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Harris Interactive QuickQuerysM 
2,000 Responses - 2 Days 

QuickQuery is an omnibus survey that 
Leverages the power of the Internet to 
quickly and economically answer your 
toughest consumer-based questions. 

Our survey consultants will work with 
you to finalize your questions, and in just 
two days you'LL have accurate, projectable 
results. And with more than 2,000 
completed interviews nationwide, your 
data will have twice the depth and detail 
of competitive omnibus services. 

Harris Interactive is the global Leader in 
Internet-based market research, with a 
multimillion member online panel. 

For mo re information please call 
8 77.919.4765 or visit our website: 
www.harrisinteractive.comfqq 

wo business days (holidays and weekends excluded). 

~iimmii www.harrisinteractive.com Tel 877.919.4765 
~ • • · 1 ·+ ©2002, Harris Interactive Inc. All rights reserved. 36USC220506 EOE M/ F/ D/V 03 .02 
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COMPLETE FOCUS GROUP FACILITIES 

CONSUMER, EXECUTIVE, AND MEDICAL RECRUITING 

ONLINE FOCUS GROUPS 

CENTRAL LOCATION TESTS 

MOCK JURIES 

WEBSITE USABILITY TESTING 

STORE AUDITS 

CENTRAL LOCATION INTERVIEWING 

INTERCEPT INTERVIEWING 

PRODUCT AND TASTE TESTS 

IN-STORE MERCHANDISING AND DISTRIBUTION 

MYSTERY SHOPPING PROGRAMS 

COUPONING AND DEMONSTRATIONS 

Schlesinger Associates 

A Marluting Rtstarch Corporation 
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yourcustomers 
talk to us 

worldwide 

Africa 

America 

Internet: www.probert.com 

Australasia 

Asia 

Europe 

A one-stop marketing research agency 
for all your international surveys 

• full service 
• international staff 
• worldwide activities supervised locally 

by PRP managers 
• 130 CATI work-stations 
• interviews in customers' native languages 
• certified ISO 9001 International 

INTERNATIONAL MARI<ETING RESEARCH 

P. Robert and Partners SA International Marketing Research • Phone +41 21 802 84 84 • Fax +41 21 802 84 85 • Internet: www.probert.com 
E-mail : mail@probert.com • P.O. Box •1110 Merges • Switzerland 



With dual cameras~ on-site technicians~ 
and multiple views~ 

you'd swear you were there. 

FocusVision video transmits the live focus group experie 
right to your office or home ... without travel. 

The focus group experience is not simply "watching" a focus 
group. FocusVision captures all of the nuances ana expres­
sions, the all-important "immediate debrief' from your mod­
erator, and a shared experience with your business associates. 

Whether it's FocusVision Videoconferencing or 
Videostreaming, we have multiple cameras, picture-in-pic­
ture, plus live camera operators who get close-ups and full­
group views. 

Moderators can now conduct their interviews remotely via 
two-way videoconferencin_g from the clients office, their own 
office, or a nearby focus hicility equipped with FocusVision 
videoconferencing. 

With Focus Vision you increase staff productivity, allow more 
people to view the groups and save the time, cost and hassle 
of travel. 

Focus Vision™ 
WORLDWIDE , INC . 

Call 1-800-433-8128 
or e-mail: info@focusvision.com to find out more. 



~FacusVisian™ 
MEMBER FACILITIES 

ARIZONA 
Phoenix: 
• FIELDWORK PHOENIX, INC.­

SOUTH MOUNTAIN 
• FIELDWORK PHOENIX, INC. 

SCOTTSDALE 
' FOCUS MARKET RESEARCH , 

INC.-GroupNet"" 
• PLAZA RESEARCH-PHOENIX 

CALIF RNIA 
~ 
San Francisco: 
• CONSUMER RESEARCH 

ASSOC./ SUPEROOMS 
* ECKER & ASSOCIATES 

DOWNTOWN & 
SOUTH SAN FRANCISCO 

• FLEISCHMAN FIELD 
RESEARCH, INC. 

• NICHOLS RESEARCH, INC. 
-GroupNet"' 

• PLAZA RESEARCH 
SAN FRANCISCO 

San Francisco (suburban]: 
* NICHOLS RESEARCH, INC. 

-GroupNet"' 
San Jose: 
• NICHOLS RESEARCH, INC. 
~Net"' 

Los Angeles 
• ADEPT CONSUMER 

TESnNG, INC. 
-GroupNet"' BEVERLY HILLS 

• ADEPT CONSUMER 
TE5nNG, INC. 
-GroupNetrM ENCINO 

• ADLER-WEINER RESEARCH 
WESTWOOD 

ASSISTANCE IN MARKETING 
L.A. FOCUS 
MECZKA MARKEnNG 

RESEARCH 
CONSULnNG 

MURRAY HILL CENTER 
WEST-SANTA MONICA 

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

MARINA DEL RAY 
L.A. Orange County 
* FIELDWORK, L.A., INC. -

IN ORANGE COUNTY 
TROTTA ASSOCIATES 

-IRVINE 
San Diego 
• LUTH RESEARCH, INC. 

SAN DIEGO 
* TAYLOR RESEARCH, lnc.­

GroupNet"" 

COLORADO 
Denver 
• ACCUDATA MARKET 

RESEARCH, INC.­
GroupNet"" 

• COLORADO MARKET 
RESEARCH 

• FIELDWORK DENVER, INC. 
INFORMAnON RESEARCH 

* PLAZA DENVER 

Danbury 
MARKETVIEW 

Stamford 
• FOCUS FIRST AMERICA 
Norwalk 

NEW ENGLAND 
MARKEnNG 
RESEARCH 

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

INC.-GroupNet"" 
Jacksonville 

IRWIN RESEARCH 
SERVICES 

Miami 
• NAnONAL OPINION 

RESEARCH SERVICES 
• RIFE MARKET RESEARCH, INC 
Orlando 
• SCHLESINGER ASSOCIATES 
Tampa 
• THE HERRON GROUP 

-GroupNet"" 
WESTSHORE BLW. 

• PLAZA RESEARCH • TAMPA 
• SUPERIOR RESEARCH 
* TIU-TAMPA BAY INC. 

GEORGIA 
Atlanta 

FIELDWORK An.ANTA, INC. 
MURRAY HILL 

CENTER-An.ANTA 
JACKSON ASSOCIATES, 

INC.-GroupNet"" 
JOHN STOLZBERG MARKET 

RESEARCH 
PLAZA RESEARCK-An.ANTA 
SCHLESINGER ASSOCIATES 
SUPERIOR RESEARCH 
T & K RESEARCH CENTERS 

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

ILLINOIS 
Chicago- Downtown 
* ADLER-WEINER RESEARCH 

CHICAGO FOCUS 
FOCUSCOPE, INC. 
ILUNOISE CENTER 

MARKET RESEARCH 
• MURRAY HILL CENTER 

CENTRAL, INC. 
• NATIONAL DATA 

RESEARCH, INC. 
-GroupNetTM 

NAnONAL QUAUTAnVE CENTERS 
* PLAZA RESEARCH CHICAGO 
* SAVITZ FIELD & FOCUS 
* SCHLESINGER ASSOCIATES 
* SMITH RESEARCH 
Chicago- Suburban 

ASSISTANCE IN MARKEnNG 
-CHICAGO, INC. 

DELVE[QCS)-OAK BROOK 
* FIELDWORK CHICAGO, INC.­

NORTH 
• FIELDWORK CHICAGO-O'HARE, INC. 
• FIELDWORK CHICAGO, INC.­

SCHAUMBURG 
FOCUSCOPE, INC.-

OAK PARK 
* NATIONAL DATA 

RESEARCH, INC. 
-GroupNet""- NORTHFIELD 

* OAKBROOK INTERVIEWING 
CENTER 

• O'HARE IN FOCUS 

• SMITH RESEARCH, INC. 
DEERFIELD 

INDIANA 
Indianapolis 
* HERRON ASSOCIATES, 

INC.-GroupNet"" 

SAS 
Kansas City 

THE FIELD HOUSE 

MARYLAND 
Baltimore 
* CHESAPEAKE SURVEYS, 

INC.-GroupNet"" 
* HOUSE MARKET RESEARCH 
* BALnMORE RESEARCH 

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

PERFORMANCE 
PLUS-GroupNet"" 

* FOCUS ON BOSTON 
* FOCUS POINTE BOSTON 

NAnONAL QUALITAnvE CENTERS 
Boston- Suburban 
* BOSTON FIELD & FOCUS 

PERFORMANCE PLU5-
GroupNet"" FRAMINGHAM 

• FIELDWORK BOSTON, INC. 
FOCUS ON BOSTON-BRAINTREE 
NAnONAL FIELD 

& FOCU5-NAnCK 

MICHIGAN 
Detroit 
• MORPACE lnt'l 

Group Net.,. 
SHIFRIN-HAYWORTH 

MINNESOTA 
Minneapolis 
* FIELDWORK MINNEAPOLIS, INC. 
• FOCUS MARKET 

RESEARCH, INC. 
-GroupNet"" 

* ORMAN GUIDANCE ASH. 

MISSOURI 
St. Louis 
* PETERS MARKEnNG 

RESEARCH, INC. 
DELVE(QCS) 

NEVADA 
Las Vegas 

LAS VEGAS SURVEYS 

NE JERSEY 
FIELDWORK EAST, INC.­

FORT LEE 
FOCUS POINTE NORTH JERSEY­
TEANECK 

GROUP DYNAMIICS.CHERRY 
HILL, INC.-GroupNet"" 
VOORHEES 

MEADOWI.ANDS 
CONSUMER 
CENTER, INC • ..SECAUCUS 

PETERS M.ARKEnNG 
RESEARCH, INC. 

PLAZA PARAMUS 
SCHLESINGER ASSOCIATES 

EDISON 
TAi • NEW JERSEY-TEANECK 

EWYORK 
New York City 
* FOCUS POINTE 
* FOCUS SUITEs-NEW YORK 

MURRAY HILL CENTER 

* NEW YORK FOCUS 
* SQI.ESINGER ASSOCIATES 
* WAC OF NEW YORK, 

INC.-GroupNet"" 
New York-suburban 
* FIELDWORK NY, INC.­

WESTCHESTER 
• JRA: WHITE PLAINS NY 
• THE LOOKING GLASS..SYOSSET 

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

RESEARCH ASSOC., 
INC.-GroupNet"" 

OHIO 
Cincinnati 

THE ANSWER GROUP 
• QFACT MARKEnNG 

RESEARCH, INC.­
GroupNetrM 

Cleveland 
* FOCUS GROUPS OF a..EVELAND 
* PAT HENRY CLEVELAND 
Columbus 

DELVE(QCS) 

OREGON 
Portland 

CONSUMER OPINION 
SERVICES, INC. 
-GroupNet"" 

PENNSYLVANIA 
PHILADELPHIA- Downtown 
* FOCUS POINTE 
• JRA 
* SCHLESINGER ASSOCIATES 
PhiladelphiB-Suburban 
* FOCUS POINTE-

BALACYNWYD 
* FOCUS SUITES 

OF PHILADELPHIA 
• GROUP DYNAMIICS 

IN FOCUS, INC.­
BALACYNWYD 
-GroupNetTM 

* PLAZA MARLTON­
MALTON, NJ 

RHODE ISLAND 
Providence 

BOSTON FIELD & FOCUS 
PERFORMANCE 
PLUS-GroupNet"' 

TENNESSEE 
Memphis 
* ACCUDATA MARKET 

RESEARCH, INC. 
-GroupNet"" 

TEXAS 
Austin 

TAMMADGE MARKET 
RESEARCH 

Dallas 
* CONSUMER RESEARCH 

ASSOC./SUPEROOMS 
DELVE(QCS) 
FENTON SWANGER 

* FIELDWORK DALLAS, INC. 
* FOCUS ON DALLAS, 

INC.-GroupNetrM 
CONSUMER RESEARCH 

* PLAZA RESEARCH DALLAS 
* SAVITZ FIELD & FOCUS 
Houston 
* CQS RESEARCH, INC. 

OPINIONS UNLIMITED, INC. 
-GroupNet"" 

* PLAZA RESEARCH 
* SAVITZ FIELD & FOCUS 

VIRGINIA 
Fairfax 
* METRO RESEARCH 

SERVICES, INC. 

WA HIN N 
Seattle 
• CONSUMER OPINION 

SERVICES, INC. 
-GroupNet"" 

GILMORE RESEARCH GROUP 
* FIELDWORK SEATTLE, INC. 

WASHINGTON DC 
* HOUSE MARKET RESEARCH 
* SHUGOLL RESEARCH, 

INC.-GroupNet"" 

WISCONSIN 
Milwaukee 

LEIN/ SPIEGELHOFF, INC. 

CANADA 
Toronto 

TORONTO FOCUS 

* Videostreaming 
also allis/able 

Plus 70+ International 
Facilities 

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

©2001, FocusVision Worldwide, Inc. 



Craftsman Tools are 
tops in brand-ranking 
study 

Fall2001 
Rank 

1 

EquiTrend World-Class Brands 

Brand Spring 2001 Quality 
Rank 

Craftsman Tools 2 8.21 

Salience Equity 

92 75.5 

Want a 
world -c lass 
brand? Then 
have a simple 
promi se -
and de live r 
on that 
promise for a 
lon g time . 
This old tenet 
was pro ven 
true on ce 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

Waterford Crystal 

Rolls-Royce Motor Cars 

Discovery Channel 

W0-40 Spray Lubricant 

Bose Stereo & Speaker Systems 

Crayola Crayons & Markers 

Hershey's Kisses 

M&M's Chocolate Candies 

History Channel 

National Geographic Magazine 

1 8.20 68 55.8 

11 8.20 53 43.5 

3 8.19 95 77.8 

7 8.12 93 75.5 

6 8.09 72 58.2 

5 8.06 94 75.8 

NR 8.01 99 79.3 

4 8.00 98 78.4 

20 8.00 90 72.0 

18 8.00 90 72.0 

again in the EquiTrend online brand 
study condu cted with more th an 
30,000 consumers and completed in 
November 2001. This is the 36th wave 
of the study, which has been regular­
ly conducted since 1989 by Total 
Research Corporation, which devel-

oped the Equ iTrend methodology. 
Topping the bes t brand li st wa 

Craftsman Tools, with a quality score 
of 8.21 on a scale of 0 to 10 -just 
nosing out Waterford Crystal, which 
had been fi r t in the pring 2001 study. 
Newcomers into the "world-class" (a 

quali ty score of 8.00 or above) brands 
1 ist we re: #3 Rolls-R oyce, #8 
He rshey's K i ses, #1 0 Histo ry 
C hanne l, and #11 National 
Geographic magazine. 

Bu t orne other tenet were not 
continued on p. 65 
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Sporting goods industry slumping 
Consumer caution, excess capacity and a weakening 

economy are the biggest factors affecting the sporting 
goods industry, according to the Sporting Goods 
Manufacturers Association (SGMA) in its 
annual State of the Industry report. 

The core components of the industry 
- sporting goods equipment, sports 
apparel, and athletic footwear - are 
profiled in this report. The only cate­
gory to show growth in 2001 was ath­
letic footwear and only slight increas­
es are expected in 2002. 

In 2001, sporting goods equipment 
sales were $16.6 billion- a 4.0 percent 
decrease from 2000. The top two cate­
gories for equipment sales in 2001 were exer­

stant explosion of new fashion trends, and severe price 
competition. Despite the overall decline in sports apparel 

sales, spending for women 's apparel has increased at 
a greater rate than spending for men 's. Why? 

This is partly due to the rise in sports par­
ticipation by females. 

Athletic footwear sales in 2001 were 
$9.5 billion - a 1.1 percent increase 
over 2000. Sale are expected to 
increase about 2 percent in 2002. The 
top two categories of athletic footwear 
are running and basketbalL Through 

August of 2001, sales of athletic 
footwear were up by 7 percent vs. 2000. 

The terrorist attacks of September 11 had 
a significant impact on athletic footwear 

---~-- spending patterns, as they did on all spending pat­cise machines and golf. Only two major categories 
showed positive signs in 2001: soccer gear and outdoor 
equipment. 

Sports apparel sales last year were $20.0 billion, a 3.5 
percent drop vs. 2000. This slow rate of growth is a reflec­
tion of the overall clothing market - an excess of retail 
space, an ever-shifting kaleidoscope of brand names, a con-

terns in the economy. According to The NPD Group, 5.2 
percent of athletic footwear sales were conducted online 
in 2001 vs. 4.7 percent in 2000. According to NPD, when 
in-store purchases fell in September and October, online 
purchases jumped 64 percent and catalog buying rose 33 
percent. For more information visit www.sgma.com. 

www.quirks.com Quirk's Marketing Research Review 



How does FocusVision deliver 
reliability and service worldwide? 

FocusVisians 180 certified technicians with a commitment to quality. 

Delivering the Focus Vision Experience Worldwide Focus Vision Service Infrastructure 
FocusVision is a global service for video transmission of live focus A Cenified Tech is on-site for every project, operating under direct 
groups. A worldwide network of top-rated focus facilities throughout the supervision of senior engineers at Focus Vision Tech Centers in Stamford 
U.S.A. , Europe, Asia-Pacific and Latin America is installed with and Paris. They are members of a team comprised of technicians, project 
Focus Vision advanced technology for videoconferencing and coordinators and client account directors. 
videostreaming over the Internet. 

How are we able to deliver the Focus Vision experience from this far flung 
network, ensuring reliability and uniformity of service? One reason is our 
corps of In-Field Cenified Focus Vision Technicians. 

Training and Certification 
Training includes on-the-job experience with a 
senior tech, and study of our sixty-page Focus Vision 
Service Manual outlining equipment, systems, testing 
procedures, and service protcols. You1ll recognize a 
FocusVision Technician by the Certification 
pin proudly worn. 

Manual 

What Does It Mean To You? 
Clients and moderators can schedule Focus Vision projects anywhere in 
the world with ease and complete peace of mind. The team infrastruc­

ture ensures the highest uniform standards of tech­
nical expenise, reliability, and service for your projects. 

The Focus Vision Technician is yet another reason more 
than 350 leading U.S.A. and global companies include 
FocusVision as an integral pan of their qualitative 
research programs, and why FocusVision is the world 
leader for more than a decade. 

Call 1-800-433-8128 or visit: www.focusvision.com to find out more. 
1266 East Main Street, Stamford, CT 06902-3562 Tel : 203-961-1715 e-mail: info@focusvision.com 

FocusVisionTI1 
WORLDWIDE , INC . 
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Walker Information, Indianapolis, 
has promoted Brian Kovacs to chief 
information officer and senior vice 
president. In addition, Sean Clayton 
has been promoted to business team 
leader for one of the company's tech­
nology industry teams. 

Kovacs Schmidt 

NFO WorldGroup, Northwood, 
Ohio, has named Linda M. Schmidt 
vice president and general manager for 
NFO USA's Atlanta office. 

San Diego Surveys, Inc., is pleased 
to announce that Joyce Coyle has com­
pleted 24 years of service as director of 
the medical/healthcare department. 

Curt Stenger has joined Research 
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Gabor Duranszkai as managing 
director of TNS Modus in Hungary. 

Dan Coates has been named sales 
director for Chicago-based SPSS MR 
North America. 

International as director, marketing 
sciences, in the firm's Cambridge, 
Mass. , office. Also at the Cambridge 
office, Bob Mills has been named mar­
keting scientist, and Lynne 
Castronuovo has been named senior 
research manager. In New York, Kirk 
McDonald has been named senior 
research manager. 

Opinion Research Corporation , 
Princeton, N.J., has named Joel H. 
Goren global managing director, brand 

Susan Sternberg has joined New strategy. 
York-based Visualizer Multimedia 
Research as director of client service. Stephen Palacios has joined San 

GfK Custom Research Inc., 
Minneapolis , has named Roger 
Brooks vice president, business devel­
opment, at the firm's San Francisco 
office. 

New York-based advertising and 
marketing information firm CMR has 
named Carl Dickens senior vice pres­
ident for the media group. 

Consumer Pulse, Inc., Birmingham, 
Mich., has promoted Leslie Dyer to 
vice president, operations. 

Taylor Nelson Sofres has named 

Francisco research fum Cheskin as direc-
tor of business development within the 
firm's Consumer Goods & Services 
Studio. In addition, Greg McHugh will 
fill the newly created position of COO at 
Cheskin in charge of all internal opera­
tions. And Susan Faulkner has been 
named strategic director. 

Braintree, Mass., research firm 
Perseus Development Corporation has 
named Andre M. Boisvert to its board 
of directors. Boisvert is chairman of the 
board of Sagent Technology. 

Forrester Research , Inc . , 
Cambridge, Mass., has named Warren 
Hadley chief financial officer and 
Timothy J. Moynihan as general 
counsel, succeeding Susan Whirty 
Maffei, who will remain as a consul­
tant to Forrester for special projects 
with the chief executive officer and 
board of directors. 

Cincinnati research firm Burke, Inc. 
has promoted John Seal to vice pres­
ident, advanced methods. 

NetRatings, Inc., a Milpitas, Calif., 
Internet audience measurement firm 
has named George Durney senior vice 
president, sales; Manish Bhatia, 
senior vice president, product market­
ing and business development; Sean 
Kaldor, vice president, analytics and 
corporate marketing; and Barbara 
Jarzab, vice president and chief of 
measurement science. 

www.quirks.com Quirk's Marketing Research Review 



Reveal New Resources 
With Services from The Analytical Group 

Sometimes you just don't have enough people, time or the expert resourc( 
required to bid or take on a project. By using The Analytical Group as your 
support staff, you can take on new clients, offer additional services and 
expertise, get into new markets and fulfill more of your current customers' 
needs ... With over 30 years in the industry we do superior work and our 
affordability gives you greater profitability. 

Telephone Interviewing Centers 
Our telephone interviewing centers excel in data collection and field management. Like our 
many software users, we use our WinOuery CATJ software at our facilities. You can be 
confident we are using the most dependable software with the most advanced capabilities. 

We are the WinOuery experts. 

Data Processing Services 
From data entry and optical scanning to crosstab 

and custom programming, we provide all services 
through final presentation. We use our own 

powerful WinCross crosstab software. We 
are the WinCross developers and experts. 

Statistical Consultation 
& Analysis Services 

Theoretical direction, strategic 
consulting or rigorous techniques, 
our analysts and consultants have 
a broad range of experience in 
academic theory and practical 
applications. 

OueryWeh 
The Analytical Group offers you a 
complete OueryWeb Internet hosting 
service to help you get your studies on 
the Web with the least investment in 
time, effort, and costs. OueryWeb has 
all the advanced features you've come 
to expect in Wi nOuery. 

Our attention to detail ensures 
that you get the most appropriate 

solution, quickly and cost--efficiently. 

800.946.2767 • www.acsinfo .com 
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Maritz launches site 
usability tool 

Maritz Research, St. Louis, has 
launched a Web site usability tool 
called MindAbility, a software plat­
form that provides an understanding 
of the online customer experience. 
Maritz recently acquired the technolo­
gy assets of MindAbility, which were 
previously part of a privately-held 
firm. The MindAbility browser tracks 
pages viewed, links, scrolling action, 
click paths, browser interaction, text 
input, and download/page load time 
during a user session. During an eval­
uation, the browser records the online 
experience of a respondent and cap­
tures qualitative thoughts and com­
ments. For more information visit 
www.maritzresearch.com. 

Geography Network 
adds mapping data from 
World Bank Group 

Redlands, Calif., geographic infor­
mation system software firm ESRI has 
announced that the World Bank Group 
has provided 23 unique layers of 
worldwide mapping data, or "devel­
opment indicators," to the Geography 
Network for inclusion in its collection 
of georeferenced data. The Geography 
Network is a global network of geo­
graphic information users and 
providers. The World Bank has indi­
cated that its goal for worldwide devel­
opment is to permanently improve the 
welfare of people everywhere. The 
world development indicators measure 
the progress toward this goal. The data 
provided by the World Bank to the 
Geography Network includes: agri­
culture share in gross domestic product 
(GDP), 1999; annual deforestation, 
1990-2000; gross national income per 
capita, 1999; passenger cars per 1,000 
people, 1999; and telephone main lines 
per 1,000 people, 1999. For more 

12 

information visit www.geographynet­
work.com or www.esri.com. 

Consumer Pulse now 
offers on-site Internet 
interviewing 

Birmingham, Mich.-based 
Consumer Pulse, Inc. now provides 
on-site Internet interviewing in mall 
and pre-recruited settings at its net­
work of 15 U.S. locations. Utilizing 
multiple networked PCs with DSL 
Internet connections in each of its U.S. 
locations, the firm can now complete 
Web-hosted surveys, downloaded sur­
veys, CD-ROM-with-Internet surveys, 
and traditional CAPI interviewing. In 
addition, Consumer Pulse can support 
any Internet-available software and 
any computerized interviewing soft­
ware (including UNIX-based pro­
grams like Quancept CAPI) on its net­
work of computers. For more infor­
mation contact Richard Miller or 
Patrick Parrott at 248-540-5330 or 
800-336-0159 or visit www.con­
sumerpulse.com. 

StatSoft adds Six Sigma 
courses 

Tulsa, Okla., research software firm 
StatSoft, Inc. has added two new Six 
Sigma training courses to its course 
offerings. "Six Sigma Statistics -
Basic" and "Six Sigma Statistics -
Expert" have been designed to provide 
participants with an overview of the 
Six Sigma statistical tools. Participants 
will come away with a working knowl­
edge of the Six Sigma capabilities of 
StatSoft's STATISTICA software and 
be able to put the various methods into 
action at their organization. Both 
courses focus primarily on the appli­
cation of statistics within the Six Sigma 
DMAIC (Define, Measure, Analyze, 
Improve, Control) methodology. 
Participants attend "Basic Training" 

for three days, while "Expert Training" 
runs for a full week (five days). For 
more information visit www.stat­
soft.com. 

System ranks celebrities 
Encino, Calif., research firm E-Poll 

has launched E-Score, a new approach 
to talent scoring utilizing not only 
celebrity like/dislike scales, but also 
"face only" and "name only" recogni­
tion scores, 30 personality attribute 
qualifiers, and open-ended questions 
which consumer respondents use to 
rank celebritie . E-Score's list of attrib­
utes ranges from "funny" and "attrac­
tive" to "can identify with" and "over­
exposed." Each celebrity in the E­
Score database is ranked up to four 
times annually. Currently, E-Score 
offers a databa e of 400 celebrities, 
which will increa e to more than 1,500 
by June 2002. For more information 
contact Michelle Waxman at 818-995-
4960 or visit www.epoll.com. 

Survey Sampling joins 
with iWon to expand 
sampling 

Survey Sampling, Inc. (SSI), 
Fairfield, Conn., and the Excite 
Network's iWon portal have joined 
forces to provide an expanded range of 
sampling services to the marketing 
research industry. The partnership will 
also allow SSI to further grow the 
SurveyS pot Internet Sampling Panel, a 
multi-sourced Internet research panel 
representing over a million individuals. 
The SSI SurveySpot panel provides 
access to an Internet households on the 
basis of demographics such as age, 
gender, and income, and standard mar­
keting geographies such as MSA and 
DMA. Selections can be balanced to 
the Internet or general population. In 
addition, SurveySpot allows special 
selections including ailments and pre-

continued on p. 73 
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Peak Performance 
Anticipation . .. Coordination .. . 

Determination! We know the feeling. 

At Delve, we approach our data collection 

projects with a sense of purpose and confi­
dence that comes from being a leader. 

We realize you're looking for more from 

your suppliers ... more insight, more 
understanding, better ways of connecting 

to your customers. Our goal is to help you 

understand your customers, and we've 
transformed our business to meet your 

need with far-reaching marketing, product, 

and business information. 

Delve creates and fosters environments 

for dynamic dialogues between marketers 

and customers. Whether they be face-to­

face, voice-to-voice, or technology-based 

settings like the Web, we are committed to 

providing the best in the business. 

Connect with us today and we'll give you 

a gold medal performance! 

Focus Groups 
Pre-Recruits 
Web Surveys 

Telephone Interviews 
Central location Testing 

Taste Tests 
Interactive Voice Response 

www.delve.com 
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Frost & Sullivan will hold its fifth 
annual Advanced Marketing 
Research Executive Summit, West, 
on March 10-14 in San Antonio , 
Texas. For more information visit 
http:/ /summits. frost. com/ AM R. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold a conference on CRM/data 
mining on March 17-19 in Prague. For 
more information visit www.esomar.nl. 

Britain 's Market Research Society 
will hold its annual conference on 
March 20-22 at the Hilton Brighton 
Metropole, Brighton , England . For 
more information visit 
www.mrs.org.uk. 

The Advertising Research 
Foundation will hold its annual confer­
ence on April 8-10 at the New York 
Hilton. For more information visit 
www.arfsite.org. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold a conference on managing 

News notes 
!tracks, a Saskatoon, 

Saskatchewan, online research soft­
ware firm, has acquired the patent 
for online focus groups from 
Greenfield Online. This move will 
assist in the development of I tracks' 
Online Focus Group facility. As part 
of the agreement, Greenfield Online 
will continue to offer online focus 
groups and will use I tracks' Online 
Focus Gro up facilities to do so. 
!tracks will purchase sample from 
Greenfield Online. "We felt that by 
owning the patent we could best 
serve not only our clients, but also 
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research for profit ("The Client 's 
Perspective ") on April 14-16 in 
Gothenburg , Sweden. For more infor­
mation visit www.esomar.nl. 

Anderson , Niebuhr & Associates will 
hold a questionnaire design and use 
workshop on April18-1 9 at the Holiday 
Inn Select - International Airport , 
Bloomington, Minn. For more infor­
mation call 800-678-5577 or visit 
www.ana-inc.com. 

The Council for Marketing and 
Opinion Research (CMOR) will host a 
forum to discuss improving respon­
dent cooperation and relations on April 
22-23 at the Yale Club in New York City 
and again on April 25-26 at the 
University of Chicago Gleacher Center. 
For more information or to register 
online visit www.cmor.org. 

Klein Associates will hold a work­
shop on capturing and leveraging cog­
nition in context ("Putting Cognitive 
Task Analysis to Work: Understanding 
Users, Customers, and Experts") on 
April 30-May 2 in Dayton, Ohio. For 

the long-term growth potential of 
online qualitative research. This 
patent is an excellent fit with our goal 
of developing and improving our 
tools for the overall benefit of the 
market research industry," says 
Daniel Weber, !tracks president and 
CEO. "In essence, the deal allows 
both of our companies to concentrate 
our energies on our own core com­
petencies." 

Access World wid e 
Communications, Inc. , a Boca 
Raton, Fla., marketing services firm, 
has sold its Cultural Access Group 
to Lumina Americas, Inc., an inte-

1 1 
more information visit www.decision­
making.com. 

Anderson, Niebuhr & Associates will 
hold a questionnaire design and use 
workshop on May 2-3 at the Rosen 
Centre Hotel, Orlando, Fla. For more 
information call 800-678-5577 or visit 
www.ana-inc.com. 

Tragon Corporation will hold a work­
shop titled "Designing Product 
Success Through Descriptive Analysis" 
on May 6-8 at the Sheraton Palo Alto, 
Palo Alto, Calif. For more information 
visit www.tragon.com. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold its Latin American conference 
on May 12-14 in Buenos Aires. For 
more information visit www.esomar.nl. 

The American Marketing Association 
(AMA) will hold a conference on 
applied research methods on May 14-
17 at the Palmer House Hilton , 
Chicago. For more information visit 
www.marketingpower.com. 

grated marketing firm, for $1.2 mil­
lion in cash, plus the assumption by 
Lumina Americas of certain liabili­
ties of the Cultural Access Group 
totaling approximately $0.5 million. 
Los Angeles-ba ed Cultural Access 
Group provides marketing research 
and consulting services. The trans­
action was unanimously approved by 
Access Worldwide's board of direc­
tors. 

F orrester Research , Inc. , 
Cambridge, Mass., announced a 
workforce reduction which is expect­
ed to result in the elimination of 
approximately 126 jobs, or about 22 
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percent of its workforce worldwide. 

ACNielsen U.S., Schaumburg, Ill., 
announced that it ha found the 
University of Michigan's Consumer 
Sentiment Index to be a good pre­
dictor of future changes in consumer 
purchasing of food, health and beau­
ty aids, and non-food consumer 
packaged goods (CPG). This is the 
first time the Consumer Sentiment 
Index attitudinal findings have been 
correlated to consumer purchase 
behavior. The research indicates a 
nine-month lag between changing 
attitudes and their manifestation in 
purchase behavior. 

Controlling for other factors that 
would impact consumer purchasing, 
ACNielsen compared changes in the 
University of Michigan' Consumer 
Sentiment Index with consumer pur­
chasing transactions from the 
55,000-household ACNielsen 
Homescan consumer panel. It found 
that changes in consumer sentiment 
impacted purchases of consumer 

food, health and beauty aids, and 
non-food CPG categories, with 
changes in consumer sentiment lead­
ing changes in purchasing behavior 
by approximately nine months. 

"The findings are very important 
and further demonstrate the 
Consumer Sentiment Index's broad 
predictive capabilities," says Richard 
Curtin, director of the University of 
Michigan' Surveys of Consumers. 
"Past work has linked our index with 
purchasing of durables such as auto­
mobiles and appliances. We have 
also found that the index is a good 
predictor of changes in unemploy­
ment levels that materialize nine 
month later. But this is the first evi­
dence we have ever seen that the 
index predicts changes in purchas­
ing of non-durables." 

ACNielsen is conducting addi­
tional research to examine the impact 
of changes in consumer sentiment on 
behavioral changes within specific 
retail channels and product cate­
gories. Surveys of Homescan con-

sumer panel households are provid­
ing additional insights into the link­
age between consumer attitudes and 
behavior. 

Jon Peddie Associates (JPA) has 
changed its name to Penton Digital 
Media Research . Operating as a 
division of San Francisco-based 
Penton Media since its acquisition 
in May 1999, Penton Digital Media 
Research produces market research 
reports in the areas of digital media, 
consumer media technology, soft­
ware, and graphics. 

Acquisitions 
Redlands, Calif., GIS firm ESRI 

has acquired CACI's U.S.-based 
Marketing Systems Group, a busi­
ness unit of CACI International Inc. 
This acquisition involves the creation 
of the ESRI Business Information 
Solutions (ESRI BIS) group and the 
purchase of software, data assets, and 
methodologies. The new ESRI unit 

continued on p. 60 

It's a$miill world ... 
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execution and analysis of every project. 

Domestic and International 
Qualitative and 

Quantitative Research 

March 2002 

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

etc Erlich Transcultural Consultants 
21241 Ventura Boulevard, Suite 193 

Wood land Hills, CA 91364 
Ph: 818/226-1333 Fax: 818/226-1338 

Email: info@etcethnic.com Web: www.etcethnic.com 

www.quirks.com 15 



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. He can be 
reached at 818-782-4252 or at artshul­
man@aol.com. 

D
iane Trotta of Trotta Associates tells 
about a guy recruited to participate 
in a focus group. He showed up in 

the lobby, signed in, and filled out the 
paperwork the session required. He was 
then ushered into the focus room. A few 
short minutes later the moderator asked 
the guy to leave. Trotta, standing outside, 
wondered what the guy had said to get 
himself kicked out When she approached 
him and asked, his speech was slurred, 
and his lips were moving funny. 

Turns out that after being recruited over 
the phone a week earlier, the guy had had 
surgery, after which his jaw had been 
wired shut. He recognized that he could­
n't talk (and be easily understood), but he 
came to the group anyway, explaining 
through a clenched mandible, "I can still 
listen." 

Joel Reish of Next Level Research 
once was moderating a group of men 
who were all screened to have a particu­
lar radio station in a large southern city as 
their favorite. The room was a broad mix 
of guys, including one not-too-polite con­
struction worker in a Cat Tractor cap. 

At one point, Reish explored the topic 
of the disc jockeys on the respondents' 
favorite station. He asked participants to 

raise their hand if they could remember 
the name of the morning show host. 

Construction Guy was the only one 
who raised his hand (perhaps one indica-
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By Art Shulman 

tion of why the station's ratings had 
slipped). The other guys looked at each 
other sheepishly, fmding it a little embar­
rassing that they couldn't think of the 
host' name on their own favorite sta­
tion. As the construction worker held up 
his hand, he looked around the room in 
disbelief and then yelled at the top of his 
voice, "Damn y'all! I do drugs and I 
know that one!" 

The screaming and laughter took a 
while to diminish - and that was just 
from the clients in the back room. 

Reish was once conducting focus 
groups among young adults who listen to 
new-music radio stations. The client 
wanted to test their reactions to a special 
vehicle that the station could purchase 
that was designed to look like a giant 
compact disc. 

Reish showed the group a picture in 
which the huge 15-foot-high disc was on 
a trailer hooked to a truck, with people 
standing in front and trees in the back­
ground. Reish explained to the group that 
it was a mock-up of a giant CD, and a 
radio station could bring it to remote 
events or parades and such, and the disc 
jockey could broadcast live from a booth 
inside the middle of it. 

One earnest young woman squinted at 
it in confusion and then asked in all seri­
ousness, "Can you play it?" 

Sharon Livingston of Executive 
Solutions reports doing intense one-on­
one interviews, delving for deep insight 
among a group of less-than-articulate 
consumers. She'd pulled out all the stops 
on projectives and various exercises that 
had always worked in the pa t, but it was 
still like pulling teeth to get a little beneath 
the surface with this one segment. 

She had a brainstorm: She noticed that 
respondents were looking at magazines 
on a coffee table while waiting in the 
anteroom, so she a ked one consumer to 
bring the magazine she was reading in 
with her, to use it as a source of pictures 
for storytelling. 

The technique worked to some extent, 
but Livingston needed individual pic­
tures that could be moved around, in a 
puzzle fa hion, to really tell a complete 
story. 

The next woman happened to be read­
ing a copy of US magazine. Livingston 
asked if she'd like to bring it in to the 
interview. "Sure," the respondent said. 
While explaining the set-up, Livingston 
reached over, nabbed the magazine and 
started ripping pages out, preparing for 
the exercise. As Livingston went on talk­
ing, the woman's jaw dropped and her 
eyes opened wide. Finally, she chastised 
Livingston, "You know, I haven't read 
that yet!" 

Turns out the woman had just pur­
chased the magazine, only to have a 
stranger grab it and tear it apart. 

When Livingston checked in with the 
back room after the interview, one of the 
marketing guys was sitting with a copy 
of GQ in front of him. He casually looked 
up and said, "Sharon, I'm not done with 
this one yet." 

In future i sues, we'll report on more 
quirky, loopy, and strange happenings 
in the world of market research. If 
you'd like your story to be told- any­
thing related to research i usable, from 
spilling soup on your client's new suit 
to cute answers respondents provide on 
que tionnaires- please e-mail me at 
art hulman@aol.com. r~ 

www.quirks.com Quirk's Marketing Research Review 



Project Management 

Panelist Registration 
Profile Management 

Customer Service 
Respondent Portal 

Questionnaire Design 
Translation Management 
Sample Management 
Project Accounting 
Quota Monitoring 

Panel Management 

Data Collection 

Analyzer Suite 
Report Publisher 

Data Processing Engine 
Client Portal Manager 

Open-End Coding 

Net-Survey 
Net-CAPI 
Net-CATI 
Net-Focus 
Net-DB 

Analysis and Reporting 



Uncle tabulation software 

Editor's note: Tim Macer is a U.K.­
based independent specialist and 
adviser in the use of technology for 
survey research. He can be reached at 
tim@macer.co.uk. 

C
omparing traditional batch-style 
crosstab packages with the latest 
generation of end-user interactive 

tabulation solutions tended to be like 
telling the tale of the tortoise and the 
hare . Interactive tab packages are 
strong on quick results, but short on the 
versatility and reliability of their more 
lumbering batch counterparts. During 
last year, Uncle graduated from being 
a command-line DOS-style program 
to full32-bit Windows app with a kind 
of hybrid interface that is part hare and 
part tortoise. 

As you would expect from a package 
26 years in the making, Uncle will 
allow you to produce just about any 
table you want, in any style you want, 
from data originating from all the typ­
ical marketing research sources. Uncle 
is neither a data collection nor a data 

By Tim Macer 

entry tool. You must start with a file 
containing the data. Several packages, 
including Ronin and Vox co, will export 
the data and associated text definitions 
ready to load into Uncle. 

Once Uncle has its hands on the data, 
it offers heavy-duty support for editing 
and cleaning, filtering and weighting, 
and it handles continuous data 
admirably. It also allows you to make 
multiple passes on the data file, so you 
can also "manipulate" results to pro­
duce index values, norms, means of 
means and so on. 

An Uncle table is built up as a sepa­
rate set of definitions for the banner 
and the stubs. Once defined, these can 
be reused independently in other 
tables, saving effort and error. Stubs are 
built up line by line, specifying texts, 
definitions and options as a serie of 
single letters or abbreviations in a flex­
ible though, to the new user, somewhat 
bewildering way. 

Wealth of tools 
The biggest shake-up in the new ver-

sion is that all of this is carried out in 
the new Uncle Editor, which provides 
a more interactive environment for the 
user to work in, and a wealth of tools 
to make writing the commands more 
productive. Syntax is color-coded and 
a toolbar provides immediate access 
to cut and paste (which can also be 
performed with drag and drop), undo 
and redo and a very useful spellcheck­
er. More is available on the right mouse 
button menu, and if that is not enough, 
you can program hot keys with your 
favorite commands. 

The real advantage of this approach 
is its immediacy. Exiting from the edi­
tor, you can run the tables immediate­
ly and they will appear either in the 
same syntax window or in a separate 
output window. This direct feedback 
means you know if you are on the right 
track when defining something com­
plicated, yet everything you enter is 
saved for you to modify, re-run, or 
repeat at a later date. 

Uncle tabulation software from The Uncle Group (www.unclegroup.com) 

Sadly, table publishing facilities are 
still somewhat neglected in Uncle. 
There are some useful options to 
include some histograms and charts in 
tables, but don't expect to put togeth­
er a complete presentation from these. 

Pros Cons 
• Fast and efficient to use • Steep learning curve 
• Good online help • Still a lot of cryptic syntax to learn 
• Flexible: any table any way you want • Table-publishing options limited continued on p. 72 
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Advanced Data Research 

Audience response and real-titne tabulations with 
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Welch-Allyn 

Handheld Products 
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Contact David Pietrowski (david@adrsoft.com) or Karin Grubba (karin@adrsoft.com) for more information 
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Editor's note: Jay Magidson is president of Statistical 
Innovations, a Belmont, Mass., statistical modeling and 
software company. He can be reached at jay@statisti­
calinnovations.com. Jeroen Vermunt is a professor in the 
Department of Methodology and Statistics , Til burg 
University, The Netherlands. He can be reached atj.k.ver­
munt@kub.nl. 

C
luster analysis has been one of the primary tools that 
marketing researchers have used to analyze their sur­
vey and other data to help identify different market seg­

ments. According to Kaufman and Rousseeuw (1990), clus­
ter analysis is "the classification of similar objects into 
groups, where the number of groups, as well as their forms 
are unknown." Recent developments in model-based clus­
tering, especially using latent class (LC) modeling offer 
major improvements in the ability to identify important 
segments and to classify persons into the relevant segment 
(Vermunt and Magidson, 2001). This article introduces the 
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LC cluster model and compares its performance with tra­
ditional cluster analysis in various simulated settings. 

In LC analysis, a k-cla s latent variable is used to explain 
the associations among a set of observed variables. Each 
latent class, like each cluster, groups together cases that are 
similar (homogeneous) with respect to the classification 
variables (attitudes, preferences, behavior, etc.). In fact, 
from a statistical perspective, persons in the same latent class 
are indistinguishable from each other in that the response 
patterns that describe their attitudes, preferences, etc., are 
assumed to be characterized by exactly the same probabil­
ities. This differs markedly from the traditional approach 
used in cluster analysis of grouping together persons whose 
responses are "close" according to orne ad hoc measure of 
distance (hierarchical approaches) or those that attempt to 
minimize within-cluster variation (e.g. , k-means clustering). 

The fundamental assumption underlying LC models is 
that of local independence, which states that objects (per­

continued on p. 77 
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Qualitatively Speaking is a regular column in which a revolving cast of authors offers their thoughts on various aspects of 
the multifaceted world of qualitative research -in 1, 000 words or less! Submissions are welcome. Send your ideas or man­
uscripts to Quirk's Editor Joe Rydholm atjoe@quirks.com. 

Firsthand experience or 
secondhand information? 

Client participation in ethnographic and observational research 

Editor's note: Cara Woodland is 
director, discovery and innovation, 
Innovation Focus Inc ., a Lancaster, 
Pa ., consulting firm. She can be 
reached at cwoodland@innovation­
focus .com. 

The competition is fierce for a 
job opening. The human 
resource director has a choice 

between two candidates. Candidate 1 
has had successful job experience in 
this kind of position and Candidate 
2 is well-versed in books written by 
top performers in the field. Which 
one do you think was chosen? 

A similar situation occurs with 
ethnographic market research, the 
study of consumers in their natural 
or home environment. If the spon­
soring company is not directly 
involved in the site visits and analy­
sis of the data, it is easier for it to 
disregard and not apply the research. 
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By Cara Woodland 

How many times ha research been 
conducted, a report written, and then 
the report sits on a shelf? For the 
most effective ethnographic 
research, it is imperative that the 
sponsoring company be involved in 
the research. 

The death of good research is not 
in implementing the results. If 
involved, the sponsoring company 
will live and breathe the life of their 
consumer and hear the stories and 
words directly from the mouth of 
their consumer. Not only does this 
produce buy-in for the consumer's 
perspective in the organization, but 
those conducting the research feel 
more obi igated to represent their 
consumers accurately. The con­
sumers' stories become the company 
stories, and there is a greater likeli­
hood that the research will be imple­
mented and bring change to the orga­
nizational culture. 

If the sponsoring company is not 
involved in the research, it is easier 
for it to be influenced by its biases 
when reading a research report. Even 
if verbatims are included, the spon­
soring company was not there to 
understand the environmental con­
text of the quote. Personal and com­
pany biases can influence the read­
ing of the report and make discount­
ing the research, research company, 
or consumer that much easier. 
Firsthand experience always makes 
a stronger case. 

Involved in a number of ways 
A sponsoring company should 

have more than an advisory role in 
ethnographic research and could be 
included in a number of ways. First­
level participation includes repre­
sentatives of the sponsoring compa­
ny as observers during site visits. 

continued on p. 75 
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Managing for profitability 

Editor's note : This is the first 

installment of a regular column 
aimed at owners and managers of 
marketing research companies. 

Michael Mitrano is a principal at 
the Pennington, N.J., office of 
Transition Strategies Corporation, a 

management consulting firm. He 
can be reached at mmitrano@tran­
sitionstrategies.com. 

Profitability is a painful topic at 
many research companies 
these days . Although some 

firms saw higher revenues and prof­
its in 2001, quite a few were down 
from 2000. Aside from the general­
ly bad economy and the research 
hiatus that followed the September 
11 attacks, several segments of the 
research business were hit by spe­
cific problems: the decline in ad 
volume, a collapse in the tech sector, 
and consolidation in client indus­
tries. In this environment, it's easy 
to fixate on these outside forces and, 
by implication, distance company 
owners and managers from bad 
business performance. 
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By Michael Mitrano 

Still, many people made a decent 
profit in 2001. More importantly, 
some companies show consistently 
good results over the years while 
others are inconsistently profitable 
at best. What separates the compa­
nies with strong results from those 
with weak ones? When I look at dif­
ferent firms across the industry and 
talk with owners and managers, I 
see three factors that explain most of 
the difference. One is extrinsic to a 
company: the kind of work it does. 
The others are intrinsic. 

The kind of work you do 
At a recent financial conference I 

attended, one investor who funds 
middle-market buyouts said that he 
likes to fund businesses that have 
"the wind at their back." In that 
sense, it's easier to have good prof­
itability in some segments of the 
research business because they are 
favored by market conditions- at 
least for now. For example, all other 
things being equal, it's easier to 
have strong profitability if you do 
mostly continuous tracking rather 

than ad-hoc work. It's easier still if 
you have established syndicated 
products. Among the syndicators, 
you are likely to do better if you 
have a moderately consolidated 
client industry with many mid-sized 
players who can afford research but 
are willing to share it to reduce cost. 
It's not so easy if your target market 
is mostly small companies that can't 
afford research , or an oligopoly that 
won't tolerate shared data. These 
days, it's easier to have high profits 
if you're in pharmaceutical research 
than telecommunications. 

If you're a qualitative shop, you '11 
likely have higher-percentage prof­
it margins than your quantitative 
neighbor- but find it more difficult 
to scale the business up. Social 
research firms have low-percentage 
margins but can grow very big in 
absolute dollars. We can all think of 
more examples like these. 

Why bring up these built-in hand­
icaps? I have two reasons. First, you 
should give them serious thought 

continued on p. 76 
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Editor's note: Jennifer H irt­
Marchand is vice president and direc­
tor of research for Marcus Thomas 
LLC, a Cleveland advertising and pub­
lic relations agency. She can be reached 
at jhirt-marchand@mar­
custhomasad.com. 

I
n late 2001, St. Elizabeth Health 
Center, a division of Humility of 
Mary Health Partners in 
Youngstown, Ohio, began plan­
ning an advertising campaign with 

Cleveland-based Marcus Thomas LLC 
for The Heart and Vascular Center at 
the hospital. While St. Elizabeth's rates 
highest among all competing facilities 
in terms of perceived quality of care for 
heart problems, the hospital faced com­
petition from nationally renowned 
facilities in larger metropolitan areas 
nearby. The objective of the advertising 
campaign was to increase consumer 
preference for St. Elizabeth's and 
decrease out-migration for cardiac 
treatment. 

Moving beyond left-brain logic 
What messages would strike a chord 

with the consumer audience? What are 
the underlying emotional reasons peo­
ple choose one cardiovascular care 
facility over another? To answer those 
questions, Marcus Thomas employed 
nontraditional motivational research 
techniques to detour around respon­
dents' "left-brain logic" and uncover 
their underlying or unconscious 
motives. Our research team knew that 
traditional survey techniques would not 
yield the inform ation needed. 

Most often, when people try to put 
their feelings or impressions into 
words, they tend to relay logical and 
rational statements that protect their 
dignity, self-perception and beliefs 
about what others expect of them. But 
most decisions are made emotionally, 
not rationally. By trying to get to the 
root of a person's influences and fac­
tors, motivational research makes it 

possible to unravel the mystery behind 
consumer behavior as it relates to spe­
cific products or services. It tries to 
grasp and discover what consumers do 
not fully understand and/or realize 
about themselves. It attempts to identi­
fy forces and influences that consumers 
may not even be aware of, such as cul­
tural factors and sociological forces. 
But most important, the insight gained 
from motivational research techniques 
gives a company a better understanding 
of its target audience and what needs to 
be communicated in order to influence 
that audience. 

Non-traditional methodologies 
To determine why consumers choose 

one cardiovascular care center over 
another and confirm prior research and 
anecdotal impressions, Marcus Thomas 
conducted more than two dozen in­
depth, one-on-one interviews with tar­
get audiences. 

Research participants were defined 
by one of two criteria- their likeli­
hood to require cardiovascular care and 
their role in influencing patients on 
where to receive that care. The sampled 
audience included a mix of residents 
from St. Elizabeth's tri-county target 
area who were between 40 and 62 years 
of age. Half of the participants had pre­
vious experience in choosing a cardio­
vascular care program for themselves 
or for family members, and half did 
not. Participants also had used a mix of 
hospitals in the past for cardiac care. 

The in-depth interviews were con­
ducted during a seven-day period and 
lasted approximately 45 minutes each. 
Participants were asked to take part in 
a number of projective techniques. 
First, they provided top-of-mind asso­
ciations with heart/cardiac care pro­
grams, including names of specific hos­
pitals or care programs. Then, partici­
pants were asked which hospital or pro­
gram would be their first choice for 
heart/cardiac care. 

Next, participants were asked to 
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direct their attention to an easel dis­
playing incomplete sentences. They 
completed the sentences by verbally 
filling the blanks. This task forced par­
ticipants to reveal their beliefs, value 
sets and/or past experiences that influ­
ence their selection of a cardiovascular 
care program. 

They were then shown a series of 23 
pictures or illustrations and asked to 
choose those that best characterized 
their ideal cardiac or heart care pro­
gram. They were then queried about 
why they chose each one and asked to 
explain how it characterizes the ideal 
program for meeting their or a loved 
one's cardiac/heart care needs. If expla­
nations were not clear to the inter­
viewer, participants were asked to pro­
vide an example illustrating their asso­
ciation between the picture and what 
they want from a cardiac/heart care pro­
gram. Selected pictures were then used 
to aid participants' recall of hospi­
tals/programs they associated with each 
ideal characteristic. 

Last, from the remaining 
pictures/illustrations that weren't cho­
sen, participants identified images that 
were farthest from their ideal. In other 
words, pictures were identified that 
characterized a program/hospital they 
definitely would not want to go to for 
cardiac care. Again, participants 
explained their choices -providing 
examples of what they didn't want 
and/or naming hospitals/programs they 
readily associated with undesirable 
program characteristics. 

During the in-depth interviews, our 
research team strived to create an 
empathic relationship with each 
respondent, as well as a feeling of rap­
port, mutual trust, and understanding. A 
climate was created in which we 
attempted to make participants feel free 
to express their feelings and thoughts, 
without fear of embarrassment or rejec­
tion. We constantly observed partici-

continued on p. 70 
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An overview of the major players 
Editor's Note: Tim Huberty is pres­

ident of St. Paul-based Huberty 
Marketing Research. He can be 
reached at tim@hubertyresearch.com 
or at 651-698-8776. 

'' L et's test it." 
Without question, those 

are the three words that 
strike the most fear into the hearts of 
agency account executives, creatives, 
and researchers. All that heavy 
upfront investment in account plan­
ning ("getting into the soul of the con­
sumer") has just had its credibility 
torpedoed once again. The scenario 
further unwinds when the agency 
finds out that they can't just "run it by 
a few focus groups." The agency has 
to turn over its "baby" to the cold­
hearted, detached, objective expertise 
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of an outside copytesting research 
supplier. 

After the mandatory protest and 
brief periods of mourning, the next 
greatest challenge is to select the "bad 
guy," the company that will perform 
the testing. Many an assistant research 
manager on the agency side or an 
assistant product manager on the 
client side has had to find out who 
expertly performs this sort of atroci­
ty. Usually, this entails determining 
who's out there and then painstaking­
ly compiling a chart of what is done, 
how, when, where and for how much. 

After reading this article, you '11 
never have to delegate that task again. 
Indeed, what I will do here is identi­
fy those companies and highlight their 
strengths and weaknesses, playing the 
role of detached matchmaker myself. 

There are a couple of rules of thumb 
to keep in mind. First of all, these are 
the major player . They pecialize in 
copytesting. Typically, they don't do 
tracking studies and customer satis­
faction research. Copytesting is their 
bread and butter. Of course, there are 
countless other companie out there 
that do copytesting. But those gener­
alists also do tracking studies and cus­
tomer satisfaction research. I mean, I 
can do copytesting. Of course, I can 
also perform lobotomies, but haven't 
had too many takers calling me for 
that service. 

Second, the thing which separates 
the specialists from the generalists is 
the fact that the copyte ting experts 
have quantitative norm . Norms are 
those comparative numbers which 
indisputably mea ure how well your 
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ads or campaign actually do stand up 
against others. Norms are the objec­
tive evidence that their systems work. 
And obviously, those norms are much 
more credible than the anecdotal, 
"Yeah, that good-looking woman 
wearing the silk blouse, sitting in the 
corner of the third focus group in 
Minneapolis, sure got upset over the 
second storyboard." 

Third, testing an ad or campaign is 
not cheap. However, the old axiom of 
"you get what you pay for" certainly 
plugs in here. You could probably find 
some guy who works out of his base­
ment to drive to Huron, S.D., to inter­
view the local yokels about print ads 
for a regional chain of banks for 
$2,500 (I've done that!). But with ad 
production running into the hundreds 
of thousands of dollars, an amount 
which itself is dwarfed by the media 
spending, why would you want to try 
to save a few pennies on the most 
important step, i.e., determining if 
you've got anything worth producing 
or showing to anybody? 

Fourth, the more "help" you can 
give these specialists, the more oppor­
tunity your baby has. Just look at the 
effectiveness of intense lobbying 
upon clueless legislators! I very 
strongly recommend passing on all 
creative briefs, brand profiles, and 
strategies to the copytesters before­
hand. Help put them in the "proper 
mood." The more they can come to 
think like you do, the more likely they 
are to sympathetically interpret the 
results with you in mind. Some years 
ago, a campaign my agency had 
worked on for many, many months 
was turned over to one of these test­
ing services. The only thing we (very, 
very grudgingly) sent to the copytest­
ing service was the required video­
tape. That's it. Even today, I recall the 
horrifying screams of rage from the 
creatives when they found that the ad 
garnered a negative persuasion score. 
(In other words, not showing any 
advertising would have been more 
effective than showing this ad!) 

Finally, I have chosen not to include 
the "physiological" testing services 
in this article. I acknowledge some 
companies have been touting eye 
tracking, galvanic skin response (Ed. 
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... but I hear there 

is a way to make 

our phone room 

more productive 

note: for a look at GSR research see 
"Unconscious influence" on p. 46), 
voice pitch analysis, and even brain­
wave analysis for several years. I have 
tried several of them, but they've 
never worked. 

Years ago during my agency days, 
I allowed several ads to be eye­
tracked. Trouble was, each time I went 
to the mall to observe, the interview­
ers could never synchronize the 
machine to the respondents ' pupi Is. (I 
pray they were more successful when 
I wasn't there!) Last fall, I had an indi­
vidual trying to show me the potential 
of brainwaves. He enthusiastically 
told me how well the technique 
worked on his fellow employees. 
Problem was , the headpiece "mea­
sured" more brainwave activity when 
it was just sitting on an empty chair. 

So, what follows is a brief synopsi 
of each service . This overview is 
meant to complement the attached 
comparison chart. Ultimately, how­
ever, both the description and the 
chart are to help you decide which 
supplier you actually want to call. 
Consequently, the most important row 
on each chart is probably the last one, 
the one which lists the name, phone 
number, and e-mail of a contact per­
son at each company. Obviously, that 
person can provide much more in­
depth information about the company 
- and attempt to "correct" some of 
my candid observations. 

Ameritest 
Ameritest is a company which is in 

love with the science of how - and 
why advertising works. 
Interestingly, the company was found­
ed by a former agency researcher who 
cut his teeth on the Leo Burnett 
Company pre-testing system but has 
made quantum improvements upon 
those early techniques. Ameritest 
claims to be a "fast-growing research 
company with major multi-interna­
tional clients." 

Data collection is done much like 
some of the other copytesting sys­
tems. Respondents are recruited via 
mall intercepts. They are hown the 
commercial in a clutter reel of five 

sake of clutter testing, Ameritest uses 
the clutter test as the first indication of 
brand linkage. Thi top-of-mind men­
tion is the handle for retrieving recall 
of the advertising. Ameritest has 
found that "the top-of-mind measure 
of brand linkage is more discriminat­
ing across commercials and more pre­
dictive of in-market results." In addi­
tion to brand linkage, attention and 
motivation are also measured follow­
ing this initial exposure. 

Again, like other copytesting sys­
tems, respondent are shown the com­
mercial a second time. Here, a bat­
tery of both open- and closed-ended 
questions and attitudinal statements 
provide additional learning. As te ta­
ment to the sensitivities of its agency 
origins, Ameritest shun "reports 
cards" and instead reports results 
under "What's Working" and 
"Opportunitie for Improvements." 
The focus of the system is on action­
able diagnostics, highlighted by visu­
al communication. Ameritest has a 
lew of case histories demonstrating 

how ads with problems were re-edit­
ed for improvement. 

Finally, respondents are shown the 
commercial a third time, but this time 
the ad has been " Iiced" in picture­
frame segments. Viewing the com­
mercial over a computer, the respon­
dent "clicks through" the degree to 
which each and every picture is atten­
tion-getting- which leads to Flow of 
Attention scores- and emotion-gen­
erating - which leads to Flow of 
Emotion scores. These two charts lit­
erally become a map of what is work­
ing within the execution. "It is a diag­
nostic tool designed to help you 
understand how well the viewer has 
processed the vi uals in your com­
mercial," the company's literature 
tate . 
The "deconstruct" technique is also 

applied to print advertising. However, 
thi time, the ad is divided into small­
er boxes. The respondent is exposed 
to the ad three more times- in half­
second, one-second and four-second 
increments - and again he or she 
indicates what individual parts of the 
ad are attention-getting and emotion-

ads. However, unlike other systems generating. 
which conduct clutter testing for the 
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The ARS Group 
The ARS Group of rsc, the quality 

measurement company, is the largest 
copytesting organization in the United 
States. Over the past 25 years, they 
have tested over 40,000 television 
commercials! TheARS Group is pas­
sionate about copytesting. Their over­
all philosophical approach is that the 
advertising process is an investment 
that can be managed and should ulti­
mately pay out in an identifiable ROI 
to the advertiser. Moreover, The ARS 
Group views itself as a "copy man­
agement" partner whose goal is to 
help the advertiser and the agency 
improve the odds of success. 

The ARS Group recruits a nation­
ally representative sample of approx­
imately 800-1,000 men and women to 
come to a central location. Before 
viewing two half-hour television 
pilots, respondents are asked to select 
the branded product that they would 
like to receive, should they win the 
prize drawing. This measurement 
becomes "Pre-Choice." Prize winners 
are then drawn, and respondents are 
shown the television pilots (with the 
commercials, of cour e). 

After viewing the how , respon­
dents are asked a series of questions to 
critique the television material, and a 
second set of product choice are 
made. This measurement becomes 
"Post-Choice." The difference in 
brand preference between "pre" and 
"post" is known as the ARS 
Persuasion metric. Thi measurement 
has been validated to actual business 
results more than any other advertis­
ing measurement in the business. 

Finally, after exposure to the tele­
vision material, a sample of respon­
dents is called back to obtain the ARS 
Related Recall and Key Message 
Communication measurements. A val­
idated diagnostics profile is provided 
along with the ARS Persuasion score. 

The ARS Group offers a complete 
line of services as part of their "Best 
Practice Approach" to advertising 
development and management. 
Measurement is applied at pivotal 
stages to ensure success. These ser­
vices help advertisers make decisions 
in such diverse areas as the election 
of a selling proposition, projection of 

wearout effects (using proprietary 
outlook planning software), the mon­
itoring of competitive activity, and the 
evaluation of storyboards and con­
cepts (using the Interactive 
Diagnostics service). 

Diagnostic Research 
Diagnostic Research (DR) believes 

that, "Advertising research hould 
focu on the integration of copy and 
execution in order to provide insight 
about the relevancy of the creative 
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idea." DR is philosophically opposed 
to copytesting systems which are 
strictly evaluative (single numbers­
oriented) since they believe that "the 
best advertising research technique 
must provide a comprehensive assess­
ment across a variety of performance 
areas as a means of optimizing the 
advertising." 

DR always recommends testing in 
some rough/pre-finished format as it 
affords the best opportunity to test 
multiple ideas and apply insights 
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when they can be most useful. 
However, many of their clients test in 
finished form, and apply the learning 
to future executions. For both TV 
commercials and print ads, qualified 
respondents are recruited via a cam­
ouflaged screener in mall locations 
and escorted to the interview loca­
tion, where a one-on-one in-depth 
interview is conducted. For TV tests , 
respondents are exposed to a clutter of 
seven television commercials, all in 
the same level of finish as the test 
commercial. The test commercial is 
always in fourth position. 
Immediately after this first exposure, 
brand name recall and main idea is 
gauged. Then, respondents are re­
exposed to the test advertising and 
questions take on a "diagnostic" 
focus. This begins with questions 
regarding viewers ' comprehension of 
the advertising (message takeaway, 
relevance, clarity), then on to evalua­
tive measures that address viewers ' 
emotional response to the stim uli 
(thoughts and feelings , likes/dislikes, 
credibility, tonality and distinctive-

ness). Ultimately, the interview focus­
es on consumers ' response to the 
advertising (brand imagery, person­
ality, opinion and purchase interest). 

Print testing follows much the same 
procedure. Again , respondents are 
recruited at a mall location. This time, 
they see the test ad within a clutter of 
19 print executions of noncompeti ­
tive products. The 20 ads in the clut­
ter portfolio are rotated from respon­
dent to respondent to avoid order bias. 
There is no editorial content except 
for the constant filler copy that 
appears opposite single-page ads in 
the print portfolio. After that, the 
interviewing format is essentially the 
same as for television testing. 

lpsos-ASI 
Ipsos-ASI's copy testing portfolio 

includes multiple products marketed 
under the brand name "Next." Ipsos­
ASI believes "Next represents the 
most comprehensive set of pre-testing 
tools in the industry." 

The flagship product is Ipsos-ASI 
Next*TV, a copy test system that 

We've changed our business 
to focus on yours! 

Greenfield Online is 1 00% dedicated to serving 

the needs of research and consulting companies. 

For fast project turnaround, low cost per interview, and the abi lity to 

deliver robust samples of any group, use Greenfield Online as 

your full-service data collection provider. 

We offer customized research solutions 
to meet your needs: 

• Full-service data collection solutions 

• Programming and hosting/infrastructure services 

• Robust sampling options 
- Greenfield Online panel 
- MSN real-time respondents 

• Qualitative hosting 

Greenfield Onl ine combines proprietary tools, 

experience, and unparalleled access to respondents 

to provide you with high-quality research data quickly 

and economically. 

Let us know what we can do to win your business! 
Contact Keith Price, VP Client Development, at 1.866.296.3046 

to learn more. 

Greenfield Online 
Leading the Reseerch Revolution" 

measures television advertising ' s 
impact among both general and tar­
geted adult audiences. The Ipsos-ASI 
Next*TV system exposes test adver­
tising to consumers in their homes 
embedded in a 30-minute TV program 
under the guise of television program 
research. The method also includes a 
forced exposure to the ad at the end of 
the interview for in-depth diagnostic 
assessment. 

Respondents are pre-recruited via 
telephone and asked to participate in 
a TV program evaluation. The pro­
gram is held con tant to control con­
tent effects. Test materials are mailed 
to consumers, including instructions 
and a patented, self-erasing videotape. 
At a specified time, consumers view 
the program. The test ad appears in the 
program, providing a natural expo­
sure to the advertising. The next day 
respondent are called back. After the 
Recall interview, they participate in 
the diagnostic part of the study. 

Ipsos-ASI Next*Print is the in­
home, in-magazine ad testing system. 
This system 's comprehensive mea­
sures and testing environment paral­
lel Next*TV in terms of general 
approach, sample, and key measures. 
Tests are conducted in current issues 
of general distribution magazines 
(such as People , Newsweek, or Better 
Homes and Gardens) that are pur­
chased prior to newsstand distribu­
tion. Consumers are recruited to eval­
uate a magazine, in which ads have 
been "tipped-in." Consumers read the 
magazine and the advertising in their 
homes, providing a natural exposure 
to the ad. Their responses are collect­
ed one day after exposure. Finally, a 
forced exposure is also provided for 
diagnostic questions. 

Other members of the Next family 
include Next*Print, Next*Kids, and 
ASf Es (Hispanic pre-test methodol­
ogy) , along with Next*Idea and 
Next*Print Express for early-stage 
ideas. 

Mapes and Ross 
Mapes and Ross (MR) provides two 

complementary copy testing services. 
For both television commercials and 
print ads , MR offers Natural 
Exposure, which "tests advertising in 
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the most reali stic environment avail ­
abl e" and CoreSearch , "a forced ­
ex po s ure, imm e d ia te res pon se 
method. " Both systems can accom­
modate various production s tages, 
including reels of all animati cs, all 
photomatics, and all f ini shed com­
mercials. 

Natural Exposure determines how 
one's message is pe rceived unde r 
" realistic conditions." Either 150 or 
200 respondents are recruited in geo­
graphi cally di spe rsed m arke ts via 
door-to-door intervie wing and asked 
to read and give reaction to the current 
issue of a magazine or by telephone to 
watch a prime-time te lev ision pro­
gram. At the time of recruitment, pre­
exposure leve ls of preference for the 
client 's category and five other cate­
gories are taken. All respondents are 
recontacted by telephone the next day 
and then interrogated about the adver­
tising . This allows MR to compute 
D ay-after Preference Change, D ay­
after Recall and Idea Communication. 

CoreSearch resorts to good old­
fashioned mall intercepts. One hun­
dred respondents (n = 1 00) are recruit­
ed off the mall and taken to a "secure 
location." Clients have the option of 
including both clutter exposure as 
well as a subsequent re-expo ure to 
j u s t th e ir own adv ert i e m e nts . 
Following ad exposure, respondents 
are asked intensive diagnostic ques­
tions. CoreSearch is designed "to pro­
vide a strong and varied diagnostic 
assessment of how respondents per­
ceive and react to a message at the 
time the communication takes place." 

Both Natural Ex pos ure a nd 
Core S e arch can b e m o di f ie d to 
in c lude c u s tomize d ques tion s to 
address specific concerns. In addition, 
MR offers a proprie tary approach , 
Profile , to determine the impact an ad 
has on a brand 's image, and EquiMax, 
a proprietary method for evaluating 
the effect of adverti ing on brand loy­
alty. F inally, MR has applied the ir 
techniques to other media, including 
radio, newspapers, newsletters, e tc . 

Millward Brown 
B ecau se Millw ard Brown (MB ) 

recogni zes that copy research must 
do several different jobs, they have a 

AWhirl 
of 

Possibilities 

Gathering ... 
· Custom Research provides the 

diversity you need 

• EXCELsM Omnibus collects 
critical consumer information 
quickly and inexpensively 

· Sma11BizEXCEL5M Omnibus 
taps the vital market of small 
companies (up to 100 employees) 
for business-to-business studies 

· TeenEXCEL sM Omnibus is a 
cost-effective alternative to 
reach 12- to 17 -year-olds 

· Web-Based Consumer Panel 
delivers quick, easy access to 
the online population 

Expert Web, Mail, and Intercept 
Surveys work when telephone 
research doesn't fit your needs 

· Sampling Models offer complex 
research designs and efficient 
representations of elite 
populations 

· International Research is 
conducted in over 60 countries 
to let you reach around the world 

· In-House Facilities ensure quality 

We Gather lnsiqht. 

I CR.@ 

... lnsiqht 
· Multivariate Analytical Support 

yields actionable answers to your 
research questions 

· Corporate Branding Model 
determines your marketplace 
position by employing exclusive 
elements for true market 
comparisons 

· Customer Satisfaction and 
Loyalty Research and 
Implementation identify your 
most valuable customers and 
maintain their loyalty 

RACERsM delivers and sort 
large-scale projects through a 
unique, efficient web-based 
service 

· Specialized Expertise brings 
added value to utility, technology, 
religion, social sciences, cable 
television, financial, retail, 
packaged goods, healthcare, 
and public relations clients 

· Economic Forecasting, Modeling, 
and Database Development and 
Management convert information 
into insight for maximum benefit 

INTERNATIONAL COMMUNICATIONS RESEARCH 

(484) 840-4300 I I 
WWW.ICRSURVEY.COM MEDIA, PA (HQ) 

ICR@ICRSURVEY.COM CHICAGO, IL NEW YORK, NY I SAN FRANCISCO, CA 
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I received 
all the tables. 

This is perfect 
timing for a 

meeting we have 
set up here for 

first thing 
Monday AM. 

Again, thank you 
and your team for 
(what we thought 

in the pa t 
would be) 

the impossible!!! 

- DataPrompt client e-mail for 
project started Wednesday, 

delivered Friday 

Are you 
this happy 
with your 
research? 

./ CATI Programming 

./ Interviewing 

./Focus Groups 
,/Tabulation 

Marilyn Dent 
312.423.4010 

marilyn.dent@datapromptintl.com 
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variety of products, all of which are 
very diagnostic in nature. MB evalu­
ates both animatic and finished ads 
using their LINK copy testing system. 
MB is adamant that "LINK i not a 
one-number system." Test elements 
combine to produce strong feedback on 
how the ad will perform in real life, 
giving evaluative and diagnostic infor­
mation on 1) creative breakthrough, 2) 
brand linkage, 3) communication, and 
4) how the ad accomplished what it 
did. "In this way the LINK copy test 
provides pass/fail sorts of insights with 
deeply diagnostic feedback on possible 
improvements for the ad," the compa­
ny says. 

MB 's TV LINK is a central location 
test conducted in malls across the 
country. A total of 150 interview are 
conducted with a standard question­
naire. Respondents are shown a clutter 
reel of four commercials, in any stage 
of production from animatic through 
produced execution. A "practice ad" is 
shown and "practice questions" are 
asked so that respondents get comfort­
able. The test ad is then shown again. 
After the second exposure, the full 
interview is conducted. Finally, the 
respondent sees the ad a third time and 
then completes the "interest trace. " 

MB 'sPrint LINK methodology con­
sists of a customized sample of 100 
respondents. The ads are placed in a 
portfolio de igned to replicate the type 
of environment where they will ulti­
mately be seen. Tests are typically con­
ducted on a national ba is (which trans­
lates into eight sites across four geo­
graphic regions). The interview lasts 
20 minutes, during which time a myr­
iad of information is collected from 
the ad's ability to "pull the reader in" 
to its "relationship with the brand." 

MB has been around for over 20 
years and obviously knows its stuff. 
They preach that, "Branded memora­
bility is the key." Brand memorabili­
ty is "different from traditional 
'recall' or ' persuasion ' measures," 
since " it has been correlated with 
short-term and longer-term sa les 
effects using statistical, ales alloca­
tion modeling." 

RoperASW 
Until being acquired last September 

and then later merging with a third 
company, Roper ASW was known as 
Roper Starch. Roper Starch had been 
testing advertising for so long that its 
name has evolved into a verb. Starch 
invented print ad testing in 1923, a 
heritage which has caused many a 
product manager to instruct its 
agency to "Starch" an ad. This would 
consist of a through-the-book inter­
view with issue readers , in which 
respondents were asked whether or 
not they had seen or read each ad. 
Then, three degrees of reading were 
recorded: 1) noted, 2) associated, and 
3) read most. They still do this. 

But now RoperASW has evolved 
into bigger and better things. Unlike 
other ervices, RoperASW believes 
that televi sion commercials should 
be tested monadically, to "determine 
respondents ' top-of-mind response, 
which can only be achieved in a non­
clutter environment." Their pretest 
methodology, ADD+IMPACT, is 
de igned to go beyond "win" or 
"lo e" test re ults. 

For both television and print test­
ing, respondents are recruited to a 
central location. The actual interview 
itself is a one-on-one, semi-structured 
in-depth interview with many open­
ended questions. These responses are 
tape recorded to ensure complete 
fidelity of recording and complete 
transcripts are provided as part of the 
final report. The interview concludes 
with an in-depth , self-completed 
questionnaire relating to attitudes and 
feelings about both the creative and 
the advertising product. 

ADD+IMPACT use a modified 
norm which compares test results 
with those of effective ads. The think­
ing behind this approach is that the 
most important que tion that an 
advertiser wants answered are: Will 
my ad attract attention and hold the 
audience's attention? And will it 
increa e/maintain brand use? 

While norm are available by ad 
type, country, and product type, this 
sy tern downplay the use of tradi­
tional norms becau e an ad may per­
form considerably above a given 
norm , but sti ll not be effective (par­
ticularly if the norm is low to begin 
with). This "effective norm" does not 
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COPYTESTING SERVICES: THUMBNAIL PROFILES 

Company Ameritest The ARS Group Diagnostic Research IPSOS ·ASI Mapes and Ross 
Meltod Mall locations. 1V: Central location theatre Mall locations and pre- In-hare ex~ure: ~a111ca1 E~~~~~ 

Clutter of five ads. setting: Ads in ha~·hour recruits to central Respondents recruited to ·Door-to-door or telephone 
Test ad in second programming. location. evaluate program, recru~ing 
pas~ ion. One-on-one interviews, rrngazire. -In home 1/'eN cA desi;Jrnted 
Print: Portfolio of typically in a rough/pre- TV: Respondents vilm one- program or in-home readership of 
15-20 ads. finished format. play videotape and are the current issue of the actual 

TV: Tested within a called the next day. rrngazire. 
clutter of seven Print: Respondents view -Telephone calloock 
commerci35 magazine with ads "tipped ~ 
Print: Tested within a in" and are called the next Mall intercepts 
portfolio of 20 ads day. (Biz-to-biz is done via telephone 

recruitina .l 
Sample 125 !ro-t ,000 men and women 100 I TV I t'llnt Natural Exp: 150-200 
Size Core Search: 100 

Recall I 275 1 t:il 
Oiaanostics 120 120 

CosVAd' $20,000 Not provided Not provided Not provided Not provided 

Tim ina 21 davs 13davs 17 davs Two weeks- ad to tooline Neaotiable 
Key ~ ARS Persuasiort- Ei~l ~i~~ioc :tr:~b i o Related Recall rialli[al E~COSII~ 
Measures ~ Mlasure, ~ -Measured Attention Day-after Pref Change 

-Brand Linkage ARS Related Recall, - Brand recall -Brand Linkage Day-after recall 
-Attention Key Messa;je Communication -Mi3inidea Persuasion ldeacomrTWi:ation 
-Motivation Also, flexible diagnostic Se!;CDd llimlliDC -Brand Switch Persuasion ~ 
~ me tries. -Diagnostics -Purchase Prooobility Clutter recall 
~ -Attribute statements Copy Effect Index Key Message Delivery 
-Diagnostics -lmportarce Equ~ Measures Likes/Dislikes 
-Attribute -Uniqueress Communication Diagnostics Believabil~y 

statements -Believability Reaction Diagnostics ~00 
·Flow of Attention• Resuns compared to Desire to take action 
-Row of Emotion" category norm Communication/Ad attributes 
-Ganmurtation Strategic attributes 

Both: Customized diaanostics 
Contact Chuck Young Don Jares Maggie Berlin Taylor Elizabeth Douglass Roger 1-Eiremann 
Person 505-856-0763 812-425-4562 323-254-4326 513-552-1135 609-924-8600 x224 

chuck@ameritest. wecanhelp@ars-group.com mtaylor@diagnostic.com edouglass@ipsos-asi.com rteinemann@mapesandross.com 
net 

Pncrng example rs for project rnvoMng respondents who are women 25-54 who purchase breakfast cereal. 

change by product category, medi­
um, or country. 

MSWGroup 
Finally, there' at least one other 

company out there, the MSW Group 
(formerly McColl urn Spielman 
Worldwide). According to A.B. 

Millward Brown RoperASW 
Mall locations. Central location testing. Monadic 
TV: Clutter of four ads. Test ad in second testing via in-depth one-on-ore 
pas~ ion. interviewing. 
Print: In the book-kind, portfolio of ads 
2G-Minute interview 

TV t:il 75 
Print 100 

TV LINK $24,000 
PRINT LINK $20 000 

$18,000- $25,000 

20 davs 28 davs 
Branding Overall reaction 
Enj<1fment Strengths 
Involvement Weaknesses 
Understanding Understanding 
Ad Flow Clutter-cutability 
Brand Integration Attention 
Feelings to Ad Mainrressa;Je 
Main Stand-out Relevarce 
Likes/Dislikes Appeal 
Impressions Persuasiveness 
Persuasion Motivate trial 
New News Purchase intent 
Believability Many diagnostics 
Relevarce 
Ml<eBellhouse Kelly Sirimoglu 
(203) 256-5406 (212) 599-0700 
Michaei.Bellhouse@us.millwardbrown.com Ksirimoglu@roperaws.nopworld.com 

most frequently is testing over the 
Internet. A few companies have even 
tried it (Ed. note: see "High-touch vs. 
high-tech" on P- 38) , but most are 
not yet ready to "go public." I per­
sonally feel that 's where things are 
headed, given the ongoing problems 
with quality control in mall inter­
cepts and/or the challenge of luring 

people out of their homes to review 
proposed television shows with a 
bunch of strangers. Maybe Internet 
copytesting is a methodology which 
just needs more championing from 
the client side. Perhaps next year I'll 
be writing the same review of major 
players who perform copytesting 
over the Internet! r~ Blankenship and George Edward 

BreeninS~~~MeAHMa~eting~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
Research, 400 respondents are 
recruited to a central location under 
the guise of reviewing a proposed 
television show. Respondents answer 
questions about brand/product usage 
before viewing a half-hour variety 
show (including a station-break clut­
ter sequence of commercials with the 
test commercial). Then questions are 
asked about reaction to the show and 
unaided brand recall and copy recall. 
Next, the test commercials are shown 
alone, followed by specific question­
ing about a "market basket choice" or 
a constant-sum question where the 
respondent allocates a given number 
of points to one or more brands. 

At least, I think that 's the way it 
work . The MSW Group never 
returned my phone call s. 

The next generation 
What I have presented is an 

overview of the major players spe­
cializing in testing adverti ing copy. 
Interestingly, a few hinted that they 
are currently investigating "other 
venues. " The one which came up 
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AdvertisingResearch 

Editor's note: Chuck Young is CEO 
of Ameritest/CY Research, 
Albuquerque, N.M. He can be reached 
at chuck@ameritest.net or at 505-
856-7999. 

There are three reasons why most 
advertisers don't bother to pre­
test print ads. The first is simple 

economics. The second is a function 
of time management in the creative 
development process. And the third 
reason is an attitudinal barrier -
agency skepticism of pre-testing 
research that reflects the anxieties and 
doubts of creative people, such as the 
widely-held belief that research on 
creative work homogenizes their 
product and leads to bland, "vanilla" 
advertising. 
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Why are clients more likely to 
spend the money to test a television 
commercial than they are a print ad 
for the same brand? The risk as oci­
ated with running an ineffective tele­
vision commercial can be counted in 
the millions of dollar . To manage that 
risk by spending a few thousand on 
testing commercials, therefore, is emi­
nently sensible. In contrast, the risk 
associated with running an ineffec­
tive print ad is an order of magnitude 
less, involving perhaps a few hundred 
thousand dollars at most. Yet today 
most quantitative print tests cost about 
the same amount of money as a tele­
vision commercial test. As a result, 
the premium for the "insurance" pro­
vided by ad research is much higher 
for a print test than it is for a television 

commercial test. In other words, the 
cost/value relationship of the research 
to the decision-making process is out 
of whack. 

The second reason advertisers don't 
test print ads is time. The lead times 
for submitting an ad to a national 
magazine can be quite long, usually 
several months in advance of the issue 
date. Planning the production sched­
ule for the print advertisement, there­
fore, involves coordinating a great 
many pre-production steps that must 
come together simultaneously within 
a fairly narrow window before the 
deadline. Unlike television, time for a 
research step involving several weeks 
of data collection and analysis is usu­
ally not built into the print ad devel­
opment calendar. 
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The Internet beckons advertising 
researchers with the promise of a 
cheaper and faster way of putting 
advertising - as research stimulus 
- in front of the eyeballs of con­
sumers. This new data-collection 
channel seems to provide a technical 
response to the first two reasons 
clients don't test ads. And while, if 
you want to test a television commer­
cial, you might have to wait a little bit 
longer for solutions to be worked out 
with regard to the bandwidth issue, 
download times are not an issue with 
print ads. Moreover, on a more philo­
sophical note, computer screens are, 
at least in one sense, a natural envi­
ronment for testing print ads because 
computer screens are, after all, 
designed to be read. 

There is, however, an obvious dif­
ference between an ad seen on a com­
puter screen and the same ad seen in 
a magazine. Magazines are meant to 
be handled, held, bent, folded- in a 
word, touched. What happens to the 
validity of the research when the tac­
tile experience of reading an ad in the 
context of a physical magazine is 
transported to cyberspace? 

Validating a measure of break­
through creative 

Creatives are correct when they say 
to us researchers, "You can always 
measure something, but are you mea­
suring the right thing?" The issue of 
validating measures of print effec­
tiveness is a difficult one and is not 
restricted to Internet measurement. 

In developing a print testing method­
ology, one of our concerns was making 

sure that our measurement system had 
face validity in the eyes of the creative 
"end-users" of our system. We asked 
ourselves, "Can we take a quantitative 

Exhibit 1 

print adverti ements that had won 
major creative awards (e.g., winning 
first or second place medals in the 
One Show, The Directors Show, etc., 

Stopping Power of Print Ads 

Award-winning ads have, on average, twice the stopping power of regular ads. 

Stopping Power 
35...--- --------- -, 

30% 

Ads (n=37) 

measure of the attention-getting per­
formance of print executions and pro­
duce results that replicate the judgment 
of seasoned creative directors as to 
whether or not the advertising has 
breakthrough power?" Creatives, after 
all, tend to define creative excellence 
in terms of the judgment of their peers, 
rather than by research numbers. 
Consequently, we decided to find out 
how print ads that had won major cre­
ative award would fare in our print­
testing system. 

For that reason we performed the 
following validation experiment. We 
tested 54 print ads in our system: 37 

Print Ads 
(n=17) 

during the preceding 12 months) and 
another 17 "regular" print advertise­
ments from similar product categories 
that appeared in a national publication 
but had not, to our knowledge, won 
any creative awards. 

Each of the ad was tested among a 
sample of 25 adult consumers in a 
regular "live" interviewing environ­
ment. The interview procedure began 
with respondents looking at paper 
booklets containing a set of 10 print 
executions. Each booklet's ads were 
in rotated order. After looking at the 
booklet, respondents were asked our 
standard set of questions. 

Hartford Research Center 
(860) 529-8006 (203) 234-9988 

ctconnection.com 
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The measure of attention-getting 
power which we use in our firm's print­
testing system is parallel to the one we 
use for testing television commercials 
-a measure which has been validat­
ed to in-market sales for several of our 
packaged-goods clients. The measure 
is produced by showing the test ad in 
a clutter environment of competing 
ads, described above, and asking the 
respondent the question, "Which of the 
ads you just saw did you find interest­
ing?" (It is important to note that we 
are not performing a memory test here; 
rather we are simply ascertaining 
whether or not an ad is intere ting to its 
target consumer.) 

The results of our experiment are 
shown in Exhibit 1. We found, on aver­
age, that award-winning ads had twice the 
attention-getting power as regular ads. 

Said another way, ads that profes­
sional creatives themselves judged to 
be clever, entertaining, fresh, unique, 
or edgy performed better on our mea­
sure of breakthrough than "regular" 
advertising! 

Based on this finding we concluded 

Exhibit 2 Stopping Power Comparison 
topping power scores arc similar for Internet and for mall-based interviews. 

A 8 
Internet• M•ll 

Test Tes1 
~ ~ 

(llO) (150) 
% l'o 

A 29 30 

28 26 

c 27 22 

I) 24 27 

22 29 

20 30 A 

G 19 27 A 

II 15 

10 

20 22 

that we could reassure creatives that 

this particular research measure of 

breakthrough does not penalize cre­

ativity. We also concluded we could 

tell our clients, the people actually buy­

ing the advertising, that if they want 

evidence their new print advertisement 

Coplral t eller A 95' o Confidence Level 

is likely to do an efficient job of attract­

ing the attention of their consumers 

they could a) submit the ad for a cre­

ative award (a slow process), b) hire an 

independent panel of experienced cre­

ative directors to judge the work (an 

expensive process), or c) conduct a 

TRAIN YOUR [MPLOY[[S IN 
TH[ BASICS Of TH[ PROf[SSION 

fbr ;u.> t $ 74'1 

>- Great education 

>- Great content 

>- Great value 

"I would be hard-pressed to come up with 
how many times it has benefited me day to day. 
I have acquired more confi dence in my job as a 
result of the completion of the course." 

-Matt Kowalski, Philip Morris U.S.A . ....._ _____ _ 
THE UNNERSITY OF GEORGIA ~ 

CENTER FOR CONTINUING EDUCATION \ill) 
I 7 8 5 

For information on course enrollment, visit our web site 
or call +1-706-542-6692 

or e-mail mr@gactr.uga.edu. 
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simple piece of research. 
(By the way, I should remind you 

that so far we are only talking about 
attention-getting power or break­
through. Our experiment taught us 
something quite different about the 
ability of award shows to predict 
branding or persuasion - but that's 
another story.) 

Replicating the executional perfor­
mance measure on the Internet 

Our next step was to prove that 

Specially designed 3,200 square 
foot, free standing focus group facility. 
Large 20 ' x 20 ' conference room, two 
level viewing room (seats 15), full 
kitchen, audio, video, expert recruiting. 
One on ones, executive, professional , 
medical , Hispanic recruit ing a specialty. 
"Se Hable Espanol ". 

Twenty-five line phone center, Na­
tional Hispanic market coverage, bilin­
gual interviewers, computer assisted 
interviewing , nationwide telephoning, 
media research and children research . 
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or 

Joy Gallegos 
Associate Director 

(915) 591-4 777 
Fax(915)595-6305 

Exhibit 3 The Retail Metaphor 

The Retail Model 
2. Browsing 

-------

( 1. G•M.allng "'"'' . 1--2 

\ STORE I 
4---3 

2. "Shopping Information" 

1. Stopping Power 

(Generating an Audience) 

Attention Communication Motivation 

what we had done on paper could be 
translated into the world of the 
Internet. Consequently, we pro­
grammed a Web-based interview that 
would replicate our mall-based inter­
view procedure. 

In this experiment conducted with 
the Consumer Insights division of 
General Mills, we compared the 
results of a print study conducted 
among 150 target audience consumers 
with a matched sample of another 150 
consumers who had been recruited to 
a site for the Web-based interview. 

In the first part of the Web-based 
interview consumers were given the 
opportunity to "page" through (for­
wards and backwards) a series of 10 
test and control ads that had been elec­
tronically scanned for the interview 
-a process designed to replicate the 
experience of the paper version of a 
clutter book in the mall-based inter­
view. 

The results of the experiment are 
shown in Exhibit 2. On average, the 
attention scores ("found the ad inter­
esting") are the same regardless of 
whether the ads were shown to 
respondents in a paper or in an elec­
tronic format. Eight of the 10 ads gen­
erated virtually identical measures, 
while the Internet version generated 
slightly lower scores for two of the 
less intrusive ads. 

So it appears that this measure of 

reader interest, which has been found 
to correlate with executional creativ­
ity, can be obtained with an Internet­
based interview. Actually touching the 
paper the ad has been printed on does 
not seem to be important. It's the cre­
ative idea that matters! 

Eye-tracking without an eye-track­
ing camera 

Just as it is useful from a research 
standpoint to stop thinking of print 
ads as tactile objects, so it is important 
to not think of them as static objects. 
While it is true that, unlike television 
commercials, print ads do not move, 
the mind of the reader does move -
through the ad. 

Indeed, from the standpoint of diag­
nostic research, one of the more use­
ful ways to think about the experi­
ence of print advertising is the retail 
metaphor (see Exhibit 3). If you were 
managing a retail store there would be 
three variables you would be trying to 
control to run your business effec­
tively. First, you would try to be as 
creative as possible to generate traffic 
or get shoppers through the door. 
Second, you would lay out the prod­
ucts in the store in such a way as to 
either a) make it easy for shoppers to 
find what they came in the store to 
buy or b) maximize the chances that 
shoppers will discover something they 
want that could lead to an impulse 
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Exhibit 4 

Flow of Attention™ 
Original Ad 

After each exposure, the respondent is asked to record what she saw and where she saw it. 

purchase. Third, you would focus on 

making sure that shoppers actually 

buy something before they leave the 

store. 

If we conceptualize the reader of 

print advertisements as " hopping 

information" we will see that a simi-

lar proces applies here. The first job 

of a print ad is to stop readers and 

attract the attention of an audience ­

the equivalent of generating store traf­

fic. Second , the layout of the ad 

should be such that readers assemble 

information and images in the correct 

March 2002 www.quirks.com 

order or sequence so as to place a 
compelling selling proposition in the 
shopping basket of the mind. Third, at 
the "virtual checkout counter" of the 
ad- the brand logo- readers should 
make a virtual purchase and leave the 
ad with an intention to buy something. 

This dynamic way of thinking about 
how print advertising works can be a 
very powerful framework for provid­
ing insights during the creative devel­
opment and optimization of a print 
ad. But importantly, research is need­
ed to test creative assumptions about 
how a reader will actually enter and 
read through the ad. Currently, the 
gold standard for providing this kind 
of research is provided by eye-track­
ing cameras. Unfortunately, eye­
tracking cameras and the Internet can­
not easily be combined. 

Developing an alternative tech­
nique that will work on the Internet 
actually requires that we look back to 
a time before eye-tracking cameras. 
We need to update, for the Internet 
age, an earlier methodology devel­
oped by cognitive psychologists. 
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Exhibit 5 

A food ad generates a similar communication playback for the Internet and for mall-based Interviews. 

Where the Viewers were looking: 
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Remember tachistoscopes? A test 
using a sequence of controlled, time 
exposures to a stimulus ad provides 
a practical solution to the problem 
of measuring the path of the mind 
through the ad. Fortunately for us, 

every computer connected to the 
Internet has a highly accurate clock 
built into its core processor. 

We measure the Flow of Attention 
of a reader through an advertisement 
with computerized exposure for three 

More 
ts more • 

We have eleven mall offices (including our newest at Capitol 

Mall in Olympia, Washington) which means you have a wide 
range of choices for data collection. You can choose from the 
midwest in Chicago to the west coast in Seattle, Portland, or 
San Jose with mountain state offices Boise, Salt Lake City, and 
Spokane in between. 

So while we understand the expression "Less is more", when 

it comes to data collection ... more is more. 
Call us with your next data collection assignment. 

' 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 City + San Jose + Chicago 

time period : 1/2 second, 1 second, 
and 4 seconds. After each exposure 
respondents are asked what they 
think they saw. Then a response grid 
is shown on the screen and the 
respondents are asked to click on 
cells in the grid to report which part 
of the ad they were looking at. The 
results are then shown in a graphical 
display, as in Exhibit 4. 

The first brief exposure is usually 
so short that the average reader has 
only enough time to see one thing. 
This helps to identify the "door" to 
the ad -the entry point of the mind 
-which is usually the key to atten­
tion-getting power. Notice that in our 
illustration the first thing the average 
respondent looks at is the face of 
Jamie Lee Curtis- not, interesting­
ly enough , her legs. The second, a 
one-second exposure, shows that the 
reader next looks down at the visual 
of the L' eggs package. The third, a 
four-second exposure, shows the 
reader fish-hooking back to read the 
headline announcing the new hosiery 
line from L'eggs. In other words, the 
reader, shopping the information in 
this ad, appears to be answering the 
following sequence of questions: 
Who is it? What is it? What about it? 

The probability distribution pro­
duced by the response grid can be 
displayed as flow graphs similar to 
those produced by eye-tracking cam­
eras. But this approach actually has 
an advantage over eye-tracking. We 
are not measuring where the eyeball 
is pointing. We are measuring what 
the mind sees. And that's what we 
care about when we are analyzing 
advertising. 

To gain insight into what the read­
ers were thinking as they looked at 
the ad, the verbatims collected in the 
timed-exposure questions (What did 
you see?) are coded as part of the 
communications check of the adver­
tisement. Exhibit 5 shows a compar­
ison of the verbatims collected in the 
mall and those collected over the 
Internet as an add-on to the atten­
tion-getting power experiment 
reported above for one of the test ads. 
As you can see, the results obtained 
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Exhibit 6 Internet Print Test Procedure 

• Target audience i recruited by e-mail from a databa e and self-interviewed on the Internet. 
• Interview is approximately 20 minutes in length. 

Procedure: 

1. 

Portfolio 
Test ..._ 

2. 

over the Internet are quite similar to 
those obtained in a live , personal 
interview. 

Putting it all together 
As a prescription for advertising 

research practitioners, a complete set 

3. 4. 

Re-Exposure 
to Elements 
of Test Ad 

of pre-testing measures should com­
bine "report card" measures of over­
all advertising impact, such as atten­
tion-getting power and motivation, 
communication and branding, as well 
as diagnostic measures for fine-tun­
ing the creative, such as ratings of 

EW S. ~. ADDRESS ... 
STILL DOWNTOWN 

IN AM ULTRA· MEW 
5·SUITE FACILITY! 

How You CAM 
HAVE IT ALL ... 

TilE SANE GREAT SUITES 
IN lOTH OUR CITIES! 

liking, entertainment value, relevant 
news, and the more diagnostic flow 
measures such as the one described 
above. 

All of these measures should be 
collected in an interview that is short 
enough for a respondent to reason­
ably complete. We have found that it 
is practical to do so, as shown in the 
procedure described in Exhibit 6. 

More importantly, the measures 
should make sense for the people 
who are going to use them. In our 
case, we have tried to demonstrate 
face validity for one of the most 
important target audiences for adver­
tising research: the agency creatives 
whose work is being measured. 

Finally, the current state of print 
research is neither cost-effective nor 
time-effective for the vast majority 
of advertisers who spend large sums 
of money to touch their customers 
with magazines and other print 
media. But the high-tech world of 
the Internet has the potential to 
change all that. r~ 

Consumer Research Associates 
12750 Merit Dr., 10th Floor, Dallas, TX 75251 
Toll-free: 800-800-5055, press 2 
Tel : 972-386-5055 Fax: 972-387-9915 
Email : dallasinfo@superooms.com 

(HECK US OUT ONLINE... WEBSITE: www.superooms.com 

VISIT US SOON 
IN PERSON! 
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AdvertisingResearch 

Testing ads using galvanic skin response measurements 
Editor's note: Jack Shimell is pres­

ident of Inner Response, Inc., a 
Charlotte , N.C ., research company. 
He can be reached at jackinnerre­
sp@att.net or at 704-375-4473 . 

For over 70 years, advertisers and 
their agencies have been attempt­
ing to evaluate the effectiveness 

of advertising. During the 1920s this 
was mostly done in a simple and 
straightforward manner. Print was the 
dominant medium. Most ads at that 
time contained open or hidden calls to 
action (e.g., asking consumers to send 
in a coupon). Effectiveness was mea­
sured by simply counting the num­
bers. Legendary copywriter Claude 
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By Jack Shim ell 

Hopkins may not have invented this 
technique but he used it extensively. 

In the late 1920s and through the 
1930s radio advertising became sig­
nificant. As a consequence somewhat 
more indirect forms of measurement 
began to emerge- phone surveys to 
measure listeners and ad awareness, 
mostly by various recall measures. By 
the late '40s and particularly the early 
'50s, television began its climb, with 
concurrent interest in measuring both 
audience and ad effectiveness. On-air 
recall became the dominant means of 
doing this. The recall score began to 
be the brand manger's mantra. "Did it 
beat the norm?" was the common 
question. It wasn't long, however, 

before agency creatives began to com­
plain about recall not measuring what 
they were trying to do. Weak, if any, 
correlations with sales results sup­
ported their complaints. 

Coincident with this was the rise of 
motivation research, pioneered by 
Ernest Dichter, who in 1960 said: 
"Human motivations are frequently 
unconscious and represent inter­
twined and complicated mechanisms. 
Modem psychiatry and all other social 
sciences could not exist without the 
acceptance of this fact." ( 1) 

Many agency creatives and others 
latched onto this in the hope of getting 
rid of recall , but to no avail. It had 
become too entrenched; and the retort 
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"If people can't remember it, it can't 
be any good" was hard to refute. 
Dichter was often criticized for shod­
dy research design, as others were 
unable to replicate his findings. They 
missed the point. His techniques were 
not his strong suit; his intuitive 
insights were often brilliant, but so 
were his misses. 

Further, developing a technique to 
measure unconscious cognition 
proved elusive, although Horace 
Schwerin and others who followed 
were gradually able to demonstrate 
that indirect measures of unconscious 
influence such as pre/post and post­
only attitude measures did often evi­
dence correlations with sales results 
and/or reported brand usage. 

In relative terms, these attitude 
change measures were significantly 
better than on-air or off-air recall 
measures. But old habits die hard 
and conscious recall and copy play­
back measures are still common­
place today, despite their history as 
poor predictors of marketplace per-

{iii2nteractive 

formance. 

Measuring unconscious influences 
As early as the 1950s, a small but 

significant number of researchers 
attempted to introduce physiological 
measures as a means of overcoming 
the limitations of direct questioning. 
Principal among these was galvanic 
skin (resistance) response (GSR), the 
primary component, then and now, in 
lie detection equipment. The equip­
ment was crude, results could not 
readily be integrated with a subject's 
questionnaire response and practi­
tioners too often relied on the stress 
component, phasic response, as 
opposed to the underlying tonic or 
attention component. The biggest 
hurdle though proved to be estab­
lishing that unconscious cognition 
was both a precursor and a continu­
ous parallel to conscious cognition. 
Behaviorist psychologists, led by B.F. 
Skinner, dismissed unconscious 
influences as being trivial at best. 
Neurologists and most brain 

Combine the qualitative insights of 
a focus group with the quantitative 
precision of a telephone survey ... 

easily, quickly and reliably. 

The Perception Analyzer™ 
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researchers at the time agreed. 
In the 1970s non-verbal techniques 

such as dials and button measurement 
devices became popular in an attempt 
to get past the limitation of language. 
They appeared to be as reliable as 
direct questioning in measuring atti­
tude changes and also proved useful 
a a diagnostic device in measuring 
likability and other attitude attributes. 
Since response was consciously con­
trolled, they could not get into the 
realm of unconscious affect, despite 
some claims to do so. 

"Discovery" of unconscious atten­
tion 

In 1983, the famous medical 
researcher Jonas Salk aid: "We all 
have many more sensitivities than we 
know. More things affect us without 
our conscious awareness or concern 
and make a difference to us than we 
know." (2) 

According to a February 1996 
American Psychologist article: 

"Unlike explicit memory, which 
depends critically on paying adequate 
attention to the information to be 
learned, implicit memory can be 
robust even without full attention."(3) 

Thanks to advances in medical 
examination technology such as MRI, 
PET and CAT scan techniques, neu­
ropsychologists and other brain 
researchers have been able to estab­
lish that cognition is a dual function, 
with both conscious and unconscious 
attention occurring simultaneously. 
Several researcher have also estab-
1 i shed that unconscious 
attention/awareness almost always 
occurs in fraction of a second before 
any conscious awareness begins. 

T-scope experiments are the easiest 
to perform. A slide is exposed in hun­
dredths of a econd, which falls below 
conscious perception, yet cognition 
generally occurs, but at an uncon­
scious level and i only determined by 
indirect questioning. 

Evelyn Wood, the speed-reading 
firm, used subliminal techniques to 
persuade tudent that they can read at 
very high speed, often in excess of 
1,000 words per minute. One cannot 
silently mouth the words at these 
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speeds, yet comprehension is often what is processed in either half of the surement beyond recording conscious 
greater than when read at much slow- brain. Indeed, the entire right brain responses is not new. A few 
er speeds. To read at high speed, appears to be dominant in regard to researchers were experimenting back 
greaterconcentrationisrequired.The attentionandarousal."(5) in the 1950s and 1960s. Some 
unconscious mind at this point is Note: Not all brain researchers employed galvanic skin response, oth­
doing almost all the work. In com- believe the rational/emotional, con- ers pupil dilation, eye movement, 
prehension reviews students often scious/unconscious are so cleanly voice stress, and brain waves . Pupil 
score better after reading at high speed delineated by left brain/right brain dilation and voice stress have, to our 
than at slower speeds. descriptions Joseph employs; knowledge, never been found useful 

(The author took the Evelyn Wood nonetheless, many find it a convenient for evaluating time-based or broad­
speed reading course years ago and way to figuratively, if not literally, cast material. 
recalls that one of the slides shown at describe the differences. Sophisticated eye movement mea­
high speed seemed to say: "The dog Recognition of the need for a mea- surement equipment has carved out a 
chased the cat." Everyone in the class 
agreed that that's what it said, but 
when the slide was shown again we 
discovered it really said, "Chased the 
cat the dog." Our unconscious minds 
had simply unscrambled the words 
and put them in the right order.) 

M easuring emotion and uncon­
scious processing 

In 1996 in The Emotional Brain 
Joseph LeDoux said: "Emotions are 
notoriously difficult to verbalize. 
They operate in some psychic and 
neural space that is not readily 
accessed from consciousness ... Yet, 
much of our understanding of the way 
the emotional mind works has been 
based on studies that have used verbal 
stimuli as the gateway to emotions or 
verbal reports to measure emotions. 
We will not likely begin to fully 
understand the workings of human 
unconscious processes until we tum 
away from the use of verbal stimuli 
and verbal reports."(4) 

Psychiatrist and brain researcher 
Rhawn Joseph said in his 1992 book 
The Right Brain and the Unconscious: 

"When one is listening to music, 
the left brain attends to rhythm (i.e., 
temporal sequences) and the words, 
and the right brain to the melody and 
the emotion conveyed. Similarly 
when one is talking to a friend, a loved 
one ... the right brain attends to the 
way things are being said and the left 
brain attends only to what is being 
said. Two different messages may be 
perceived." 

"Interestingly, whereas the left 
frontal lobe maintains inhibitory con­
trol over the left brain, the right frontal 
lobe exerts inhibitory influences on 
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niche as a useful tool in evaluating 
print, billboard, and other static mate­
rial. One example is a study (6) con­
ducted at The University of Georgia 
which evaluated the efficacy of ciga­
rette warnings in print ads and on cig­
arette packages with eye movement 
cameras for the National Cancer 
Society. 

Brainwave measurements have 
started to come into their own. 
Recently Rossiter and several peers 
offered evidence as to how brainwave 
analysis can isolate and evaluate key 
themes in a commercial (7). Many 
more researchers have been experi­
menting with brainwaves with , no 
doubt, more reports to follow. 

Much has been and continues to be 
learned by studying brain patterns to 
see how the brain functions. However, 
in evaluating external stimuli, such as 
television commercial , brainwave 
measures do not provide any more 
useful information than do skin con­
ductance measures, which are simpler 
and easier to operate and less intrusive 
on the test subject. 

Galvanic skin response 
Probably more research, academic, 

medical and commercial, has been 
conducted with GSR than all other 
physiological measures combined. 
With regard to advertising, substantial 
supporting evidence of the predictive 
capability and validity of GSR has 
been reported, e .g. , LaBarbera and 
Tucciarone (8) . Many other reports 
have described the arousal or attention 
responding character of this measure, 
e.g., Watson and Gatchel (9), Hopkins 
and Fletcher (1 0), and Kroeber-Riel 
(11), to name a few. 

GSR or electrodermal responses 
(EDR) are electrical signals that 
emanate from the brain through the 
autonomic nervous system to all parts 
of the body. When we take in stimuli 
through any of the senses, the mind 
decides in fractions of a second 
whether to pay more or less attention 
(be it conscious and/or unconscious). 
These signals are constantly changing 
and are recorded as an analog signal 
which will appear as a wave across a 
screen. As the mind requires more 

attention, the signals increase in inten­
sity and the analog recording rises; as 
the brain requires less attention , the 
analog recording declines. 

These electrical signals can be dig­
itized and stored in an ASCII file for 
later integration with the individual's 
questionnaire response. The analog 
signal can also be indexed and super­
imposed over a commercial to pro­
vide a visual guide to the second-by­
second changes in attention. The elec­
trica l signals are measured in 
micro iemens, a standard measure of 
electrical activity. They are obtained 
by placing two small sensors on the 
upper palm of one hand. 

The origin of EDR resides in the 
old or limbic brain, a part of the brain 
we share in common with warm­
blooded animals. This area of the 
brain eems to contain most of the 
base emotions. (For a fuller descrip­
tion, go to the M.M.M. Brain Tour on 
the Web at 
www.uib.no/med/avd/miapr/arvid/Ui 
B50/syracus/biology.htm.) 

Today almost all psychophysiolo­
gists and other brain researchers use 
skin conductance response (SCR), a 
more stable form of EDR than GSR. 

The history of GSR as an advertis­
ing measurement tool is mixed, 
despite some strong empirical evi­
dence (8). There are several reasons 
for this: 

1. Until the 1980s recording equip­
ment was largely cumbersome pen­
and-ink recorders on graph paper, 
which had to be manuall y rescaled 
quite frequently. This made collecting 
large samples very expensive and 
time-consuming. 

2. The amount of data to be record­
ed was sizable, often 10 samples per 
second. Software to record and digi­
tize the analog signals didn't exist. 

3. The GSR data could not readily 
be integrated with a test subject's 
questionnaire responses, making 
interpretation much more difficult. 

Given the foregoing, and other tech­
nical issues that need to be controlled, 
it i not surprising that most early 
practitioners ran into problems. 
Today, thanks to improved physio­
logical measuring equipment and 

www.quirks.com Quirk's Marketing Research Review 



computers that 
can crunch large 
amounts of 
data, these 
issues no longer 
apply. 

However, the 
biggest draw­
back was and is 
the widespread 
lack of knowl-
edge about the 
importance of 
implicit (uncon-
scious) aware-
ness and pro-
cessing and its 

SCR 
RESPONSE 

RATE 

profound influence on our judgments 
and actions. 

A dapting s kin co n du ct a n ce 
response measurement to time­
based advertising 

Antonio Damasio, a brain 
researcher at the University of Iowa 
Medical School, said in 1994 in his 
book Descartes' Error: 

"Among the autonomic nervous 

EXHIBIT I 

TIME 

system responses that can be investi­
gated in the laboratory, the skin con­
ductance response is perhaps the most 
useful. It is easy to elicit, it is reliable, 
and it has been studied thoroughly by 
psychophysiologists in normal indi­
viduals of various ages and cultures." 

"The response is recorded as a 
wave, which takes time to rise and 
fall. The amplitude of the wave can be 
measured (in microsiemens) as can 

The key to a successful brand lies in your customers' minds. We can help you understand what 

they' re thinking. The Conversion Modei
1

M is the largest, most widely used and trusted measure 

of customer commitment in the world. We were the first to discover that commitment is a better 

predictor of consumer behaviour than satisfaction or loyalty. Since then our understanding of 

how customers behave is constantly improving. It 's no surprise then that we've remained the 

world's leading customer commitment measure for more than ten years. With a large, global 

network, there really is no easier way to strengthen your brand. 
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its profile in 
time. The 
frequency 
with which 
responses 
occur rela­
tive to a par­
ticular stimu­
lus, over any 
specified 
time interval, 
can also be 
measured." 

" .. . w e 
knew from 
previous 
studies ... that 

when we are exposed to stimuli with 
a high emotional content, they reli­
ably produce strong skin conductance 
responses." (12) 

Our work over the past 13 years has 
involved a much greater learning 
curve than we imagined. We had to 
get past the accumulated "knowledge" 
of past practitioners and endure much 
trial and error. 

Some of the lessons we have 

rsionModel@customerequlty-co.com 
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learned are: 
a. Most early GS R researchers 

focused on the "phasic" component 
(short, episodic spikes, used to mea­
sure arousal, as in lie detection), in 
preference to the underlying, contin­
uous "tonic" response (Exhibit I) . 
Since the tonic is continuous, it is a 
more reliable measure that replicates 
well. It also is essential for second-by­
second analysis, which the phasic, 
being episodic, cannot do. However, 
both play useful analytical roles. 

b. Absent a specific (or random) 
stimulus, the tonic response tends to 
slowly decline to some resting point 

Exhibit II 
Average Persuasion Change 

By Microsiemen Value* 

Less than 5.0 
10.0 to 20.0 
Over 25.0 

*At -rest values 

t6 
+ 11 
t8 

near its (sleep) bottom. 
c. The mind, through the brain, only 

exerts as much electrical energy to 
attend to a stimulus as it needs to in 
order to satisfy its curiosity, interest or 
whatever the motivating influence 
was, before going back to its "journey 
of rest." (We have concluded that the 
human mind is either very efficient 
in this regard or very lazy- take your 
pick.) 

d. However, the human spirit, 
through discipline, restless curiosity 
and/or desire, can frequently over­
come this natural tendency. 

e. Observing a test subject's tonic 
and phasic patterns to a control video 
and a series of commercials tends to 
reveal much about the individual's 
personality and temperament. 

f. The very young tend to have the 
highest tonic levels, which decline 
with age (along with everything else, 
some would say). 

g. To obtain the most analytical ben­
efit from SCR measures, it is impor­
tant to combine each respondent's 
questionnaire response with his/her 
SCR responses. This provides a syn­
ergy of insight that either type of mea­
sure alone cannot offer. 
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Examples of analytical enhance­
ment from combining SCR mea­
sures with questionnaire data 

1. Personality and temperament 
play a key role in determining how an 
individual will react to various stim­
uli (13 ). For example, the level of 
electrical activity, as measured by 
microsiemen values (MSV) at rest, 
prior to stimulus onset, provides a 
good indication of how likely a target 

ments, tend to register very low MSVs 
and are generally the mo t difficult to 
persuade. Extroverts, with mid-range 
values, seem to be relatively more 
open to being favorably influenced, 
while those with very high values 
appear to be relatively less likely to be 
influenced than those with mid range 
values, but more so than those with 
very low MSVs. (13) 

2. Commercials with lots of quick 

Exhibit lila: Pre/Post Positive Movers - First Viewing 
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Exhibit lllb: Pre/Post Positive Movers - Second Viewing 
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audience subject will react to a given 
commercial. Exhibit II shows the 
results of a test based on 40 commer­
cials (in a mix of beer, soft drink, fast­
food, food, and several other cate­
gories), using a pre/post attitude/per­
suasion measure. 

Introverts, particularly those with 
insecure and suspicious tempera-

cuts generally score poorly on one­
exposure recall measures such as day­
after recall. We routinely use two 
exposures, in a pod of four, separated 
by a control piece. Often, for this type 
of commercial, tonic response, which 
we call viewer involvement profile 
(VIP), shows a continuous declining 
pattern during the first exposure, but 
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reverses during the econd exposure, 
among those with a positive pre/post 

core. An example from a 

what to do with the stimulus infor­
mation already received moments 
before.) 

Exhibit IV 

ond to second or over several or more 
seconds is important, direction of 
change, however small, is more 
important. By examining the ques­
tionnaire ratings responses between 
SCR gainers and decliners for each 
second, we can determine the impor­
tance of each second to the overall 
effect and affect of the commercial. 

During Seconds With: 
-Musical Signature 
- First Mention of Price Promo 
- Beauty Shots of Product 

sales-successful snack spot (one that 
increa ed sales in a controlled test 
according to the client), with over 40 
cuts in 29 econds, demonstrates this 
(Exhibit III A and III B). 

We believe that there was cognitive 
processing overload during the first 
viewing. In other words, after the first 
few seconds, the mind is struggling to 
absorb what it has ju t een and does­
n't really catch up unti 1 the second 
viewing. (Skin conductance response 
increases only as the mind is focused 
on taking in external timulu infor­
mation. As it internalizes, SCR 
decreases, while the mind decides 

Average Commercial Ratings 
Difference Per Second Between MSV 

Gainers and Decliners 

+15 
+10 
+6 

3. By taking 10 SCR measures per 
second and averaging to one , we 
obtain a stable value for each second. 
While magnitude of change from sec-

An example of this is a fast-food 
commercial which featured a two-for­
$2 promotion. While the seconds with 
beauty shots of the sandwiches with a 
voiceover sales pitch were important, 
the four seconds of the company's 
long-time musical jingle were even 

Exhibit V 

Overall 
Among: 

Extroverts * 
Introverts* 

Stable respondents* 
Neurotics* 

Net Pre/Post Persuasion Change 
Commercial "A" 

+12 

+20 
+7 

+16 
+3 

Commercial "B" 
+6 

+9 
+17 

-5 
+20 

*These profiles were confirmed by a condensed version of the Berkeley Personality Profile in the form of a self­
administered questionnaire. 

Welre a research company focusing exclusively on the Internet- NOT an Internet 

company trying to do research. i.think_inc. is your online research department with: 

Web-based surveys and i.focus groups olive data o online cross tabs o proprietary 

respondent database o self-directed survey tool. questions@ithinkinc.com 
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more important (Exhibit IV). 
We hypothesize that the jingle 

reminded many respondents ' uncon­
scious memory of how much they 
liked this company and the many 
pleasant moments they had spent eat­
ing its popular sandwiches. These 
accumulated favorable memories 
gave the conscious mind permission 
to react favorably to the two-for-$2 
offer. 

Many creatives intuitively know the 
power of music, both with and without 

It's Not Just a Call -
It's a Connection 

As a research professional, you have 
lots to think about without worrying 
about facility details. 

MEADOWLANDS CONSUMER CENTER 
understands that. 

Our team approach to every project 
assures you that no detail will ever be 
overlooked. 

And, from the minute you walk in the 
door, you'll notice how our warm, 
friend ly "home away from home" 
atmosphere envelops you. 

lyrics, but ha ve never had a mean to 
prove it. SCR measures we have taken 
of commercials where music was 
involved have demonstrated that 
power. 

4. Earlier we mentioned that SCR 
could identify certain personality 
characteristics such as extraver­
sion/introversion and stability/neu­
roticism. One example of the use of 
this occurred when we compared two 
beer commercials. (The major beer 
companies all tend to target primar-

• MCC i5 an all-5uite fac ility with choice of large, JUMBO 
(5eating up to 60) or mini-group 5etting5 located in a 
beautiful atrium building 

• iiered ob5ervation room5 with three-5ided panoramic 
view5 5eating 20+ 

• All room5 are fully 5ound-proofed with individual climate 
control5 

• 5upervi5ed in-hou5e recruiting - Executive. Medical, 
Con5umer and B to B 

• Private client bu5ine55 center and 5eparate client entrance 

• 15 minute5 from Manhattan and Newark International Airport 

• Video and Internet Conferencing and high 5peed data line5 

Meadowlands Consumer Center Inc. 
100 Plaza Drive • Secaucus, NJ 07094 

800-998-4777 • 201-865-4900 • fax 201-865-0408 
email us at info@meadowcc.com 

or visit our website at www.meadowcc.com 

ily young male of legal age who 
drink a certain minimum number of 
beers per week.) We examined two 
commercials that had a strikingly dif­
ferent affect on different personality 
types (Exhibit V). 

There were twice as many extro­
verts as there were introverts in each 
sample. Hence, the stronger overall 
preference change for commercial A. 
(In the population at large, Myers­
Briggs estimates there are two to 
three times as many extroverts as 
there are introverts.) 

We hypothesize that the more rel­
evant the subject matter of the com­
mercial is to the consumer's inter­
ests/needs, generally, the more effec­
tive i the commercial. Similarly, the 
more alike the commercial's charac­
ters are to the personality of the 
viewer, the more favorable the results 
are likely to be. 

In commercial B the principal char­
acter was boastful, which was obvi­
ou ly masking an insecure personali­
ty; yet the predicaments his pals got 
him into created orne sympathy, and 
more importantly, empathy, among 
viewers who were similarly insecure. 
In commercial A the principal char­
acter was outgoing, assertive, and sure 
of himself, but not in an offensive 
way. 

Being able to identify effective and 
affective results by personality dif­
ferences would seem to offer fertile 
ground for advertiser with high­
image brands. 

Valence 
The most common question 

researchers ask about SCR is: How 
do you know if an inclining graph is 
favorable and a declining graph unfa­
vorable? 

The short answer is that we simply 
look at the questionnaire response 
for tho e respondents with an inclin­
ing and conver ely for those with a 
declining graph. (See Point 3 above.) 
A better answer is when it comes to 
advertising, it i almost always true 
that the more attention, the better. A 
more technical answer is that any real 
negative generally evokes a phasic 
re ponse that will be harper, 
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stronger, and shorter than favorable 
or neutral responses. Ironically, SCR 
will usually provide a more definitive 
answer to this question than the often 
middling responses to survey ques­
tions. 

Summary 
I. It is evident that more and more 

brain researchers have established 
beyond question that cognition is a 
dual function of both conscious and 
unconscious processing. And that of 
the two, unconscious processing is 
usually the more dominant and, in 
effect, controlling. (For a more in­
depth discussion of the levels of 
unconsciousness, the reader is 
referred to John Kihlstrom ' s The 
Cognitive Unconscious. (14) 

II. Further, brain researchers have 
found skin conductance to be a reli ­
able and useful tool to aid their inves­
tigations. 

III. In view of this , employing a 
physiological measure such as skin 
conductance is necessary in order to 
obtain a more complete understand-

ing of the dynamics that are at work 
in a television commercial or any 
time-based visual or auditory stimu­
lus. Our work in combining SCR and 
questionnaire responses clearly sup­
port this contention. 

Answer is obvious 
What does all this brain research 

evidence have to say to advertising 
creators , approver s, and 
researchers? The answer seems 
obvious. Advertising research needs 
to develop techniques that incorpo­
rate measures of both conscious and 
unconscious reaction. The conscious 
part is easy; the need for mea uring 
the unconscious part has to be 
brought to the attention (pun intend­
ed) of the creators and approvers of 
advertising. r(I.J 
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ne of the major challenges fac­
ing magazine publishers is to 
determine exactly how many 

people actually read their magazines. 
Simply looking at the number of sub­
scribers would seem to be the obvious 
method of determining total reader­
ship. But this is not the best method, 
and it also provides data which is 

wildly inaccurate. To rectify this sit­
uation, a market research technique 
for developing highly accurate total 
readership figures has been devel­
oped. This method is called pass­
along research. When magazines 
clearly establish that they have high 
pass-along numbers they can bi 11 
greater fees for advertising space. 

The origins of the process go back 
to an event encountered by The Audit 
Bureau of Circulations (ABC). 
Almost 15 years ago, one of the busi­
ness publications audited by ABC 
decided to profile subscribers by con­
ducting a market research urvey. 
Pass-along questions were later added 

to this survey, which is now referred 
to as a "Pass-Along Study." 

Since ABC had promised to audit 
and publish the results, the Bureau 
was asked to help design a study 
which would be able to stand up to 
the closest scrutiny in terms of sta­
tistical validity. ABC solicited advice 
from leading individuals and foun­
dations in the marketing research 
field and, from their suggestions, the 
current "officially sanctioned" sam­
pling procedures and techniques for 
collecting and projecting the data 
were designed. 

Following i a tep-by-step descrip­
tion of the optimum procedures 

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





which should be employed to pro­
duce a valid pass-along result. 

1. The magazine first decides what 
its pass-along statement should 
include, i.e ., what industrie , job 
titles, and other categories it wants to 
report. The research supplier, in con­
sul tation with ABC, determines the 
minimum number of interviews nec­
essary to deliver stable and represen­
tative data. Typically, the research 
employs one of two sizes of random 
samples, 1,000 or 1,667 subscribers. 

2. The magazine delivers a copy of 
its last ABC- or BPA-audited circu­
laton file to the research supplier. The 
research supplier then re-sorts the file 
into industry and job title categories 
previously chosen and sorts the sub­
scribers in each category into zip 
code order. This ensures that any ran­
dom selection of respondents will 
also be geographically representative. 
International addresses are included 
as well. 

3. Using random starting points, 
the vendor selects every nth name for 
inc lusion in the survey. If 1,000 

names are selected, this is the prima­
ry sample. From this total random 
group of 1 ,000 names, the research 
supplier must complete interviews 
with 60 percent of them, or 600 
respondents, to produce a statistical­
ly valid result. 

4. A mail survey is employed as the 
fir t method of contact. The entire 
primary sample of 1,000 or 1,667 
names is first sent a mail survey ques­
tionnaire along with a cover letter and 
a small token of appreciation ($1). A 
period of two to three weeks is 
required to close this wave of the mail 
survey portion of the study, as most 
returns will have been received in that 
time. Following this first wave of 
mailings, a second wave is sent out to 
those who have not responded to the 
first request. For those who have not 
completed the mail survey after the 
second mailing, the research suppli­
er will then attempt to complete the 
interview via a telephone survey. The 
supplier will make as many attempts 
as are required to reach at least 60 
percent of the primary sample; some-
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times , eight , 10, or even more 
attempts are required. Unless inter­
views are completed with at least 60 
percent of the primary sample the 
re ulting data will not be judged rep­
re entative and will not be accepted 
by ABC or BPA. 

For the contact method to be accu­
rate, the mail urvey and the follow­
up telephone surveys must also be 
conducted with all over eas readers. 

5. All data are edited for accuracy, 
coded, and keypunched. The mail 
survey and telephone survey data are 
merged and then tabulated. Weighting 
procedures are applied to put the var­
ious subscriber categories into their 
known proper proportions and to 
"project" the sample to the full sub­
scription base. 

6. ABC or BPA verifies the result 
and issues an official statement show­
ing the total verified pass-along audi­
ence plus the ubscriber base. 

The involvement of ABC or BPA is 
integral to the success of the project. 
The auditor reviews, monitors, and/or 
verifies every aspect of the study. The 
auditor verifies the research sample 
selection; that is, if the sampling 
design indicates that the 405th name 
on the ubscriber file is to be part of 
the selected sample, the auditor ver­
ifies that the 405th name on the file 
has , in fact , been selected a a pri­
mary name contacted. 

Interviews are monitored on a ran­
dom ba is throughout the interview­
ing period to ensure that they are con­
ducted with the designated respon­
dent and that the respondent's 
answer are accurately recorded. 

In addition, ABC or BPA performs 
the following: 

• validates that the information on 
the questionnaires has been accurate­
ly coded and keypunched; 

• verifies the accuracy of the data in 
the computer tabulations by checking 
against count generated by hand-tab­
ulating actual que tionnaires; 

• verifies the accuracy of a "pro­
jection" of the data to represent the 
entire subscriber base. 

Questions about validity 
Many que tions have been raised 

about the validity of the pass-along 
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vs. other types of readership tudies. 
One question asked often is "Isn't a 
census better than a sample projec­
tion"? This is not necessarily true. A 
census attempts to speak to every­
one. (In this case, every subscriber 
to a particular magazine.) In practice, 
many people are unreachable or 
refuse to answer at least some part of 
whatever survey form they are asked 
to complete, and then the so-called 
census is actually completed by far 
less than everyone. The data reported 
in a census are often distorted due to 
the fact that there are no controls over 
who is and who is not answering all 
questions. Sample surveys, however, 
can always be controlled to represent 
every type of subscriber egment. 
Therefore, the results are accurately 
projectable to the total subscriber list. 

Another alternative to our stated 
pass-along method would be to devel­
op pass-along counts by tabulating 
the results of a pass-along question 
printed on their qualification/re-qual­
ification cards. There are four major 
problems with this method of mea-

uring a pass-along audience. 
1. The pass-along counts are not 

profiled by title, making the data less 
useful to media buyers. 

2. It is reasonable to suspect that 
many of the pass-alongs are going to 
non-qualified recipients, since a qual­
ified reader could order a personal 
copy at no cost. (Why would an inter­
ested reader wait for his turn on a 
routing list if he could have his own 
copy for free?) 

3. The qualification method can 
exaggerate the pass-along total, since 
it allows the same reader to be count­
ed twice, with no mechanism for 
eliminating duplication. Take the case 
of Mr. Jones, who indicated on his 
qualification card that he passes his 
copy along to a new person, Mr. 
Smith. After receiving his second­
hand copy for a few months, Mr. 
Smith decides he'd like his own copy, 
so he sends in his own qualification 
card. Since data from qualification 
cards are kept for three years, the 
records now count Mr. Smith twice, 
once as a pass-along recipient and 

once as a subscriber. 
4.Qualification card information 

(for the primary reader as well as for 
pass-along readers) is usually report­
ed from cards collected up to three 
years ago. In that period, many indi­
viduals have changed titles or jobs, or 
their companies might have gone out 
of business. Therefore, statements 
based on this type of data are 
undoubtedly out of date. 

Powerful tool 
The issuance of an ABC- or EPA­

audited number for total readership is 
a very powerful tool in the hands of 
the magazine publisher. If the pass­
along data can verify that the total 
readership for the magazine signifi­
cantly exceeds the subscriber base, 
then the magazine can use this data to 
request higher advertising fees from 
its advertisers. In slower economic 
times, strong pass-along data can be 
employed to retain advertisers who 
might be considering a reduction in 
their advertising budgets. r~ 

A.derson, Niebuhr & Associates, Inc. 
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Research Industry News 
continued from p. 15 

will retain all of the CACI Marketing 
Systems Group staff and will serve 
existing CACI customers in addition 
to new customers. The companies 
have also agreed on a joint partner­
ship to pursue future business oppor­
tunities. 

Taylor Nelson Sofres has agreed 
to acquire the broadcast division of 
U.K.-based BMC News and will 
combine the division's activities with 
those of its broadcast monitoring 
firm TNS Tellex. 

Wilton, Conn., research firm 
Greenfield Online has sold its cus­
tom research division to TNS 
Intersearch, a member of the Taylor 
Nelson Sofres group of companies. 
The Greenfield Online custom divi­
sion, including the custom research 
staff, will be fully integrated into 
TNS Intersearch. Greenfield Online, 
Inc. will continue to focus on pro­
viding online data collection and 
infrastructure support to research 
companies. Under the acquisition 
agreement, Taylor Nelson Sofres 
group companies will be able to 
access the Greenfield Online research 
panel and other sample sources at 

~ Q Research 
..._, ~ ~ 5 o I u t i o n s. c 
The Source For Consumer Product Testing & CATI 

preferential partner pricing. In the 
year ending December 31, 2001, the 
custom research business to be 
acquired had sales of $7.0 million. 

Alliances/strategic 
partnerships 

New York-based advertising and 
marketing information firm CMR has 
announced an agreement with 
Mediamark Research Inc. (MRI) to 
deliver MRI's demographic data 
through CMR's Stradegy2 and Target2 
ad-tracking applications. Clients who 
subscribe to MRI can connect MRI 
demographic data with CMR 's adver­
tising occurrence information. 

Executive search firms Stephen­
Bradford Search, New York, and 
Career Consulting Group, Inc . 
(CCG), Stamford, Conn., have 
merged. Stephen-Bradford Search 
specializes in the placement of senior 
level marketing, sales, and IT pro­
fessionals across a range of indus­
tries including market research. CCG 
specializes in executive recruiting in 
the fields of market research, mar­
keting information, market model­
ing, sales analysis and database mar­
keting. 

Spatial Insights, a Vienna, Va. , 

search 
is our middle name 

Our Vision ... 
to be the best resource in the Research industry 

www.whois O.com • Patti Nelson , Client Services • 732 .952 .0000 

GIS firm, has formed a strategic 
alliance with Spatial Re­
Engineering Consultants (SRC), an 
Orange, Calif., provider of integrat­
ed micromarketing systems, under 
which Spatial Insights will act as a 
value-added rese11er for SRC and its 
products, including Allocate, 
Solocast, Pinpoint, and Portfolio. 

Association/organization news 
Leaders of the market research 

industry, gathering in Geneva for the 
second consecutive year on January 
14 and 15 to discuss ways to 
strengthen the position of market 
research, agreed to take action on a 
number of key priorities. The 50 
leaders attending the global Research 
Leaders Summit , also called 
RELEAS 2 , organized by the 
Advertising Research Foundation 
(ARF) and the European Society for 
Opinion and Marketing Research 
(ESOMAR), decided to establish a 
global lobbying body for the market 
research industry. 

The global lobbying organization 
is earmarked to address privacy leg­
islation and any other legislative pro­
posals that could have a detrimental 
effect on market research. Market 
research companies, client compa­
nies and market research trade orga­
nizations are expected to fund the 
global initiative. 

Establishing the global lobbying 
body will be a step-by- tep process. 
Thi year, the U.S.-based trade asso­
ciation CMOR (the Council for 
Marketing and Opinion Research) 
will be expanded to include Canada 
and Mexico. A European pilot effort, 
initially funded by ESOMAR, will 
be established this spring. 
Commitment for additional funding 
are already in hand. Similar region­
al efforts covering Asia-Pacific and 
Latin America will be set up after 
2002. 

"Attempts to restrict our industry 
are growing all the time. We've seen 
it in Europe and the U.S. in particu­
lar, and it is happening or is going to 
happen in other parts of the world. 
Our industry can affect these restric-
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Seminar Dates and Locations from Janua~ry-December 2002 

101. Practical Marketing 
Research 

New York .......................... Jan 7-9 
La Vega ...................... Feb 12-14 
Chicago ........................ Mar 18-20 
Denver .......................... Apr 22-24 
Cincinnati .................... May 29-31 
Los Angeles ................. .July 8-10 
New York .................... Aug 12-14 
Atlanta ........................ Sept 23-25 
Chicago ........................ Oct 28-30 
Boston .............................. Dec 2-4 

104- Designing Effective 
Questionnaires: 
A Step by Step Workshop 

New York ...................... Jan 23-25 
Atlanta ............................ April 2-4 
Denver ........................... .June 4-6 
Chicago ........................ Aug 20-22 
Cincinnati ........................ Nov 5-7 

to6. Fundamentals of Internet 
Marketing Research 
Methods and Applications 

Las Vegas .................... Mar 12-13 
New York .................... May 14- I 5 
Atlanta .............................. Aug 6-7 
Chicago .................. Oct 31 -Nov 1 

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

Denver ........................ April 25-26 
New York .................... Aug 15-16 

202. Focus Group 
Moderator Training 

Cincinnati ..................... .Jan 22-25 
Cincinnati .................... Mar 12-15 
Cincinnati .............. Apr 30-May 3 
Cincinnati ................... .June I 8-2 I 
Cincinnati .................... Aug 27-30 
Cincinnati ...................... Oct 15-18 
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203. Specialized Moderator 
Skills for Qualitative 
Research Applications 

Cincinnati ..................... .Jan 28-31 
Cincinnati ................... .June 24-27 
Cincinnati ...................... Oct 21-24 

2os. Qualitative Research 
with Children 

Chicago ............................ April 16 

301. Writing and Presenting Actionable 
Marketing Research Reports 

New York ............... .Jan 30-Feb I 
Chicago ...................... April17-19 
Los Angeles ............... .July 17-19 
Cincinnati ................ Oct 30-Nov I 

401. Managing Marketing 
Research to Enhance 
Accountability and ROI 

Chicago ........................ Mar 25-26 
Los Angele ............... .July 15-16 

501. Applications of 
Marketing Research 

New York ...................... Jan 10-11 
Chicago ........................ Mar 21-22 
Los Angeles ................. .July 11-12 
Atlanta ........................ Sept 26-27 
Boston .............................. Dec 5-6 

so2. Product & Service Research 
New York ........................ Mar 4-5 
Chicago ............................ Aug 5-6 

so4- Advertising Research 
New York ........................ Mar 6-7 
Chicago ............................ Aug 7-8 

5os. Market Segmentation 
Research 

New York ........................ .. Feb 5-6 
Chicago ............................ June 4-5 
Los Angeles ............ Sept 30-0ct 1 

5o6. Customer Satisfaction 
Research 

New York ...................... Feb 25-26 
Chicago ........................ Sept 10-11 

507. Analysis and 
Interpretation of 
Customer Satisfaction Data 

New York ...................... Feb 27-28 
Chicago ........................ Sept 12-13 

soB. Positioning Research 
New York ............................ Feb 7 
Chicago ............................. .June 6 
Los Angeles .......................... Oct 2 

509· Pricing Research 
New York ............................ Feb 8 
Chicago ............................. .June 7 
Los Angeles .......................... Oct 3 

6ot. Data Analysis for 
Marketing Research: 
The Fundamentals 

New York ...................... Jan 28-29 
Chicago ........................ Apr 15-16 
Los Angele ............... .July 15-16 
Cincinnati. ..................... Oct 28-29 
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602. Tools and Techniques 
of Data Analysis 

Cincinnati ....................... .Jan 8-11 
New York .................... Mar 12-15 
Denver .......................... May 7-10 
Atlanta .............. ........... .July 23-26 
Chicago ........................ Sept 24-27 
Las Vegas .................... Nov 12-15 

6o3. Practical Multivariate 
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Cincinnati ..................... .Jan 14-17 
New York .................... Mar 18-21 
Denver ........................ May 13-16 
Atlanta ................... .July 29-Aug 1 
Chicago .................. Sept 30-0ct 3 
Las Vegas ........................ Dec 3-6 

6o4- Translating Data Into 
Actionable Information: 
A Hands-on PC 
Based Workshop 

Cincinnati .................... Mar 25-27 
Cincinnati ........................ Oct 8-10 

6os. Practical Conjoint 
Analysis and Discrete 
Choice Modeling 

New York .......................... Apr 3-4 
Chicago ........................ Oct 15-16 

701. Conducting Research in 
International Markets 

New York .............. Apr 30-May I 
Chicago ........................ Sept 18-19 

Bot. How to Use Marketing 
Information for Better Decision Making 
New York .................... May 21-22 
Chicago ............................ Sept 5-6 
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tive regulatory efforts, but only if we 
organize collectively and that's what 
we've done today. It's groundbreak­
ing, " says Jay Wilson, executive 
chairman U.S. ofNOPWorld and one 
of the initiators of setting up a lob­
bying effort. 

At the RELEAS 2 summit, the 
industry leaders also agreed to take 
initiatives aimed at giving market 
research an increased profile in the 
business world , relaunching the 
industry and empowering it to take 
new future business opportunities. 

In addition, the leaders agreed to 
take tep to strengthen cooperation 
between clients and providers in the 
industry, with especially strong focus 
on initiatives to optimize the role of 
market research at the client side. 

The leaders endorsed starting the 
"Marco Polo" initiative, an industry 
research project aimed at collecting 
up-to-date, in-depth knowledge of 
corporations' needs regarding market 
research. Industry leaders also 
approved the outlines of a plan to 
create an industry forum earmarked 
to continue the industry reform 
process started at RELEAS on a per­
manent basis. 

The RELEAS 2 summit was 
attended by industry leaders from 
both market research provider orga­
nizations and cor orate clients re -

resenting the global industry. 
RELEAS 2 is the second stage of a 
three-stage process aimed at redefin­
ing and strengthening the market 
research industry. The third and last 
RELEAS Global Leadership Summit 
will be held in January 2003. 

Awards 
Arbitron Inc., New York, has 

been listed among Fortune 's Top 100 
Best Companies to Work For in 
2001. From a pool of 279 compa­
nies, Arbitron was ranked number 52 
on the overall list of best companies 
and number 25 on the list of best 
companies for women. The annual 
list ranks companies that scored high 
on anonymous employee surveys 
evaluating trust in management , 
pride in work and the company, and 
on-the-job camaraderie. 

New accounts/projects 
Opinion Research Corporation, 

Princeton, N.J., announced that its 
U.S. Market Research Group has 
been awarded a series of contracts 
with a combined value of $7 million. 
These contracts, with global tech­
nology organization , will be com­
pleted over the course of 2002. 

ACNielsen U.S. , Schaumburg, Ill., 
has announced that CVS/Pharmacy, 
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Web: www. focusgroupsofcleveland .com 

Longs Drug Stores Corporation, and 
Eckerd Corporation have signed on 
to use Category Business Planner 
(CBP), ACNielsen 's Web-based cat­
egory management intelligence sys­
tem. 

New York research software com­
pany FIRM Inc. ha signed 
ACNielsen to a global contract for 
FIRM's flagship confirmit software 
application. The first phase of con­
firmit 's deployment is in support of 
Asia-Pacific operations, with deploy­
ment to all others to follow. 
Additionally, confirmit technology 
is being considered by ACNielsen as 
the foundation for future proprietary 
solutions. 

CSM, Inc. , an Atlanta-based 
re earch and consulting firm , has 
been selected by Lodestar 
Corporation to conduct a company­
wide customer satisfaction and loy­
alty analysis, a competitive analysis, 
a win-loss analysis, and a post-imple­
mentation evaluation. Zesearch, Inc., 
an Atlanta-based competitive intelli­
gence firm , had been conducting 
win-los re earch for Lodestar 
Corporation and now that CSM and 
Zesearch have merged, Lodestar will 
continue its program through CSM. 
Over a 12-month period CSM will 
implement an ongoing research pro­
gram designed to evaluate the satis­
faction of prospects and customers, 
from initial introduction through 
their long-term customer experience. 

Wilton, Conn.-based Greenfield 
Online has reached agreements to 
provide online data collection solu­
tions to Wirthlin Worldwide, 
Convergys Marketing Research 
Services , Harman Atchison 
Research, and Rothstein-Tauber, 
adding to its partner program through 
which it serves the online data col­
lection needs of research companies. 

Nuremberg, Germany-based GfK 
has won two multi-year contracts in 
Belgium and Austria. Together with 
Audimetrie, a subsidiary of the 
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Intomart GfK Group, GfK will carry 
out TV audience research in Belgium 
for the next seven years from 2002 to 
2008 inclusive. The total contract 
volume amounts to EUR 17 million. 
Audimetrie, which has been com­
missioned by CIM (the Joint Industry 
Committee for media research in 
Belgium) for the last five years to 
measure TV ratings in Belgium, will 
supply the 1 ,500-member panel with 
new metering equipment in 2003. 
This will measure the reception of 
both analog and digital broadcast. 
GfK has also won a contract from 
Osterreichischer Rundfunk (Austrian 
radio) and the marketing companies 
for private broadcasters RMS and 
RMC, under which GfK will carry 
out continuous radio audience 
research from 2002 to 2004. The vol­
ume of this contract total s EUR 1.5 
million. The survey known as 
Radiotest has been carried out regu­
larly by FESSEL-GfK , GfK's 
Austrian subsidiary, since 1993. 

New companies/new locations 
ICR/International 

Communications Research has 
moved its corporate headquarters to 
a new location at 53 West Baltimore 
Pike, Media, Pa. , 19063-5698. Phone 
484-840-4300. Fax 484-840-4599. 
The new location includes a state­
of-the-art focus group facility. 

Joel Rei h, formerly vice presi­
dent/director of market research with 
Eagle Research, has founded Next 
Level Research, a full-service 
research company at 130 Ridgeland, 
Atlanta, Ga., 30305. Phone 404-261-
9565. E-mail joel@nextlevelre­
search.com. 

Millward Brown Precis, a media 
analysis division of the WPP group, 
has opened up in Millward Brown's 
Fairfield, Conn., office , to take its 
U.S. presence to three offices. 
Stephen Debruyn will relocate from 
London to run the team. 

Market Directions has moved to 
200 Walnut, Suite 100, Kansas City, 

Mo., 64106. Phone 816-842-0020. 
Fax 816-472-5177. 

Company earnings reports 
Wilton, Conn.-based Greenfield 

Online announced that Q4 2001 was 
its first profitable fiscal quarter in 
company hi tory. The company first 
achieved profitability in September 
2001 and remained profitable 
through the end of the year. The firm 
has refocused its business to accel­
erate the development of the out­
sourcing services division and con­
centrate on serving the online data 
collection needs of research compa­
nies. 

New York-based Arbitron Inc. 
has announced results for the fourth 
quarter and year ended December 
31, 2001. For the fourth quarter, the 
company reported revenue of $51.4 
million, an increase of 9 percent over 
revenue of $47.2 million during the 
fourth quarter of 2000. Earnings 
before interest and taxes (EBIT) for 
the quarter were $9.3 million, com-

pared with EBIT of $11.9 million 
during the same period last year. Net 
income for the quarter was $2.6 mil­
lion, compared with $7.2 million for 
the fourth quarter of 2000. Cost and 
expenses were higher than last year 
because of increased spending relat­
ed to the RADAR service, Webcast 
measurement, the Portable People 
Meter initiative, royalties , data col­
lection, and research and develop­
ment. Interest expense related to the 
debt incurred in connection with the 
reverse spin-off from Ceridian on 
March 30, 2001 also contributed to 
the year over year increase. 

Net income per share for the quar­
ter was $0.09 (basic and diluted), 
compared with $0.25 (basic) and 
$0.24 (diluted) per share during the 
comparable period last year. The 
2000 earnings per share amounts 
have been adjusted to reflect the one­
for-five reverse split, which became 
effective following Arbi tron 's 
reverse spin-off from Ceridian. 

For the year ended December 31, 
2001, revenue was $227.5 million, 
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an increase of 10 percent over rev­
enue of $206.8 million reported for 
the same period last year. EBIT was 
$75.5 million, compared to $74.8 
million during the same period last 
year. Net income was $36.5 mil­
lion, or $1.25 per share (basic) and 
$1.24 per share (diluted), compared 
with $45.3 million, or $1.56 per 
share (basic) and $1.54 per share 
(diluted), last year. The decline in 
net income as compared to 2000 is 
the result of the interest expense 
related to the $250 million in debt 
incurred at consummation of the 
reverse spin-off. 

Forrester Research, Inc., 
Cambridge, Mass., announced its 
fourth-quarter and year-end 2001 
financial results. Fourth-quarter 
2001 total revenues were $34.7 
million, compared with $47.9 mil­
lion for the fourth quarter of last 
year. Net income was $4.9 million, 
versus $7.3 million for the fourth 
quarter of 2000. Net income per 
diluted share was $0.21 in the 
fourth quarter of 2001, compared 
with $0.30 for the same period a 
year ago. Total revenues for 2001 
were $159.1 million, compared 
with $157.1 million in 2000. Pro 
forma net income was $20.2 mil­
lion in 2001, versus net income of 
$21.6 million in 2000. Pro forma 
net income excludes a $3.1 million 
third-quarter charge related to a 
workforce reduction. Including the 
charge, Forrester reported net 
income of $18.1 million for 2001. 
Pro forma net income per diluted 
share was $0.84 for 2001 compared 
with net income per diluted share of 
$0.88 in 2000. Pro forma net 
income per diluted share excludes 
a $3.1 million third-quarter charge 
related to a workforce reduction. 
Including the charge, the company 
reported net income per diluted 
share of $0.76 for 2001. 

St. Petersburg, Fla.-based 
Catalina Marketing Corporation 
reported third quarter results for 
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the period ended December 31 , 
2001. Revenue in the quarter grew 
6 percent to $114.7 million, com­
pared to $108.7 million in the third­
quarter of the prior year. Quarterly 
net income was $17.4 million, or 
$0.31 cents per diluted share, ver­
sus $16.8 million, or $0.29 cents 
per diluted share for the compara­
ble prior year period. The compa­
ny's research operations, conduct­
ed by Alliance Research, reported 
revenue approximately equal to 
revenue in the comparable prior 
year period. Earnings for the 
research operations were equal to 
approximately $0.01 per company 
common diluted share. 

Milpitas, Calif.-based Internet 
audience measurement firm 
NetRatings, Inc. announced finan­
cial results for its fourth quarter 
and year ended December 31, 2001. 
Revenues for the fourth quarter of 
2001 were $5.1 million, compared 
with $6.6 million reported in the 
same period one year ago. Pro 
forma net loss for the fourth quar­
ter of 2001 was $868,000 or a loss 
of ($0.03) per share on approxi­
mately 33.1 million shares out­
standing. (The pro forma results 
exclude amortization of non-cash 
stock-based compensation and 
charges related to joint venture 
expenses.) This compares with pro 
forma net income in the same peri­
od one year ago of $1.1 million or 
$0.03 per share on approximately 
32.4 million shares outstanding. 

For the year ended December 31, 
2001, revenues were $23.5 million, 
up 15 percent from revenues of 
$20.4 million in fiscal 2000. Pro 
forma net loss for 2001 was $2.1 
million, or a loss of ($0.06) per 
share, compared with a loss of 
$222,000 or a loss of ($0.01) per 
share in 2000. 

On a GAAP basis, which includes 
the amortization of non-cash stock­
based compensation and the los on 
joint ventures, net loss for the 
fourth quarter of 2001 was $4.5 

million, or a loss of ($0.14) per 
share on approximately 33.1 mil­
lion shares outstanding. This com­
pared with a net loss of $2.7 mil­
lion, or a loss of ($0.08) per share 
on approximately 32.4 million 
shares outstanding during the same 
period one year ago. Including the 
amortization of non-cash stock­
based compensation and the loss on 
joint ventures, net loss for fiscal 
2001 was $17.6 million, or a loss of 
($0.54) per share on approximate­
ly 32.9 million shares outstanding. 
This compared with a net loss for 
fiscal 2000 of $14.3 million or a 
loss of ($0.45) per share on approx­
imately 32.0 million shares out­
standing. 

Harris Interactive, Rochester, 
N.Y., reported results for the fiscal 
2002 second quarter ended 
December 31 , 2001. The company 
reported revenue of $24.8 million 
in the second quarter of fiscal 2002, 
in line with previous projections. 
The revenue includes $7.6 million 
derived from two months of opera­
tions from Total Research, which 
merged with Harris Interactive on 
November 1, 2001. For the second 
fiscal quarter, the company report­
ed a pro forma net operating loss of 
$4.3 million or ($0.09) per share. 
The company also reported a 
restructuring charge of $6.2 mil­
lion or $0.14 per share. Of this 
amount, $1.2 million or $0.03 per 
share represented current cash 
items, principally severance costs. 
The balance of the charge (approx­
imately $4 million or $0.09 cents 
per share) consisted of write-offs 
of abandoned fixed assets and real 
estate, due mainly to the consoli­
dation of the two companies' tele­
phone data collection centers. 
Reported combined loss for the 
quarter was $10.5 million or 
($0.23) per share. At December 31, 
2001, Harris Interactive reported 
$30 million in cash and marketable 
securities on its balance sheet, with 
no long-term debt. 
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Survey Monitor gainers are brands like Ferrari (4th), 
Michelin (7th), Rolls-Royce (11th), 

continued from p. 8 Coach (21st), Porsche (22nd), Plaza 
reinforced in this post-9/11 tudy. "We Hotels (23rd), The Wall Street Journal 
expected to see some major changes in (24th), and Lord & Taylor (27th). 
the scores of brands," says John Less familiar brands generally lost 
Morton, senior vice president and ground. All of the 65 worst-perform­
founder of EquiTrend at Total ing brands (i.e., biggest decrease in 
Research/Harris Interactive. "Usually, quality) had salience levels below 50 
a recession has a substantial impact percent. "In other words, people went 
on equity scores, let alone recession for familiarity, comfort and quality. It 
plus 9/11. In past reces ion , quality is probably no coincidence that ami­

the single biggest loser in quality dur­
ing the study," Morton says. 

The EquiTrend Fall 2001 brand 
were rated by 30,935 consumers ages 
15 and over. The survey was conduct­
ed online October 31 through 
November 6, 2001, and rated 950 
brands, including 215 media (print and 
broadcast) brands. Each respondent 
was asked to rate 100 brands (out of 
the total 950 brands) ~ 20 "core 
brands" (asked of everyone) and 80 
randomly-selected brands from the scores of brands tended to drop in gen- nous- ounding Prophesy Apparel was 

er~~luxurybrandsmoreilianevery-~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
day brands. But most well-known 
brands were stable through this period, 
with the quality scores of mo t brands 
that had 60 percent or higher alienee 
changing by less than a tenth of a point 
on our eleven-point cal e." 

Other surprising insights: 
• Comfort- and escape-brands tend­

ed to do well. For in tance, Jack 
Daniel's had the 3rd best improvement 
from March to November 2001, with 
Miller Beer and Fox Sports also on 
the 10-most-improved li t. 

• Travel brands did not generally 
lose equity during this period. 
Surprisingly, most of the major air­
lines experienced an increase in per­
ceived quality. Westin Hotels ranked 
15th in quality improvement, and 
Southwest Airlines (9th) and Japan 
Airlines (14th) did even better. While 
there are many possible interpretations 
and explanations of the e results, there 
seem to be no evidence of any per­
manent damage to consumer goodwill 
toward travel brands. Automotive 
brand also tended to do well on the 
most-improved quality list, with 
Michelin (7th), Goodyear (18th), and 
Exxon (19th). 

• Media brands, perhaps due to the 
"stay-at-home syndrome," or by virtue 
of their special value during risky 
times, tended to do well. For instance, 
CNBC (2nd), BBC (8th), and The 
Hi tory Channel (1Oth), all made the 
1 0-most-improved in quality list. 
AOL, which could broadly be consid­
ered a media brand, was the brand with 
by far the greatest quality improve­
ment from March to November 2001. 

• Luxury brands also tended to 
improve their quality standing unlike 
in other recessions. Among the top 
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remaining 930 brands. All respondents 
were asked to rate the 20 core brands 
in order to calibrate the data. Two 
thousand respondents (minimum) 
were asked to rate each of the remain­
ing non-core brands. The study mea­
sures: quality -on a scale of 0 to 10 
with 5.00 being very acceptable, 8.00 
or above is considered world-class; 
salience - the percentage of people 
who feel aware and informed enough 
to rate the brand; equity- quality X 
salience. For more information call 
877-919-4765 or visit www.harrisin­
teractive.com/total/. 

Sleep, eat, drink beer? 
Worries abound for parents who 

send their children off to college. 
Financial irresponsibility, skipping 
class, and even binge drinking and 
drug experimentation are all fears par­
ents face. A study released by Questia 
Media reveals how college students 
actually spend their time. 

The good news: Most parents need 
not worry that their student is abusing 
his or her college education. Rest 
assured, today's college student is 
aware of the importance of attending 
class and mindful of spending too 
much money. 

Following are some highlights from 
Questia's survey of 1,500 college stu­
dents and parents. 

On leisure time: 
• 53 percent of students watch less 

than two hours of television per day; 
• 49 percent of students go out 

socially one to two nights per week, 
but 63 percent rarely or never drink, 
and 64 percent have never experi­
mented with drugs; 

• 69 percent of students admit to 
catching more than seven hours of 
shut-eye per day; 

• 19 percent of students admit to not 
calling home enough. 

On study habits: 
• 66 percent of students deny skip-
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ping class even once a week; 
• 40 percent of students spend one to 

two hours online per day; 
• 87 percent of students polled pre­

fer to conduct late-night research via 
the Internet from home or in their 
dorm room rather than trekking to the 
library, and 81 percent spend three 
hours or less at the library per week. 

On finances: 
• 28 percent of students claim to 

sometimes ask for a handout from 
mom and dad, while 53 percent of tu­
dents pay for at least half of their col­
lege life; 

• 75 percent of students spend $50 or 
less per week on entertainment such as 
dining out and shopping. 

Questia 's survey was conducted 
online and analyzed by Greenfield 
Consulting Group. Sixty-four percent 
of the survey participants were fresh­
men or sophomores; 20 percent were 
juniors; and 16 percent were seniors. 

AOL names top 10 teen 
wired cities 

America Online, Inc., has 
announced the top 10 teen wired cities 
in America based on a national survey 
of more than 6,700 parents of teens 
and teens conducted by Digital 
Marketing Services, Inc. (DMS). The 
results are based on the amount of time 
that teens, ages 12-17, spend online on 
a weekly basis and also reveal what 
teens do while they're online, includ­
ing e-mail, homework, instant mes­
sage, listen to music, research current 
events, play games, and more. 

According to the study, the top 10 
teen wired cities in the U.S. are No. 1 
Pittsburgh, No. 2 New York, No. 3 
Cleveland, No. 4 San Diego, No. 5 
Miami-Ft. Lauderdale, No.6 Hartford 
and New Haven, No. 7 Los Angeles, 
No.8 Detroit, No.9 Philadelphia, and 
No. 10 Milwaukee. 

Teens aged 12-17 years living in 
Pittsburgh are online an average of 
15.82 hours per week and teens living 
in the No. 10 teen wired city -
Milwaukee- are online an average of 
12.85 hours per week. 

The DMS survey also reveals that 
the Internet is increasingly becoming 

an integral and essential part of teens' 
daily lives, spanning the full range of 
their everyday activities. Here is a 
snapshot of what teens are doing 
online. 

Communication: The survey found 
that the Internet has, in many ways, 
become the primary communication 
tool for teens, surpassing even the tele­
phone for some teenage groups. 
Eighty-one percent of teens between 
the ages of 12-17 use the Internet to e­
mail friends or relatives while 70 per­
cent use it for instant messaging. 
When you look at older teens, age 18-
19 years, these statistics jump to 91 
percent for e-mai 1, 83 percent for 
instant messaging. Fifty-six percent 
of teens aged 18 and 19 years prefer 
the Internet to the telephone. 

According to the recently released 
AOL Roper ASW Youth Cyberstudy, 
the Internet has become such an essen­
tial communication resource that the 
majority oftoday's youth (55 percent) 
would rather bring a computer with 
them to a deserted island over a tele­
phone or television. The same survey 
shows that most teens agree that more 
people will know their e-mail address 
rather than their phone number with­
in 10 years. 

Education: In addition to communi­
cating with friend and participating in 
online recreational activities, the DMS 
survey reveals that teens depend on 
the Internet as an educational resource, 
relying on online resources to com­
plete school assignments and research 
news and current events. Fifty-eight 
percent of younger teens ( 12-17 years) 
consult online re ources for guidance 
on their homework assignments while 
61 percent of older teens (18-19 years) 
turn to the Internet for help complet­
ing their schoolwork. Additionally, 
more than a quarter (26 percent) of 
younger teens go online to access 
news and current events while almost 
two-thirds (61 percent) of older teens 
do the same. 

Recreation: The study also demon­
strated that teens tum to the Internet 
when they want some downtime from 
their busy lives. Fifty-five percent of 
younger teens between the ages of 12 
and 17 years go online to listen to and 
download digital music; this figure 
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jumps to an impressive 65 percent for 
older teens aged 18 and 19 years. 
Playing games online is another fun 
distraction for teens; 70 percent of 
younger teens and 60 percent of older 
teens use the Internet to play games. 
Fifty-one percent of older teens rely on 
the Web when planning vacations and 
searching for travel information. Other 
online recreational activities that reg­
ister with the teen audience include 
downloading the latest news and gos­
sip on celebrities and music groups 
( 40 percent for younger teens, 35 per­
cent for older teens), participating in 
online chats (36 percent for younger 
teens, 46 percent for older teens), and 
accessing sports information (25 per­
cent for younger teens, 19 percent for 
older teens). 

As teens continue to rely more and 
more on the Internet for their everyday 
activities, they are also beginning to 
take advantage of wireless devices. 
Twenty-five percent of parents sur­
veyed indicated that their teens cur­
rently use cell phones with instant 
messaging and/or e-mail capability. 
When asked which wireless devices 
their teen would most like to own, 51 
percent responded a cell phone with 
messaging capability. 

Consumption of 
personal care products 
rises 

Annual consumption of personal 
care products has jumped to 40.5 
packages per person in 2000, up from 
38.4 packages per person in 1990, 
and, according to a newly released 
study by Kline & Company, changes 
in the demographic composition of 
the U.S. are largely responsible for 
this growth. 

The first part of the research study 
series, titled Demographic Series For 
The Personal Care Industry, states that 
while the U.S. population grew by 
13.2 percent from 1990 to 2000, the 
unit volume sales of cosmetics and 
toiletries expanded by 19.3 percent 
during the same period. "These num­
bers indicate that, on average, each 
American is using 5.4 percent more 

personal care products now than in 
1990," says Lenka Contreras, manag­
er of consumer products at Kline & 
Company, a market research and con­
sulting firm based in Little Falls, N.J. 

Skin care product usage, for exam­
ple, experienced a 22 percent increase 
over 1990 levels to reach 4.8 skin care 
products per person in 2000. The cat­
egory was driven by the ongoing 
search by aging Baby Boomers for 
products that will help them maintain 
a youthful appearance. Another con­
tributing factor to growth in this cat­
egory is the large population of 
teenagers purchasing skin care prod­
ucts for the first time to address their 
concerns for oil-free skin and pore 
size. 

Another category that registered 
high consumption growth is hair col­
oring products. On average, 
Americans used 70 percent more hair 
coloring products per person in 2000 
than in 1990. This urge is attributed 
in part to trend-setting teens entering 
the user base and aging Boomers cov­
ering gray hair. Also fueling the 
increase is higher u age among ethnic 
groups, particularly Hispanics. 
According to the report, more than 55 
percent of Hispanics purchased hair­
coloring products in 2000- the high­
est percentage of any race or ethnic 
group. This tendency, along with a 58 
percent jump in the U.S. Hispanic 
population over the last decade, has 
contributed significantly to the sharp 
rise in hair coloring product con­
sumption. 

Not every category experienced 
such robust growth during the 1990s. 
In fact, several categories reported 
stagnant or declining per capita usage 
from 1990 to 2000, including fra­
grances, nail care products, and bar 
and liquid oaps. "Marketers will need 
to better understand how shifts in 
diversity, household structure, and 
population distribution will affect 
consumer demand for these and other 
personal care products in order to gain 
an accurate perspective of the mar­
ket," says Contrera . For more infor­
mation visit www.klinegroup.com. 
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St. Elizabeth 
continued from p. 27 

pants for non-verbal cues, and used fol­
low-up questions to probe deeper into 
their beliefs and value sets. Insights 
obtained from these techniques pro­
vided key rational and emotional moti­
vations, perceptions and potential bar­
riers that affect the selection of a car­
diovascular care program. 

Audience insight 

makes a facility well qualified or com­
petent. The ideal program would be 
up-to-date in terms of technology, pro­
cedures, and equipment or tools. 

Though not the most determinant 
factor in the selection of a 
cardiac/heart care program, comfort 
- on both a physical and a spiritual 
level- is a mandatory element of the 
ideal cardiac/heart care program. 
Pictures that most often conveyed 
physical comfort were a warmly dec­
orated living room and a comfortable 

advertising campaign (television and 
print) to increa e consumer preference 
for St. Elizabeth' as a place to have 
more advanced cardiova cular proce­
dures like open-heart surgery. The 
research findings set the stage for all 
cardiovascular communications mov­
ing forward, and the television ad was 
the fir t in a series to introduce the 
Humility of Mary Health Partners' 
overall brand position. 

Ba ed on the motivational research 
findings, the advertising needed to 

convey an image of compe­
tence and comfort. According 
to Joanne Kim, a partner and 
creative director at Marcus 
Thomas, a high-tech compo­
nent was necessary for the tele­
vision spot to demonstrate the 
clinical expertise of The Heart 
and Vascular Center to the tar-
get audience. 

Competence and comfort 
(both physically and mental­
ly) were identified as the two 
most important criteria for a 
cardiovascular center. 
Participants ' top-of-mind asso­
ciations with cardiac/heart 
programs were based more on 
personal experiences -focus­
ing less on specific program 
names, services, equipment, or 
benefits. Further, there was 
consensus among participants 
regarding the fear that goes 
along with heart or other car­
diovascular problems. 

The television spot visually 
communicates the high-end 
cardiovascular technology 
(competence) contrasted with 
an emotional Tony Bennett 

Using findings from the research, Marcus Thomas created a TV spot that 
communicated competence and comfort. song, "So Beats My Heart For 

Pictures chosen by partici­
pants to convey competence included 
a brain, test tubes, gears, an oil can, a 
Swiss army knife, and folded hands. 
Characteristics participants associated 
with the pictures reflected their values 
as well as their beliefs about what 

Development II, inc. 
Business Consulting & Market Research 

A relationship is a close 
partnership that continually 
evolves through mutual 
cooperation, common goals, 
and respect. 

Full Service Market Research 

70 

Development II, inc. 
107 Middle Quarter 

P.O. Box 992 
Woodbury, CT 06798 

888-227-3244 fax 203-266-4697 
Email: info@development2.com 

www.development2.com 

armchair. Some participants described 
these pictures as bright, colorful, 
cheery, comfortable, warm, and 
homey. 

On a spiritual level, pictures of 
hands and candles symbolized the 
comfort patients would like to experi­
ence in the ideal cardiac/heart pro­
gram. The staff would have "caring 
hands," and all elements of the pro­
gram (the people, the surroundings, 
the care) would work together to cre­
ate a tranquil or peaceful environment 
for the patients. A chapel also charac­
terized the ideal cardiac program for 
those who are spiritual in a religious 
sense. 

The creative process 
Research findings were incorporat­

ed into planning and creative brain­
storming activities to assist in the 
development of an advertising cam­
paign that created the emotional land­
scape supporting St. Elizabeth's 
desired positioning. 

The objective was to develop an 

You" (comfort) . The commer-
cial take place in a clinical setting 
where a medical team is conducting 
open-heart urgery. The lighthearted 
song draws the viewer's attention 
because of its extreme contrast to the 
serious, fast-paced visual. 

Campaign evaluation metrics 
Element of the advertising cam­

paign are being introduced in phases. 
The television spot was launched first, 
and a print ad is in development. Both 
ads will be running through June 2002 
in St. Elizabeth's target market. 

Consumer perception and prefer­
ence will be mea ured by an outside 
research firm in 2002 and beyond, 
and Marcus Thomas will review tar­
geted changes in out-migration and 
market share. r~ 

:) QUICIILIDII 
To read additional articles on health care 
qualitative research , visit www.quirks.com 
and enter Article Ouicklink number 382, 496, 
or 497. 
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Software Review 
continued from p. 18 

Exports to Word and Excel will save 
you having to type in data again, but 
without the ability to influence layout 
or styles, they do not provide a viable 
means to publish results electronical­
ly. Perhaps these will come along with 
the improvements Uncle Group is 
planning with the introduction of a new 
end-user table viewer program, and 
improved Excel support. 

Been a 'lifesaver' 
I spoke with two users who had 

recently opted for Uncle. Holly 
Brannon founded Holly Stark 
Brannon Associates in Saugus, Calif., 
in 1999 as a means for her to work 
from home when a disability was 
making employment difficult for her. 
Having used several DP packages, she 
opted for Uncle. "I am not a comput­
er person," she explains. "I have a 
market research background, but I've 
been able to pick this up by myself. 
Uncle has enabled me to work on my 
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own and create a business. It has been 
a lifesaver." 

Brannon is delighted with the new 
Uncle editor. "I love it," she says. "You 
can do more in this scrolling window 
than you could before. It's very easy 
and user-friendly." 

Her favorite improvements include 
distributions on-screen and improve­
ments in ranking which make it easier 
to handle open-ended data, plus sim­
plified significance testing. "I've got 
these down from about 30 minutes to 
five minutes now," she reports. She 
reckons the new online help has saved 
many a call to support, as most ques­
tions can be answered on-screen. 

Compared to other tab packages, 
Brannon says, "Maybe the easier 
things are a bit clunkier, but the diffi­
cult things are so much easier. It is very 
flexible." 

Two years ago, when Ken Hartley 
and Paul Mackiewicz set up CIDR 
Systems, a Philadelphia data process­
ing and reporting company, the rela­
tively low one-off cost of an Uncle 
license was a major attraction, says 

Hartley. "It's easy enough for a novice 
to use, but powerful enough for an 
expert to u e and not feel bogged down 
going through operations that a novice 
would have to. " 

Like many data processing profes­
sionals, Hartley feels that a full GUI 
interface can get in the way, and the 
hybrid approach in Uncle brings the 
best of both worlds. "I wa skeptical 
there was going to be a Windows ver­
sion and that everything was going to 
be point-and-click. I don't like that­
it slows me down. But by using both 
environments you can shave off a fair 
amount of time on every job." 

Both Hartley and Holly Brannon 
independently estimated it takes 
about three months to learn Uncle 
properly, so ease of use is relative in 
this case, but par for the course. "In 
a program like this," Hartley says, 
"you don't get to use all the functions 
becau e you don't have clients that 
want them all at once. But sometimes, 
when you get the hard jobs, you learn 
some new things that make the easy 
jobs even easier!" r~ 
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Product & Service Update 
continued from p. 12 
scriptive remedies, shopping prefer­
ences, and automotive ownership. The 
Excite Network's iWon.com, a registra­
tion-ba ed loyalty portal, is a consumer 
destination with personalized and tar­
geted content. The addition of Excite's 
iWon portal with 36 vertical channels 
and specialized centers will add to 
Survey Sampling's ability to reach low­
incidence population segments based on 
interests, behaviors, and demographics. 
For more information visit www.sur­
veysampling.com. 

Online garners panel 
debuts 

now offering a new Web-based survey 
designed to monitor and identify trends 
in the field of work-life employee ben­
efits. To be conducted quarterly, Fisher 
Vista's work/life survey series will tar­
get specific areas that are most pressing 
to HR professionals and, by extension, 
to life management employee benefit 
vendor . HR professionals will be invit­
ed to recommend the question to be 
asked. Re ults of the surveys are free to 
public and private sector human 
resource professionals who agree to par­
ticipate in the opt-in surveys. Once a 
quarter, an e-mail containing a link to the 
Web-ba ed survey will be sent to par­
ticipants who may complete the online 
survey and view the results. Surveys 
will take less than 15 minutes to com­
plete. Results will also be shared with 

online venue to sell research reports 
as well as data in single charts. 
Features of the online store include: 
delivery of current research reports 
and individual charts via e-mail; spe­
cific details about the charts includ­
ing exact question asked, basic infor­
mation identifying the sample popu­
lation, and the number of participants 
in the study; a variety of topics to 
choose from, including IP telephony, 
mobile IP, network cabling and fiber­
to-the-desktop. The SageStore lists 
the specific charts and reports for sale 
in each category. For each report, the 
store provides the table of contents, 
basic demographic information and a 
link to the report's electronic 
brochure. For more information visit 
www.sageresearch.com/reports.htm. 

Communique Partners, a San Rafael, clients of Fisher Vista. The theme of the 
Calif., online panel and consulting firm, initial survey, planned for the second Cheskin offers free 
has launched The Gamer 's Voice, an quarter of 2002, is elder care and what 
online panel of garners. Created by a types of benefits and policies employers media report 
team of market researchers, the panel are currently offering, and plan to offer Cheskin, a Redwood Shores, Calif., 
will consist of over 5,000 garners, rep- to employee caregivers. HR and work- research firm, has released the third 
resenting a cross-section of platforms, life professionals interested in partici- report in its Market Insight Series. The 
genres, ages, and genders. The panel pating in the e free surveys may regis- 18-page report, "Media Content: The 

d d. ter at www.fishervista.com/surveys.htm. will be tapped for online surveys an ts- Place Where We Live," proposes a 
cussion groups that will provide answers model that includes five key factors in 
to a variety of industry and vendor New online store from developing media experiences which 
issues. These include: 1) product, title are meaningful to consumers. Previous 
and plot tests, 2) future purchase plans, Sage reports in the series have covered youth 
3) platform acceptance, hot buttons, and Sage Research, Inc., Natick, Mass., and digital experience, and life sci­
their future role as digital entertainment has introduced the SageS tore, a new ences. The report describes the current 
centers, 4) broadband connectivity ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

potential, and 5) marketing bundles that 
will drive volume. An annual ubscrip­
tion ervice will include quarterly 
reports, tete-briefings, and analyst 
queries. Subscribers will al o be able to 
tap the panel for custom proprietary sur­
veys covering usage and attitudes, pur­
chase intentions and influences, satis­
faction and loyalty studies, online focus 
groups and discussions, as well as prod­
uct and promotion testing. For more 
information contact Chris Yalonis at 
415-453-9030 or visit www.commu­
niquepartners.com. 

Survey monitors work­
life employee benefits 

Fisher Vista, a Capitola, Calif., mar­
keting services firm erving the life man­
agement employee benefits industry, is 
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nature of the media business, from 
broadcast to newspapers and the 
Internet, and the business and techno­
logical developments that are trans­
forming it. It describes means by which 
customers can be more fully engaged 
by focusing on the principles of media 
experience. Overview data on market 
trends provide the foundation of the 
report with the company's broader 
insights from its proprietary client 
research elucidating current consumer 
trends. The heart of the report out­
lines the five key components of com­
pelling media experience. These 
include meaningfulness, relevance, 
accessibility, identity, and medium 
appropriateness. The report can be 
downloaded free of charge at 
www.cheskin.com/think/thinking.html. 

New analysis of quick­
casual food service 
segment 

Chicago-based Technomic has 
launched an in-depth, industry-wide 

analysis of the quick-casual food ser­
vice segment. The analysis, 
"Capitalizing on Growth 
Opportunities in the Quick Casual 
Segment," will assess factors for suc­
cess, consumer drivers, unit econom­
ics, and long-term potential. 

Early consumer research support 
the theory that success relies heavily 
on creating the right "experience." 
Operators must evaluate every aspect 
of their concept, including menu, 
decor, service systems, and trade 
dress, in order to provide a positive 
sensory experience. Manufacturers, 
on the other hand, have an opportu­
nity to build business with quick­
casual operators by providing solu­
tions related to food and food prepa­
ration, equipment, and packaging. 

In addition to evaluating consumer 
attitudes and behaviors, the study will 
also provide insights into related 
trade issues such as size and compo­
sition of the market, most prevalent 
cuisines now and in the future, typi­
cal unit economics, and criteria for 
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success (including site requirements, 
market characteristics, building types 
and sizes). For more information con­
tact Joyce Baird atjbaird@technom­
ic.com or visit www.technomic.com. 

Briefly ... 
IMS Health , Fairfield, Conn., has 

announced the U.S. launch of 
Xplorer.Web, a turnkey business 
intelligence platform that provides 
pharmaceutical companies with 
answers to sales and marketing ques­
tions via the Internet. Xplorer.Web 
integrates IMS Health's pharmaceu­
tical sales and prescription data with 
a pharmaceutical company's detail­
ing, sampling and call data to help 
clients better assess sales and mar­
keting effectiveness. For more infor­
mation visit www.imshealth.com. 

Public relations firm Burson­
Marsteller and market research firm 
Millward Brown have created a spe­
cialist travel and tourism consult­
ing practice focused on Asia-Pacific 
markets. The Asia-based practice 
will offer clients the services of trav­
el and tourism industry strategists as 
well as marketing and re earch pro­
fessionals. 

Houston-based MindSearch has 
launched its interactive interview­
ing kiosks nationwide. A 90-day beta 
test at a mall in San Antonio resulted 
in 12,000 completed surveys. By this 
summer, the company plans to have 
its kiosk in malls in 15 major mar­
ket . For more information visit 
www.mindsearchinc.com. 

New York-based SponsorClick has 
relea ed "Sponsorship 2002 Market 
Analysis," a study of the global 
sponsorship market. The study 
examines the market a a whole as 
well as the key player and analyzes 
long-term trends, including the 
growth of sponsorship compared to 
other communication channels. For 
more information vi it www.spon­
sorclick.com. 
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Qualitatively Speaking 
continued from p. 22 

Their responsibility is to observe the 
research, take notes and possibly ask 
a question or two of the consumer. 

With increased involvement, com­

pany participants share equal respon­

sibility with an outside research ven­
dor in conducting site visits. In this 

research is imperative and should 
cover topics such as personal and 
company biases; phrasing open­
ended, non-leading questions using 
consumer vocabulary; and observa­
tion and memory skills essential to 
ethnographic research. 

It is al o as important to get the 
right mix of people from the spon­

soring company involved in the 
research. A cross-functional team 

case, the outside party acts as a coach allows multiple perspectives to inter-
to work with the sponsoring compa­
ny in conducting interviews, record­
ing observations and debriefing. 

The method with highest company 
involvement is to have the ponsor­
ing company conduct the research 
independently. In this case an out­
side party may not be involved at all 
or may only be involved in helping to 
manage the logistics of the research. 
If this method is used , it is important 
that the sponsoring company is ade­
quately prepared to enter its cus­
tomer 's world. Training those who 
will be involved in conducting the 

pret the information gathered. 
Diver ity in skills will balance the 
team and more depth in the research 
will be gained if at least two pairs of 
eyes and ear are watching and lis­
tening. It is also important that those 
responsible for implementation of 
there earch results be involved. This 
allows them to have input from the 
very beginning and creates buy-in to 
the outcomes. 

In a recent study with Western 
Union , the executive committee was 
not involved in conducting the 
research, so the internal team brought 

the research to them. The Western 
Union team thought it would be 
much more powerful if the Western 
Union consumers from the research 
study presented the recommenda­
tions to the executive committee, and 
it worked. The committee gave an 
overwhelmingly supportive 
response; implementation of the 
research results and product concepts 
are in progress. 

Always preferred 
A research report is only good if it 

is read and believed, and a company 
directly involved in the consumer 
experience is more likely to have 
buy-in and implementation of the 
results. Firsthand experience is 
always preferred over secondhand 
information. r~ 

:) QUiCMLinM 
To read additional articles on observational 
research , visit www.quirks.com and enter 
Article Ou icklink number 183 or 281 . 
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Supplier Side 
continued from p. 24 

when you set direction for your 
business. Second, once you've done 
this and made decisions about the 
markets you will serve, you should­
n't use your markets as excuses. 

Two other key intrinsic factors 
separate profitable firms from the 
not-so-profitable ones: financial 
systems and business acumen. They 
go hand-in-hand. 

Financial systems 
I am sti 11 amazed that, as focused 

and sophisticated as most 
researcher are with quantitative 
survey data, many have a hard time 
getting a grip on quantitative finan­
cial data about their own business. 
Many companies that make big 
investments in people and software 
to analyze their clients' data skimp 
when it comes to their own business 
information. Some companies that 
do invest in financial systems end up 
with disconnected pieces that do not 
tell a story. 

The kinds of financial systems 
that you need to manage for prof­
itability vary with the nature of your 
business. Custom research compa­
nies with more than one senior per­
son selling and directing studies 
need a job cost system that tracks 
project labor and expenses. 
Syndicated companies may instead 
track cost by product or product 
group. Traditional data collection 
businesses will be focused on pro­
duction, and should have produc­
tion systems that track cost per 
interview by project. Technology­
based companies often capitalize 
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ubstantial investments in intangible 
assets like software and databases. 
They need trong analytic capabili­
ties to track the cost of building 
these assets and make sure that rev­
enues cover these costs. 

All companies, of course, need 
traditional income statements and 
balance sheets. Many companies 
with revenue below about $5 million 
will do these quarterly - bigger 
firms should have monthly profit 
and loss information unless they 
have very predictable revenue and 
cost streams. 

What many companies lack, 
sadly, is something that brings all 
this information together. A project 
cost system may show that every 
study is making money when the 
company in total is losing it. A pro­
duction system may show jobs com­
ing in on budget when the call cen­
ter or company overall is not. These 
false signals can mislead frontline 
people into thinking that all is well 
when it isn't. They will then not 
understand the owner's dissatisfac­
tion with business results when 
everything seems OK to them. 

The key here is integration. Cost 
and revenues must be measured the 
same way in your project or pro­
duction systems as they are in your 
profit and loss statement. The sum 
of study information must equal the 
company total. If pricing assump­
tions depend on key data like a cost 
per interviewer hour or an overhead 
rate, you have to continuously track 
the actual metrics to see how close 
they come to your assumptions. 

Business acumen 
Good financial systems are very 

helpful in managing for profitabili­
ty, but they aren't sufficient. Even 
more important, in my experience, 
is business focus. There are some 
very profitable businesses in this 
industry that have fairly basic finan­
cial information, and many compa­
nies with extensive financial data 
and even more extensive losses. The 

key is what you do with the infor­
mation you have. 

Owners of most profitable 
research companies manage them 
for profit. That doesn't mean they 
are bad researchers, or ruthless, or 
cheap. It does mean that the CEO or 
partners recognize that they are run­
ning a business first and foremost. 
How does this show? 

• They hold senior staff account­
able for project or account prof­
itability in a firm but fair way. 

• They accept unfavorable finan­
cial information and act on it, rather 
than trying to argue it away or 
change the metric so that unprof­
itable activity looks profitable. 

• They are willing to make the 
hard decisions to let people go who 
can't deliver acceptable sales or 
manage a study on budget. They will 
make the even harder decision to 
exit a client relationship that can't 
be made profitable rather than hang­
ing on forever in hope. 

• They know what their findings 
and recommendations are worth to 
clients, and price to that value rather 
than looking solely at cost. 

• They believe in the value of their 
company' work and the fairness of 
its prices, and don't back down quick­
ly when faced with price pressure. 

This isn't everyone's style. Some 
top researchers are more comfort­
able with client management and 
study design than tough people deci­
sion . In successful companies, 
those people bring in a strong finan­
cial or operational person to provide 
business strengths that they lack­
and then stand behind him or her 
when push comes to shove. 

One way or another, most research 
companies with strong profitability 
have someone at the top with busi­
ness acumen who will demand and 
then act on financial information. If 
you don't behave in this way, can 
you learn to do so? If not, you 
should take steps to bring someone 
with these skills into the top man­
agement of your business. r~ 
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Data Use 
continued from p. 20 

sons, cases) in the same latent class share a common joint 
probability distribution among the observed variables. 
Persons are classified into that class having the highest 
(modal) posterior membership probability of belonging 
given their responses. Bayes theorem is u ed to compute 
cia s membership probabilitie , and all LC model parame­
ters are estimated by the method of maximum likelihood 
(ML). Thus, the LC approach to clustering and classifica­
tion moves traditional cluster analysis onto a solid statisti­
cal framework. 

LC is most similar to the k-means approach to cluster 
analysis in which cases that are "close" to one of k centers 
are grouped together. In fact, LC clustering can be viewed 
as a probabilistic variant of k -means clustering where prob­
abilities are used to define "closeness" to each center 
(McLachlan and Basford, 1988). As such, LC clustering pro­
vides a way not only to formalize the k-means approach in 
terms of a statistical model , but also extends the k-means 
approach in several directions. 

LC extensions of the k-means approach 
1. Probability-based classification. While the k-means 

clustering algorithm utilizes an ad-hoc approach for classi­
fication, the LC approach allows cases to be classified into 
clusters using model-based posterior membership proba­
bilities estimated by maximum likelihood (ML) methods. 
This approach also yields ML estimates for mi clas ifica­
tion rates. 

2. Determination of number of clusters. K -means provides 
no assistance in determining the number of cluster . In con­
trast, LC clustering provides diagnostics such as the BIC sta­
tistic, which can be useful in determining the number of 
clusters. 

3. Inclusion of variables of mixed scale types. K-means 
clustering is limited to quantitative variables having inter­
val scales. In contrast, LC clustering can be performed on 
variables of mixed metrics. Classification variables may be 
continuous, categorical (nominal or ordinal), or counts or 
any combination of these. 

4. No need to standardize variables. Prior to performing 
k-means clustering, variables must be standardized to have 
equal variance to avoid obtaining clusters that are derived 
primarily by those variables having the largest amounts of 
variation. In contrast, the LC clustering solution is invari­
ant of linear transformations on the variables; thus, no stan­
dardization of variables is required. 

5. Inclusion of demographics and other exogenou vari­
ables. A common practice following a k-means clustering 
is to use discriminant analysis to describe differences that 
may exist between the cluster on one or more exogenous 
variables. In contrast, the LC cluster model is easily extend­
ed to include exogenous variables (covariates). This allows 
both classification and cluster description to be performed 
simultaneously using a single uniform ML estimation algo­
rithm. 
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The general LC cluster model 
The basic LC cluster model can be expressed as: 

f(yi) = L: k p(x=k) f(yilx=k) 

while the LC cluster model with covariates is: 

f(yilzi) = L: k p(x=klzi) f(yilx=k) 
or 
f(yilzi) = Lk p(x=klzi) f(yilx=k,zi) 

where: 

yi: vector of dependent/endogenous/indicators for case i 
zi: vector of independent/exogenous/covariates for case i 
x: nominal latent variable (k denotes a class, k= 1 ,2, ... ,K) 

and f(yilx=k) denotes the joint distribution specified for 
the yi given latent class x=k. 

For yi continuous, the multivariate normal distribution is 
used with class-specific means. In addition, the within­
class covariance matrices can be assumed to be equal or 
unequal across classes (i.e., class-independent or class­
dependent), and the local independence assumption can be 
relaxed by applying various structures to the within-class 
covariance matrices: 

-- diagonal (local independence) 
-- free or partially free - allow non-zero correlations 

(direct effects) between selected variables 

For variables of other/mixed scale types, local indepen­
dence among the variables imposes restrictions on second­
order as well as to higher-order moments. Within a latent 
class, the likelihood function under the assumption of inde­
pendence is specified using the product of the following dis­
tributions: 

-- continuous: normal 
-- nominal: multinomial 
-- ordinal: restricted multinomial 
-- count: Poisson/binomial 

LC cluster vs. k-means - comparisons with simulated 
data 

To examine the kinds of differences that might be expect­
ed in practice between LC and k-means clustering, we 
generated data of the type most commonly assumed when 
using k-means clustering. Specifically, we generated sev­
eral data sets containing two normally distributed vari­
ables Y1 and Y2 within each of k=2 hypothetical popula­
tions (clusters). For data sets 1, 2 and 3, the first cluster con­
sists of 200 cases centered at (3,4), the second 100 cases 
with center at (7, 1 ). 

In Data Set 1 within each cluster the variables were gen­
erated to be independent with standard deviation equal to 
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Figure 1: Data Set 1 -within each class, variables are independent with std. dev. o= 1 

one. By fixing the variables to have the same standard devi­

one of the 100 Cluster 2 cases, (y1,y2) = (5.08,2.43), being 
misclas ified into Class 1. For Data Set 1, use of k-means 
clustering with two clusters produced a comparable result 
- all 100 Cluster 2 cases were classified correctly and only 
one of the 200 Cluster 1 cases was misclassified, (y1,y2) = 
( 4.32, 1.49). 

Data Set 2 was identical to Data Set 1 except that the stan­
dard deviation for y2 was doubled o the tandard deviation 
for Y2 was twice that ofY1 , to reflect the more usual situa­
tion in practice of unequal variances. Figure 2 hows the 
greater overlap between the clusters which is caused by 
increasing the variability in the data. 

Table 2 shows that the LC models again correctly iden­
tified these data set as arising from two clusters and having 
equal within-cluster covariance matrices (i.e., the "two­
cluster, equal" model has the lowest BIC). The ML estimate 
for the expected misclas ification rate i 0.9 percent and 

ation, Data Set 1 was generated to be 
especially favorable to the k-mean 
approach where the variables are typi­
cally standardized to have the same vari­
ance prior to analysis. 

Table 2: Results from estimating various LC models to Data Set 2 

We used the Latent GOLD program 
(Vermunt and Magidson, 2000) to esti­
mate various latent class models for each 
data set. Table 1 shows that the LC mod-

Model 
1-Ciuster equal 
2-Ciuster equal 
3-Ciuster equal 
1-Ciuster unequal 
2-Ciuster unequal 
3-Ciuster unequal 

els correctly identify Data Set 1 as arising from two clus­
ters, having equal within-cluster covariance matrices (i.e., 

Table 1: Results from estimating various LC models to Data Set 1 

Loglikelihood BIC Number of Model Parameters 
-1333 2689 4 
-1256 2552 * 7 
-1251 2558 10 
-1333 2689 4 
-1252 2557 9 
-1247 2573 14 

classification based on the modal posterior membership 
probability re ulted in only three of the 
Cluster 1 cases and one of the Cluster 2 
cases being misclassified. 

Model Loglikelihood BIC Number of Model Parameters For Data Set 2, k-means performed 
much worse than LC clustering. Overall, 
24 (8 percent) of the cases were mis­
classified (18 Cluster 1 cases and six 
Cluster 2 cases) . When the variables 
were standardized to have equal vari­

1-Ciuster equal -1226 2475 4 
2-Ciuster equal -1057 2154 * 7 
3-Ciuster equal -1051 2159 10 
1-Ciuster unequal -1226 2475 4 
2-Ciuster unequal -1053 2157 9 
3-Ciuster unequal -1048 2175 14 

the "two-cluster, equal" model has the lowest value for the 
BIC statistic, the criterion most widely used in choosing 
among several LC models). The MLestimate for the expect­
ed misclassification rate is 1.1 percent. Classification based 
on the modal posterior membership probability resulted in 
all 200 Cluster 1 cases being classified correctly and only 

1~·~----------------------~ 
• 

Figure 2: Data Set 2- within each class, std. dev. for y2 = 2o 

78 

ances prior to the k-means analysis, the number of mis­
classifications dropped to 15 (5 percent), 10 of the Cluster 
1 and five of the Cluster 2 cases, but was still markedly 
worse than the LC clustering. 

Data Set 3 threw in a new wrinkle of constructing differ­
ent amounts of variability in each clusters. To accomplish 
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Figure 3: Data Set 3- within Class 1, std. dev. for y1 and y2 = 0.5o 
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Table 3: Results from estimating various LC models to Data Set 3 
Model Log likelihood BIC Number of Model Parameters 

In addition to the usual LC models, we 
also estimated models that allowed a 
"free" covariance structure which relaxes 
the local independence assumption. While 
such models were not required for the ear­
lier analyses (i.e., for the earlier analyses 
the BIC values were higher than that 

1-Ciuster equal -1209 2440 4 
2-Ciuster equal -962 1964 7 
3-Ciuster equal -906 1868 10 
1-Ciuster unequal -1209 2440 4 
2-Ciuster unequal -849 1750 * 9 
3-Ciuster unequal -845 1770 14 

this and to remove the overlap between the clusters, for 
Cluster 1 the standard deviations for both variables were 
reduced to 0.5, while for Cluster 2, the data remained the 
same as used in Data Set 2. 

Table 3 shows that the LC models correctly identify this 
data set as arising from two clusters and having unequal 
within-cluster covariance matrices (i.e., the "two-cluster, 
unequal" model has the lowest BIC). The ML estimate for 
the expected miscla sification rate was 0.1 percent, and 
use of the modal posterior membership probabilities results 
in perfect classification. K-means correctly classified all 
Cluster 1 cases for these data but misclassified six Cluster 
2 cases. When the variables were standardized to have equal 
variances prior to a k-means analysis, the six cases mis­
classified based on the analysis with the unstandardized 
variables remained misclassified. 

For Data Set 4 we added some within-class correlation to 
the variables so that the local independence assumption no 
longer held true. For Class 1 the correlation added was mod­
erate, while for Class 2 only a slight amount of correlation was 
added. 

....:.... 

obtained using comparable models having 
a fixed covariance structure), such models provided an 
improved fit to these data. Table 4 shows that the LC models 

50 ......----------------. 

• 

-10 ...1------------~~--

Figure 4: Data Set 4- moderate correlation within Class 1, slight 
correlation within Class 2 
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Table 4: Results from estimating various LC models to Data Set 4 
Model Log likelihood BIG Number of Model Parameters 

data than that given by the LC model. 
For a more detailed analysis of these 
data see www.latentclass.com. 1-Ciuster diagonal -1750 3522 4 

2-Ciuster diagonal -1700 3450 9 
3-Ciuster diagonal -1645 3369 14 
1-Ciuster free -1686 3400 5 
2-Ciuster free -1600 3263 * 11 
3-Ciuster free -1595 3287 17 

correctly identify this data set as arising from two clus­
ters, having a "free" covariance structure (i.e., the "two­
cluster, free" model has the lowest BIC). The ML estimate 
for the expected misclassification rate was 3.3 percent, 
and use of the modal posterior membership probabilities 
resulted in 10 misclassifications among the 300 cases. 

K-means performed very poorly for these data. While 
all 100 Cluster 2 cases were classified correctly, 44 
Cluster 1 cases were misclassified, for an overall mis­
classification rate of almost 15 percent. If the recom­
mended standardization procedure is followed prior to a 
k-means analysis, the results turn out to be even worse -
14 of the Cluster 1 and 66 of the Cluster 2 cases are now 
misclassified, an error rate of over 26 percent! 

Comparison with discriminant analysis 
Since Data Set 2 satisfies the assumptions made in dis­

criminant analysis, if we now pretend that the true class 
membership is known for all cases, the linear discriminant 
function can be calculated and used as the gold standard. 
We computed the equi-probability line from linear dis­
criminant function and appended it to the data set in 
Figure 5. Remarkably, it can be seen that the results are 
identical to that of latent class analysis- the same four 
cases are misclassified! These results suggest that it is not 
possible to obtain better classification results for these 
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Summary and conclusion 
Recent developments in LC model­

ing offer an alternative approach to 
clu ter analy is , which can be viewed 

as a probabilistic extension of the k-means approach to 
clustering. Using four data sets , each generated from 
two homogeneous population , we compared LC with k­
means clustering to determine which could do better at 
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Figure 5: Data Set 2 with equi-probability line appended 

• class 1 

• class 2 

classifying case into the appropriate population. For all 
situations considered the LC approach does exception­
ally well. In contrast, the k-means approach only does 
well when the variables have equal variance and the 
assumption of local independence holds true. Further 
research is recommended to explore other simulated set­
tings. 

While this article was limited to the use of LC mod­
els for cluster analysis, LC models have shown promise 
in many other areas of multivariate analysis such as fac­
tor analysis (Magidson and Vermunt 2001), regression 
analysis, a well a in applications of conjoint and choice 
modeling. Future articles will address each of these 
areas. 

Note: Interested readers may obtain a copy of the simulat­
ed data used for these examples (including the formulae used 
in their construction) at www.latentclas .com. r~ 
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Waltham, MA 02451 
Ph. 781-647-0872 
Fax 781-647-0264 
E-mail: reva@doloqual.com 
www.doloqual.com 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. For 20+ Years. 

DIR/S Health Care Consultants 
121 Greenwich Rd., Ste. 209 
Charlotte, NC 28211 
Ph. 704-362-5211 
Fax 704-362-5216 
E-mail: drsimon@mindspring.com 
Contact: Dr. Murray Simon 
Qualitative Market Research By A 
Former Provider. 

~encuesta 
••• 

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

Erlich Transcultural Consultants 
21241 Ventura Blvd ., Ste. 193 
Woodland Hills, CA 91364 
Ph. 818-226-1333 
Fax 818-226-1338 
E-mail: info@etcethnic.com 
www.etcethnic.com 
Contact: Andrew Erlich, Ph.D. 
Full Svc. Latino, Asian, African-Amer., 
Amer. Indian Mktg. Rsch. 
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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 1 0025 
Ph. 212-7 49-3986 
Fax 212-749-4087 
E-mail: faderassoc@aol.com 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products, Repositioning, Concept Dev. , 
Creative Diag. 

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

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

Franklin Communications 
200 Valley Rd. 
Mt. Arlington, NJ 07856 
Ph. 973-601 -0111 
Fax 973-601-01 09 
E-mail: michael@fc4research.com 
Contact: Michael Franklin 
Specializing in Healthcare Research 
Since 1982. 

Global Qualitative Group, LLC (GQG) 
One World Trade Center 
121 S.W. Salmon St. , 11th floor 
Portland, OR 97204 
Ph. 503-4 71 -1397 or 503-784-511 0 
Fax 800-878-1422 or 253-681-8102 
E-mail: ghansen@globalqualitative.com 
www.globalqualitative.com 
Contact: Greg Hansen 
Focus Grps./fn-Depths/Dyads/Triads/Online 
For Technology & Telecomm. Also Edu., 
Utilities, Gov1., Health care. Design/ 
Mgmt./Recruit/Mod./Ana/ysis/Report. 

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

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

~HYPNOSIS 
~FOCUS GROUPS 

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

Image Engineering• 
Image Engineering, Inc. 
10510 Buckeye Trace 
Goshen, KY 40026 
Ph. 502-228-1858 
Fax 502-228-2829 
E-mail: listening@imageengineering.net 
www.imageengineering.net 
Contact: Michael C. Sack 
Image Engineering 's Unique Visual 
Approach Uncovers Consumer Insights 
Unattainable Via Traditional Approaches. 

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

www.quirks.com 

Insight Research Associates 
500 N. Wells St., Ste. 300 
Chicago, IL 60610 
Ph. 312-595-9500 
Fax 312-595-9980 
E-mail: insight@insightresearch.net 
www.insightresearch.net 
Contact: Mark lngwer, President 
Full-Service Qualitative Research. 
B2B, Kids/Teens, Financial, Healthcare, 
Technology, Niche & Media. 

jbresearch 
1444 Pebble Creek Dr. 
Glenview, IL 60025 
Ph. 847-657-0906 
Fax 847-657-0907 
E-mail: jbresearch1 @aol.com 
Contact: Joan Basinger 
15 Years of Experience; Consumer and 
Business-to-Business Companies. 

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

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

Leichliter Ascts. Mkt. Rsch./ldea Dev. 
P.O. Box 788 FOR Station 
New York, NY 1 0150-0788 
Ph. 212-753-2099 
Fax 21 2-753-2599 
E-mail: leichliter@aol.com 
www.leichliter.com 
Contact: Betsy Leichliter 
High- Yield Focus Grps., Interviews, 
Worksessions. Classic & New 
Approaches. Face-to-Face/Phone/ 
Internet. NYC & Chicago Offices, Global 
Resources. 

LoreHa Marketing Group 
13935 S.W. 102 Court 
Miami, FL 331 76 
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. 
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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. 

~ 
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Marketing Advantage Rsch. Cnshs., 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/High­
Tech/lnternet/Telecomm. 

Marketing Matrix International, Inc. 
2566 Overland Ave ., Ste. 675 
Los Ange les, CA 90064 
Ph. 310-842-8312 
Fax 310-842-7212 
E-mail: moran@markmatrix.com 
Contact: Marcia Selz, Ph. D. 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

MCC Qual itative Consulting 
1 00 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
E-mail: aschrager@meadowcc.com 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactful, Action­
Oriented Team Approach. 

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

MedProbe™ Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph. 952-540-0718 
Fax 952-540-0721 
E-mail: MedPr@aol.com 
Contact: Asta Gersovitz, Pharm.D. 
MedProbe™ Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECAST & SHAREMAP. 
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~1chelson 
~-;;ociates, Inc. 
Strategic M arketing Research 

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

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

Francesca Moscatelli, M.S. 
6 Hemlock Rd. 
South Salem, NY 10590 
Ph. 914-629-2162 
Fax 914-533-2244 
E-mail: romana@optonline.net 
Contact: Francesca Moscatel/i 
Latino Bi-Lingual/Bi-Cultural Groups; 
ORCA Member. 

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

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

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

www.quirks.com 

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

Jay L. Roth & Associates, Inc. 

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

Saurage Research 
12946 Dairy Ashford 
Sugar Land , TX 77478 
Ph. 800-828-2943 
Fax 281-494-0009 
E-mail: ssaurage@SaurageResearch.com 
www.SaurageResearch.com 
Contact: Susan Saurage-Aitenloh 
Full-Service, Qual. & Quant., 20+ Years 
Exp., Strategy, Image, Branding, B2B, 
B2C, In-Person & Online. 

SrnNELLER ­

~ualitative 
~ 

Paul Schneller Qualitative llC 
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). 

Sll Group 
413 N.E. Third St. 
Delray Beach, FL 33483 
Ph. 561-997-7270 
Fax 561-997-5844 
E-mail: sil@silgroup.net 
www.silgroup.net 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

James Spanier Research 
120 E. 75th St. 
New York, NY 10021 
Ph. 212-472-3766 
E-mail: paninfo@ix.netcom.com 
Contact: Jim Spanier 
Excellent focus groups and interviews in 
many categories. Serving domestic and 
international clients since 1986. 

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

Sunbelt Research Associates 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-7 44-5662 
E-mail: info@sunbeltresearch.com 
www.sunbeltresearch.com 
Contact: Barbara L. Allan 
20+ Years Exp. ; Business & Consumer 
Studies; Nat'/. & lnt'l. Exp. 

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

Understanding Unltd. 
816 Delta Ave. 
Cincinnati , OH 45226 
Ph. 513-871-4644 
Fax 513-871-2292 
E-mail: info@understanding-unltd.com 
www.understanding-unltd.com 
Contact: Dennie Patton 
Contact: Susan Wissman 
Full-Service Qual. Firm; 9 Moderators 
Design & Direct U.S. & Global Research; 
Concept/Positioning Develop. Specialty. 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 10965 
Ph. 845-735-7022 
Fax 845-735-7256 
www.view-finders.com 
Contact: Janet Gaines 
Specializing in Advertising, Political, 
Consumer and Business-to-Business 
Research. Complete Project 
Management. 
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GEOGRAPHIC CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California 
Jeff Anderson Consulting, Inc. 
AutoPacific, Inc. 
Competitive Edge 
Erlich Transcultural Consultants 
Hypnosis Focus Groups 
Marketing Matrix International, Inc. 
Meczka Mktg./Rsch./Cnsltg ., Inc. 

Colorado 
Cambridge Associates, Ltd. 
Turnstone Research , Inc. 

Florida 
Encuesta, Inc. 
Loretta Marketing Group 
Planet Latino Market Intelligence, Inc. 
SIL Group 
Sunbelt Research Associates, Inc. 

Georgia 
Creative Focus, Inc. 
Michelson & Associates, Inc. 

Illinois 
C R Market Surveys 
C&R Research Services, Inc. 
Insight Research Associates 
jbresearch 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Marketing Advantage Rsch. Cnslts. 
Primary Insights, Inc. 
Strategic Focus, Inc. 

Iowa 
Essman/Research 

Kentucky 
Image Engineering, Inc. 

Maryland 
Low+ Associates, Inc. 

Massachusetts 
Audience Insights 
Daniel Associates 
Dolobowsky Qualitative Services, Inc. 

Minnesota 
Cambridge Research, Inc. 
Graff Group 
MedProbe™ Inc. 
Millennium Research, Inc. 
Outsmart Marketing 

New Jersey 
Franklin Communications 
Hispanic Research Inc. 
Leflein Associats, Inc. 
MCC Qualitative Consulting 

New York 
BAIGioballnc. 
Decision Drivers 
Fader & Associates 
Knowledge Systems & Research, Inc. 
Leichliter Ascts . Mkt. Rsch ./ldea Dev. 
Francesca Moscatelli, M.S. 
The Research Department 
Jay L Roth & Associates, Inc. 
Paul Schneller Qualitative LLC 
James Spanier Research 
View Finders Market Research 

North Carolina 
D/R/S Health Care Consultants 

Ohio 
Calo Research Services 
ConsumerSpeak 
Design Forum Research 
Understanding Unltd. 

Oregon 
Global Qualitative Group, LLC (GOG) 

Pennsylvania 
Active FOCUS 
Campos Market Research, Inc. 
Data & Management Counsel, Inc. 
Direct Feedback, Inc. 
FOCUSED Marketing Research, Inc. 

Texas 
Consumer Focus LLC 
Focus Latino 
Saurage Research 

Washington 
Burr Research 

Wisconsin 
Chamberlain Research Consultants, Inc. 

Germany 
insight europe gmbh 

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

ADVERTISING FOCUSED Marketing Research , Inc. MedProbe, Inc. CABLE 
Jeff Anderson Consulting, Inc. Millennium Research , Inc. C&R Research Services, Inc. 
C&R Research Services, Inc. BRAND/CORPORATE Leflein Associates, Inc. 
Cambridge Associates, Ltd. ALCOHOLIC BEV. IDENTITY 
Cambridge Research, Inc. C&R Research Services, Inc. Primary Insights, Inc. CHILDREN 
Creative Focus, Inc. James Spanier Research C&R Research Services, Inc. 
Decision Drivers BUS.-TO-BUS. Fader & Associates 
Erlich Transcultural Consultants ARTS & CULTURE Image Engineering, Inc. 
Fader & Associates Strategic Focus, Inc. 

Access Research, Inc. 
Outsmart Marketing 

Global Qualitative Group, LLC (GOG) BAIGiobal Inc. 

Image Engineering, Inc. ASIAN 
C&R Research Services, Inc. 

COMMUNICATIONS Millennium Research, Inc. Calo Research Services 

Outsmart Marketing Data & Management Counsel , Inc. Cambridge Associates, Ltd. RESEARCH 
Planet Latino Market Intelligence Erlich Transcultural Consultants Cambridge Research , Inc. Cambridge Associates, Ltd . 
The Research Department Competitive Edge ConsumerSpeak 
Jay L. Roth Associates, Inc. ASSOCIATIONS Creative Focus, Inc. Creative Focus, Inc. 
Saurage Research Low+ Associates, Inc. Data & Management Counsel , Inc. Jay L. Roth Associates, Inc. 
Paul Schneller Qualitative LLC Fader & Associates 

AUTOMOTIVE FOCUSED Marketing Research, Inc. COMPUTERS/HARDWARE 
AFRICAN-AMERICAN AutoPacific, Inc. 

Knowledge Systems & Research, Inc. 
Global Qualitative Group, LLC (GOG) Leichliter Ascts. Mkt. Rsch/ldea Dev. 

C R Market Surveys C&R Research Services, Inc. MCC Qualitative Consulting Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Erlich Transcultural Consultants Design Forum Research Millennium Research, Inc. 
Image Engineering, Inc. Erlich Transcultural Consultants The Research Department COMPUTERS/MIS 

Matrixx Marketing-Research Div. Jay L. Roth Associates , Inc. C&R Research Services, Inc. 
AGRICULTURE Saurage Research Calo Research Services 
Cambridge Associates, Ltd. BIO-TECH Paul Schneller Qualitative LLC Cambridge Associates, Ltd . 
Cambridge Research, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. Competitive Edge 
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Daniel Associates FINANCIAL SERVICES HOUSEHOLD Matrixx Marketing-Research Div. 
Fader & Associates Jeff Anderson Consulting, Inc. PRODUCTS/CHORES MedProbe™ Inc. 
Leichliter Ascts . Mkt. Rsch/ldea Dev. Paul Schneller Qualitative LLC 
Marketing Advantage Rsch. Cnslts. 

BAIGioballnc. The Research Department 
Burr Research 
C&R Research Services, Inc. 

Paul Schneller Qualitative LLC MULTIMEDIA 
CONSUMERS Cambridge Associates, Ltd . HUMAN RESOURCES Marketing Advantage Rsch . Cnslts. 
C&R Research Services, Inc. Cambridge Research , Inc. 
Decision Drivers Consumer Focus LLC ORGANIZATIONAL DEV. NEW PRODUCT DEV. 
Design Forum Research Fader & Associates Primary Insights, Inc. ActiveFOCUS 
Fader & Associates FOCUSED Marketing Research , Inc. BAIGioballnc. 
Knowledge Systems & Research, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. IDEA GENERATION C&R Research Services, Inc. 
Marketing Advantage Rsch. Cnslts. Low+ Associates, Inc. BAIGioballnc. Cambridge Associates, Ltd. 
Planet Latino Market Intelligence Marketing Matrix International , Inc. C&R Research Services, Inc. Consu merSpeak 
The Research Department MCC Qualitative Consulting Creative Focus, Inc. Data & Management Counsel , Inc. 
Jay L. Roth Associates, Inc. Jay L. Roth Associates, Inc. Global Qualitative Group, LLC (GOG) Fader & Associates 
Saurage Research The Research Department Image Engineering, Inc. Global Qualitative Group, LLC (GOG) 

CUSTOMER FOOD PRODUCTS/ 
Primary Insights, Inc. Leflein Associates, Inc. 

Leichliter Ascts . Mkt. Rsch/ldea Dev. 

SATISFACTION NUTRITION IMAGE STUDIES Marketing Advantage Rsch . Cnslts. · 

BAIGioballnc. ActiveFOCUS Cambridge Associates, Ltd. Millennium Research, Inc. 

Competitive Edge BAIGioballnc. Image Engineering, Inc. Outsmart Marketing 

Global Qualitative Group, LLC (GOG) C&R Research Services, Inc. Saurage Research Primary Insights, Inc. 

Low +Associates, Inc. ConsumerSpeak The Research Department 

Image Engineering, Inc. INSURANCE Jay L. Roth Associates, Inc. 

DIRECT MARKETING Outsmart Marketing Burr Research 
Saurage Research 
Paul Schneller Qualitative LLC 

BAIGiobal Inc. The Research Department Consumer Focus LLC 
Consumer Focus LLC Jay L. Roth Associates, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. NON-PROFIT 
Strategic Focus, Inc. Paul Schneller Qualitative LLC Low+ Associates, Inc. 

Leflein Associates, Inc. 

DISTRIBUTION HEALTH & BEAUTY INTERACTIVE PRODJ 
Burr Research PRODUCTS SERVICES/RETAILING OBSERVATIONAL RSCH. 

BAIGioballnc. Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Primary Insights, Inc. 

EDUCATION Image Engineering, Inc. Low + Associates, Inc. 
ONLINE FOCUS GROUPS 

Cambridge Associates, Ltd . Paul Schneller Qualitative LLC 

Leflein Associates, Inc. INTERNATIONAL Saurage Research 

Marketing Advantage Rsch. Cnslts. HEALTH CARE Fader & Associates 
Jeff Anderson Consulting, Inc. Primary Insights, Inc. PACKAGED GOODS 

EMPLOYEE D/R/S Health Care Consultants ActiveFOCUS 

Primary Insights, Inc. Erlich Transcultural Consultants INTERNET BAIGioballnc. 

Turnstone Research, Inc. Fader & Associates Calo Research Services C&R Research Services, Inc. 
Franklin Communications Fader & Associates ConsumerSpeak 

ETHNOGRAPHIC Knowledge Systems & Research, Inc. FOCUSED Marketing Research, Inc. Image Engineering, Inc. 
Low+ Associates, Inc. Global Qualitative Group, LLC (GOG) Jay L. Roth Associates, Inc. 

RESEARCH MedProbe™ Inc. Image Engineering, Inc. 
ActiveFOCUS Saurage Research Knowledge Systems & Research, Inc. PACKAGE DESIGN 
Alexander+ Parker Leichliter Ascts. Mkt. Rsch/ldea Dev. RESEARCH 
Image Engineering, Inc. HIGH-TECH Low + Associates, Inc. Consu merSpeak Primary Insights, Inc. Jeff Anderson Consulting, Inc. MCC Qualitative Consulting Image Engineering, Inc. 

Calo Research Services Jay L. Roth Associates, Inc. The Research Department EXECUTIVES Global Qualitative Group, LLC (GOG) 
BAIGioballnc. Leflein Associates, Inc. INTERNET SITE PARENTS 
C&R Research Services, Inc. Jay L. Roth Associates, Inc. CONTENT & DESIGN Fader & Associates Calo Research Services Saurage Research 
Decision Drivers James Spanier Research FOCUSED Marketing Research, Inc . 

Fader & Associates PET PRODUCTS 
Image Engineering, Inc. HISPANIC INVESTMENTS Cambridge Research , Inc. 
Low + Associates, Inc. Data & Management Counsel , Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. FOCUSED Marketing Research , Inc. 
Marketing Advantage Rsch. Cnslts. Encuesta, Inc. Primary Insights, Inc. 
The Research Department Erl ich Transcultural Consultants LATIN AMERICA 
Jay L. Roth Associates, Inc. Focus Latino Loretta Marketing Group PHARMACEUTICALS 
Paul Schneller Qualitative LLC Hispanic Research Inc. Planet Latino Market Intelligence ActiveFOCUS 

Image Engineering, Inc. BAIGioballnc. 
Loretta Marketing Group MEDICAL PROFESSION C&R Research Services , Inc. 

Francesca Moscatelli , M.S. Cambridge Associates, Ltd. 
Cambridge Associates, Ltd. 

Planet Latino Market Intelligence D/R/S Health Care Consultants 
D/R/S Health Care Consultants Fader & Associates 
Franklin Communications Leichliter Ascts. Mkt. Rsch/ldea Dev. 
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MCC Qualitative Consulting SENIORS TELECOMMUNICATIONS TRANSPORTATION 
MedProbe™ Inc. Burr Research BAIGioballnc. SERVICES Paul Schneller Qualitative LLC Leflein Associates, Inc. Calo Research Services Low+ Associates, Inc. 
POLITICAUSOCIAL Primary Insights, Inc. Creative Focus, Inc. Strategic Focus, Inc. 

Daniel Associates 
RESEARCH SMALL BUSINESS/ Global Qualitative Group, LLC (GQG) TRAVEL Cambridge Associates, Ltd. ENTREPRENEURS Knowledge Systems & Research , Inc. 

Cambridge Associates, Ltd. Francesca Moscatelli , M.S. Leichliter Ascts. Mkt. Rsch/ldea Dev. 
FOCUSED Marketing Research , Inc. Marketing Advantage Rsch . Cnslts. Image Engineering, Inc. 

POSITIONING RESEARCH MCC Qualitative Consulting James Spanier Research 

Paul Schneller Qualitative LLC SOFT DRINKS, BEER, WINE The Research Department 
UTILITIES C&R Research Services, Inc. Jay L. Roth Associates, Inc. 
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Trade Talk 
continued from p. 90 

ring company receives a fee from the providers for a guar­
anteed minimum number of referrals each month. 

The study used data about ads that were shown in 23 of 
the 62 markets in which the company advertises (the ads 
had been showing in the markets in a range from eight to 
144 months). Two paid coders analyzed the 72 TV ads, 
coding for content and the executional cues of each ad. 
During the period covered in the research, the firm did not 
systematically vary the executional cues used in the old 
versus new markets. 

The authors began with a number of hypotheses: 
• Argument-ba ed ads are more effective in younger 

markets than in older markets. 
• Emotion-based ads are more effective in older markets 

than in younger markets. 
• Ads in which key attributes (in this case, a toll-free 

number to call) are prominent are more effective in 
younger markets than in older markets. 

• Negatively-framed ads (those showing how a product 
or service can avoid or solve a problem) are more effec­
tive in younger markets than in older markets. 

• Positively-framed ads (for example, an ad for a clean­
ing product that focuses in its fresh scent) are more effec­
tive in older markets than younger markets (in the clean­
ing product example, an ad touting the new scent would 
give consumers who are aware of and convinced about the 
product's cleaning abilitie a new reason to consider trial). 

• Expert endorsers are more effective in younger mar­
kets than in older ones. 

• The relationship between market age and ad effec­
tiveness follows an inverted U shape. 

The findings supported all of the hypotheses, in varying 
degrees. The number of referrals provided in response to 
the argument-based ads in the younger markets declined 
as the market aged, and the response to ads using emo­
tional appeals increased as the market aged. Also, ads in 
which the toll-free number was visible longer were more 
effective in the younger markets. 

More work is needed 
The researchers acknowledge some limitations - for 

example, they studied a market in which competitive pres­
sures were limited- and certainly more work is needed 
(e.g., how do you define what makes a market old or 
young?), but the tudy raises some interesting points and 
provides evidence that it's wise to number "age of market" 
among the factors that influence how an ad campaign is 
developed, rolled out, and ultimately judged. r~ 

What to Say When: Advertising Appeals in Evolving Markets (No. 
01-1 03; $18) is available from Marketing Science Institute 
(www.msi .org). 
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By Joseph Rydholm, QMRR editor 

With ads, is timing 
everything? 

A
recent Marketing Science Institute working paper 
makes a compelling reminder to consider "age of 
market" when planning an ad campaign. 

In What to Say When: Advertising Appeals in Evolving 
Markets, authors Rajesh Chandy, Gerard Tellis, Deborah 
Macinnis, and Pattana Thaivanich argue that in young 
markets- those where a product or product category is 
new - advertising that educates consumers rather than 
appealing to their emotions is likely to be most effective. 
Since consumers don't know much about the product and 
what differentiates it from others on the market, they are 
more likely to seek out and soak up the information con­
tained in what the authors call "argument-focused" ads. 

In such markets, the authors write, " ... if ads are to be 
persuasive, they need to provide compelling arguments 
that reduce purchase risks and differentiate the product 
from competitors. Since consumers are motivated to 
process ads when prior knowledge is Jacking, they should 
find ads more compelling when the ads provide a credi­
ble reason for buying the product." 

By contrast, older markets- where the product or cat­
egory is well-known- may demand use of a more emo­
tion-based approach. "(W)hen consumers are already 
aware of the product, and have pre-existing attitudes 
toward it, they are less motivated to process information 
about it. Indeed, they may negatively respond to argu­
ment-focused ads because of satiation, boredom, or irri­
tation .. . " 

90 

Thus an ad using some kind of emotional appeal may 
better capture attention, helping consumers retrieve pos­
itive product knowledge from memory and spurring them 
into action. 

Similarly, running a campaign based on emotional 
appeals and following up with informational ads may 
short-circuit the process by which a consumer forms 
beliefs toward and feelings about the product. "While 
emotions may convey warm feelings and stimulate favor­
able brand attitudes, attitudes formed by such processes 
may not lead to choices of products about which con­
sumers are not well informed. The reason may be that 
such ads may neither provide a credible reason for buy­
ing the product nor change fundamental beliefs about it. 
Furthermore, when consumers lack product knowledge, 
emotional ads may distract consumers from critical prod­
uct content (Moore and Hutchinson 1983). Thus, con­
sumers are less likely to encode or transfer product infor­
mation to long-term memory." 

Study of ads 
As a basis for their paper, the authors conducted a study 

of responses to 30-second TV ads for a medical referral 
service. In the ads, consumers are urged to call a toll-free 
number to talk with a service advisor, who connects them 
to a third-party provider that matches their needs and 
preferences. The service is free to consumers. The refer-

continued on p. 89 
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