ...................... .. .... Mar I 0 San Francisco ...................... Aug 25 
Atlanta .......... .. ....... ............... May 24 Cincinnati ........... .. .. .. ... .. .. .... Nov 17 

6o1. Data Analysis for Marketing Research: The Fundamentals $1,300 
New York .............................. Feb 7-8 Denver ......... ................... Aug 14-15 
Cincinnati ......... .. ............. Mar 14-15 Chicago ........... .. ................... Oct 5-6 
Atlanta ................ .. ............. .Jun 12-13 New York .. ... ....................... Nov 7-8 

6o2. Tools & Techniques of Data Analysis $2,100 
San Francisco ................... .Jan 18-21 Cincinnati ................ Aug 29- Sep 1 
Atlanta .............. .. ........ Feb 29-Mar 3 New York .. ............... .. .. ...... .. . Oct 3-6 
New York ...... .................... Apr 25-28 Los Angeles ...................... Nov 7-10 
Las Vegas .. .............. May 30 - June 2 Raleigh .................. .......... Dec 12-15 
Chicago .. ................. .......... .Jul18-21 

6o3. Practical Multivariate Analysis $2,100 
San Francisco .. .............. ... .Jan 25- 28 Chicago ............ ............... .Jul 25-28 
Cincinnati .. .. .................... Mar 21-24 NewYork ............. .. ........... Oct 10-13 
Las Vegas ...... ... ..... .. ..... .. .... .June 6-9 Atlanta .................... Nov 28 - Dec 1 

6o4- Data Analysis: A Comprehensive Hands-on PC Based Workshop $1,700 
Cincinnati .............................. Feb 2-4 Cincinnati.. ...................... Aug 16-18 
Cincinnati .. ...................... Mar 29-31 Cincinnati .. .. .................... Oct 18-20 
Cincinnati ..................... .. .June 14-16 Cincinnati ........ .................... Dec 6-8 

6os. Practical Conjoint Analysis & Discrete Choice Modeling $1,300 
San Francisco .................... Apr 17-18 Atlanta .............................. Oct 24-25 
New York ....................... .. .July 11-12 

6o6. Data Mining Tools & Applications $1,300 
San Francisco .... .. .. .. ...... .. .. Apr 19-20 Atlanta .............................. Oct 26-27 
New York .... .............. ....... .July 13-14 

701. International Marketing Research $1,300 
San Francisco .................... Feb 16-17 New York ...... .................. .. Oct 25-26 
Chicago ......... ..... .. ...... .. .. ... .Jun 28-29 

8o1. Using Marketing Information for Better Decision Making $1,300 
New York .......................... Mar 29-30 Cincinnati ........ .. .............. Dec 13-14 
Chicago ............... .. .......... .. .Jul 25-26 

Certificate seminars may be taken back-to-back during scheduled dates or in 
various cities over an extended period of time. 

All the above A CNielsen Burke Institute seminars are available for in-bouse presentation. 

TO REGISTER PLEASE CONTACT US AT: 
Voice: 800-543-8635 or 606-655-6135 • Fax: 606-655-6064 • E-mail: Burkelnstitute@BASES.com 

FOR ADDITIONAL INFORMATION OR DETAILS ABOUT OUR SEMINARS: 
Please contact Mr. Jim Berling, Client Service Manager, or Dr. Sid Venkatesh, President, or visit our web site at http://www.Burkelnstitute.com 
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Want to know more? 
Give us a call at 1.800.363.4229 
or visit our homepage at 
http://www.opinionsearch.com 

175 state-of-the-art CATI stations J 
in two, fully-interconnected call centers. / 

Fast, accurate, 1 
low drop-rate predictive dialing. / 

With our powerful suite of survey software tools we can program 
for both CATI and the Internet in a single pass. Complex 

branching logic. block and question rotation. randomization 
- if you can do it on the phone. we can do it on the Net. 

Observe every aspect of the data collection process remotely: 
0 monitor the progress of every call. 
0 view dispositions. quotas and completion rates in real time. 
0 Virtual Private Network (VPN) provides ultra-secure Internet access 

for updates and data files. 
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