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Wherever your research 
takes you ... 

The Focus Network 
the world in a room 

... w-e '11 make you feel 
right at hon1e. 

For national, international, and multi-city projects, one phone call will put you in touch with 
a worldwide resource of superior, personalized, and customized service that quality research 
requires. 

When you choose one or more of our 9 qualitative research facilities around the world, you can be 
confident that your requirements will be met with accuracy, professionalism, and timeliness. 

Whether your research takes place in North America or Europe, you can count on The Focus 
Network to deliver successful marketing research solutions. 

For more information about any of our locations, please call: 

1-800-394-1348 
or visit our website: 

www.thefocusnetwork.com 
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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. Focus Vision 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 its FocusVision Videoconferencing or 
Videostreaming, we have multiple cameras, picture-in-pic
ture, plus live camera operators who get close-ups and full
group views. 

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

FocusVisionTM 
WORLDWIDE, INC. 

Call 1-800433-8128 
or e-mail: info@focusvision.com to find out more. 
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survey monitor 

Popular diets fatten sales of 
slimming meals 
Chicago-based Mintel's new report 
Slimming Meals reveals that 
although the entire category of 
foods positioned as weight loss aids 
has experienced an increase in sales, 
the sports and energy bar market has 
had the largest gains, with a 40 per
cent increase in the past two years. 
(In the weight loss food category, 
Mintel groups frozen meals and 
meal replacements such as liquid 
meals and sports/ energy bars.) 

The growth trend largely reflects 
the success of Slim Fast as the domi
nant brand, followed by more recent 
growth from Jenny Craig, Zone 
Perfect and the Atkins lines of bars. 

Increased media and regulatory atten
tion has driven consumer awareness 
of the diet bar as a weight manage
ment aid, and bars positioned as diet 
aids continue to perform well, partic
ularly as they cater to those following 
specific diet plans. 

The sports and energy bars seg
ment will experience the largest 
increases as sales are predicted to 
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grow 59 percent by 2008. Many 
popular diets recommend eating 
several small meals a day or limiting 
carbohydrates, both of which can be 
satisfied by sports and energy bars. 
Mintel's Global New Products 
Database shows that there have been 
368 new snack bars introduced so 
far this year. 

The market for slimming meals has 
almost doubled in sales in the past five 
years as consumers respond to a vast 
array of choices from manufacturers. 
Much of the growth in the slimming 
meals market is coming from new 
products and line extensions that offer 
consumers more variety in the form 
of convenient entrees, new flavors in 
frozen meals and meal bars that cater 
to a particular niche market, such as 
Atkins Nutritionals with its meal bars. 

In the meal replacement category, 
Slim Fast is trying to revitalize its 
image, particularly as competitors 
develop products that target con
sumers following special diet plans 
such as Atkins. Atkins liquid meals 
had $18.5 million in sales in 2002, a 
substantial leap fromju t $4.6 million 
in 2000. Even more significant was 
the increase in sales of products by 
EAS, a company that is do ely linked 
to the Body-for-Life Program. EAS 
meal replacement beverages went 
from less than $1 million in sales in 
2000 to $18.3 million in 2002. Slim 
Fast products, on the other hand, 
while increasing slightly in sales with
in that time period, lost almost 2 per
cent in market share. 

Slimming foods are predicted to 
increase 28 percent in the next five 
years. As more time-pressed con
sumers look for healthier alterna
tives to fast foods, they will demand 
slightly more gourmet offerings. 
There is a growing concern about 
the health effects of obesity and 
more Americans will change their 
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diets to lose or maintain weight. 
Prepared meals will fare particularly 
well, especially as manufacturers 
focus on making them more attrac
tive to con umers, with larger por
tion sizes and restaurant-style vari
etie , even for low-calorie entrees. 

One-quarter of Americans eat 
prepackaged low-calorie meals, such 
as Weight Watchers or Healthy 
Choice. Respondents in the older 
age groups (55-64) are more likely 
to eat slimming meals. The youngest 
consumers are least likely to eat 
slimming meals: only 13 percent say 
they eat them on occasion. 
Certainly, the prime target market 
has long been thought to be less 
price-sensitive but most time
starved, which corresponds to those 
in the middle range of age groups. 
The oldest consumers (65+) tend to 
be more price conscious, and 
because they are often retired they 
will have time to prepare something 
at home rather than rely on quickly 
prepared frozen meals. 

Consumers eat 80 percent of their 
meals at home, but with less time to 
spend in the kitchen, frozen foods 
will continue to gain in sales by 
positioning themselves as a better 
alternative to take-out, for a group 
that has less disposable income to 
spend on restaurant meals. Because 
consumers conditioned to eating 
out and spending money on high
quality meal are unwilling to com
promise on taste, companies will 
need to offer consumers a wide 
variety of meal choices and continu
ally reformulate and improve their 
products. For more information visit 
www.mintel. com. 

Sales growth of private 
label goods outpaces 
branded products 
ACNielsen U.S., Schaumburg, Ill., 
has released its U.S. Trends in Private 
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A survey is only as effective as 
the researcher who conducts it. 

You are the expert. 

You know how to write questions. 

You know how to get people to respond. 

You know how to analyze results. 

We know how to help you do it better. 

WebSurveyor's powerful online survey 

tools enable you to harness the Internet 

without sacrificing control of the survey 

process. With advanced features like 

conditional branching, data piping, and 

response randomization, you can get all 

of the benefits of online surveys, at a 

price that won't break your budget. 

Call us today to learn how you can take 

advantage of the Internet to do your 

research at 800-787-8755. Or visit us 

online at www.websurveyor.com/quirks. 



names of note 

St. Louis-based Maritz Research has 
named Michael Brereton president, 
following the appointment of Tim 
Rogers to the position of president 
for the Maritz Automotive Group. 

WeeKeng Lee and Su Liu will head 
the new Shanghai office of Reston, 
Va.-based Wirthlin Worldwide. Vincent 
J. Breglio, managing director of 
Wirthlin Worldwide Asia, will assist in 
sales and client service. 

Bart Gamble has joined Cincinnati
based Market Vision Research as vice 
president, with responsibility for 
managing and developing research 
business. 

Gamble Wintz 

Jeanne Wintz has joined Gilmore 
R esearch Group, Seattle, as senior vice 
president. 

Lorna Walters has joined R esearch 
International as CEO of the United 
States business unit. Though her time 
will be divided among the firm's net
work of U.S. offices, she will be based 
in R esearch International's Stamford, 
Conn., office. 

Seattle-based Q2 Brand Intelligence has 
named Brad Bortner to run the 
firm's northeast regional office in 
Cambridge, Mass. The firm has also 
named Bruce Bortner senior con
sultant. He will be based in Atlantic 
City, N.J. In addition, Lynn Reed has 
been promoted to president. 

Research International, Chicago, has 
announced senior leadership changes. 
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Jon Wilkinson, who has led the 
Research International Group as 
chairman and CEO since 1995, will 
retire in June 2004. In his place, 
Roger Banks, currently CEO 
Mainland Europe, will become group 
CEO. Colin Buckingham will take 
on a new role as CEO, global busi
ness. And Mark Penn will become 
non-executive chairman of the group. 

Steve Smith has joined Murphy 
Marketing Research/TRENDTOWN, 

Smith Kendziorski 

Milwaukee, as vice president/ research 
director. In addition, Amy 
Kendziorski has been named 
research analyst. 

Andrew Cutler has been promoted 
to senior project director at Integrated 
Marketing Associates, a Bryn Mawr, Pa., 
research firm. 

Teresa Newberry has rejoined 
Marketing Research Services Inc., 
Cincinnati, as senior research analyst. 
The firm also announced three new 
hires: Sheilah Wagner, director, ana
lytical services; Kevin Steuart, 
account manager; and Dave Stewart, 
senior project director. 

Paul Kirch has joined Harris 
Interactive Service Bureau as director, 
client development. He will be based 
in Seattle. 

New York consulting firm Interbrand 
has named Gary Singer chief strate
gy officer for North America. 

Braintree, Mass .-based research 
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firm Perseus Development 
Corporation has named Carl 
Henning vice president of inter
national operations. 

Fort Worth, Texas-based Crescent 
R eal Estate Equities Company has 
named Jeanette Rice vice presi
dent, market research. 

NewYork-based Simmons Market 
Research Bureau has named Ken 
Wollenberg executive vice presi
dent and general manager of the 
Simmons Integrated Marketing 
Solutions unit. 

Saskatoon, Saskatchewan-based 
research firm !tracks has named three 
new account executives: Brad 
Hogan, Andrea Hansen and 
Henok Ghebremicael. 

U.K. health care market research 
company Isis Research has named 
Debbie Corning director of oncol
ogy syndicated services. She will be 
based in Princeton, N.J. 

Corning 

Global research firm Synovate has 
named Rick Carbone CFO. 

Sara Vickers has joined Millward 
Brown in Sydney as account director 
from the U.K. 

Beth Daush and Brook Fagley have 
been named vice president of client 
services at the new Dallas office of 
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Focus Vision 
Video Transmission of Live International Focus Groups ... 

Right to Your Office! 
Now you can see, hear and interact with your 
live focus groups from around the world, with
out travel. 

There is a worldwide network of top-rated focus studios, with 
modern attractive facilities, equipped with Focus Vision's advanced 
technology for videoconferencmg and internet videostreaming. 

With a full-time staff of engineers, project coordinators, account 
directors and a corps of in-field technicians, Focus Vision has the ser
vice infrastructure for seamless, reliable implementation of projects 
around the world. Researchers can schedule Focus Vision proJects 
with complete peace of mind. 

A Focus Vision trained technician is on-site to operate the exclusive 
multiple camera system, with picture-in-picture enhancements. 
Viewers see full group views, close-ups of respondents and test stim
uli , and can hear simultaneous language translation. 

For international projects, benefits multiply when travel is not 
required. Everyone can attend. Video transmtssion increases produc
tivity, saves staff travel time and expenses, and speeds up infonnation. 

Founded in 1990, Focus Vision is the world leader in video transmis
sion of live focus group research. 
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product and service update 

AC Nielsen to increase size of 
Homescan panel in U.S. 
ACNielsen U.S. plans to more than 
double the size of its U.S. Homescan 
consumer panel, the largest expansion 
in the history of the service. This 
expansion from 61,500 to approxi
mately 125,000 households will be 
completed during 2004 and 2005. 
The ACNielsen Homescan consumer 
panel provides insights into what 
types of households buy specific CPG 
categories or brands, how often and 
where they shop, their use of coupons 
and other promotions, and other atti
tudinal and usage information. For 
more information visit 
www.acnielsen.com. 

Publish survey results to blogs 
QuestionPro Inc., a Seattle provider 
of online survey hosting and market 
research services, is now offering new 
publishing tools that enable users of 
its online survey technology to pub
lish results automatically to Internet 
Weblogs, commonly known as blogs. 
A blog is a Web page that contains 
frequently updated information 
arranged chronologically that can be 
anything from political journals to 
personal diaries and can focus on a 
single subject or a broad spectrum of 
topics. 

The QuestionPro Q-Blogger will 
automatically publish a blog entry to 
the user's Weblog containing a link to 
their electronic survey hosted by 
QuestionPro. QuestionPro 's Q
Blogger effectively creates a real-time 
mechanism for gathering opinions 
and feedback from blog readers. 
Responses are automatically tabulated 
and available in real time at 
QuestionPro. com. 

The blog phenomenon is picking 
up momentum and working its way 
to mainstream Internet users. Blogs 
are now serving as a popular medium 
for interest groups, project teams and 
even news sites for sharing ideas and 
information immediately via the 
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Internet. QuestionPro online survey 
technology gives blog owners a tool 
for research, opinion polls and project 
collaboration. For more information 
visit www.questionpro.com. 

SPSS updates Clementine, 
Verbastat; adds Cleo 2.5 
SPSS Inc., Chicago, is now offering 
Clementine 8.0, the latest version of 
its data mining workbench. The new 
features of Clementine 8.0 are based 
on end-user feedback, introducing 
new capabilities for increasing pro
ductivity and deploying interactive 
models online. 

As part of the Clementine 8.0 
launch, SPSS is also introducing Cleo 
2.5, a new, XML-based offering for 
deploying predictive models online. 
The Cleo deployment environment 
enables multiple users to simultane
ously access Clementine scoring 
models through a customizable 
browser-based interface. This allows 
business users to immediately score 
single records, multiple records, or an 
entire database on an ad hoc basis. 

The firm has also released a new 
version ofVerbastat, which enables 
market researchers to code verbatim 
respon es to open-ended survey ques
tions.Verba tat 7.0 offer complete 
coding for Web, CATI and CAPI sur
veys. The new version, which is based 
on the Microsoft .NET platform,· 
offers more import and export 
options for faster data transfers, an 
enhanced interface toolbar that pro
vides access to commonly used func
tions, and simplified code frame cre
ation. 

Verbastat 7 .0, which is compatible 
with data collection packages such as 
Quancept, In2quest or Surveycraft 
and sound files in CAPI or CATI 
interviews, adds more import options 
in the latest version, such as the ability 
to work from data collected with the 
Dimensions suite- SPSS' integrated 
suite of tools for survey design, data 
collection, data management, analysis 
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and publishing of results. The new 
version also enables users to copy not 
only code frames but also classifica
tion patterns from one study to 
another. 

Verbastat 7.0, which leads coders 
through the process screen-by-screen 
and links with Microsoft Word, sim
plifies code frame creation by filtering 
on specific respondent criteria for 
immediate coding. This new version 
also features new reporting options, 
such as response tracking (tracking 
the history of a response including 
edits and splits); respondent-level 
reports (showing individual respon
dent information and how it has been 
edited and classified); crosstabs and 
graphical reports (which can assist in 
identifying data trends).Verbastat also 
displays image files. For more infor
mation visit www.spss.com. 

Panel gives access to network 
security influencers 
Natick, Mass.-based Sage Research, 
Inc. is now offering access to the Sage 
Network Security Panel, a group of 
IT profe sionals with network securi
ty purchasing authority. The Network 
Security Panel gives providers of 
security products and services a tool 
to meet market research needs. 
Drawn from the Sage Panel, Sage's 
Network Security Panel consists of 
nearly 4,400 IT professionals who 
have decision-making authority with
in their organizations for network 
security products and services. Forty
five percent of the Network Security 
Panel members are vice president
level and above. For more informa
tion visit www.sageresearch.com. 

Apian Software releases 
SurveyPro plug-in 
Seattle-based Apian Software has 
release DirectCollect 3.1, a plug-in to 
it SurveyPro program which lets the 
survey author save surveys for elec-

continued on p. 74 
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research industry news 

News notes 
Chicago-based Information 
Resources, Inc. has received an 
unsolicited, non-binding indication of 
interest from Open Ratings, Inc. to 
acquire all of the outstanding shares of 
IRI common stock for at least $3.75 
per share in cash, together with con
tingent value rights (CVRs) associat
ed with IRI's antitrust lawsuit pend
ing against ACNielsen Co., The Dun 
& Bradstreet Corp. and IMS 
International, Inc., and certain com
mitments to fund the antitrust law
suit, on terms at least as favorable as 
those being offered by Gingko 
Acquisition Corp. 

Under the terms of IRI's previously 
announced merger agreement with 
Gingko, the IRI board, consistent 
with its fiduciary duties, may consider 
alternative transactions that could rea
sonably be expected to lead to a pro
posal that is superior to Gingko's. 
Mter careful consideration, including 
consultation with its independent 
financial and legal advisors, the IRI 
board of directors determined that 
Open Ratings' indication of interest 

could not reasonably be expected to 
lead to a binding offer superior to the 
Gingko transaction. The IRI Board 
also unanimously reaffirmed its rec
ommendation that IRI shareholders 
tender their shares into the Gingko 
offer. 

VNU has completed its strategic 
review of ACNielsen's European 
Customized Research business which 
it commenced earlier this year.VNU 
has concluded that shareholder value 
will be maximized from continued 
ownership of its Customized 
Research activities and their develop
ment within a strategy leveraging the 
company's Customized Research pro
prietary assets and capabilities. At the 
beginning of the year,VNU also 
announced the strategic reevaluation 
of Claritas Europe. At press time, this 
review process had not yet been com
pleted. 

New York-based Arbitron has 
announced preliminary results in a 
research test for its new television, 
cable and radio audience measure-

Calendar of Events Feb/Mar 

The European Society for Opinion and 
Marketing Research <ESOMAR) will 
hold Technovate 2, its worldwide market 
research technology and innovation con
ference, on February 1-3 in Barcelona, 
Spain. For more information visit 
www.esomar.org. 

ESOMAR will hold its Global 
Healthcare 4 conference on February 
22-24 in Paris. For more information 
visit www.esomar.org. 

ESOMAR will hold its automotive mar
keting conference on March 1-3 in 
Lausanne, Switzerland, in conjunction 
with the Geneva International Motor 
Show. For more information visit 
www.esomar.org. 
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The Council for Marketing and Op inio n 

Research will hold its annua l Protecting 

Our Assets respondent cooperation 

workshop on March 2-3 at the 

Flamingo Hotel in Las Vegas . For more 

information visit www.cmor.org. 

The Market Research Society will hold 

its annual conference, Research 2004, 

themed "Welcome to The Dream 

Economy," at The Barbican in London 

on March 11-12. For more information 

visit www.mrs.org.uk. 

ESOMAR will hold its Asia Pacific con

ference on March 28-30 in Shanghai. 

For more information visit www.eso

mar.org. 
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ment system, the Portable People 
Meter (PPM) . "For the better part of 
a year, Arbitron, Nielsen and the 
industry have pointed to response 
rates as a key issue that had to be 
resolved before the Portable People 
Meter could be deployed as a means 
of measuring audiences for radio as 
well as broadcast and cable television 
in local markets," said Stephen 
Morris, president and chief executive 
officer of Arbitron, in a company press 
release. "We said that Arbitron would 
work with Nielsen to devise tech
niques that could increase the per
centage of consumers who would 
accept our invitation to take part in 
PPM surveys and then carry the 
meters on a continuing basis. 

"I am pleased to report that 
Arbitron and Nielsen have developed 
two separate methods that have 
increased the rate at which we can 
recruit consumers for PPM surveys. 
Initial results are in line with what 
Nielsen would expect when recruit
ing a new set-top meter panel, which 
is what we both wanted to achieve. 
While the response rate test needs to 
be completed so that we can confirm 
that acceptable rates can be sustained 
over time, and the turnover rates also 
remain acceptable,Arbitron is confi
dent that we have found a solution 
for this key issue." 

Acquisitions 
Synovate has acquired ISIS 
Research Limited (ISIS), a health 
care research firm. ISIS will become a 
part of Synovate Health care, 
Synovate's global health care division. 

Paris-based Ipsos has acquired the 
Research Division of the NCS 
Pearson group, the Australian sub
sidiary of the British media group 
Pearson. Specialized in the provision 
of data collection services, software 
and systems to address the informa
tion processing needs of the clients, 
the division has offices in Sydney, 



Melbourne and Bri bane. 
Separately, Ipsos also acquired the 

assets of Mackay Research, a company 
founded in 1979 by social researcher 
Hugh Mackay. The company publish
es The Mackay Report, a subscriber
based series of four quarterly studies 
which delve into the mind and mood 
of Australians on specific topics. These 
new business line will be gathered 
under the Ipsos Australia umbrella. 

Awards/ran kings 
Inc . magazine has ranked research 
firm ath Power Consulting 
Corporation #361 on its annual Inc. 
500 ranking of the fastest-growing 
private companies in the country. The 
Inc. 500 ranks privately held compa
nies according to sales growth over 
the past five years. The Andover, 
Mass., company had five-year sales 
growth of 494 percent. 

Herndon, Va., research firm 
WebSurveyor Corporation has 
been named a Rising Star on the 
2003 Deloitte Technology Fast 500, a 

Russians 
Asian Indians 
African Americans 

ranking of the 500 fastest-growing 
technology companies in North 
America. A special category, the 
Rising Star list ranks 25 winners that 
have been in business less than five 
years, but at least three years. They are 
ranked based on average percentage 
of growth in revenues over three years 
(2000 to 2002). 

Separately, Seattle-based research 
firm NetReflector, Inc. ranked 
#275 on the 2003 Deloitte 
Technology Fast 500. Rankings are 
based on average percentage revenue 
growth over five years, from 1998 to 
2002. NetReflector grew by 1,087 
percent from $123,000 to $1,460,000 
during this period. Overall, compa
nies ranking on the 2003 Deloitte 
Technology Fast 500 had growth rates 
ranging from 469 to 296,080 percent 
over five years, with an average 
growth rate of 5,493 percent. 

Four technology providers have 
been nominated by the Association 
for Survey Computing (ASC) for 

the MRS/ ASC Joint Award for 
Technology Effectiveness. The aim of 
this new award is to identify the com
pany or individual that has achieved 
the highest level of excellence in cre
ating software or technology that pro
motes greater effectiveness in the 
practice and delivery of research. An 
independent panel of industry experts 
is judging the award, which the ASC 
is co-sponsoring with the Market 
Research Society (MRS). Tim Macer, 
panel chair, announced the short list 
at the ASC 's international conference 
at the University ofWarwick in 
September. 

Nominees are (product/provider): 
Harmoni/Information Tools. A 

data analysis and investigative tool for 
consumers of research data which 
allows them to combine data from a 
wide variety of sources, ranging from 
consumer research at the respondent 
level, sales and retail audit data, to 
aggregated data such as economic 
indicators, climate statistics, media 
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by the numbers 

In quantitative marketing research, 
we typically ask open-ended ques
tions in the surveys we conduct and 
record what the respondent says 
verbatim. Then what? 

We do not report what is said 
exactly (the verbatim), because that 
would generate a very, very long 
report. What happens next is that 
the verbatim is coded. Coders 
group similar responses, and create 
summaries of what the consumers 
say. 

For example, suppose we are con
ducting an interview about air 
fresheners. The respondent is asked 
"What do you like about it?" A ran
dom selection of verbatims from 
the question are examined, and 
code numbers are assigned based on 
the similarity of various statements. 
For example, one person says, "I 
like the smell, because it is sweet." 
Another says, "I like the sweet 
smell, and the color." Both would 
get a "sweet smell" code, and the 
second one would also receive a 
"like the color" code. These coded 
responses are then assigned to cate-
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gories. In this example, the "sweet 
smell" comments may be assigned 
to a Smell/Odor category, and the 
color comment would likely be 
assigned to a category called 
Appearance. 

One person can make two com
ments that fall into one category. 
Say what? For example, if a respon
dent said, "I like the smell because 
it is sweet and subtle," the code for 
"sweet smell" would be assigned, as 
would a code for "subtle smell." 
Since we want to count people, not 
comments, the category net is cre
ated that tells us how many people 
made a Smell/Odor comment. The 
person who said "I like the smell 
because it is sweet and subtle" 
would be counted once in "sweet 
smell," once in "subtle smell," and 
only once in the category net line, 
because it counts people, not com-

Comments 

Base: total (250) 

Smell/ Odor (Net) 

Sweet smell 

Subtle mell 

www.quirks.com 

Total Respondents 

# 

.6..5._ 

55 

32 

% 

.22 
22 

13 

Editor's note: Stephen J Hellebusch is 
president of Hellebusch Research & 
Consulting} Inc.} Cincinnati. He can be 
reached at 800-871-6922 or at 
info@hellrc.com. 

ments. The net line will always be 
equal to or less than the sum of the 
number making the comments in 
the category. For example, the two 
comments , as shown in the box, add 
to 35 percent, but were given by 26 
percent of the 25 0 respondents. If 
the net is not less than or equal to 
the sum of the comments, some
thing is wrong. 

One challenge, handled in differ
ent ways by different researchers, is 
a comment that logically fits into 
two different categories. Suppose, 
with our air freshener, someone says 
they like it because, "The size 
makes the placement easier." There 
is Placement net which includes 
comments like "would place in 
family room" or "would put in bed
room." There is also an Ease of Use 
category that includes codes like, 
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Double-coded 

Comments 

Base: total (250) 

Ease ofUse (Net) 

Just plug it in 

Size makes placement easier 

Easy to remove from package 

Placement (Net) 

Put in family room 

Size makes placement easier 

Put in bathroom 

Put in bedroom 

"easy to remove from package" and 

"just plug it in." 

Some coders double-code - that 

is, put the comment both places. The 

20 people who said "Size makes 

Total Respondents 

# % 

Q.1_ 25 

25 10 

20 8 

18 7 

60 24 

25 10 

20 8 

12 5 

11 4 

very different than if only single-cod

ing is used. 

If the research user is thinking of 

the categories as mutually exclusive 

with respect to the comments (usually 

Single-coded 

Comments 

Base: total (250) 

Ease ofUse (Net) 

Just plug it in 

Size makes placement easier 

Easy to remove from package 

Placement (Net) 

Put in family room 

Put in bathroom 

Put in bedroom 

placement easier" are the same 20 

people in both the Ease ofUse and 

the Placement categories. 

Others will single-code - that is, 

only include the comment once, in 

the category judged to be the best fit . 

In this case, the comment fits better in 

Ease ofUse, since the size is what is 

making things easier, and all of the 

Placement comments are referring to 

a place. 

So, what percent made Placement 

comments? It depends. If you double

code, you would say 24 percent. If 

you single-code, you would say 16 

percent. Neither is right; neither is 

wrong, technically. If many comments 

are double-coded, results will look 
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Total Respondents 

# % 

Q.1_ 25 

25 10 

20 8 

18 7 

40 16 

25 10 

12 5 

11 4 

an implicit assumption), then that user 

will take an incorrect understanding 

from the double-coded question. It is 

likely that this will occur when the 

user is given a presentation that sum

marizes the research where only the 

category net lines from the open-ends 

are shown. There is no way to know 

from just the net lines that the same 

comment is in two category nets. 

If you like to understand what you 

are looking at, it may be helpful to 

learn whether the open-end 

responses are double-coded, triple

coded, or (perhaps) single-coded. It 

may make a big difference in how 

results from an open-ended question 

are understood . I Q 
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qualitatively speal<ing 

Envision this:You're in a supermar

ket and want to buy some cereal. 

After looking over the choices, you 
decide on Cheerios and Frosted 

Flakes. Then, in the personal care 
aisle, you pick up Dove Shower Gel 
and Pond's Moisturizer.You finish 
your hopping and go to buy a gift 
for a college student, finding what 

you want at The Gap. Now, you're 
ready to grab something quick for 

lunch. Nearby choices include 
McDonald's and Pizza Hut. On 

your way home you pick up a 
movie at Blockbuster. 

So what? Big deal. Well, the 

wrinkle is that you could be in 
London, or Edinburgh or Sao 
Paulo, Paris, Milan or Frankfurt. 

Today, if you take a vacation "across 
the pond" or due south, you will 
have to actively seek out towns that 
haven't been Americanized with 
brands from the States. 

The globalization of brands is 

now a fixture in many compa
nies' marketing plans. And this 

often involves implementation of 

global research, qualitative and 
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quantitative. 
What follows are guidelines 

regarding global research for quali
tative studies. 

Understand and respect local 
practices 
You will work with a local qualita
tive researcher who is, of course, 

fluent in the local language and 

knowledgeable about culture and 

customs.You will also need to 

engage a simultaneous translator if 
the spoken language is other than 
English. 

Do not impose your practices on 
the local moderator, but be alert to 
his/her customs .You can turn over 
the U.S. discussion guide to be 

translated and used, but ask the 
local person to read it and make 
suggestions for changes. An exercise 
that works here might not work 
there. 

In the U.S., for example, eight 

women talking for 90 minutes 
about a topic fills the bill; in Sao 
Paulo the custom calls for a two

and-a-half-hour group with consid-
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Editor~ note: Sharon Seidler is senior 
vice president of Chicago-based C&R 
Research~ In Vision qualitative group. 
She can be reached at 312-828-9200 or 
at sharons@.crresearch.com. 

erable upfront time spent just get
ting to know one another. So leave 
room for the local researcher to do 
things her way. 

Get early buy-in from the 
global team 
The more globally involved the 
company is with its products, the 
more likely the corporate culture 
will reflect this. In some companies 
I have wondered if I haven't walked 

into a meeting at the United 
Nations . People are bi- and tri-lin

gual, and multicultural as well. They 
are often citizens of the world. 

At the start of your qualitative 
project, arrange for one or more 
meetings via phone or in-person. 
These meetings will ensure that 

everyone starts out on the same 
page in the hymnbook ... and you'll 

also have the opportunity to pick 



Why travel to your focus groups when you can ... 

view your research, 
chat with your colleagues, 

and manage your video content 
... all from the comfort of your office or home. 

Br-lr7g 795 r-'£7C:LJ£;; gr-L:7Lip r-'C!IC:IhL:-IE?£1; 

chr-E?c:L:-!g L:-L:7 UL:7LJr- dE?£J;kL:-L:7p. 



their brains. Encourage the team, 
especially those intimate with the 
non-U.S. regions, to give you an 
education on the history of the 

If you are working 
on a supermarket 
C PG product, visit a 
market or two. Do 
mini ethnographies 
and just observe 
people at the section. 

markets. Also, encourage them to 
formulate hypotheses about what 

might occur in the research and 
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what alternative scenarios and find
ings might emerge. 

Cohesion and team-building 
early in the process will pay off 

later in good attitude and 
also in quicker implemen

tation of next steps. 

Be sensitive to the 
pitfalls of translations 
If you are working with 

new product concepts or 
communications, they will, 
of course, need to be trans

lated. Often, idioms are 
included and these don't 

translate well. A slight 
change in the translation 
can drastically alter the 
meaning ... and the ultimate 

response. 
If you are fortunate enough to 

travel to non-U.S. markets for the 
research, be sensitive to the transla-
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tions and how they are affecting 
responses. Build in sufficient time 

between group interviews to make 
changes to the materials to more 
closely reflect the intention of the 
original concept or communica

tions. The local researcher, simulta

neous translator and local members 
of the client organization should be 
included in meetings between 
interview to make sure the transla

tions are optimal. 

Understand the context 
If you travel to the foreign region, 
do not simply attend the groups 

and leave. Soak up the culture as 
much as possible. If you are work

ing on a supermarket CPG product, 
visit a market or two. Do mini 

ethnographies and just observe 
people at the section. Take note of 
where your client's product is 
shelved and what surrounds it. 
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Arrange for a bilingual speaker to 
accompany you. Ask her to engage 
a shopper and ask questions about 
the purchase decision without 
divulging the brand in which you 
are most interested. A debriefing 
with your companion will provide 
you with a modest education of the 
marketplace and local consumers. 

Weave, don't glue 
You are now ready to write the 
global report. Your local non-U.S. 
researcher should be writing the 
document that pertains to that 
region. You are responsible for the 
global report. 

It is tempting to simply incorpo
rate the two documents in such a 
way that shows how the two (or 
more) regions responded, structur
ing a document along this line: U.S. 
findings/Latin American findings. 

Avoid this sort of "paste-and
glue" report because it is not as 

useful as it might be to your client. 
Your job is not to glue, but to 
weave. As a weaver, you should 
digest all of the findings and begin 
the report with common themes 
that were reflected in all regions. 
Areas of common ground are most 
useful, so at least begin with the 
threads of analysis that link respon
dents across the globe. 

First, think globally . .. then act 
locally 
The mandate to think globally and 
act locally is a good one and it 
applies particularly well to qualita
tive research. While it's important 
to weave the multiple reports 
together and look for common 
themes, it is equally important to be 
sensitive to differences among the 
regions. 

Thus, for a communications study 
for a CPG product, it would be 
ideal to be able to identify a con-
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sumer insight that resonates in the 
U.S. and beyond- some basic 
truth that applies to consumers in 
Atlanta and Sao Paulo and 
Frankfurt. 

However, when it's time to 
address the nitty gritty of product 
formulation or packaging, for 
example, local differences and pref
erences must be acknowledged. No 
product or service is completely 
portable and ready for export as is. 

Wonderful opportunity 
Globalization of companies and 
products necessarily involves global 
research. Qualitative global research 
represents a wonderful opportunity 
to provide guidance to correctly 
launch a new product in multiple 
and disparate regions. The sugges
tions outlined can help the global 
qualitative research process work 
smoothly and enhance your overall 
contribution. I Q 
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I case history By Robert Sims 

Women are from Venus, 
men drinl< scotch 

ot too many years ago the notion that 

"real men don't eat quiche" gained 

some notoriety, and popular psychol-

ogist John Gray has made a career out 

of his observation that men and 

women are from different planets. While it is not a novel notion that 

men and women act differently, think differently and have different 

preferences, these differences do, nonetheless, create a problem to the 

manufacturer or distributor who seeks 

Schnapps mal<er lool<s to to market to one sex while not alienat-

find out how feminine is 
ing the other. 

too feminine 

Editor~ note: Robert Sims is senior 
market research analyst at Market 
Dynamics Research Group, Inc., 
New Orleans. He can be reached at 
504-821-1910, ext. 204, or at 
rsims@mdrginc. com. 
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This was the problem faced by the Sazerac 

Company, Inc. , a New Orleans-based alcohol 

distributor, which was seeking to create a 

new, more modern, sexy image for a vanilla liqueur product, Dr. 

McGillicuddy's Vanilla Schnapps. A new bottle design was developed, and sev-

eral new names were tested including Kiss,Vanilla Kiss, French Kiss and French 

Vanilla Kiss. The product was to be designed primarily to appeal to women, but 

not so much so as to represent "quiche" to "real men." 

www.quirks.com 



Part of the research task that we 
faced was to test the willingness of men 
to try the newly repackaged product. 
The research was designed to test a 
model developed by a member of our 
staff. The model was developed based 
on the results of a series of focus 
groups that we conducted and works 
on three basic assumptions: 

Assumption 1: Though men and 
women likely share some preferences 
for alcoholic beverages, there are some 
drinks that are perceived to be distinct
ly feminine and some perceived to be 
distinctly masculine. 

Assumption 2:Alcoholic beverages 
can be arrayed on a continuum ranging 
from most feminine to most masculine. 

Assumption 3: Male consumers 
occasionally drink certain drinks that 
they consider closer to the female end 
of the spectrum. But there is a point at 
which a drink becomes too feminine 
for them. 

Our task was to find out whether or 
not the client's product fell beyond the 

range of drinks that men would feel 
comfortable ordering. 

Ample basis 
In addition to our own focus group 
findings, previous research provides an 
ample basis for the assumptions. For 
example, Traffanstedt, Rohr, and Sparks 
(1997) found that, though rates of alco
hol consumption did not vary by gen
der, men were more likely than women 
to prefer beer as their main alcoholic 
drink. Ullrich and Tepper (2000) found 
that, due to physiological differences in 
taste sensitivity, men were more likely 
than women to prefer bourbon, gin 
and beer. These physiological differ
ences may account for the psychologi
cal associations that have developed in 
terms of what constitutes masculine as 
opposed to feminine drinks. 

Furthermore, the feminine-mascu
line dimension of alcoholic beverage 
preference is not a uniquely American 
phenomenon. Research conducted by 
the Social Issues Research Centre 

www.quirks.com 

(2000) concludes that: " . .. association 
of the qualities of men's and women's 
beverages with 'masculine' and 'femi
nine' attributes is . . . a near-universal 
phenomenon. 'Feminine' drinks are 
often weaker, sweeter, softer or less 
'pure' than their 'masculine' counter
parts." 

Develop instrument 
Given a reasonable basis for the 
assumptions of our model, the most 
difficult problem that the research 
question posed was how to develop a 
measurement instrument capable of 
validly rendering the presumed femi
nine-masculine dimension of alcohol 
preference. Data for this study were 
collected via intercept interviews con
ducted among bar customers in two 
states in which the product was mar
keted. 

Two measurement possibilities 
immediately came to mind. First, 
respondents could be presented with a 
numbered scale. On one end of the 
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scale would appear 
words to the effect of 
"most feminine," and on 
the other the words 
"most masculine." 
Respondents could be 
asked to indicate the 
point on the scale that 
served as the borderline 
between the point at 
which they would feel 
comfortable ordering a 
drink and the point at 
which they would not. 
They would then be 
asked to place the client's 
product on this scale, 
and comparisons would 
be made to see whether or not the 
product fell within the respondent's 
comfort zone. Though primary inter
est here was in male respondents, 
female respondents also would be 
asked to complete this exercise as a 
validity check. 

Scale problematic 
Though the analytic strategy implied 

above seemed reasonable, the scale 
itself seemed problematic. First, using 
simple masculine/feminine terminol
ogy may have been too abstract for 
this purpose as it assumes that respon
dents know what types of drinks fall 
into these categories. Second, men 
may have been hesitant to place them
selves on the feminine side of the 
scale, especially not knowing what 
drinks that side represented. 

Conversely, men, not 
wanting to appear 
old-fashioned or to 
deny their "inner 
woman" may have 
been inclined to place 
themselves too far on 
the feminine side, or 
farther than they 
would actually be 
willing to go. 

The solution to 
these problems was to 
develop a second 
instrument, which 
would be used like the 
first, but which would 
feature at each scale 

point the name of an actual alcoholic 
drink. The main problem here would 
be to validly array drink names along 
the masculine-feminine continuum, 
and to do so in such a way as to be 
understood by respondents. 

Working in conjunction with the 
client, eight alcoholic beverages were 
selected for placement on what would 
form a seven-point scale. They were, 

People have always talked with their hands. 
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FIIUREl 
moving from most feminine to most 
masculine, a cosmopolitan, a strawber
ry daiquiri, a white Russian, rum, 
vodka, beer, bourbon, and scotch. 
Survey respondents were shown a 
scale featuring these drinks and then 
asked to mark the point on the scale at 
which they would no longer feel 
comfortable ordering among a group 
of friends . (See Figure 1 for the actual 
question as presented to respondents.) 
They were then asked to place the 
client's product, French Vanilla Kiss, on 
this scale. T he scale ranged in value 
from 1 to 7, with 7 representing the 
most masculine point. 

I'm going to show you a scale which lists a range of alcoholic beverages. I'd like for you to 
think for a moment about how comfortable you would feel ordering these various alcoholic 
beverages when In a group of your friends. The scale below represents drinks ranging from 
scotch, on the right, which people sometimes consider a "masculine drink," to a Cosmopolitan 
on the left, which people sometimes consider a "feminine drink." Using this scale, please mark 
the point which divides the drinks that you would feel comfortable ordering from the drinks you 
would not feel comfortable ordering in a group of friends. 
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Given the novel nature of the mea

surement scheme, it was imperative to 
validate the measure once the data 
were collected. Assumption 3 implies 
that male drink preferences should be 
bounded somewhere on the feminine 
side of the preference scale, though 
not at the extreme end of the scale. 
Construct validation of this assump
tion would involve demonstration that 
the average boundary score for males 
was less than 3.5 (the scale midpoint) 

Based on what you have seen in this survey, where would you place French Vanilla Kiss on this 
scale? 
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Find out what they mean. Fast. 

Today, people are happy to let their fingers do the talking.ltracks can 
help you gather what t hey're saying - quickly and accurately. 

!tracks provides market researchers with instant information by 
bringing the speed of the Internet to qualitative and quantitative data 
collection. Our innovative tools for realt ime and bullet in board focus 
groups let you know what people think - often in frank and candid 
terms, especially on sensitive issues - as fast as they can type it. 

That's why North America's leading market research firms, including 
ACNielsen, lpsos and Harris Interactive, turn to ltracks for 
online and telephone data collection. 

When you need quality data fast, point to ltracks. 
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TABLE 1 

Construct Validation of Drink Preference Measure 

Y = Alcoholic Drink Preference 

VARIABLE 

Gender (Male) 

Constant 

R2 

n=273 

-2.168 

5.031 

.29 

though greater than 1 (the extreme 
feminine end of the scale). In correla
tional terms, the assumption would be 
a negative correlation between gender 
and boundary placement. 

B SE 

.207 

.112 

(Cohen and Cohen, 1983).These tests 
serve to validate not only the assump
tion concerning male preferences, but 
also the ordinality of the scale. 

Assured of the validity of the mea-

surement scheme, the final step in the 
process was to attempt an answer to 
the client' que tion, i.e., was French 
Vanilla Kiss too feminine for men? 
Average scores on both the alcoholic 
beverage preference scale and the 
French Vanilla Kiss placement scale 
were computed. A positive test from 
the client's perspective would indicate 
a higher (more masculine) score for 
French Vanilla Kiss than the average 
male boundary score. Figure 2 indi
cates that, among male respondents, 
the average placement of French 
Vanilla Kiss (3.03) was within the male 
comfort zone. This average was close 
to, but significantly higher (p> .05) 
than the male boundary average of 
2.86 as indicated above. 

It should be noted that the average 

j nauiE2 
Table 1 presents the results of the 

construct validation test. A simple 
regression of the alcohol preference 
scale on gender indicates confirmation 
of the assumption and validation of 
the measure. The correlation of gender 
with the preference scale is, in fact, 
negative and significant as indicated by 
the coefficient for gender (coded as a 
dummy variable) and its associated 
standard error. The gender coefficient, 
in conjunction with the constant for 
the regression equation, indicates that 
the average male boundary score 
(2.86) is in fact to the feminine side of 
the scale, though not at the extreme 

Male Placement of French Vanilla Kiss on Preference Scale 
Compared to Male Preference Boundary 

MALE RESPONDENTS 

Strawberry White 
Cosmopolitan Daiquiri Russian 

1 2 

Most Feminine 

I 
I 
I Rum 
I 
I 
I 

31 
I 
I 
I 
I 
I 
I 
I 

4 

Vodka Beer 

5 6 

Average Comfort Range 

Bourbon & 
Coke Scotch 

7 

Most Masculine 

1 Average French Vanilla Kiss placement: 3.03 

Average self placement 
2.86 

Decoding the Emotional 
Link to Why We Buy ... 

ew Quantitative Tool for Unklng 
Functional to Emotional Benents 
InterFace enables you to set strategic direction very 
sp il'icall and to maintain con istency a ross all brand 
elements-to control the communications. 

InterFace is different from Focus Groups, Con pt 
and ad testing, and perceptual mapping because it 
is the only one that-
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• Quantifies the link between 
functional and emotional 

• Pro ides a consistent test 
for all brand clements 
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female product placement also fell 
well within the female comfort zone 
(see Figure 3).This result was not of 
particular interest to the client since it 
was assumed that the appeal of the 
product would be greatest for women. 
Nevertheless, the fact that the average 
product placement scores for men and 
women were equal, and the fact that 
the female placement score was much 
farther from the preference boundary 
than was the case among men, attests, 
once again, to the validity of the mea
surement scheme and of the analytic 
procedure overall. 

Not unique 
To note that men and women may 
have different product preferences i 
not unique, nor is it unique to take 
gender into consideration in analyzing 



FI&URE3 

Female Placement of French Vanilla Kiss on Preference Scale 
Compared with Female Preference Boundary 

FEMALE RESPONDENTS 

Str~wberry 

Cosmopolitan Dllqulrl 
White I 

Russian I Rum 

, I 
I 

Averqe qomfort Ringe 

1 2 

Most Feminine 

4 

I 
I 

I 
An r1ge French V1nllla Kiss 

placement - 3.03 

research data. However, the problem 
faced here went beyond the mere 
demonstration or consideration of 
gender differences to the development 
of a measurement and analytic scheme 
for the purpose of developing a prod
uct primarily designed for women 
which would maximize general con
sumer interest in the face of gender 
differences. In so doing, it would 
appear that we developed a measure
ment that in large part avoids what 
Linz (1969) describes as the tautolo-

Vodka Beer 

5 

Aver.~ge self placement 
5.03 

Bourbon & 
Coke Scotch 

6 7 

Most M1scullne 

gous nature of much survey-based 
research. In using actual alcoholic bev
erage names to mark the scale, the 
measures were sufficiently distinct 
from the underlying conceptualization 
(the male-female continuum) to pre
vent false positive readings that often 
occur when theoretically distinct 
questions are worded so similarly that 
the wordings themselves generate pos
itive results. 

Finally, it should be stated that the 

general procedure developed here 
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should be useful not only when gen

der-based preferences are involved but 

also when racial/ ethnic, economic or 

other demographic related preferences 

are under study. All that is required is a 

product set that can be validly arrayed 

along the underlying demographic 

continuum. I Q 
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I 
Sti II a 
valuable tool 

I
n the media as well as the marketing and advertising communi
ty, focus groups are increasingly drawing criticism. While 20 
years ago it was quantitative researchers criticizing focus groups 

for not being scientific, now it is often qualitative researchers who 
claim the traditional or regular focus group is passe and inferior to 
other qualitative techniques. (Even the word "traditional" implies 
that the regular focus group is a thing of the past.) 

The typical focus group format we refer to here has these ele
ments: a moderator leading the discussion at a research facility with 
one-way mirror, eight to 10 respondents, one-and-a-half to two 
hours long, clients observe from behind the mirror and/ or through 
remote viewing. (There are a number of variations of focus groups, 
including non-traditional ones that last for four or five hours, have 
25 or even 50 respondents, have clients directly involved with 
respondents, take place outside of dedicated facilities, etc.) 

Among the criticisms of the standard format are that it is stale, 
cold/ clinical, inhibiting, lacking depth, and that it encourages overly 
rational and dishonest responses. In a March 2003 American 
Demographics article "The New Science of Focus Groups," for 
instance, a critic who uses "game nights" among teenagers said the 
traditional focus group is a process he views as "a customer terrari
um, with people behind glass ... Focus groups are the crack cocaine 
of market research. You get hooked on them, and you're afraid to 

make a move without them." 
At the same time, the article 

Clients aren't ready 
to give up on the 
traditional focus 
group 

noted that focus groups continue 
to dominate qualitative research, 
citing numbers from Larry Gold, 
publisher of Inside Research, that 
show companies spent $1.1 bil
lion on qualitative research in 
2001, most of it for focus 
groups. When we asked Gold 
this fall what percentage of all 
qualitative research he estimates 

is accounted for by traditional focus groups, he said probably 85-90 
percent. 

So if focus groups are so outdated, why are they still such a fre
quently used technique? Do clients, the end users of focus groups, 
agree with the criticisms expressed by researchers with competing 
techniques and by the trade press? Why do they continue using 
focus groups and, looking ahead, do they anticipate continuing to 
use the technique in the future? 
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By Jon Last and Judith Langer 

Editor~ note:]on Last is vice 
president, corporate marketing and 
research at The Golf Digest 
Companies, New York. He can be 
reached at jon.last@golfdigest.com. 
Judith Langer is director, 
Roper I Langer Qualitative Division at 
RoperASW, a New York research 
company. She can be reached at 
jlanger@roperasw. com. 



Sampling is SSI's only business, which has allowed us to develop 

unparalleled expertise. Since 1977, SSI has continually developed new 

sampling techniques, to insure that our clients receive the most precise 

and cost-efficient approaches to data collection available. 

SurveySpot - SSI's Internet panel used exclusively 

for marketing research - enables researchers to 

control online research. SurveySpot delivers higher 
response rates and panelists can be selected based on 

demographics. SSI's eSamples help to complete Internet 

surveys in record time at low, low cost per interview. 

SSI's sampling team of experts will help determine the best sampling 

methodology and provide the best quality sample in a timely fashion. 
SuNey Sampling- the source for all your sampling needs since 1977. 

A eSamples for Internet Research (SurveySpot) 

A Global Samples (18 countries) 

A Random Digit Samples 

A Targeted Samples 
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A SSI-SNAP Online Sample Ordering System 

A Data Enhancement Services 

yesterday ... today ... tomorrow ... 
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To explore the role of focus 
groups today, we conducted a study 
among past-year client users. We tar
geted them as people who could 
speak to the benefits and limitations 
of traditional focus groups within a 
broad context of other research and 
without any personal self-interest. 
Over 1 00 market researchers on the 
client side (advertisers and advertis
ing agencies) across a range of indus
tries were invited to participate. The 
sample was an amalgamation of 
research decision-makers culled 
from multiple sources, including a 
list of Advertising Research 
Foundation (ARF) members, past 
clients of Roper (not necessarily the 
Roper/Langer Qualitative Division), 
advertisers ofThe Golf Digest 
Companies and other clients. Over 
60 researchers participated in the 
study, which was conducted in late 
June through mid-July via a self
directed questionnaire pushed via e
mail and hosted by QualTalk. 
(Thanks to Ted Kendall of Qual Talk 
for all his assistance in setting up the 
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study site and tabulating closed
ended answers.) 

Continued vitality of 
traditional focus groups 
Most of the study was open-ended, 
as befits our subject. We also includ
ed some close-ended questions to 
provide a directional sense of recent 
and anticipated usage of various 
qualitative methodologies. 

Using current 2003 and last year's 
research budgets in tandem, respon
dents indicated that the mix of 
methodologies they use is weighted 
slightly to the quantitative side. Less 
than half indicated that there had 
been a recent shift towards using 
slightly more quantitative (defined 
as 5-10 percent more) or signifi
cantly more quantitative research 
over the past three years. In fact, 
over a third (10 percent+) of those 
interviewed indicated that they had 
been shifting their research mix 
more towards the qualitative side 
over the same time period. 

Not only had respondents used 
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traditional focus groups in the past 
year, but the technique was by far 
the methodology they used most 
over the course of their careers. Of 
other qualitative methods, only in
person depth interviews were uti
lized by more than half the respon
dents in the past year. Phone depth 
interviews, dyads and triads, and 
ethnography were each used by 
between a third and four out of 10 
during the past year. 

A more telling demonstration of 
the popularity of the traditional 
focus group is seen in respondents' 
budget allocations for 2002-3 com
pared to expenditures on alterna
tive qualitative methodologies. The 
traditional focus group commanded 
nearly two-thirds of these end 
users' budgets on average. Only in
person depth interviews and non
traditional focus groups received 
greater than 6 percent of the quali
tative budget, and they were the 
second- and third-most popular 
techniques, respectively. 

Asked if the traditional focus 
group methodology is more rele
vant, less relevant or no different in 
relevance than it was five years ago, 
nearly nine of 10 clients inter
viewed said its relevance is 
unchanged (64 percent) or greater 
(25 percent) today. 

The traditional focus group has 
support from research professionals 
as much as from general marketers, 
according to respondents. The idea 
that its popularity stems from man
agement's embracing its simplicity 
and accessibility may be true. 
However, respondents indicated 
that they, as market research direc
tors, are most typically the force 
driving the decision to use focus 
groups. A sizeable seven out of 10 
of the decisions to use focus groups 
came from internal research depart
ments or agencies rather than from 
marketing or brand management, 
respondents said. 

Alternative qualitative 
methodologies gain in 
popularity 
While this study points to a contin-



ued retiance upon traditional focus 
groups, respondents display a famil
iarity and growing comfort level 
with several alternative techniques. 
We asked end users which of a list 
of qualitative methods they or a 
colleague had utilized and found to 
be more productive/useful than 
focus groups. Ethnographic or 
observational research has been 
used at some point by half of the 
respondents and in-depth inter
views conducted by telephone were 
cited by more than a third of the 
respondents, while online qualita
tive research (defined as live chats, 
e-mail or bulletin boards) are seen 
as useful by nearly two out of 10 
end users . However, more than a 
quarter of those interviewed said 
no other qualitative technique is 
more productive or useful than the 
traditional focus group. 

A look ahead at qualitative 
research usage 
More than three-quarters of partic
ipants indicated they expect to use 
non-traditional qualitative tech
niques more in the future. But, 
again, our findings point to a pre
eminent place for the traditional 
focus group in the years ahead. 
Slightly over two-thirds of those 
surveyed indicated that they plan to 
continue using the method as much 
over the next few years as they have 
in the recent past. In short, clients 
will expand the type of qualitative 
methods they u e. 

Focus groups = qualitative 
research 
Answers to the in-depth open
ended questions in our survey help 
to explain both why the traditional 
focus group continues to hold a 
prominent place among market 
research techniques and why some 
alternatives are attractive. 

For most of the clients inter
viewed, focus groups are qualitative 
research. These market researchers 
know that qualitative ·research is a 
lo t more than just focus groups, but 
their internal clients do not always 
make the distinction and may not 
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even be aware that other qualitative 
approaches exist. The request from 
the researchers' clients for qualita
tive research is often expressed as 
"We want focus groups." Obviously, 
this may be one reason why focus 
groups are used more than other 
qualitative methodologies. 

The identification of focus 
groups with qualitative research also 
results in FGs being blamed for 
whatever limitations qualitative has 
by non-researcher clients- even 
when client researchers and qualita
tive practitioners counsel otherwise. 

Increasingly, clients want and 
need hard numbers, respondents 
said . While focus groups continue 
to provide insights, several problems 
arise: 

• Marketers are sometimes frus
trated not to have projectable find
ings. In effect, they criticize qualita
tive research for not being quantita
tive research. 

• Focus groups are sometimes 
used as a quantitative research sub
stitute because they are (relatively) 

34 I Qu irk's Marketing Research Review 

quick and less expensive than a full
scale survey. While this is hardly 
new, the increased pressure to deliv
er research faster and cheaper can 
contribute to the misuse of focus 
groups. The hypotheses coming out 
of a focus group study are taken by 
some marketers as being definitive 
answers. 

''Traditional focus groups are being 
replaced by online surveys and tele
phone interviews for a number of appli
cations in my company .. . The biggest 
cavil about traditional focus groups is 
that they aren't representative. Our 
numbers-oriented management doesn't 
trust them. 11 

-- Isobel Osius , 
Meredith Corporation 

((Our greatest obstacle is, people want 
to use [focus groups] instead of quanti
tative research and then they shy away 
when they are reminded of the non-sci
entific way participants are selected and 
that they are not 'representative.' 11 

-

respondent asked to remain anony
mous 

FGs as a whole are taken to task 
when inadequate, unprepared or 
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inexperienced moderators do a 
poor job. The technique, some 
respondents said, is highly depen
dent on the quality of the modera
tor. More sophisticated market 
researchers recognize differences 
among moderators, but non
researchers may assume the problem 
is focus groups in general. 

Fieldwork issues affect the credi
bility of FGs too, a few respondents 
said. Concerns about professional 
respondents and poorly recruited 
groups were expressed by some 
clients. 

((The recruiting has to be dead-on. 
When we've had nightmares, it's due to 
the loose recruiting by the research com
pany. It was a complete waste. 11 

-- Sara 
Killeen, Nike Golf 

((Bad groups I've observed ... have been 
more about a moderator who wasn't skilled 
and simply asked questions from a ques
tionnaire-type guide and never probed 
'why' to any response. 11 

-- Kathy 
Canady, The Buntin Group 

Clients themselves are to blame 
for FGs failing, some respondents 
said . The study sometimes is not 
thought out enough on the client 
side, especially when the objectives 
are not agreed upon. Sometimes the 
FG proces goes well but clients 
refuse to listen, hearing only what 
they want to believe. Most striking, 
some respondents described out
right misuses of FGs by clients, such 
as clients trying to sell respondents 
on their products or hand-picking 
favorable respondents. 

((Some members of management often 
argue that we won't learn anything 
new. Those same people will also say 
upon our return, 'I could have told you 
that.' No respect for what the consumer 
has to say and how they articulate it. 11 

--anonymous 

Why do clients use 
traditional focus groups? 
Focus groups are perhaps even 
more relevant than in the past, 
according to some respondents, 
because of the advantages that qual
itative research in general provides. 
Qualitative insights and connection 
with consumers are needed more 



than ever, they asserted. Marketers 
are competing to stand out in an 
increasingly commoditized world 
and have also become more 
removed from real people. They 
want and need to know the reasons 
why consumers feel and behave as 
they do. 

While other qualitative tech
niques may offer these advantages 
too, FGs are seen by some as an 
excellent approach for delivering 
insights and close-up views of con
sumers and business customers. 
Specific benefits of FGs respondents 
talked about include: 

• Client comfort. Many clients 
are both familiar and satisfied with 
the FG process. A number enjoy
and even love - watching FGs. 
This comfort in turn makes it easier 
for advertiser and agency 
researchers to get acceptance for 
the use of FGs. 

• Cost-effective. FGs are less 
expensive and more efficient than 
other qualitative methods, some 
said. 

• Firsthand experience. Viewing 
FGs from behind the one-way mir
ror gives clients a feel for con
sumers and for their own cus
tomers. Viewers "get it" on an emo
tional level. (Interestingly, this 
advantage was not mentioned for 
in-person depth interviews.) 

• The group behind the group. 
The experience of clients watching 
FGs together process has a value in 
itself. Normally, busy executives are 
brought together to focus, quite lit
erally, on an issue, typically in an 
environment free of interruptions 
from the outside. 

((Many researchers in our company 
prefer qualitative research because they 
find it more fun, like to travel, and 
enjoy the richness of information it pro
duces." -- anonymous 

((Most people love groups. You get 
that up-close-and-personal feeling. 
You're no longer just talking about the 

faceless (consumer.' " --Julie Medalis, 
Sylvan Learning Center 

uTi me !logistics. Financial, most defi
nitely. We can do groups much less 
expensively than any other technique." 

-- Kathy Canady, The Buntin 
Group 

FGs are and should be used a a 
first step prior to quantitative 
re earch, for exploration rather than 
decision-making, respondents 
agreed. At this stage, clients may not 
even have a clear picture of what 
their problem is. Among the specif
ic u es mentioned are, in respon
dents' words: 

• Exploring a new category or in 

trying to understand the underlying 
drivers of consumer behavior. 

• Developing theories or 
hypotheses to be tested (quantita
tively). 

• Early exploration of ideas to 
better understand hot buttons. 

• To develop concept phraseology 
before quantitative. 

• To physically show new prod
ucts or advertising and get visceral 
reaction to executions, or ugges-
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tions for improvement. To help your 
clients visualize their product being 
used by actual consumers. 

• Disaster checks. 
• To back up depth information 

that was not revealed in a quantita
tive study. 

• Putting a face on the consumer 
and bringing them to life. 

• Use to probe emotional issues, to 
compare strategic ideas, to explore 
unknowns, to find ideas for strate
gies. 

Other uses that go beyond research 
per se include use of FG video clips 
as a training tool for internal person
nel and for public relations purposes; 
a loyalty tool in itself for a retailer to 
show the store's concern for cus
tomers' views. 

Non-research problems with 
focus groups 
Practical and/ or political considera
tions play a role in clients' decision 
not to use FGs, even among these 
past-year users. 

• Money. Online quantitative 
research is seen as cheaper and clients 
may not be appreciative of the quali
ty differences, some respondents said. 
Since quantification is needed with 
qualitative research, some companies 
would rather skip to that phase, leav
ing out any qualitative research. 

• Time and money. These are inter
related reasons: attending in-person 
focus groups take a lot of both, 
resources that companies are short 
on today. Remote viewing (which 
also costs money) is not necessarily 
accepted as a good substitute. 

• Boredom. Some observers find 
the FG format too static. Perhaps 
after watching FGs for years, they 
want something more exciting. 

• Past problems. Internal clients 
who - rightly or wrongly - were 
disappointed with previous FG stud
ies may veto the use of the method. 

((Time is the enemy. No one wishes to 
commit to the travel and sometimes this 
restricts the willingness to go to more dis
tant markets. My clients aren't as inter
ested in video-technology, still feel being 
there firsthand somehow enhances their 
experience." -- anonymous 
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((Focus groups can be expensive and 
time-consuming to plan and execute. We 
are resource-constrained on both - there
fore, there has to be a good reason to con
duct them."-- anonymous 

((Start with budget, which always 
shapes the decision on what methodolo
gies are used. Then add individual prefer
ences, such as a refusal to do focus groups 
because of a past negative experience. 
Throw in time pressures and naive 
research users who have heard that the 
Internet is faster and cheaper than any
thing else. Then add the fact that you 
generally have to do quantitative anyway, 
to back up the business decision, and it 
can be difficult to talk people into seeing 
the value of focus groups as a first step in 
the research process ... "-- I so bel Osius, 
Meredith Corporation 

((Sometimes it is a battle to get mar
keters I salespeople to agree to focus 
groups, because they 'seem so static and 
boring.' What I've realiz ed, the problem 
is this: [some] marketers and salespeople 
have a very highly developed sense of 
entertainment, and they're simply bored 
by the process. Even though focus groups 
work (if they're done right) and valuable 
info is gained by them, some of them 
have trouble sitting still long enough to 
realize that they're working. This is prob
ably the longest these people have sat in 
one room in the past 10 years! The 
MTV effect is definitely happening here 
as well, as more and more executives 
expect flashing lights, a grooving sound
track and special effects at all times. So, 
they get pulled in by all the exciting bells 
and whistles that some companies offer 
and ignore the depth of info they 
COULD be getting with traditional 

focus groups. " -- Susan Walsh, Hearst 
Magazines 

"One tool in the toolbox" 
This description of traditional focus 
groups as just one of many tech
niques was repeated by several 
respondents. FGs are and should be 
used when they are appropriate to 
the objectives of the particular 
research study. They are not meant to 
be an all-purpose approach; the fact 
that other qualitative techniques may 
be more appropriate in certain cases 
does not mean the focus group is a 
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bad method. 
Variations of group interviews -

dyads, triads, mini-groups - and 
individual depth interviews in-per
son or by phone are qualitative alter
natives that some respondents prefer 
at times. These techniques have been 
around a long time too, putting them 
in the "traditional" category along 
with focus groups. For some clients, 
the issue is not either/ or - they use 
a combination of these methods on 
an individual project or over the 
course of the year. "I don't see it as 
focus groups vs. IDis but just 'quali
tative,' " one respondent wrote. 

Advantages of ID Is and smaller 
group interviews cited by some 
respondents include: 

• Greater depth because each 
re pondent is interviewed at greater 
length than in a FG; more participa
tion by each respondent. 

• More appropriate for sensitive 
topics. 

• Avoiding group bias, dominant 
respondent problem of FGs. 
Interestingly, while this issue has 
often been mentioned in articles over 
the years, only a few study partici
pants brought it up as a FG negative. 

• Better for communications 
research on advertising and concepts, 
since reactions in real life are typically 
on an individual level. 

• Better for executive-level respon
dents who don't have time or desire 
to be part of a larger group or do not 
want to travel to a meeting location. 

• Sometimes the only practical 
choice, e.g., when respondents are 
geographically spread out and FG 
recruiting would be impossible. 

• Less expensive than FGs because 
of fewer respondents and, in the case 
of telephone depth interviews, no 
travel costs. 

((In-depth interviews in person give a 
more complete picture due in part to the 
interviewer's ability to observe discrepan
cies between what the respondent says and 
what can be observed on site." -- anony
mous 

uonce we've decided on qualitative, the 
decision comes down to small (one-on
one, triad) vs. larger (mini-groups or 
groups). This choice is usually driven by 



the sensitivity of the topic, the need to 
provide complete privacy, the desire for 
group interaction, and the potential for 
group bias. Recently used a mix of groups 
and IDis to explore issues of race, class 
and education. The combination was criti
cal in seeing that people were extremely 
uncomfortable speaking in what they 
feared were racist of classist terms. But the 
same concerns emerged in both settings, 
helping us feel they were real and power-
ful." --Julie Medalis, Sylvan 
Learning Center 
u~ don't use traditional focus groups 

as much as we used to.~ have reduced 
the size of our traditional type groups to 
four or five respondents. Smaller groups 
are easier to manage and, more frequently, 
all respondents participate." -- anony
mous 

uone-on-ones are more times than not 
the better choice for B2B research: wanti
ng to get the )acts' and not the face nor 
body language nor interactive response. 
Also these respondents are not likely 
located in close proximity to each other. " 
-- Tom Flint, FedEx Services 

((Often a group environment can move 
individuals towards the thoughts of the 
'leader' in the group. They find common 

ground too quickly, and it may not reflect 
the range of opinions on a topic. " -
anonymous 

Ethnography sparks interest 
Among the newer or newly popular 
alternative approaches, ethnography 
sparks the most interest as an alterna
tive and, in some cases, a comple
ment to FGs. Several clients said they 
have used ethnography successfully 
and several others talked about want
ing to use it . 

Observing people in their own 
environments offers a more "honest" 
view of what people really do, rather 
than relying on their verbal reports, 
some respondents stated. Interviews 
in respondents' homes and other nat
ural settings also put people at ease 
and encourage greater candor than 
the "forced" facility environment, 
some respondents said. 

"With the observational research we 
were able to observe without the 'respon
dents' knowing we were observing or what 
we wanted them to do. Sometimes people 
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in focus groups try and give what they 
think is the right answer we are looking 

for. " -- anonymous 
((The camera doesn't lie - observa

tion sometimes speaks volumes as to 
how someone truly feels or uses a par
ticular product. I wish I could do more 
of this."-- Kurt Lowell, L'Oreal 

((Identification of new consumers' needs 
- ethnography research is better. 
Understanding of potential product issues 
after launch (in-home visits could be a 
good idea) ... Interaction with the product 
and the real environment situation." -
Soledad Miguel, H.J. Heinz 

A variety of techniques within tra
ditional focus groups can enhance 
their value, integrating some of the 
benefits of observational research, a 
few clients noted. 

u[IJ have set up mini-groups in which 
consumers were asked to create collages at 
home related to the given topic, or take 
photos of the environment in which the 
product was used. Can then do content 
analysis of what they bring to the inter
view. It's a pretty cost-effective way of get
ting some more emotional/motivational 
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and ethnographic insight. " -- anony
mous 

Online qualitative research, while 
not used by as many of the respon
dents, is seen as offering several key 
advantages. Like phone one-on-ones, 
this is a less expensive way of inter
viewing people all around the coun
try, including hard-to-reach respon
dents. Logistically, online qualitative 
can be easier to execute than FGs, 
too. A few respondents specified a 
preference for bulletin boards over 
live chats. 

11Ij a lot of regionality is needed, then 
perhaps online focus groups or bulletin 
boards are a better choice. Also, if the tar
get is so obscure that it would be ineffec
tive to try to recruit enough in one region 
to have groups." -- Susan Walsh, Hearst 
Magazines 

((Online bulletin boards are quick and 
the input can be much richer and more in
depth, if done right." -- Isobel Osius, 
Meredith Corporation 

((Moving ahead, I do think the nature 
of our qualitative work will evolve, with 
more participation by ~b, more online, 
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etc. This is more easy to swallow in terms 
of time commitment and money. The 
trade-off is that you lose some immediacy 
of feeling, and the ability to sit as a client 
group to think and react together. " -
Julie Medalis, Sylvan Learning Center 

The future 
Our research uggests that rather 
than becoming research dinosaurs, 
traditional focu groups may remain 
a - or the - major qualitative 
method in the near future. Clients 
find value in the process, are com
fortable with it and think it is effi
cient in many cases. They have 
strongly defined and articulated 
opinions regarding the benefits and 
limitations of the methodology. They 
recognize that focus groups, when 
conducted with a skilled moderator 
and among a well-recruited sample, 
can deliver breakthrough insights and 
go beyond the limitations of quanti
tative research by providing a deeper 
context from which marketers can 
assess concepts and ideas . 

At the same time, the focus group's 
share of the qualitative market seems 
likely to decrease in the near future. 
Such a hift may result from greater 
awareness among market researchers 
and their client that traditional focu 
groups are one tool in a diverse tool
box of techniques, to be used instead 
of or in addition to other techniques 
- traditional and new - when it 
serves the research objectives. 

Furthermore, for us, these findings 
suggest that despite the significant 
inroads that Internet data collection 
has made within the realm of market
ing research as a whole, the online 
world will not replace the in-person 
focus group in the near future. Clients 
we interviewed continue to value the 
uniquely personal interaction of the 
focus group in providing flexibility 
and attaching a human face that the 
online world is still hard pressed to 
replicate. 

This study also reinforces some 
other important and inherent advan
tages of FGs over quantitative 
approaches and even some other 
more expensive or extensive qualita
tive methods. That is their outward 



simplicity and sensory accessibility: 
the ease of understanding that can be 
derived when a client or management 
observes those magic moments of 
focus groups, where a participant 
articulates an emotion or idea that 
resonates with the rest of the group 
and, for that matter, with those 
behind the glass, who capture that 
moment as a justification of or 
springboard towards positioning a 
brand. 

more and more weight on the groups 

that are held to p~duce useful results 

~ but also don't allow for quantita

tive validation via follow-up research. 

Enduring place 

The focus group seems to have 

reserved an enduring place in both 

marketing research and popular cul

ture as our society continues to 

evolve (or, some may say, devolve) to 

an increasingly sound-byte-driven 

world. The metaphor of focus group 

as television p~gram continues to 

have relevance. Even for some 

clients who have begun to embrace 

ethnography or other observational 

research techniques, the focus group 

still remains as a succinct voyeuristic 

window into the mindset of the elu

sive and often otherwise faceless 

customer. I Q 
The~cusg~up~therein~ntof ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

all to see and experience. It is not 
buried within reams of c~sstabula
tions or regression models. It is not 
lurking somewhere among a full day's 
worth ofiDis or intercept interviews, 
but is packaged neatly within a 90-
minute to two-hour time frame, 
exposed and often preserved in its 
rawest and purest form for many lay
ers of management to see and grasp 
easily. 

Some concern 
There is concern, however, among 
some clients about the continued 
trend of diminishing response rates in 
market research, which affects focus 
g~ups as well as other methods. The 
professional respondent is a special 
worry for focus groups which can be 
amplified to the point of nullifying 
the findings in a traditional focus 
g~up setting. 

And what of that traditional set
ting? While respondents did not over
whelmingly speak to concerns about 
the conference ~om setting of a tra
ditional focus g~up facility and its 
potential to hinder open exchanges of 
ideas f~m group participants, some 
weak signals were apparent. Some of 
the shift towards ethnography and to 
IDis is recognition of the limitations 
of focu g~ups and a quest towards a 
better way to obtain more honest 
qualitative insights. 

Lastly, and perhaps most significant
ly, another pervasive theme i the 
belief that clients often minimize the 
impact of focus g~ups by expecting 
too much of them. This is exacerbated 
by decreasing budgets, which not 
only limit the number of groups that 
can be conducted ~ thus placing 
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What's all the 
fuss about? 

W
ith ethnography showing up all over the place as a "new" 
market research tool, you have to wonder about its merits. 
While anthropologists have practiced ethnography to study 

the natives of foreign lands for the better part of the last century, can it 
successfully be applied locally, to the world of consumers and revenue? 
The answer is yes, and no. When ethnography is applied well, the results 
are incredible. 

Ethnography has recently been spotlighted in the Wall Street Journal} 
Business rnek1 The Harvard Business Review, Entrepreneur, and pretty much 
every other business newspaper,journal and magazine as a new and bet
ter market research method. This article looks at where ethnography 
came from, what exactly it is, and what it might be able to do for your 
branding and marketing efforts. 

Where it came from 
Ethnography has its roots in anthropology and is the study of people and 
their culture. It was ethnography that took anthropologists out of their 
armchairs in England to the locales where the people they were study
ing actually lived. There, anthropologists often lived with the native peo
ple for over a year at a time. They would participate with, observe and 
talk with people to get a complete understanding of the social intrica
cies that were woven throughout the unique culture. They recorded field 

Ethnography as a 
market research 
tool 

notes about everything they saw, 
heard and experienced and at the 
end of their stay would attempt to 
describe the lives of these people 
through the subjects' view in what is 
also called an ethnography. 

In the 1960s, market researchers 
realized that they had to get beyond 
statistics and needed to delve deeper 
into the psyches of people to under
stand why purchase decisions were 
made. The focus group became pop-

ular as a way to get face-to-face with consumers and try and uncover 
the psychology of purchase behavior. Many market researchers, though, 
grew dissatisfied with the technique and began to use projective tech
niques, such as collages and card sorting, to delve further into the 
unconscious of consumer behavior. 

While these and other forms of qualitative research represented vast 
improvements over traditional market research, they sometimes painted 
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Ethnography in action: social networl< parties 
By Jerry Savage 

I
t seems reasonable - and, indeed, consistent with 
research and theory in the social sciences - that 
respondents will feel more comfortable, and thus will 

be more open, when they are interviewed in an environ
ment that is familiar and comfortable to them. Holding 
discussion groups in boardrooms with one-way mirrors 
- as many firms currently do - not only effectively 
decontextualizes the behavior (and so removes the pres
ence of important behavioral drivers) but also creates a 
research context that is not conducive to uncovering the 
cause of consumer behavior. It is within living rooms, 
kitchens and retail environments that consumers negoti
ate the meaning ofbrands and products and, therefore, it 
is within these environments that my colleagues and I 
conduct our research. 

tial respondent is representative of the segment of interest. 
Rather this process takes the form of a brief conversation, 
which includes some essential questions as well as some 
probing into areas that are not traditionally examined by 
recruiters. We then arrange to conduct interviews and 
social network parties in consumers' homes or retail envi
ronments - environments familiar to respondents and 
those in which people are more likely to talk comfortably 
and openly about things like value, brands and adverti e
ments. 

A study of social network parties and 
focus groups 

In essence, we have made things simpler and more per
sonable so as to position ourselves to penetrate consumer 
segments that have significant influence on the sales and 
brand equity of our clients. This is altering the status quo 
of marketing research in the following ways. Recruiting, 
for instance, is not simply a matter of hiring a teleservices 
firm to administer a brief instrument to ensure the poten-

To examine some of the differences between focus groups 
and social network parties, our firm conducted a series of 
groups between January and June of2003. Most of these 
data were gathered as part of a tudy related to branding 
strategy and children's nutrition. 

I 
Editor's note: Jerry Savage is a qualitative research associate at 
The Hartman Group, Inc., a Bellevue, Wash., research firm. He 
can be reached at jerry@hartman-group.com. 

a misleading picture of consumers and 
only provided part of the story. 

In the mid-'80s market researchers 
turned to anthropology for better 
methods. They discovered and began 
to apply the practice of ethnography 
to study consumers. They liked how it 
took a holistic approach - providing 
the whole story of what was going 
on. Whereas focus groups often 
worked in artificial settings for short 
periods, ethnography showed how to 
study people in the larger context of 
their everyday lives. This not only 
exposed what people actually did, but 
also why- how social groups, cul
tures and environments influenced 
attitudes and behaviors. 

Over the last five years, the use of 
ethnography to assist marketing and 
branding strategy has exploded. Why 
have companies turned to ethnogra
phy? 

See the world through their eyes 
Reality is subjective in that everyone's 
view of reality is different. Until you 
are able to see the world through the 

42 I Quirk's Marketing Research Review 

eyes of your consumers you don't 
actually know what value your brand 
holds and how to get the attention of 
and communicate with consun1.ers. 
And the only way to see the world 
through your consumer ' eyes i by 
studying them in the context of their 
daily lives (see sidebar) . This is when 
ethnography works well; ethnography 
uncovers the whole story. 

The premise for the need to do 
ethnographic research i that brands 
and marketing communications are 
meaningless until consumers place 
meaning in them. For example, a 
company trying to express cleanliness 
through its products loses market 
share because many consumer see 
the products as dangerous chemicals 
not fit for their household. 

In learning what is meaningful to 
consumers, why people do what they 
do, and what their unmet need and 
desires are, you are able to target your 
marketing and branding efforts in a 
way that they are successful in the 
marketplace. 

www.quirks.com 

How it works 
In order to see consumers' realities 
and get the whole story, ethnography 
employ everal methods: immersion, 
participant ob ervation, and informal 
and ongoing in-depth interviewing. 

areful attention is paid to the words, 
metaphors, symbols and stories people 
use to explain their lives and commu
nicate with one another. 
Ethnographers also help people 
reflect upon why they do what they 
do and help them realize their under
lying motivations. 

Ethnography is capable of deliver
ing powerful insights that can trans
form a busine . Traditional research, 
working deductively, often only 
result in incremental change- big
ger, better, fa ter. In contrast, ethnog
raphy is inductive, facilitating pure 
innovation. Instead of testin g a partic
ular mind et or idea of the company, a 
deductive approach, ethnography is 
the rever e in that it ets out to dis
cover what the issue are prior to 
making any conclusions. 

Ethnography helps to uncover the 



During the first phase of the study we relied heavily 
upon social network parties, one-on-one in-home inter
views, con umer collages and intellectual capital acquired 
through earlier re earch with the client. The second phase 
of the project consisted of a host of questions on everal 
brands within the client's portfolio. During this latter 
phase of the study we relied primarily on focus groups. 

To kick the study off, we contacted a mother of two to 
host a social network party on children's nutrition, shop
ping behavior and channel decisions. The initial contact 
wa casual and focused on establishing rapport and ensur
ing the respondent was a good fit for the study's objec
tives. This effort - and an appropriate cash incentive -
let the respondent know that inviting friends to her house 
to talk with me about things related to the study's objec
tives would be intere ting and worthwhile. The party 
"ho t" wa given some information about the study and 
told that we simply wanted to have a conversation with a 
group of people that share information about children's 
nutrition. We were then able to work with the host to 
gather a group of respondents that are active in parent 
groups and get together to discuss their children a well as 
schools, local crime and a ho t of other issues. Some par
ents were more at the periphery of the ocial network 
and so provided an element to the group dynamic that 
erved to ensure some diversity. As is typically the case 

with groups in which respondents know one another, 
some re pondents a si ted the recall of others and, occa-

What it looks like 

sionally, respondents corrected one another to make sure 
that they, to paraphrase, didn't "mess up the research." This 
group, and other similar groups in phase one of the study, 
contributed to a clearer understanding of the position of 
my client's brand identity within specific communities 
and showed how that identity (and the brand equity tied 
to it) is negotiated within consumer networks. 

A couple months later, my colleagues and I gathered 
again to conduct a series of groups to build on the find
ings of the first phase of the study. Part of the purpose of 
these groups was to explore similarities and differences 
between focus groups and social network parties and how 
each of these methods affect top-line research findings 
and bottom-line business decisions. My primary objective 
with this element of the study was to explore the group 
dynamic of each group type and come to a better under
standing of what type of groups are most appropriate for 
specific types of questions. By the end of the project we 
completed 23 groups, roughly 15 one-on-one interviews, 
an analysis of 12 collages made by consumers and a cur
sory analysis of relevant survey research. The multi
method approach put us in a good position to examine 
the utility of various methods and, more specifically, the 
utility of focus groups and social network parties for spe
cific types of marketing questions. 

Negotiated within networks 
This recent work - as well as previous studies we have 

meaningful categories, delineate con
sumer wants and needs, and provide 
an all-encompassing understanding of 
your brand's potential to resonate 
with a consumer's daily life. 

The actionable findings can lead to 
impactful, long-las tin g results. 
Ethnography takes you beyond what 
you know you don 't know, to the area 
where you discover what you weren 't 
even aware that you didn't know. This 
is where great brands and marketing 
programs are born. 

The general process of an ethno
graphic tudy is to plan, research, ana
lyze, and then create the report. 
Although ethnography lets the 
research influence the direction of the 
study, it must begin with a plan that 
outlines the research questions that 
need to be answered and what groups 
of people the study should start with. 
It is also important for researchers to 
under tand their biases prior to enter
ing the field. 

find an informant. An informant is a 
participant who can introduce the 
researcher to a particular group of 
people and explain the meaning 
behind the rituals , language and gen
eral goings on. After entering a social 
group, ethnographers keenly observe 
activities, listen to conversation, con
duct ongoing informal interviews and 
participate in meaningful activities. 
Interactions are also observed to 
ascertain the effects of social influ-
ence. 

The fist step of the research is to Data is recorded in the form of 

Applying Knowledge 
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conducted - has made it clear that the value of products, 
services and venues of purchase (and many other things) are 
negotiated within social networks (e.g., groups of family, 
friends and colleagues) and thus these groups are of particu
lar interest to those who study marketing, economic and 
political questions. By contrast to the social network parties, 
the dynamic of the focus groups was contrived. It was sim
ply not the sort of dynamic that average consumers experi
ence on a day-to-day basis and was not representative of the 
kind of dynamic that is most likely to affect decisions about 
how to live, where to shop and what to buy. We feel for this 
reason alone it is indeed clear that the social network party 
is the superior method for most marketing questions. 

Moreover, my colleagues and I have found that exploring 
group dynamics in a context within which groups of aver
age folks are likely to congregate is critical to the develop
ment of accurate and actionable assessments of consumer 
behavior. It's not surprising to most of us that consumers 
don't really discuss or decide what to buy, where to shop or 
how to interpret a concept in conference rooms filled with 
other respondents who they don't know. Rather, most of 
us, like our respondents, make such decisions among friends 
and in settings that we frequent on a day-to-day basis. I 
must say, it never ceases to amaze me how much money 
goes into renting focus group facilities with one-way mir
rors. Such facilities are so artificial that I'm hard pressed to 
believe that one could arrive at a generalizable finding 
based on a study conducted in such a context. 

Additionally, the nature of social network parties virtually 
ensures that the groups will not include "professional" focus 
group respondents. The problem with these individuals is 
that they think like the moderator and are quick to offer 
theories on things like brand identity and corporate posi
tioning rather than simply describing their own behavior. 
Of course, the purpose of the groups is not so much to get 
the responses and insight of marketing professionals - or 
others who are attempting to do that work - but rather to 
get real consumer insight from average, run-of-the-mill 
consumers who are representative of the market and/ or 
cultural category of interest. The recruiting method for 
social network parties allows us to avoid these individuals 
and also ensures that we don't rely solely on databases of 
people who have expressed unique interest in participating 
in marketing research. 

Finally, we have found that people are often quite com
fortable speaking up in their own home or that of a 
friend and that the social network groups tend to be 
somewhat more productive than focus groups because 
people are accustomed to interacting with one another. 
The dynamic between respondents who know one 
another also serves to reduce response error. For instance, 
where the memory of one respondent may be a little 
hazy, other respondents knowledgeable about the behav
ior of that person are able to chime in so that we get an 
accurate rendition of the behavior of interest (e.g., what 
brand of vitamins they buy for their kids). I Q 

field notes- jotted down in a note
book whenever researchers get a 
chance - photographs, audio, video, 
and the collection of artifacts - items 
that represent particular meaning to 
the people being studied. 

A researcher's own experiences -
reactions, feelings, thoughts - are 
also important data. There are some 
things researchers can't fully under
stand until they experience them 
themselves. 

The next step is to analyze and 
interpret all of the data collected to 
find themes and patterns of meaning. 
This is no simple task. Hours and 
hours of audio and video must be 
transcribed and re-studied. Even for 
the well-trained and experienced 
ethnographer, the amount of data can 
at times be overwhelming. But 
through careful and thorough analysis 
of the data, themes and categories 
emerge and applicable findings 

become clear. Ethnographers usually 
create frameworks to help companies 
think about their consumers and 
understand what it all means. 

Triangulation, the process of check
ing findings against what other people 
say and against similar research already 
conducted, is a way to verify the 
accuracy of collected data. 

While traditional ethnography stops 
with the description of the group 
studied, this is not sufficient for busi
nesses. They need actionable guide
lines, recommendations and an out
line of strategy. The findings must be 
presented in a fashion to enable com
panies and their agencies to create 
innovative and successful solutions. 

Socratic animates Web survey tasks ... 

Boring Web Surveys 
Not Cutting It? 

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

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

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

More information and animated demonstrations of the WebComm technology can 
be found at Socratic's Web site at www.sotech.com. 
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Reservations about using it 
When thinking about using ethnog
raphy you might be hesitant. This is 
understandable since it's always diffi
cult to break away from tradition. 
Since ethnography is not the norm, 
with it comes a certain amount of 
uncertainty. Here are some answers 
to the most common concerns. 

It's not quantifiable:The real issue 



is often whether the findings are 
reliable and representative - does 
the data actually resemble the lives 
of the target audience? Since 
ethnography focu e on people' real 
lives, reliability is inherent - you 
can't argue with what people them
selves say and do. Multiple locations 
and killed profe sionals ensure that 
the findings are representative. 

It cost too much:You can't afford 
not to do ethnographic research 
because of the opportunities it 
uncovers and solutions it finds. The 
return on inve tment i extremely 
high. 

It takes too long:The length of 
the project is relatively short com
pared to how long the findings will 
directly impact uccess. And it's far 
better to spend time gathering 
information that guarantees results 
than to pend time collecting infor
mation that could be inaccurate and 
misleading. 

It's too revealing: Ethnography can 
sometimes disturb the relief that 
managers seek. By introducing ideas 
about human choice, emotionality 
and context, studies can sometimes 
replace simplification with complex
ity. If a company can promise 
actionable findings and an ea y to 
understand report, it's worth it. The 
sooner you get the whole story, the 
sooner you can make things right. 

Applying ethnography to 
marketing and branding strategy 
Ethnography has almost reached a fad 
status in market research. The prob
lem is that not all that is proclaimed 
to be ethnography is. Numerous 
firms without any experience study
ing or practicing ethnography are 
adding it to their list of services. 

You may have read recently about 
retail ethnography, where companies 
track every move a consumer makes 
in a store through computer surveil
lance. While plenty can be said about 
the merits and ethics of such 
research, be aware that it is not 
ethnography in any sense of the 
word. Observation alone is not good 
enough to base your company' trat
egy upon. 

While there is some value in sim

ply observing consumers, conducting 

one-hour interviews, or stopping and 

asking con umers a few questions 

while they are shopping, these meth

ods alone do not provide the whole 

story and can not be substituted for 

ethnography. 

When you decide you want to get 

the whole story and want to hire a 

firm to conduct ethnographic 

research for you, check to make sure 

they received graduate-school train

ing in ethnography and have helped 

similar companies apply the finding 

to increase the bottom line. If they say 

they can do an ethnography in a 

week and deliver results, be very skep

tical - even very well-trained and 

experienced ethnographers need at a 

minimum of a few weeks to get more 

than very shallow findings. I Q 

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

www.quirks.com 
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Getting more 
golden eggs 
without killing 
the goose 

I
n Aesop's fable about the goose that laid the golden egg, the 
goose's owner became impatient waiting for each golden egg to 
be laid so he killed his goose, anticipating that her insides held 

solid gold. Instead, he found only her internal organs. The man's 
impulsiveness ended his ability to get more golden eggs and ruined 
his life. 

For certain business organizations, the goose and the golden egg is a 
metaphor for a marketing fear. Companies whose success is based on 
a single brand are worried that any attempt to line-extend that brand 
- get more eggs out of it - will cannibalize, diminish or even end 
its golden life cycle. Their approach, defined by Ricky W Griffin in 
the Fundamentals of Management as a single-product strategy, can some
times be effective. Conversely, it holds significant risks, especially if 
customer needs change or the competition is more aggressive in the 
marketplace. It can also stunt the growth of a brand that customers 
would be highly receptive to purchase in other forms. The question 
for apprehensive companies considering moving away from a single
product strategy is how to do so without killing the brand that has 
yielded so much gold over the years. 

To innovate or not 
A major manufacturer of global consumer and household products 

faced this problem. For decade , this 
company marketed a well-recog

Suggestions on 
refocusing 
innovation 

nized brand name with strong cus-
tomer awareness and chose not to 
line-extend that brand. 
Management was torn. They were 
concerned about diluting customer 
perceptions of this "icon" brand but 
they were faced with competitors 
increasingly encroaching upon their 
territory and the product line was 

losing share of market. Should they innovate and expand the brand 
name to new domains or continue their single product strategy and 
hope their brand retains its market share? In the past, the safe choice 
seemed to be a holding pattern; now the loss of equity was becoming 
too great a threat. Ultimately, management concluded that they want
ed to better understand customer perceptions of their brand and 
identify what, if any, new products could be introduced under the 
brand umbrella. 
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In order to break their paralysis, 
management chose a two-phase 
process, combining research and new 
product ideation. The research phase 
drew upon the technique of applied 
ethnography. When applied to mar
ket research, ethnography involves 
entering into the end-user's natural 
environment - home, shopping set
ting, or place of employment - to 
gain a more realistic understanding 
of their attitudes, behaviors and 
needs, and to better comprehend the 
context of product use. Innovation 
Focus Inc. was asked to field an 
ethnographic study that helped this 
organization's management grasp 
their customers' perception of the 
icon brand. Phase II of the project 
would use this understanding as a 

springboard to develop potential 
new products that would increase 
their brand's market penetration. 
Innovation Focus, working closely 
with marketing and advertising 
members of the team, designed a 
process that would allow the organi-
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zation to participate in the ethno
graphic research, take ownership of 
the insights and develop potential 
new product ideas. 

Show the reality 
The value of ethnography was its 
ability to show the organization cus
tomer reality rather than customer 
reconstruction from memory via a 
focus group or survey. Sites were 
selected through an intensive process 
of a recruiting screener, pre-site visit 
homework and a phone interview. 
Research teams were designed to be 
cross-functional and experiential, 
with team members from the spon
soring organization and its advertis
ing agency participating actively in 
the site visit while a trained ethnog
rapher led the respondent interview. 
This approach provided the organi
zation with real-life experience with 
their customers and made the field 
team more connected to, and 
responsible for, representing their 
customers' needs. 
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On-site observations produced 
insights that could not have been 
generated otherwise. For example, 
during one site visit, the field team 
visited a custom printer and 
observed that his technician, who 
had a variety of similar products at 
his disposal, chose the brand that was 
closest to him. When asked why, the 
technician explained that this brand 
was most convenient and that he did 
not want to take the time to walk 
across the room to get another 
brand, even if it might yield a better 
result. This simple comment was an 
eye-opener to the marketing team; 
their icon brand was not worth tak
ing the time to walk 10 extra steps! 

Data analysis 
The goal following the research was 
to amass recurring themes and key 
insights, and then determine which 
of the themes and insights were 
within the company's strategic 
focus. Themes from the research 
were determined through clustering 
the research data and then defining 
the top customer needs, drivers and 
motivators. From the ethnography, 
the organization received resound
ing permission from the consumers 
to extend the brand line. Indeed, 
customers expressed an expectation 
of the company to expand the brand 
and were surprised that it had not 
yet done so. Based on this finding, 
the organization determined that 
new product expansion was essential 
to avoid long-term share-of-use ero
sion. The organization received the 
needed assurance that there was an 
opportunity, and a safe one, to 
expand its golden brand beyond its 
current single product line. 

Insights into action: the 
innovation session 
The next step in the process was to 
create new products and marketing 
strategies from the research insights 
via an innovation session. A cross
functional team was brought togeth
er to participate in the brainstorm
ing process. This team included the 
field researchers, external marketers, 



consultants, new product develop
ment professionals from non-com
peting industries and creative people 
from within the organization repre
senting multiple functions. Those 
involved in the session were consis
tently reminded to focus on the cus
tomer through the use of cu tomer 
profile sheets, which encapsulated 
each site visit into a one-page 
overview of findings. Additionally, 
the session centered on ideas which 
would be consistent with the com
pany objectives while also protecting 
or extending the icon brand's equity. 

The session was divided into two 
parts. The first segment entailed a 
large group exerci e to brainstorm 
beginning ideas and concepts for 
products. The second part of the ses
sion consisted of a smaller core team 
from the spon oring company to 
sort through the ideas to create a 
portfolio of platform areas and 
appropriate next steps. The large 
group session produced hundreds of 
seed ideas and concepts enabling the 

small core team to isolate 11 key 
platform areas to move to the next 
stage of development. 

The innovation session was more 
practical and productive because 
ethnography was completed before
hand. The ethnography provided the 
targeted themes and insights upon 
which new product ideas could be 
built. Additionally, the sponsoring 
company's participation in the 
research and analysis led to owner
ship of the research insights and a 
responsibility to represent real cus
tomer need. 

The outcome 
Since the innovation session, the 
company's management has shown 
intense interest in expanding the 
brand. The session's platform areas 
are now in further testing and devel
opment. 

From the beginning to the end of 
the project, the organization learned 
a number of valuable lessons. The 
team discovered the value of having 

a well-documented, actionable 
process for implementing research 
re ults before entering into the 
field. The step-by-step process gave 
them the freedom to focus on the 
important phases between the 
beginning and end product rather 
than trying to jump immediately to 
the end product. Combining ethno
graphic research with the ideation 
and concept generation process pro
duced an end result of greater 
breadth and value because ethnog
raphy yielded a more informed way 
to be imaginative in product idea 
generation. 

Throughout the project, the team 

learned the value of nurturing the 

process rather than focusing on the 

end result. Most importantly, the pro

ject helped overcome corporate paral

ysis and reassured the sponsor that 

their beloved goose could lay many 

golden eggs and that both their com

pany and their golden brand would 

be safe from harm. I Q 
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Let 1/H/R Research Group make customer 
satisfaction a reality for you on your next project, with 
top quality data collection at the lowest prices, on
time results, and the attention to detail you deserve. 

1/11/R Research Group 
(BOO) 254-0016 · (702) 134-0151 

www.ihr-research.com • info@ihr-research.com 

www.quirks.com Quirk's Marketing Research Review I 49 



Geography 
matters 

' ' w here should we do the focus groups?" Before any 
qualitative project begins, this seemingly mundane 
question is asked and answered.Yet marketers often 

give this question minimal attention in the fast-paced scheme of focus 
group planning. Markets are sometimes chosen based on such random 
rationales as convenient plane schedules, client attendance at a conven
tion in the area, or tie-in with a family vacation. Other projects end up 
with a proverbial threesome of east, west, and middle-of-the-country 
markets in an attempt to obtain geographical "diversity." 

But there are many types of diversity, and they are not all based on a 
compass direction. Popular focus group markets are unique and, rather 
than being representative of a section of the country, are actually repre
sentative only of themselves. For example, doing groups in New York 
City does not mean that you have the East Coast take on the issue. 
Along with New York, a researcher might choose Los Angeles as a sec
ond market in order to examine geographic differences. However, 
choosing another eastern market such as Philadelphia or Boston may 
yield results just as different from New York as those in Los Angeles 

So if geographical dispersion isn't the holy grail of focus group deci
sion-making, what is? Focus groups are not statistically significant, so 
choosing your markets can be partially based on the types of people you 
want to talk to, or at least the types of people who seem to come to 

How 10 popular 
markets can affect 
your focus groups 

focus groups in that area. 
We moderators have a unique 

perspective, because most weeks we 
spend hours talking with people 
across the country. We have in
depth discussions with them about 
typically superficial subjects, and 
we're paid to understand and 
explain what makes them tick. So 
with a lone moderator's perspective, 
I present 10 frequently-used U.S. 
focus group markets from east to 

west. The qualitative, sometimes-tongue-in-cheek assessment is based 
on years of focus group experiences both good and bad. Take your 
pick and enjoy the journey. 

New York City 
Do you want your groups smart, fast, on-trend and no-nonsense? 
Don't rule out New York groups, as some clients do, with the mistaken 
thought that New York is not mainstream enough. New Yorkers 
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demonstrate what will soon enough 
be mainstream. Flyover zone rumors 
to the contrary, New York groups are 
not rude. New Yorkers show up, are 
professional and savvy, think fast, and 
answer your questions before you ask 
them. New York groups are easy on 
the moderator because there's no 
teeth pulling, no need to pressure par
ticipants to say what they think or 
give opinions. The only caveat is that, 
because of the abundance of advertis
ing and marketing firms based in 
New York, NYC respondent opinions 
are much in demand. Do some extra 
digging with your recruiter to weed 
out the pros. 

Boston 
That lovable accent is combined with a 
mindset uniquely their own, a little off
beat and definitely not the same as any
where else. They are simultaneously 
conservative, liberal and contrarian. 
Choose Boston for a quirky taste of 
nonconformity, a mindset tweak that 
will creatively redirect your thinking 
from humdrum to "Gee, I never 
thought of that before." They're cere
bral, high-tech, and of course, well
educated. Recheck your concepts and 
handouts for typos or illogical think
ing; Bostonians don't suffer fools gladly. 

Philadelphia 
Straight shooters with attitude. They 

Jay Martin 
Expert 

Transcription 
Services 

for Marketing 
Research 

Phone: (818) 760-2791 
FAX: (818) 761-7120 

Competitive Rates 
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get right to the brass tacks and nitty
gritty of your research issue. An 
earthy, blue-collar sensibility abounds 
across socioeconomic classes here. 
They love to argue and play devil's 
advocate. They like to talk over one 
another, so moderating a group in 
Philadelphia is a bit like wrestling an 
alligator. Unlike in those markets 
further west, don't even try to sell 
them on the healthy, good-for-you 
angle - slather it with meat and 
cheese and they'll eat up your idea. 
(Update:The above caveat is in effect 
despite the recent slim-down, get
healthy crusade spearheaded by the 
mayor.) 

Charlotte, N.C. 
Charlotte is not on everyone's radar 
screen for groups, but it should be. 
The best talkers and storytellers 
around come to focus groups here. If 
you 're looking for pithy, homespun 
quotes for your video presentation, 
make a stop in Charlotte. They craft 
lengthy, amusing, endearing stories 
about any product you can imagine, 
and give it to you all tied up with a 
perky bow. They are endlessly nice, 
polite, mild-mannered tale-tellers, 
and I dare you to not leave the group 
with a southern accent and a smile 
on your face. 

Atlanta 
In Scarlett's day Atlanta was quaint 
hoop skirts and iced tea, but of 
course it's big-time cosmopolitan 
now. Respondents are still well-man
nered and polite, with traditional 
family values, built-in Southern 
civility, and a strait-laced view that 
can be death for an overly-sexy or 
sacrilegious commercial.You won't 
find Atlanta groups talking over one 
another or being otherwise unruly. 
Atlanta groups are also among the 
most well-groomed and well-dressed 
anywhere, with a mainstream,Ann 
Taylor-meets-Lands' End fashion 
sensibility.Your group videotapes will 
look polished. They have low levels 
of mean-spiritedness (at least until 
they start driving on crowded Atlanta 
highways), so you might have to 
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prod those "dislikes" out of them. A 
client and I once left Atlanta think
ing an advertising campaign was the 
greatest thing since Mean Joe 
Greene. In other markets we discov
ered it was only Southerners being 
mce. 

Chicago 
No nonsense here. Check your bull 
at the door and don't dilly-dally. 
They'll tell it to you straight, like 
Philadelphians without the ruckus. 
They're not given to wild leaps of 
pie-in-the-sky abstraction or ready 
to hop on any old bandwagon that 
comes along. Presenting "just the 
facts, rna' am" works well here. 
Chicagoans provide those much
needed meat-and-potatoes responses, 
and they exhibit doubting, "show 
me" behavior as much as those from 
Missouri. Do your reality check in 
the Windy City, especially the burbs 
where you get down-to-earth 
squared. 

Dallas 
They're yarn spinners, but don't try 
to pull the wool over their eyes. I 
once presented an advertising idea 
in Dallas and was met with "Do I 
look like I was born yesterday?You 
honestly expect me to believe that?" 
They're honest, practical tough talk
ers who will tell it like it is wrapped 
in a funny story and a twang. They 
don't give a fig about political cor
rectness, but get very jazzed about 
ideas that promise personal freedom 
and independence. Don't rule out 
Dallas just because you already have 
a southern market in your mix. 
Dallas "southern" is not Atlanta 
southern, for example, and it will 
add yet another piece to your U.S. 
patchwork quilt. Be ready for 
groups that run long in Dallas as 
they chat and chat and weave their 
Texas tales. 

Denver 
Health-conscious, physically-active 
pragmatists with a bit of quirkiness 
on the side. Leave the glamour prod
ucts and drama at home, thank you 
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very much. If it's not natural, out
doorsy or soy-based you can watch 
their eyes glaze over.You'll have laid
back, toned, earthy types - low on 
make-up, designer duds, irrelevant 
chit-chat, and fist fights (see 
Philadelphia). Denver is good for 
anything related to healthy lifestyle, 
adventure sports or high-tech, with 
mega doses of tech-savvy types. No 
artificial ingredients allowed. 

Lo s Angeles 
Lots of actors here who like to play 
a role for the camera behind the 
glass, or entertainment types who 
consider product advertising a lower 
life form compared to their art. 
Good facilities will sift them out for 
you if you ask. Groups here are ultra 
cool and jaded about new ideas; it's 
difficult for them to admit they 
actually like something. Don't be 
discouraged if they don't jump up 
and down about your idea. They 
have a "been-there-done-that" atti
tude and are hard to please. If your 
product or idea goes over well here, 

you probably have a winner. 

San Francisco 
In this sophisticated bay city, your 
products must not only be organic 
and pesticide-free, they must save 
the whales and be otherwise politi
cally correct. San Franciscans exhib
it higher-than-average levels of 
aversion to marketing and advertis
ing in general. Also, few San 
Francisco respondents will admit to 
participation in a lower-level brain 
activity like watching TV, so testing 
commercials can be a challenge. 
One San Francisco respondent went 
off an angry tirade about "manipu
lative" marketing when I attempted 
to get his reactions to a commercial. 
Test the "p.c." quotient of your 
products here and you won't go 
wrong. 

Off the beaten path 
And finally, I'd like to put in a word 
for the more obscure focus groups 
locations in America, the ones apart 
from the major metropolitan areas 

listed above where, of course, most 
people don't live anyway. Those off
the-beaten-path places often provide 
truly fresh learning, from respon
dents who actually haven't been to a 
focus group in a year, if ever; respon
dents who enjoy the experience as 
much as the incentive. I've had sur
prisingly unique research experi
ences and quantum learning in 
places many marketers dare not ven
ture- Harrisburg, Pa., Gaine ville, 
Fla., Spokane, Wash., San Antonio, 
Texas, Albuquerque, N.M., 
Birmingham,Ala., San Jose, Calif., 
Grand Rapids, Mich., or Cheyenne, 
Wyo. And you might discover edgy 
glimpses of the future in trendsetting 
markets like Portland, Ore., or 
Austin, Texas. 

The far-flung places might require a 
bit more travel time, but are worth the 
adventure in the long run. No, they're 
not representative of a region, but is 
any place? So why not explore a bit? 
You'll either find something totally 
new, or realize that we're all more alike 
than you ever imagined. I Q 
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Trends and 
tribulations 

D 
ynarnic discussions highlighted the industry roundtables held in 
Los Angeles in September during the American Marketing 
Association's annual marketing research conference. These ses

sions were designed as a forum for industry professionals to discuss some 
of the most sweeping changes to impact the industry in its 1 00-year his
tory. Sixteen professional moderators, led by the author, guided these 
groups, each one focused on a specific industry: consumer packaged 
goods (CPG), health services, financial services, automotive, high-tech 
and communications, and public policy, and groups that concentrated on 
issues facing the travel, leisure, entertainment and restaurant industries. 

Competitors, industry veterans, conference speakers and newcomers 
to the marketing research industry sat elbow to elbow in these sessions, 
openly and energetically contributing to the discussions. Though many 
of the concerns relating to the marketing research community were 
repeated across all industries, others were much more industry-specific, 
as the following commentary reveals. 

Industry changes 
• Reduced budgets: Budget squeezes - resulting in smaller research 
departments, fewer projects, and less money to implement research plans 
- are prevalent in all industries, but are particularly acute in the travel 
business. Downsizing of research departments and management turnover 

Roundtable 

are disrupting long-term strategic 
thinking, as well as sacrificing quality. 
(((It's hard to get our requests met." u~ 
need suppliers to cut costs, but vendors 
may be compromising quality." uour 
clients demand research that is (better, 
faster, cheaper'." u~ are doing more 

participants outline 
issues facing the 
industry 

research in-house." uVJ.-e are now more 
reactive, than proactive. " ((How long can 
we sustain a premium product?") 

Some blame the shift away from 
the research dollar to the need to 
generate new revenue sources, as evi

denced by massive construction in the health care industry, and the 
development of new products, affiliates and partners in the travel arena. 

Adding to the stress of reduced budgets, CPG researchers face the 
need for even more funds to cover additional segmentation require
ments, necessary to better represent the rapid and simultaneous growth 
of several ethnic parts of the population. Similarly, automotive compa-
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nies are confronting the need for 
more research because so many new 
models are being introduced. 

• Lack of corporate strategy: 
Marketing research tools have low 
credibility in too many companies. 
Often plagued with an "old school 
culture," which sees no need for, or 
has a limited understanding of, the 
benefits of research, researchers have 
difficulty convincing those at the top, 
those in control of the purse strings, 
as well as brand management about 
the value of research. (((People difend 
their (beliif' systems, rather than being 
open-minded about research. n ((They fail 
to see the big picture. n ((Long-term strate
gic research is meaningful, but is harder to 
sell than tactical. n ((It's hard to get them to 
be innovative. n) 

Poor decision-making experiences 
are frequent . Too often products are 
forced into the marketplace without 
the benefit of any research at all. 

Even when research is conducted, 
decisions are frequently made either 
too early or too late in the process. 
(((Brand executives and upper manage
ment form and begin to act on hypotheses 
even bifore they receive the results of the 
research. n ((Companies get bogged down 
with too many other issues to be able to act 
on the findings of the research in a timely 
manner. n) Some only want to hear the 
"good story," and ignore unfavorable 
research results. 

Various automotive companies face 
the additional problem of foreign cul
tures whose involvement can greatly 
slow down the entire process. 
Financial service companies have to 
deal with a very sluggish, conservative 
decision-making environment 
because of the extra caution required 
from the regulatory culture that char
acterizes this type ofbusiness. 

• Declining respondent coopera
tion: Diminishing respondent cooper
ation rates affect all industries. At a 
time when budgets are being 
squeezed, the cost oflower response 
rates is particularly crippling. In some 
industries, like health care and high
tech/ communications, frequently 
used respondents are becoming 
"burnt out" and difficult to replace. 
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(((Respondents have been over-sampled 
and over-researched. n uvve are hitting the 
same respondents over and over. n ((There 
is more competition for medical doctors 
among research companies, and the 
response rate from specialists is way 
down. n) 

• Time constraints: A demand for 
faster research results is most severe in 
the CPG, automotive and high-
tech/ communication categories. 
though other industries also face 
some of the rigors of needing imme
diate results. Researchers complain 
about a lack of time for productive 
kick-off meetings, inadequate time 
for clients to change objectives, and a 
failure to conduct research early 
enough in the product cycle to avoid 
having to make last-minute decisions. 
CPG companies are particularly 
affected by too little time allocated to 
handle the additional ethnic segments 
that are becoming necessary in their 
research design. For some, sign-offs 
take much longer than in the past, 
adding to the burden of shorter time 
cycles. 

• Legal restrictions:The Do Not 
Call program is expected to create 
additional obstacles for researchers, 
and legal departments have increased 
scrutiny regarding issues of ethics and 
privacy. Some companies rely on their 
sales forces to access customer data, 
while health services researchers have 
the complicated HIPAA regulations, 
which prevent them from generating 
customer patient lists for research 
purposes 

Gaining management buy-in 
Developing a better alliance with 
management is the most important 
solution offered by these research 
professionals. (((The top priority solution 
was the (total project concept,' getting 
everyone to understand the parameters and 
goals right from the start. n uvve need to 
get a champion in the executive office. n) 
Collaboration should include supplier 
partners, as well as upper manage
ment, marketing, and, where applica
ble, engineering. (((There should be an 
annual meeting where researchers and 
management meet to plan out the year's 
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research needs. n uvve need to be consulta
tive with our clients, not just order 
takers. n) 

Applying the principles of market
ing to the promotion of research is 
clearly necessary in companies where 
the corporate culture is research resis
tant. ( ((Treat it just like you would if your 
were going to market any other service 
entity. n ((Become an internal evangelist for 
the role of research within your organiza
tion. n ((Educate your clients. n n Expand 
your role to become more than a 
researcher. n) Including action standards 
in the research plan will help all 
stakeholders buy into the process. The 
results of these efforts will be better, 
smarter decisions, less reactive and 
more proactive research, and research 
earlier rather than later in the process. 

The most effective tool for devel
oping management support for the 
research process is to demonstrate 
how the implementation of research 
findings will impact the bottom line. 
( uuse ROI to show clients the value of 
research. n ((Have clients consider that it's 
worth spending $30,000 to make sure 
that an upcoming expenditure of several 
million dollars is a sound decision. n) 

Others champion the communica
tion of anecdotes and success stores to 
support a research proposal, while 
some resort to "mini scare tactics," 
diplomatically suggesting the kinds of 
negative consequences that might 
occur if the research was not con
ducted. 

Methodology opportunities 
The advent of online research is really 
a mixed blessing. On one hand, online 
research can deliver quantitative data 
faster and cheaper, and in a more con
venient format. (((It gives us real-time 
data. n ((It dispenses knowledge, and 
empowers people with information. n ((It's 
more resourciful and has forced executive 
teams to get to a decision point and make 
them. n) Online research also helps the 
researcher control individual stimuli 
shown to respondents, provides the 
use of a variety of multimedia 
options, is easier to draw samples of 
low-incidence population, and 
enables respondents to answer on 



their own time, in a non
intrusive setting. 

For further information about these groups, contact any of 
the moderators listed below: 

respondents. (((Response rates 
are higher than without a panel, 
so over time, it will also reduce 
costs.") 

On the other hand, the 
easy availability and do-it
yourself culture of online 
research provides non
research staff a convenient 
device to conduct ill-
designed research on their 
own. (((Watch out! They can 
do their own conjoint 

Louise l<root: 818-788-8383; louisek@sbcglobal.net 

Allison Miller: 480-661-5453; amiller1957@cox.net 

Bill Weylock: 323-822-2600; research@weylock.com 
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Peter Sawyers: 949-719-94 7 4; psawyers@cox.net 

Rhonda Scott: 818-503-7721; rhndascott@earthlink.net 

And finally, innovative 
incentives, like free anytime 
minutes from a wireless 
company, are helpful in 
obtaining cooperation, espe
cially appropriate for the 
more educated, sophisticated 
respondent. 

Next steps 
Reaction from the round
table participants strongly 
indicated that the time spent 

analysis. ") Issues of privacy, 
spam, sampling limitations 
(respondents who are 
overused and/ or not repre
sentative), and limited band
width are concerns that are 
yet to be resolved. Some 
client types want to use 
online whether it's appro
priate or not,just because it 

Susan Thornhill: 310-318-2600; susan@thornhill-associates.com 
was valuable, and that more 
of these types of interactive 
sessions should be included 
in planning future confer
ences. Attendees appreciated 

Terri Palma: 805-484-9090;tpalma@palmaco.com 

sounds cutting-edge. 
Using qualitative techniques online 

is also debatable. Those who like this 
methodology are influenced by the 
potential for lower-cost research, and 
because it enables executives, from 
the comfort of their own offices, to 
hear the voice of the consumer. 
Some believe that the anonymity 
provided by online qualitative 
research encourages respondents to 
be more candid, though the lack of 
non-verbal gestures and facial expres
sions is a major trade-off. 
Nevertheless, in order to make sure 
that people remain engaged in the 
process, the researcher must conduct 
some sort of an exercise every few 
minute , (e.g., voting). 

New types of concept testing are 
desirable, namely one that could 
actually predict sales, and another that 
could present virtual online tours of a 
venue, useful in predicting casino or 
hotel visits. 

Overcoming responden t 
resistance 
In order to address declining cooper
ation rates, researchers believe that 
shorter, more enjoyable surveys, con
ducted by better-trained interviewers 
would help greatly. Some wish for 
research facilities to be redesigned to 
make the survey experience more 

stimulating. 
Using custom panels, loyalty panels 

or customer advisory boards is anoth
er solution to help cope with the 
declining respondent cooperation 
rate, as well a locating low incidence 

the opportunity to interact with 
their colleagues, and felt encouraged 
with some of the important insights 
they were able to take away from the 
discussions. I Q 
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Thinking of focus 
group participants 
as collaborators 

H
ow many times have you sat in a dark room looking at eight to 
10 people on the other side of a one-way mirror and thought, 
"These people know too much. I wonder how many times 

they have been in a focus group. Where do they get these term like 'tar
get audience' or 'copy'? 

It's tempting to blame the recruiter for professional respondents. Or 
perhaps the respondents lied to get in. We have all seen it happen. And 
we want to point the finger someplace. 

But perhaps we are fighting an uphill battle. The fact of the matter is 
we are living in a much savvier world than when focus groups were first 
being used. Indeed, the term "focus group" has become part of the 
everyday vocabulary. We hear the term used by the media and political 
aides. We see focus groups parodied in editorial cartoons. We know that 
they help select what a candidate will say in a speech and how a movie 
will end. We might also be aware that they are used to try out legal argu
ments before a case ever makes it to a courtroom. 

When I tell people at a cocktail party that I moderate focus groups, I 
do not need to give further explanation. Although they might not have 
participated, they know the general concept. 

Focus groups and their major variations (IDis and mini-groups) have 
become a part of the mainstream, not only of marketing and public pol
icy research, but of the working knowledge of the reasonably well
informed. 

Ask them to collaborate 
We cannot move back to the days of naive respondents. Indeed, the 
word "respondent" is passe. A better word, now used more often, is "par
ticipant." So rather than treating people as subjects to be observed or as 
unsophisticated reactors to questions the moderator poses, we ought to 
ask them to collaborate in our investigation. 

Now this means that we might need to think differently about focus 
groups. As most marketers know by now, focus groups are not the place 
to take votes on a new product, an ad, or anything else. I like to think of 
qualitative research, and focus groups in particular, as a dialogue with 
people who have some firsthand experience with the subject in ques
tion. It is a forum for finding useful ideas. It is a conversation with peo
ple who have a perspective on a topic, one different from our own and 
one that deserves to be heard. 

To assume that focus group participants are unsophisticated is to be 
arrogant. They have more knowledge than we do about their own expe
rience. That is why we tell them that there are no right or wrong 
answers. So we need to respect them and solicit that knowledge. As 
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Wendy Gordon says in Goodthinking: 
A Guide to Qualitative Research, 
"People can be willing problem
solvers, especially those who have rel
evant experience to contribute." 

How, then, do we engage partici
pants in problem-solving? There are a 
number of contexts in which we con
duct qualitative research where we 
already ask participants to help us: 

• interactive workshops where we 
ask people to experience the product 
and help us make it better, 

• creativity groups where we use 
people in ideation sessions, or 

• accompanied shopping trips, 
where we ask people to think aloud 
as they shop. 

Other contexts 
We can learn some principles and tips 
from these other contexts for qualita
tive research that we can apply to 
focus groups. 

The first is attitudinal. Good mod
erators have respect for participants as 
individuals. When we think of partici
pants as collaborators, our attitude is a 

bit different. The moderator needs to 
treat the participants as colleagues in 
the hunt for ideas and solutions, as 
co-investigators. We should say 
implicitly, "Come let us explore 
together." 

Ah, but you say, "Respondents can't 
do this. They haven't been trained." To 
be sure, not every participant will 
provide brilliant thoughts or observa
tions. But many can, and we ought to 
expect contributions from everyone. 
A great deal of research in schools and 
the workplace has shown that people 
live up to expectations. If we expect 
helpful ideas and perspectives, we are 
more likely to get them. 

Rethink roles 
We also need to rethink the roles of 
participants and moderator. If we 
allow and encourage participants, they 
can take on the role of problem 
solvers of marketing issues. The 
thought might make some people 
cringe. We often have heard unsolicit
ed comments from participants about 
new product ideas or how to improve 

Get a 
handle on it 

That's the thing about information. You need to figure 
out what you want, then get help to collect it. That's why 
you call us. We've been 'creating handles' for information 
by collecting consumer research data since 1960, and then 
turning the results over to you. Call us with your next data 
collection assignment. 

We'll help you get a handle on it. 

IConsumer Opinion Services 
~ ------·Uie answer to you 

206-241-6050 Fax 206-241-5213 12825 1st Ave. So. Seattle, WA 98168 

Info@cosvc.com consumeropinionservices.com 
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copy. These kinds of comments can be 
way offbase and not particularly 
helpful. However, a good moderator 
will want to understand what is 
behind a particular suggestion. 
Oftentimes we will get real insight 
into how a particular target is experi
encing a brand by the kinds of sug
gestions they make about marketing 
issues. If we ask for suggestions, it will 
increase our chances of understanding 
how a target experiences a brand and 
we might even have an idea or two 
that we can actually use. 

Another role participants can play is 
that of observer. If we think of each 
participant as an embedded reporter, 
we have that many more eyes and ears 
available to us. This is particularly 
helpful in developing hypotheses 
about market segments. Not too long 
ago I was moderating some groups 
and asked them about the different 
kinds of cooks (home cooks, not 
restaurant) they knew. From their 
responses, we were able to develop a 
typology of cooks that seemed intu
itively correct. Of course, it needed 
quantitative validation, but it became 
a framework for how the client 
thought of the market. 

Or one could ask veterinarians 
about the different kinds of pet own
ers. Or service station operators about 
how people treat their automobiles 
and get them serviced. 

Participants can also be helpful 
observers of behavior. In a recent pro
ject where we were investigating a 
brand of children's toy, we asked 
mothers how the children played 
with the toy at home: the kinds of 
games, who else played, how they 
used their imagination, how often 
they played with the toy, where the 
toy was kept, the name of the toy and 
so forth. 

Of course, we more frequently ask 
people to report on their own behav
ior. One way to do that is to ask them 
to keep a diary for a week or a few 
days before the group discussion 
itself. Several years ago, we did a study 
of teens where we asked them to keep 
a diary for a day. We distributed the 
assignment so that some participants 
kept track of their time on a weekday, 
others on a weekend day. The diary 



was divided into half-hour incre
ments. They kept track of what activi
ty they were doing and what media 
they were using throughout the day. 
The diaries then became fodder for 
the discussion in the focus groups. 
One interesting finding from the 
study was that teens viewed music 
itself as a medium, regardless of 
whether they hear it on the radio or a 
CD. This is certainly consistent with 
the popularity we see today of MP3s 
and file sharing. 

Another role participants can play 
is that of interpreter. An advantage 
to collecting comments on an easel 
pad is that we can refer back to 
what people have said throughout 
the course of the discussion. There 
are two ways this can be helpful. 
One is that it can help the modera
tor clear up any inconsistencie in 
participant comments. An oft-used 
technique is for the moderator to 
say, for example, "Well let me check. 
[referring back to the flip chart] 
Earlier you said that you thought of 
this brand as old-fashioned, but now 
you are saying the colors on the 
label are bright and more up-to
date. Help me understand this."The 
result is that participants end up 
interpreting their own comments. 

The second way participants can 
be interpreters is in finding trends 
or themes. Say the moderator has 
collected likes and dislikes at the 
easel. To use the participants as 
interpreters here, the moderator 
simply needs to say, "Do you see any 
trends or themes in these likes or 
dislikes?"This kind of interpretation 
can function as a kind of projective 
technique where what we are really 
learning is how participants orga
nize their thinking about a particu
lar issue. It helps us understand the 
meaning that people bring to things 
and that, after all, is an essential pur
pose of qualitative research. 

Moderator takes a different role 
When participants are viewed as 
collaborators, the moderator ends 
up taking on a different role. 
Rather than being the conductor of 
the orchestra, the moderator 
becomes more like the concertmas-

ter, having a leading role, but par
ticipating in the process. This new 
role may be uncomfortable for 
some moderators and it might also 
make for less entertaining viewing 
from the back room. However, par
ticipants will be more comfortable 
and their comfort is more likely to 
lead to revelations. 

Up to the analyst 
Of course, it is ultimately up to the 

analyst to put all of the participants' 
comments into perspective. 
Regardless of how sophisticated 
participants are, we cannot assume 
that everything respondents say can 
be taken at face value. Just like 
other qualitative data, the contribu
tions of participants as collaborators 
need to be interpreted; the gold 
needs to be panned from the mud 
and rocks. A good moderator will 
do exactly that . I Q 
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Bring it 
to life 

L
ittle has been written about the merits for marketing professionals 
of selecting a research supplier that can produce a professional
quality video record of their qualitative research sessions. This 

article outlines the value of developing a video/ market research partner
ship and describes some video deliverables possible through such an 
arrangement. 

Expectations are increasing 
The audiences for whom your research videotapes are intended are 
media savvy marketing professionals whose expectations regarding the 
technical aspects of video production are increasing. Therefore, they will 
expect to see programs that are similar in quality to current broadcast 
television programs. Competent video producers understand the range 
of factors that contribute to a broadcast-quality video, including shot 
composition, lighting, video and audio quality, audio level and pace of 
editing. They have the ability to gather usable video footage in a variety 
of situations including outdoor settings (for establishing shots or "man 
on the street" interviews), indoor product usability demonstrations (lab
oratory, pharmacy, physician's office) and one-on-one testimonials or 
small-group discussions. They recognize the role of visual elements such 
as graphics and on-screen text in communicating information. By pro
ducing broadcast-quality video programming, you increase the chance 

Use video to 
enhance your 
qualitative research 

that the eventual audiences for the 
videotape will be able to focus on 
the content of the program, not its 
technical features. 

Another reason to gather profes
sional-quality video footage is that 
the raw video material can be edited 
to produce many different programs. 
For example, video findings resulting 
from one project may be edited into 
executive summaries for upper man
agement, full-length programs for 

your market research clients and sales training tools for sales managers. 
Upon request, a professional video producer will catalogue and copy 
your footage onto a compact disc so that you can search and view indi
vidual segments. In addition, they will store the master tapes so that they 
are available for many years. 

As an example, several years ago a qualitative research group at the 
University ofPennsylvania produced a videotape to educate injection 
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drug users about the risks and benefits 
of participating in a government
sponsored clinical trial for a preven
tive HIV vaccine. Based on the rec
ommendations of the participants, the 
program was shot in a talk show for
mat, in which a studio audience of 
injection drug users asked unscripted 
questions of a panel of experts 
involved in the clinical trial. Although 
the edited program was used as origi
nally intended- to educate injection 
drug users about trial participation -
trial planners viewed the unedited 
footage of the injection drug users' 
questions to better understand the 
concerns of the injection drug using 
community. The knowledge was used 
to foster a more productive relation
ship between the trial planners and 
trial participants within the injection 
drug using community. 

Insights into attitudes 
As a market researcher, you should 
make the most of any opportunity to 
provide your internal marketing, sales 
and upper management clients with 
insights into the attitudes and behav
iors of their customers. The better 
your internal clients understand their 
customers, the more equipped they 
should be to address their needs. 

The strengths of video are different 
from the strengths of the written 
word. For example, although one is 
able to communicate detailed infor
mation with text alone, video conveys 
added emotion more effectively than 
does the written word. Therefore, 
consider using video in situations in 
which the emotion with which 
respondents express themselves about 
a topic provides unique insights to the 
viewer. In addition, in a case in which 
a customer's experience with a prod
uct would be more easily understood 
with a visual component, consider 
using video. 

For example, it is not uncommon 
for a pharmaceutical or biotech com
pany to request exploratory research 
that assists it in understanding the 
market potential within a particular 
therapy area. It may request that 
physicians be queried about the prod-
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ucts they most typically use within a 
particular clinical setting (emergency 
room, dialysis unit, transplant unit). 
Video effectively captures how the 
physicians convey their knowledge 
and attitudes about particular therapy 
areas. Nonverbal cues may suggest 
excitement, exasperation or resigna
tion with current or proposed treat
ment options. Further, visual images 
of the setting in which medical deci
sions are made could reveal important 
insights into possible attractions and 
barriers to use of the product. For 
example, the amount of staff activity 
and physical space within a dialysis 
center may present practical barriers 
to the use of a product that are differ
ent than those that exist in other set
tings. Medical professionals who work 
in these settings every day may not 
think to describe the dialysis center 
setting during an interview in a focus 
group facility. However, the images 
are part of the story included within a 
videotaped site visit.Video may be 
used to capture the procedures them
selves with which physicians are 
engaged. Finally, through the use of 
text and animation within a video, 
technical information about a therapy 
area can be conveyed. 

Video ethnography 
Ethnographers recognize that cus
tomers are not always aware of the 

behavior they engage in when using 
a particular product. Therefore, much 
can be learned through direct obser
vation of customers using the prod
uct. We recently completed a qualita
tive research study in which video 
was used to capture the ways in 
which families incorporated the use 
of a pediatric medical device into 
their lives. The project involved both 
loaning video cameras to families to 
shoot home videos of the use of the 
device as well as on-camera inter
views with family members con
ducted by our staff ethnographer and 
video producer. The manufacturer 
gained a great deal of insight into the 
variety of ways parents and their 
children used the device. In addition, 
the manufacturer became sensitized 
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to the amount of guilt and frustra
tion experienced by the parents of 
children who suffer with the disease. 
Available to the marketing team as a 
valuable market research deliverable, 
the raw video footage will be edited 
for sales training and motivational 
purposes. 

Video is useful in documenting 
the development and evaluation of 
sales and promotional materials such 
as journal advertisements, sales aids 
and sales education tools. In iterative 
testing of promotional materials, 
video provides a record of the pro
motional material or sales aid as it 
evolves, as well as the reactions of the 
physicians at various stages. Further, 
video may be used for sales training 
purposes, to document sales repre
sentatives' presentations of finished 
promotional pieces to physicians in 
their offices. 

Bring them to life 
To bring research results to life, mar
ket researchers must devote the same 
level of energy to presenting the 
results to interested parties as they 
have traditionally devoted to selecting 
appropriate methodologies. The tech
nology is available. The selection of a 
market research supplier capable of 
producing professional video deliver
abies will insure that the technology is 
used in the most cost-efficient and 
compelling manner possible. 

When presented with certain 
strategic and tactical marketing chal
lenges, more and more corporate 
marketing researchers and brand 
managers look to consultants who are 
skilled at blending professional video 
production with more traditional 
research solutions. Internal clients 
(marketing and sales managers) who 
are basing million-dollar decisions on 
their research findings find greater 
confidence and comfort because the 
professional video has that special 
touch of reality. Make it a point to 
investigate the benefits of working 
with a market research supplier that 
uses professional-quality video to pro
vide another perspective on qualita
tive market research. I Q 
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I 
Define 
and refine 

T
he use of focus groups for questionnaire development is well 
known and widely touted. Mo t marketing re earcher are 
keenly aware that focus groups may improve the quality of 

survey instruments . However, few marketing researchers have a full 
appreciation of applications w here focus groups are most fruitful, 
the range of benefits that accrue, and the special qualitative method
ologies that may be employed to maximize these benefits. Thu , 
general codification of the methodology of focus groups for ques
tionnaire design is an urgent need for marketing researcher and 
their clients. This article examines how protocols, developed 
through focus groups, can be used to substantially improve survey 
questionnaires. 

The overall aim of using focus groups to aid in questionnaire 
design is to improve the quality and validity of information 
obtained in surveys. As a means of achieving these aims, focus 
groups provide in ights and understanding of study subject matter, 
can help develop hypotheses for the quantitative study, discover new 
content areas, refine and classify survey content, and eliminate 
meaningless questions from the final questionnaire. It is useful to 
enumerate the range of benefits of qualitative analysis for question
naire design. However, it is even more important to develop guide
lines to achieve what is desired. 

This article codifies situation 
and methods to show how focus 

How focus groups 
can help 
questionnaire 
development 

group research can be used for 
questionnaire development. Much 
is known about basic criteria of 
suitable questionnaire design. What 
is not generally known is how 
focus groups may be used to deter
mine appropriate question word
ing, issues to explore and the 
structure of scales that are 
employed. Questions determined 
from practitioner intuition or anal
ogous experiences are extremely 

risky as they do not represent actual user feelings and opinions, atti
tudes and behavior. 

Why focus groups are useful for questionnaire design 
Focus groups are especially useful in questionnaire design for each 
of the following problems associated with questionnaire design: 
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finding more effective segmentation 
criteria, eliciting emotional 
motives, learning consumer lan
guage for communications pro
grams (Gordon and Langmaid, 
1988: 3-5; McNeill, Sanders and 
Civille, 2000), and screening mea
surement areas. In sections to fol
low, we discuss each of these prob
lems and provide some illustrations 
of techniques that may be 
employed. It should be noted the 
techniques that are illustrated may 
be applicable to a variety of ques
tionnaire design problems . 

A. Segmentation criteria 
There is an increasing need to seg
ment more precisely in consumer 
research since today's consumers 
exhibit a varied, complex and 
sometimes conflicting set of prefer
ences. New sources of segmentation 
need to move beyond conventional 
demographics and psychographies. 

Supportive techniques to develop 
segmentation criteria include the 
use of psychological projection. 
Templeton (1987: 249-250) has 
shown how figure drawings might 
be used in discovering the person
alities of users and non-users for a 
discussion guide. Respondents to a 
discussion group might be asked to 
draw a figure of a person who they 
feel would subscribe to a particular 
magazine, purchase a candy bar, or 
join a particular charity. They are 
later asked to draw a figure of a 
person who would not use these 
products. 

For benefit segmentation, in par
ticular, Wade (1998) supports the 
use of focus groups in separating 
the characteristics of a product 
from the benefits that have obvious 
utility in communications pro
grams. Wade (1998) recommends 
comparing and contrasting ques
tions using side-by-side listings to 
uncover dimensions and attributes. 
Personal experience stories can 
describe how characteristics deliver 
benefits and why they are impor
tant. 

If the objective is to reposition a 
brand, debate groups involving 
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groups advocating rival brands may 
be quite useful. Another outcome 
of the brand debate approach is that 
the list of attributes and benefits 
will be reduced to those most 
salient to brand acceptance or 
rejection. 

B. Emotional motives 
It is not obvious or easy to pene
trate the emotional side of behav
ior. First, it requires a level of 
understanding far deeper than that 
which can be gained from merely 
examining previous purchase 
behavior. Second, low-involvement 
items (routine, low-ticket items) are 
unlikely to be subjected to personal 
scrutiny each time a purchase is 
made, so the researcher must con
sider ways to examine purchasing 
motives from alternative perspec
tives to direct questioning 
(Templeton, 1987:16-1 7). 

Psychological projective tech
niques that adopt oblique question
ing have been used to uncover 
emotional motives in focus groups. 
Projective techniques have been 
used to encourage consumer open
ness about their own motives and 
feelings, beliefs and actions, and so 
tend to encourage more negative 
responses . With a low-involvement 
item, the moderator might place 
the product in a strange context, or 
ask how other people might use the 
product. Templeton (1987: 18) sug
gests the use of a fantasy trip in 
soliciting thoughts about essential 
cosmetics required to live in an 
exotic location. 

Alternatively, respondents can be 
encouraged to shift their way of 
thinking more directly. Templeton 
(1987: 246) shows how the emo
tional side can be tapped into, using 
magazine subscriber profiling, as in 
this example: 

"You've been very logical and 
articulate so far. Right now, I'd like 
you to turn off the logical part of 
your heads for a moment, and deal 
with some illogical, feeling-type 
distinctions . I'm going to pick some 
of the magazines and papers you 
singled out for mention, and ask 
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you to imagine that each one is a 
person, whom you are trying to 
describe to somebody. Tell me 
about the (e.g., Ad Age) person. 
How old is he or she? Is it he or 
she? Married or single? What kind 
of car does s/ he drive? Overweight 
or thin? Conservative or vogue-y? 
How about politics? Serious and 
buttoned-up or more freewheel
ing?" 

Thus respondents can be encour
aged to change from rational think
ing to emotional feeling within the 
group discussions. 

Focus group research may be 
used to identify the hidden drama 
in products that appear the most 
mundane on the surface. 
Reification of a brand can reveal 
the relative strengths and weakness
es from an emotional perspective. 
Describing a brand's epitaph, or the 
houses in which a brand might live, 
etc., achieves a kind of personifica
tion, creating the kind of refined 
imagery necessary. 

C. Consumer language 
Face-to-face dialogue with con
sumers in focus groups elicits con
sumer language about marketable 
objects. The advantage is that 
nuances of meaning can be identi
fied from slang and from words that 
share a diffuse imagery (for exam
ple, words that share similar mean
ings that could easily be used out of 
context). The moderator can probe 
beneath the mind's surface for the 
meanings of words. For example, 
the word "crunchy" applied to a 
snack bar might indicate crispness 
to one group of consumers (sug
gesting positive associations) 
whereas to another it might indi
cate "hard to digest" (negative asso
ciations). Consumer language sug
gests expectations (e.g., this must 
have a biscuit base, or a nutty core) 
or reveals how the product is 
accepted by others if consumed in 
public (e.g., makes a crackly, embar
rassing noise when bitten, implying 
negative associations). The number 
of identifiable and distinctive posi
tive and negative associations can 



be useful for designing que tions 
that will elicit product imagery in a 
survey. 

Identifying consumer language is 
also useful for refining fundamental 
research questions and for identify
ing specific indicators of constructs 
such as brand loyalty that may oth
erwise be unknown when explor
ing new research areas. 

In addition, focus groups can be 
used to improve reliability by help
ing better match response scales to 
how respondents actually evaluate 
(Wade, 1998). MeN eill et al. (2000) 
reveal how this can be done, in 
refining attribute scales of peanut 
butter using generic descriptors of 
peanut butter taken from secondary 
research based on the peanut lexi
con Oohnsen et al., 1988) and the 
semisolid texture terminology 
(Meilgaard et al., 1991). These 
generic descriptors were: appear
ance, flavor, and texture of peanut 
butter. Participants were asked to 
describe the peanut butter for each 
of these generic descriptors to 
identify specific descriptors and 
their direction (positive or nega
tive). Consumers were also encour
aged to describe products based on 
their own terms, beyond those 
merely associated with attitudes and 
usage. Consumers offered additional 
non-attribute-driven purchase 
influences to those reported by the 
peanut butter lexicon and semisolid 
texture terminology. These included 
early brand preferences, price,jar 
size, and reason for use (direct, or 
used in home baking) as strong 
influences of brand loyalty 
(McNeill and Sanders, 2000: 177). 

Had no existing research been 
conducted on descriptors, the 
researcher would have been reliant 
on intuition and experience in 
conducting focus groups for prod
ucts close to, but not identical to, 
peanut butter to guide their con
struction of a flexible research 
guide. Such an application of focus 
groups in exploratory research can 
chart unfamiliar territory for the 
researcher. The interviewing is 
much more open-ended, revealing 

variations in perspectives and atti
tudes . 

Focus groups allow respondents 
to disclose a range of opinions on a 
set of issues and the circumstances 
that lead to one or another response 
(Morgan and Krueger, 1993: 18). 
Detection of a wide variation in 
responses to questions would sug
gest that the level of response 
options or scales used in question
naires might need to be broadened. 
Although this can be identified 
through individual interviews, focus 
groups make more efficient use of 
sponsor time in commissioned 
research (Schechter, Trunzo and 
Parsons, 1993). Zeller (1993) sug
gests using a screener that encour
ages respondents to mull over topics 
before the focus groups begin, since 
this can promote richer discussions. 

Since the level of professional and 
technical terminology is extended 
with establishment-survey ques
tionnaires, there is an additional 
need to test for comprehension. 
Dillman (1978) has supported the 
use of precise language for respon
dents who share a particular under
standing of the meaning of words 
by virtue of their training. Precise 
definitions for problem words iden
tified in focus groups may be locat
ed on questionnaires to facilitate 
consistency in what is measured. 

Analyzing non-verbal behavior 
Analyzing and interpreting data may 
require moving beyond the spoken 
word, since people often do one 
thing and say another (Griggs, 
1987). The moderator, if suitably 
skilled, can also pick out non-verbal 
behavior that may be relevant (e.g., 
gestures) when discussing products. 
By using neurolinguistic program
ming, the moderator can identify 
patterns in eye movements or hand, 
head and body movements that 
indicate whether respondents are 
talking truthfully or simply acting 
Oohnson, 1993). Transactional 
analysis is another technique that 
can be used to identify shifts in ego 
states (associated with parent, adult 
and child, for instance, Gordon and 
Langmaid, 1988: 146-148) regarding 
marketable objects, which may offer 
insight into why communications 
may be accepted or unaccepted. 

D. Screening 
measurement areas 
The focus group can be as impor
tant for deciding what to exclude 
from a questionnaire as what to 
include. Focus groups can act as fil
tering or screening mechanisms to 
help narrow the ideas for hypothe
ses generation that may be tested in 
questionnaires (O'Brian, 1993). 

Why More and More Researchers Are Using 
Telephone Focus Groups 

Telephone focus groups are the best way to research hard-to-reach, 
geographically dispersed people: opinion leaders, high-volume buyers, 
distributors, executives, physicians - while maintaining the richness and 
subtlety of the human voice. 

Anytime you want to research difficult-to-research people -
nationwide and FAST - without travel - consider telephone focus 
groups. 

Call, fax, or e-mail for free brochure: grs@mnav.com or eve@mnav.com 

Or visit: www.mnav.com/phonefoc.htm 
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Here, the experience and judgment 
of the moderator may be critical in 
determining an inventory of attrib
utes. Attributes selected for a survey 
should not be entirely dependent 
on votes or frequency of mention, 
since these have not always found 
to be reliable indicators of degree 
of importance (Abels, Domas and 
Hahn, 1997). An attribute may be 
particularly important despite it sel
dom occurring in practice. Personal 
experiences might indicate why or 
how an attribute is important, and 
offer more information than fre
quency of mention alone. 
Indicators of importance also 
include stress on words, excitement 
conveyed, interests captured by 
other members, changes in tone 
and body language. 

Summary 
Constructing questionnaires often 
involves knowledge of criteria used 
for market segmentation. Further 
problems include discerning emo
tional issues that drive consumer 
behavior, incorporating the lan
guage of consumers into question
naires and screening items for 
inclusion. Using focus groups can 
reduce these problems in question
naire design. In exploratory 
research, focus groups are particu
larly productive in establishing a 
broad range of marketing issues 
beyond consumer attitudes and 
usage. Once the broad range of 
issues has been identified, further 
discussion can establish the bound
aries of these issues. The results are 
a precise focus on issues that are 
critical to the inquiry. 

Focus groups are especially useful 
for establishing quickly (and effi
ciently) the range of issues that 
determine attitudes, opinions and 
behavior. Speed (and cost-effective
ness) is based on the cross-fertiliza
tion of ideas allowed in focus 
groups. This information enables an 
optimal battery of attributes and 
range of response options to be 
identified. This includes appropriate 
scale semantics and metrics. 
Intervention techniques involve 
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projective methods and skilled 
probing. 

Focus groups allow an experi
enced moderator to check on the 
general strength of feeling based on 
intensity of agreement and through 
signals of non-verbal behavior. 

More work needs to be done to 
determine the kinds of research 
problems and instruments where 
focus groups can be most produc
tive and the specific approaches 
that work best under these varying 
conditions. Among the important 
considerations are the samples 
used in focus groups, the character 
of the interventions , and the 
methods of analysis that are 
employed. Sample strategies 
include the use of homogeneous 
samples to refine perceptions, or 
adversary, interactive samples that 
argue different positions, or 
diverse small groups that are cohe
sive in problem solving. Suggested 
projective techniques include per
sonal experience stories, brand 
personification, role-play and 
reification, and compare-and-con
trast questioning techniques. I Q 
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Survey Monitor 
continued from page 8 

Label report, which shows that sales 
of private label consumer packaged 
goods (CPG) are growing much 
faster than branded products. 
(Editor's note: November's Survey 
Monitor featured a look at the global 
market for private label products.) While 
branded products still constitute the 
majority of all CPG sales, private 

gories traditionally dominated by 
branded products, such as cosmetics 
and baby food. However, Gail 
Zielinski, ACNielsen Homescan 
account director and author of 
ACNielsen's annual U.S. private 
label study, says the vast majority of 
private label's overall growth is com
ing from expanded sales in estab
lished categories . "Private label man
ufacturers are driving sales growth 

Private Label Shares 1997 vs. 2002 

Channel 1997 Share of 2002 Share of %Growth in 
total PL CPG total PL CPG PL CPG $sales 

all-outlet $ sales all-outlet $ sales 2002 vs. 1997 

Grocery 80% 67% 16% 

Mass 6% 7% 59% 

upercenters 4% 12% 284% 

Drug 4% 4% 29% 

Warehouse Club 1% 5% 460% 

Dollar 0% 1% 1,082% 

Convenience/ Gas 0% 0% 11% 

Source:ACNielsen Homescan, all C PG products across all channels 

label products, also known as tore 
brands, are not only enjoying faster 
sales growth, they are expanding 
into an increasing number of cate
gories, becoming the share leader in 
more categories, and gaining an 
increased presence in more retail 
channels. 

From 1997 to 2002, private label 

by focusing on categories that have 
been traditional strongholds for store 
brands . They're introducing different 
package sizes and types, new flavors, 
and adding new, higher-priced pre
mium private label products. In 
addition, several retailers are increas
ing their focus on providing in-store 
samples of their products and using 

other promotions to boost sales." 
The grocery channel owns the 

largest share of total private label 
consumer packaged goods sales . 
However, its lead is decreasing as 
other retail channels add private 
label products to their shelves. The 
dollar store, warehouse club store 
and supercenter channels are gener
ating the strongest growth in private 
label sales, albeit off of sales bases 
that are still relatively small. For 
more information visit 
www.acnielsen.com. 

Country Joe I ikes to fish 
A study of the lifestyle and leisure 
activities of country radio listeners 
by NewYork-based Scarborough 
Research shows that they have 
above-average interest in outdoor 
activities. The study indicated that 
country radio listeners are 21 per
cent more likely than radio listeners 
nationally to go camping, 51 percent 
more likely to go hunting, and 25 
percent more likely to fish. The 
country radio listener also has an 
affinity for speed. They are 23 per
cent more likely than radio listeners 
nationally to own a motorcycle, 30 
percent more likely to own a per
sonal watercraft, and 31 percent 
more likely to own a power boat. 

When it comes to sports, country 
radio listeners are 36 percent more 
likely to be loyal fans (somewhat or 
very interested) of NASCAR than 

produc~hada38perrentdoll~vo~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

ume growth rate, while branded 
products experienced a 19 percent 
growth rate. 

Since 1997, private label products 
have grown from having a presence 
in 69 percent of the categories 
tracked by ACNielsen to 75 percent, 
entering 88 new categories in that 
time. In 2002, private label had the 
dollar volume share lead in 25 per
cent of the categories in which it 
competed - up from 21 percent in 
1997. 

Private label's initial success came 
from commodity-type products, 
such as milk, bread, cheese and eggs. 
More recently, private label has 
begun to make inroads into cate-
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radio listeners nationally and 20 
percent more likely to be loyal fans 
of the National Hot Rod 
Association. Country radio listeners 
are 58 percent more likely to be 
loyal Pro Rodeo fans than other 
radio listeners. 

The Scarborough study reveals 
that Charleston, WVa., has the high
est percentage of country listeners, 
as over half (58 pe~cent) of all radio 
listeners in that market tune into 
country radio. Ranking next on the 
list for country radio listening is 
Lexington, Ky. (55 percent), fol
lowed by Wichita, Kan. (52 percent) 
and Knoxville, Tenn. (51 percent). 

Only 1 percent of radio listeners 
in Honolulu tune into country 
radio, putting that local market at 
the bottom of the list along with 
NewYork(3 percent) and San 
Francisco (8 percent). On a national 
level, the Scarborough study found 
that almost one-quarter (24 percent) 
of adults tuned into country radio 
in the past 12 months. For more 
information visit www.scarbor
ough.com. 

I can't wait until I 
reach my 30s 
Being in your 20s isn't very 
rewarding according to a recent 
survey of 500 Americans in the 
age range of 20-29. The survey, 
conducted by InsightExpress, a 
Stamford, Conn., research firm, 
reveals that only one-third of 
employed twentysomethings are 
happy with where their career 
currently stands. Not only are 
young adults not happy with 
their jobs, they are having a hard 
time making ends meet as almost 
half who have entered the work 
force ( 45 percent) are still receiv
ing financial assistance from fam
ily members. Many reflect back 
to their college days as a reason 
for where their career stands -
two out of five say that "knowing 
what they know now" they 
would change the major they 
picked in school. All of this leaves 
America's twentysomethings in 
search of some levity. 
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So where do they go? To their 
televisions of course! According 
to participants, their favorite pro
grams are the ones that make 
them laugh . Sixty-three percent 
said that they typically watch TV 
sitcoms, followed by one-hour 
dramas (54 percent) and news 
magazines, entertainment news or 
current event shows (34 percent). 
When they need some cheering 
up, one-third (29 percent) cite 
Fox as one of their preferred net
works. More specifically, this 
group favors the following net
works (twentysomethings citing 
as one of their three favorite net
works): Fox (29 percent); NBC 
(27 percent); Discovery Channel 
(24 percent); HBO (20 percent); 
Comedy Central (19 percent). 

"America's young adults are 
caught in a vacuum between the 
teen demographic they must 
leave behind and the more adult 
demographic that they are 
becoming," says Peter Price, pres
ident, National Academy of 
Television Arts and Sciences. 
"The twentysomethings increas
ingly rely upon and appreciate 
humor in TV as not only an 
escape but in their attempt to 
avoid' crossing the bridge' into 
adulthood." 

Television sitcoms aren't the 
only place twentysomethings 
turn to for a good chuckle, as 
more than 77 percent say they are 
more apt to pay attention to a 
television commercial that con
tains humor, followed by those 
that contain music they enjoy lis
tening to ( 48 percent) and those 
that contain graphics, special 
effects or animation (30 percent). 

"While advertisers need to rec
ognize the power of humor when 
it comes to attracting this group, 
they have to make sure that the 
brand is recalled as easily as the 
humor," says Dan Gallagher, 
executive group planning direc
tor, Saatchi & Saatchi. "I can't tell 
you how many times a twen
tysomething has told me about a 
funny commercial but they 
couldn't remember who made it." 
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For more information visit 
www.insightexpress.com. 

Perfume use wafting up 
A study by Baltimore marketing 
firm Vertis reveals that three-quarters 
of women now wear perfume and 
more than two-thirds of men use 
cologne, a significant increase from 
2002. "When it comes to fragrance 
usage the new survey shows a year
to-year increase of 14 percent 
among women and 9 percent for 
men," says Therese Mulvey, vice 
president marketing research at 
Vertis. "The popularity of wearing a 
scent waned in 2002, an indication 
of the general economic and emo
tional state of the American public a 
year ago. The good news for fra
grance brands and marketers is that 
perfume and cologne have become 
more important to consumers." 

The Vertis Customer Focus 2003: 
Fragrance study shows the following 
additional findings: 65 percent of 
women said they have purchased 
perfume in the past 12 months, 
compared with 60 percent in 2001 
and 55 percent in 2002; Gen Y, Gen 
X and Baby Boomer females are 11-
13 percent more likely to buy a fra
grance today than they were in 
2002; senior women are the only 
generation to show a decline in pur
chasing behavior - 51 percent in 
2002 versus 43 percent in 2003; not 
surprisingly, smell is most important 
when women are selecting a brand 
of fragrance, followed by price and 
brand favorite; Hispanic women 
spent $40 more than the average 
woman on perfume and cologne in 
the last 12 months; 59 percent of 
men said they have purchased 
cologne in the past 12 months com
pared with 59 percent in 2001 and 
4 7 percent in 2002; Gen Y men are 
the only age group to wear less fra
grance than they were a year ago, 79 
percent in 2003 vs. 75 percent in 
2003; men are 11 percent more like
ly than women to allow what others 
think of a fragrance to influence 
their purchasing decision; half of 
women (50 percent) said that in the 
past 90 days they had smelled a fra-



grance advertisement in a magazine, 
up from 46 percent in 2002; 69 per
cent of women and 71 percent of 
men indicated that scented magazine 
advertisements are "somewhat" or 
"very helpful" when deciding which 
fragrance to buy, an increase of 4 
percent for females and 15 percent 
for men from 2002. For more infor
mation visit www.vertisinc.com. 

Scientists, firemen top I ist of 
most prestigious occupations 
Americans see scientists, firemen, 
doctors, teachers and nurses as the 
professions and occupations which 
have the most prestige, according to 
a study by Harris Interactive, 
Rochester, N.Y. At the other end of 
the spectrum, the occupations 
which are seen as having the least 
prestige are real estate agents, stock
brokers, actors, bankers and accoun
tants. 

Only three occupations are per
ceived to have "very great" prestige 
by more than half of all adults; these 
are scientists (57 percent), firemen 
(55 percent) and doctors (52 per
cent). They are followed by four 
professions which are perceived to 
have "very great" prestige by more 
than 40 percent but less than 50 
percent- teachers (49 percent), 
nurses ( 4 7 percent), military officers 
( 46 percent) and police officers ( 42 
percent). 

By way of contrast, the list 
includes 10 occupations which are 
perceived by less than 20 percent to 
have "very great" prestige. The low
est ratings go to real estate agents (6 
percent), stockbrokers (8 percent), 
actors (13 percent), bankers (14 
percent), accountants (15 percent) 
and union leaders (15 percent). 

These are some of the results of 
the annual Harris Poll measuring 
public perceptions of 22 professions 
and occupations, conducted by 
telephone by Harris Interactive 
between August 12 and 17 with a 
sample of 1,011 adults. 

There is not much of a correla
tion between making money and 
having high prestige. Firemen, 
teachers, nurses and police officers 

all score very well on prestige but 
are not particularly well-compen
sated. At the other end of the spec
trum, real estate agents, stockbro
kers, actors, bankers and accoun
tants can often make substantial 
sums of money, but have little pres
tige. 

It is also clear that prestige does 
not mean celebrity. Most celebrities 
are probably actors, entertainers or 
athletes; and all of these are in the 
bottom half of the list in terms of 
prestige. 

To judge from these data, it seems 
that prestige is strongly associated 
with respect. Professions with high 
prestige are those which are widely 
seen to do great work which bene
fits society and the people they 
serve. 

Harris Interactive has been asking 
about the prestige of different pro
fessions and occupations since 
1 977. Over the 26 years since then 
there have been some quite sub
stantial changes: 

• Those who see teachers as hav-

ing "very great" prestige have risen 
20 points from 29 percent to 49 
percent. 

• Those who think lawyers have 
"very great" prestige have fallen 19 
points, from 36 percent to 17 per
cent. 

• Scientists have fallen nine points 
from 66 percent to 57 percent. 

• Doctors have also fallen nine 
points from 61 percent to 52 per
cent. 

• Athletes have also fallen nine 
points from 26 percent to 17 per
cent. 

With the exception of teachers, 
no occupation or profession on the 
list has improved its ratings since 
1977. 

Most of the changes since last 
year are relatively small, within a 
possible sampling error for this sur
vey. The biggest change is for scien
tists, who improved their "very 
great" prestige score by six points, 
from 51 percent to 57 percent. For 
more information visit www.harris
interactive. com. 

Perception Analyzer™ 
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Product and Service Update 
continued from page 12 

tronic distribution in a variety of 
non-Web environments, including 
kiosks, LAN, telephone and disk. 

Features common to all 
DirectCollect surveys include skips 
and branching, open-ended responses, 
custornizable screen colors, back
grounds and fonts, password protec
tion, answer piping, enforced scale 
patterns (i.e., Social Security num
bers), enforced scale rankings and 
ranges, progress bars, optimization for 
full or windowed screen sizes, and 
automatic daily or weekly data 
archiving. 

New kiosk features include large 
buttons for touch-screen entry, full 
screen lockdown with no system access 
(when CPU and keyboard hidden), 
password access to administrative mode 
when locked, and timeout for aban
doned surveys with optional count
down warning. 

Call center surveys are also now sup
ported, with features including random 
calls pulled from database with priority 
to callbacks, autodial option, call man
agement (interviewer indicates call
backs in two hours, tomorrow or at 
scheduled date/time), refused survey or 
update, invalid number, preload demo
graphics or other data from database, 
and update outside database. For more 
information visit www.apian.com. 

Monitor car-buying 
intentions with AutoVIBES 
Rochester, N.Y-based Harris 
Interactive and Kelley Blue Book, 
Irvine, Calif., have formed a strategic 
alliance to deliver the Auto VIBES 
report (VIBES:Vehicle Introduction 
Brand Excitement Scale) a new report 
for the auto industry revealing con
sumer awareness levels of new vehicle 

U.S. Hispanic Research 

Explore. Interpret. Empower. 
Encuesta, Inc. 

4990 SW 72 Avenue, Suite 110 
Miami, FL 33155·5524 

(305) 661-1492 500-1492 
www.encuesta.com 
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nameplates as they enter the market
place as well as other automotive mar
keting information.AutoVIBES, based 
on a monthly omnibus poll, provides 
auto manufacturers, marketers and 
advertisers a way to measure and moni
tor the new nameplate buy intentions 
of in-market car buyers on an ongoing 
basis.As new vehicle models are intro
duced into the marketplace, Harris 
Interactive and Kelley Blue Book will 
track and trend which new nameplates 
are garnering the greatest amount of 
buzz among the car-buying public. 
Buzz is defined as awareness, consumer 
favorability, overall impression and like
lihood of purchasing vehicles that have 
been introduced in 2003 or will be 
introduced in the 2004 model year. 
The top new vehicles having the great
est impact on the marketplace will be 
announced each month. 

Additionally, this omnibus study can 
provide insights about: consumer 
reliance on incentives; brand loyalty 
(vehicle brands consumers are giving 
up versus brands they intend to buy); 
personal financial confidence rating for 
buying a new vehicle; and demograph
ic information of in-market car buyers. 
Automotive manufacturers and other 
auto-related companies can include 
proprietary questions in the study for 
their own marketing and research pur
poses. 

Auto VIBES is a monthly omnibus 
survey of1,000 in-market car buyers 
who plan to purcha e or lease a new 
vehicle within the next 12 months. The 
survey is conducted on Kelley Blue 
Book's Web site (www.kbb.com). 
Design and analysis of the study are 
done jointly by Harris Interactive and 
Kelley Blue Book Marketing Research. 
For more information call Kelley Blue 
Book at 949-268-307 4 or Harris 
Interactive at 877-919-4765. 

Package testing 
product from Ipsos 
New York-based Ipsos-Insight has 
launched a new package-testing prod
uct in the U.S. called Pack Evolution 
that enables manufacturers to use the 
Internet to test package designs using 
digital shelf displays. 

Pack Evolution's true-to-life testing 
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is designed to reflect real phases of 
shopping behavior: as part of the online 
survey, respondents emulate approach
ing the store shelf (i.e., digital shelf) and 
then move in for a closer look at the 
packages on the shelf. Clients obtain 
insight into a product's on-shelf visibili
ty, brand recognition and persuasion. 

Pack Evolution's sample sizes allow 
for quantitative, rather than qualitative, 
analysis. Plus, its assessment of the link 
between package design and brand 
name is designed to go beyond tradi
tional eye-tracking or T-scope mea
sures.And, for clients who need to 
conduct global research, Pack 
Evolution has been designed as a stan
dardized, multi-country tool. For more 
information visit www.ipsos-
insight. com/ analytics/ packevolution. cf 
m. 

Hispanic omnibus 
from Greenfield 
Greenfield Online, Wilton, Conn., has 
launched a new Hispanic omnibus. The 
shared-cost study is fielded to 250 
Hispanics age 18+. Both in-language 
and English options are available. The 
launch of the Greenfield Online 
Hispanic Omnibus coincides with 
plans to expand Hispanic recruitment 
efforts and create an In-Language 
Hispanic panel of 25,000 members by 
December 2003. In addition to the In
Language Hispanic Panel, more than 
45,000 Hispanic pre-existing members 
of the Greenfield Online panel are 
being re-screened and provided with 
the opportunity to decide whether 
they prefer to participate in English or 
in-language surveys. For more infor
mation visit www.greenfield.com. 

New brand audit tool 
The Total Customer Experience 
(TCE) Brand Audit determines how 
well brands are delivering on their 
promise to satisfy customers and pro
vides data to help companies develop 
strategies and tactics to increase cus
tomer satisfaction and long-term brand 
loyalty. The TCE Brand Audit uses a 
four-phase approach: 

• Identify the full range ofbrand 
market competition and touchpoint 
variables that affect the customers' 



experience. 
• Benchmark the market's existing 

competitive brand expectations and 
provide a starting point for under
standing what is important to cus
tomers. 

• M easure the brand gaps between 
what customers want and expect ver
sus what the brand is providing, iden
tify the strategically important brand 
gaps, and recommend action steps. 

• Monitor the effectiveness of cor
rective actions, help prioritize future 
actions, and identify emerging threats. 

The TCE Brand Audit was devel
oped by Socratic Technologies, a San 
Francisco research firm, in association 
with Nelson & Company, a Puerto 
Vallarta, Mexico-based brand market
ing consultancy. For more informa
tion visit www.sotech.com or 
www.nelsonbranding.com. 

FGI expands online panel 
to additional countries 
FGI Research, Chapel Hill, N.C., has 
expanded its online research panel to 
include access to over 14 million 
additional consumers in 28 countries 

throughout South America, Europe 
and Asia-Pacific. The global online 
panel, marketed under the 
SmartPanel Global brand, builds on 
the four million North American 
consumers that are accessible in FGI 
Research's existing online panel. 
SmartPanel Global provides real-time 
access to consumer opinions in 15 
European countries, as well as Japan, 
China, Hong Kong, Taiwan, Thailand, 
Indonesia, India, Malaysia, The 
Philippines, Singapore, Korea, 
Australia, Brazil and Argentina. In 
addition to the global online pan
elists, FGI Research provides a suite 
of in-country panel management, 
questionnaire design and translation 
solutions. For more information visit 
www.fgiresearch.com. 

Briefly ... 
Nichols Research, Inc. has moved its 
Fresno, Calif., office to 600 W Shaw, 
Suite 350, Fresno, Calif., 93704. The 
new office features a large focus 
group facility and is located in a 
demographically diverse and fast
growing area. For more information 

call Amy Shields at 559-226-3100. 

Chicago-based Bacon's Information 
has relaunched its Express Media 
Monitoring Service, which delivers cov
erage to clients the day it appears in the 
media.The Express service covers 175 
U.S. daily newspapers, business weeklies, 
major magazines, and international 
English-language dailies. 

Facts 'n Figures/Health Care Testing 
has opened a new qualitative research 
facility in Los Angeles. Located in 
Sherman Oaks, the facility features four 
focus suites with observation room, 
client lounge and private office. O ther 
amenities include T1 lines, DVD, video, 
CD, audio,ActiveGroup, simultaneous 
translation, and a commercial test 
kitchen. For more information call 818-
986-6600 or visit www.factsnfig
uresinc.com. 

New York-based research firm Ipsos
Vantis has relaunched its Web site 
www.ipsos-vantis.com, adding new con
tent, a new look, case studies, articles, and 
product and service development solu
tions in a question-and-answer format. 

Aerson, Niebuhr & Associates, Inc. 

Marketing Research for Decision Makers 
Northpark Corporate Center • Suite 200 • 6 Pine Tree Drive • Arden Hills, MN 55112 

Research Expertise 
We have over 28 years of research experience and serve a variety of industries: 
... Customer Satisfaction ... Employee Satisfaction ... Full-Service Market Research 

Measurement Measurement ... Consumer Research 
... Pay for Performance ... Health Care Research ... Market Share Surveys 
... Internal/External Customers ... Business-to-Business Research ... Training Seminars 

Full-Service, Customized Research 
We can help with any and all aspects of your research needs to produce reliable, actionable results: 
... Study design ... Data collection 
... Questionnaire construction ... Simple to complex data analysis 
... Sampling design and implementation ... Customized, easy-to-understand reporting 

Data Collection Methodologies 
... Mall 
... Telephone/CAll 
... Web/e-mail 
... Focus groups and in-depth interviews 

• We regu larly obtain 90% response rates to surveys! • 

For information a quotes: 
call: 1-800-678-5577 or 651-486-8712 

visit: www.ana-lnc.com 
email: lnfo@ana-lnc.com 
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Research Industry News 
continued from page 15 

expenditure and ratings. 
AccessPoint/Open Air. Hand-held 

CAPI interviewing which uses inte
grated GPRS-based cellular data 
communications to achieve economi
cal always-on two-way communica
tion between research or fieldwork 
organizations and their interviewers 
in the field, across the Internet. 

Dimensions Data Model/SPSS 
MR. A new open platform for 

Experts in Printing and Processing 
Customer Satisfaction Surveys. 

Printing and Mail House 
• Full color offset and digital 

printing 
• Personalization of surveys and 

cover letters 
• Automated inserting 

Automated return mail facility 
• Automated extraction 
• Daily electronic returns reports 

State-of-the-art Image Scanning 
• Same accuracy as 1 00% key 

verified data entry 
• Ability to handle open end 

responses 
• Data and Image output options 

We can offer your respondents 
both paper and Internet options for 
completing your survey. Increase 
response rates by making it more 
convenient for your respondents. 

Other Services Include: 
• Comment coding (paper and 

electronic) 
• Data Entry 
• Survey check-in and editing 
• Editing of Internet open ends 
• Audio tape transcription 

Contact Dave Koch 
1-888-52ADAPT 

dkoch@adaptdata. com 
www.adaptdata.com 
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research applications using a common 
metadata model to facilitate free 
exchange of research data between 
any compatible applications, and 
incorporating an open development 
environment for building MR -specif
ic applications. 

Interviewer VCC (Virtual Call 
Center)/Voxco.A Web-based CATI 
system with full telephony integration 
which allows interviewers to work 
from many different locations via the 
Internet, and yet access telephony 
functions including automated dial
ing, centralized sound capture, audio 
and visual monitoring and call trans
fer to expert interviewers. 

The overall winner was scheduled 
to be announced at the Research 
Excellence and Effectiveness Awards 
at the London Mayfair Millennium 
Hotel in November. 

New accounts/projects 
TNS' television audience research 
tool InfoSysTV has been selected by 
the BBC to undertake detailed TV 
audience measurement across both its 
terrestrial and satellite channels. 

New companies/ 
new divisions/ 
relocations/ expansions 
Reston,Va.-based Wirthlin 
Worldwide has opened a new office 
in Shanghai. Heading the office will 
be WeeKeng Lee and Su Liu.Vincent 
]. Breglio, managing director of 
Wirthlin Worldwide Asia, will assist in 
sales and client service. 

Customer management firm 
dunnhumbyUSA has opened a new 
office in Cincinnati. Located on the 
corner of 3rd and Plum in the down
town area, dunnhumbyUSA employs 
26 people and will expand to a work
force of 45 by the end of the year, 
with plans to have 100 employees in 
2004. 

Seattle-based Q2 Brand 
Intelligence has opened three 
regional offices on the East Coast, in 
Cambridge, Mass.,Atlantic City, N.J., 
and Orlando, Fla. 

www.quirks.com 

Cincinnati-based Directions 
Research, Inc. (DRI), will expand 
operations into Dallas, its third expan
sion in three years. Beth Daush and 
Brook Fagley have been named vice 
president of client services. They will 
share in the management of the new 
office. DRI was founded in 1988 and 
recorded revenues of $17.2 million in 
2002. 

Company earnings reports 
For the third quarter ended 
September 30, New York-based 
Arbitron Inc. reported revenue of 
$75.3 million, an increase of8.3 per
cent over revenue of$69.6 million 
during the third quarter of2002. Net 
income for the quarter was $17.0 
million, compared with $15.4 million 
for the third quarter of 2002. Earnings 
before interest and taxes (EBIT) for 
the quarter were $30.6 million, com
pared with EBIT of$29.0 million 
during the comparable period last 
year. 

Costs and expenses for the third 
quarter increased by 10.5 percent, 
from $39.9 million in 2002 to $44.1 
million in 2003. Interest expense for 
the quarter declined 29.3 percent, 
from $4.1 million in 2002 to $2.9 
million in 2003, due to reductions in 
the company's long-term debt. 

Net income per share for the third 
quarter 2003 increased to $0.55 
(diluted), compared with $0.51 (dilut
ed) during the comparable period last 
year. In the third quarter 2003, 
Arbitron reduced its long-term debt 
by $20.0 million from $135.0 to 
$115.0 million. 

For the nine months ended 
September 30, revenue was $208.1 
million, an increase of 8.4 percent 
over the same period last year. Net 
income for the nine months increased 
13.4 percent to $41.1 million or 
$1.35 per share (diluted), compared 
with $36.3 million or $1.21 per share 
(diluted) last year. EBIT was $76.6 
million, compared to $71.6 million in 
2002. 

Opinion Research Corp., 
Princeton, N.J. , announced financial 
results for the third quarter ended 



September 30. Revenues for the third 
quarter were $44.9 million, an 
increase of 4 percent compared to the 
corresponding quarter in 2002. Social 
research revenues were $29.1 million 
versus $26.3 million last year. Market 
research revenue totaled $12.0 mil
lion versus $13.3 million in the prior 
year. Teleservice revenues were $3.7 
million versus $3.8 million last year. 

Net income for the third quarter 
was $0.7 million, or $0.11 per diluted 
share, versus net income of$0.9 mil
lion, or $0.15 per diluted share, in last 
year's third quarter. The increa e in 
the effective tax rate from the prior 
year period is due to the company 
not providing a tax benefit for non
U.S. losses in the current year as well 
as higher state taxes from profitable 
segment . The company is not provid
ing a tax benefit on state losses. 
Summarizing the quarter's result in a 
company press release, Chairman and 
CEO John F. Short said, "Both our 
social research and United Kingdom 
market research units turned in an 
excellent performance, with revenues 

increasing by 11 percent and 22 per
cent, respectively. Our U.S. market 
re earch and teleservices businesses 
continued to feel the impact of weak 
business spending in the United 
States." 

For its third quarter ended 
September 30, Chicago-based SPSS 
Inc. reported revenues and diluted 
earning per share were $52.1 million 
and $0.19 in the quarter, as compared 
to $52.7 million and a loss per share 
of ($0 .26) in the same period last 
year, respectively. Operating income 
improved to $4.6 million in the quar
ter from an operating loss of ($7 .4) 
million in the same period last year. 
Included in the results for the quarter 
were technology write-offs, restruc
turing costs and other nonrecurring 
charges of$10.9 million. 

The company's improved profitabil
ity was primarily due to expense 
reduction programs implemented in 
the third quarter of 2002, which 
included a field operations restructur
ing, the downsizing or closing of cer-

tain facilities and the termination of 
certain investments. SPSS also 
increased its cash flow from opera
tions to $18.8 million in the first nine · 
months of the year, up from $13.4 
million in the first half of 2003 and 
($1.5) million in the same nine
month period last year. 

"We saw no changes this quarter in 
closure rates, sales cycles or transac
tion values," said Jack Noonan, SPSS 
Inc. president and chief executive offi
cer, in a company press release. "And 
despite increased activity in almost 
every part of our business, there was 
still little sense of urgency exhibited 
by customers in making purchasing 
decisions. Some evidence suggests 
that organizations will be more moti
vated in the coming quarters.While 
we are prepared for this possible 
change, we are not counting on it." 

Revenues and diluted earnings per 
share for the first nine months of 
2003 were $152.5 million and $0.39, 
as compared to $155.3 million and a 
loss per share of ($0.42) in the same 
period last year, respectively. 

Baltimore Inner Harbor's Premier Focus Group Facility 
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Operating income improved to $10.2 
million in the first nine months of 
2003 from an operating loss of ($13.5) 
million in the same period last year. 
Included in the results for the nine 
months ended September 30,2002 
were technology write-offs, restruc
turing costs and acquisition and other 
nonrecurring charges of$16.5 mil
lion. 

Chicago-based Information 
Resources, Inc. reported results for 
the third quarter 2003 ended 
September 30, posting a net loss of 
($0.1) million or ($0.00) per share 
compared to net income of$0.9 mil
lion or $0.03 per share for the third 
quarter of2002. Results for the 2003 
third quarter include severance-relat
ed restructuring charges of$0.7 mil
lion, transaction costs of$1.6 million 
related to Gingko Acquisition Corp.'s 
tender offer for all of the outstanding 
shares of IRI common stock, and the 
write-down of certain international 
data costs of $0.8 million. 

Third-quarter consolidated rev
enues of$136.0 million were 3 per
cent lower than prior year. U.S. rev
enues of$94.8 million were 9 percent 
below the same period last year, 
reflecting the previously announced 
decision ofProcter & Gamble to not 
renew its U.S. contract with IRI 
beginning with the third quarter. 
International revenues of $41 .3 mil
lion were 13 percent higher than 
prior year or 2 percent higher in local 
currenCie . 

"IRI's third quarter earnings reflect 
the full impact of the loss of the 
Procter & Gamble business. However, 

our ongoing efforts to reduce expens
es in both the U.S. and Europe and 
improved performance in Germany 
have helped offset the margin impact 
of the lost P&G business," said IRI 
chairman and CEO Joe Durrett in a 
company press release. 

For the nine months ended 
September 30, the company reported 
near break-even results. This compares 
to a net loss of ($8.2) million or 
($0.28) per share for the same period 
last year. Year-to-date 2003 results 
include severance-related restructur
ing charges of$3.0 million, transac
tion costs related to the proposed ten
der offer for IRI of $2.3 million, and 
one-time charges related to the 
write-down of certain data-related 
assets of $2.0 million. Year 2002 results 
include restructuring charges of $7.2 
million and a charge of $7.1 million 
due to a change in the accounting 
treatment for goodwill. 

Consolidated revenues of $416.1 
million for the nine months ended 
September 30 were 1 percent higher 
than prior year. U.S. revenues of 
$296.6 million were 4 percent lower 
than the same period last year while 
international revenues of$119.5 mil
lion were 14 percent higher than 
prior year, but 1 percent lower in 
local currencies. 

For the third quarter 2003, IRI's 
U.S. business reported operating profit 
of$4.1 million on revenue of$94.8 
million. This compares to operating 
profit of$5.2 million on revenue of 
$104.2 million for the third quarter of 
2002. 

Most of the revenue decline of $9.4 
million, or 9 percent, was due to the 

F AQ Hawaii, Inc. 
Providing superior data collection services 

in Hawaii at affordable prices. 

81 S. Hotel St. Ste. 201 Honolulu, ID 96813 
Phone: (808) 537-3887 

Facsimile: (808) 537-3997 
E-Mail: F AQ~awaii@aol.com 
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loss of the P&G business, which 
became effective with the third quar
ter of 2003. The impact of this loss 
was felt in both Retail Tracking, 
which represents 73 percent ofU.S. 
revenue, and Panel and Analytics, 
which represents 22 percent ofU.S. 
revenue. Compared with third quarter 
a year ago, Retail Tracking declined 
by 6 percent while Panel and 
Analytics declined by 13 percent. 
However, U.S. expenses were reduced 
by 8 percent versus prior year, partial
ly offsetting the revenue decline. IRI 
continues to aggressively manage 
expenses across the business through 
outsourcing and process and technol
ogy improvements. 

Excluding the impact ofP&G, IRI's 
U.S. Retail Tracking revenue grew 1 
percent for the quarter. As of the end 
of the third quarter 2003, 17 of IRI's 
top 25 U.S. Retail Tracking clients are 
under contract through 2004 or 
beyond and seven have committed to 
IRI and are in the final stages of 
negotiation for new multi-year agree
ments. Panel and Analytics reported a 
4 percent decline in revenue exclud
ing the impact ofP&G, primarily the 
result of decreased demand for IRI's 
proprietary BehaviorScan testing ser
vice. The other principal components 
of Panel and Analytics, syndicated and 
custom household panels and model
ing, continue to perform well. 

For the third quarter 2003, IRI's 
international operations reported an 
operating loss of ($0.4) million on 
revenue of $41.3 million. This result 
includes the write-down of $0.8 mil
lion of certain data-related costs. For 
the third quarter of 2002, the compa
ny reported an operating loss of ($2.0) 
million on revenue of$36.4 million. 

The improved performance versus 
2002 is driven by a combination of 
increased revenue and lower expenses. 
In local currency, revenue grew 2 per
cent versus prior year, while expenses 
declined 2 percent. Improvements in 
the German business account for 
much of the overall improvement in 
international results. While IRI con
tinues to lose money in Germany, 
those losses have been reduced as the 
company stabilizes its operations and 
begins to rebuild lost revenue. In IRI's 



other European markets, revenue 
growth continues to be a challenge; 
however, cost reduction actions taken 
earlier this year have helped enhance 
European profitability. 

Corporate expenses for the third 
quarter ended September 30 were 
$2.7 million, including $1.6 million 
of transaction costs related to the 
pending tender offer for all of the 
outstanding shares of IRI common 
stock. 

Harris Interactive, Rochester, 
N.Y., released its financial results for 
the first quarter of fiscal 2004. 
Revenue for the quarter was $33.3 
million, up 10 percent versus $30.3 
million of revenue for the same 
period a year ago. Internet-based 
revenue for the quarter was $17.9 
million, up 57 percent from last year, 
while traditional revenue contracted 
by $3.5 million or 19 percent. "We 
believe that the uncertainty and 
confusion surrounding the FTC's 
national Do Not Call registry 
dragged our telephone-based rev-

enue lower than expected and 
caused us to miss both revenue and 
profit expectations for the quarter," 
said Gordon S. Black, chairman and 
CEO, in a company press release. 
"Industry sources indicate that tele
phone response rates have plummet
ed, and respondent irritation over 
receiving market research calls has 
recently grown dramatically. 
Therefore we believe that the down
turn in telephone revenue will not 
only continue, but may accelerate. 
We are at much less risk than other 
market research firms however, since 
our U.S. telephone-based revenue 
comprises less than one-third of our 
total U.S. revenue." 

Pre-tax net income for the quarter 
was $2.1 million, or $0.04 per share, 
up 102 percent versus pre-tax net 
income of$1.0 million or $0.02 per 
share for Q1 of fiscal 2003. 

In accordance with GAAP 
requirements, the company booked 
an income tax provision of 
$800,000, based on pre-tax income 
as if the company did not have net 

www.quirks.com 

operating loss carry-forwards avail
able for use. The tax benefit associat
ed with the utilization of those 
carry-forwards to offset expected fis
cal 2004 earnings was recognized in 
June 2003. In the future, in accor
dance with GAAP, the company will 
account for the tax effect of the 
remaining NOL carry-forwards, 
which currently are in excess of $80 
million. Therefore, for this quarter, 
after-tax net income was $1.3 mil
lion or $0.02 per diluted share. 

Internet-based revenue for the fis
cal first quarter was $17.9 million; 
up 57 percent from the $11.4 mil
lion of Internet revenue reported for 
the same period last year. "Our year
over-year Internet revenue growth 
rate actually accelerated slightly this 
quarter, and continues to grow faster 
than the industry average. As our 
online research in Europe builds, we 
believe that this growth rate will 
continue, and perhaps accelerate if 
the DNC registry drives a more 
rapid conversion to online research," 
said Black. 

find a 
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During another session, Shari Tallarico, an ethnogra
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Names of Note 
continued from page 10 

Cincinnati-based Directions Research} Inc. 

Wirthlin Worldwide, a Reston,Va., 
research firm, has reorganized some 
senior management responsibilities, 
naming Dee Allsop chairman of the 

Allsop 

board, in addition to his current role as 
CEO, and expanding the role of 
President Dave Richardson to include 
the title of chairman of the global busi
ness planning committee, which was 
recently formed to concentrate on 
Wirthlin Worldwide's global strategy 
and strengthen collaboration, coordina
tion and planning between the firm's 
offices around the world. Richard 
Wirthlin, who began the firm in 1964, 
will assume the title of founder. 
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Location: Office building, Freestanding building, 
Shopping mall 

CL- Client Lounge MP- Multipurpose Room 
TK -Test Kitchen TKO- Test Kitchen Obsv. Rm. 
VC- Videoconferencing WC- Webconferencing 
111 - One-on-One Room 1/lOR- One-on-One Obs. Rm. 
AU -Auditorium 

Conference - Conference-Style Room 
Living - Living Room-Style Room 
Multiple- Both Styles 

Room dimensions, when state~ are shown in feet. 

Suburban Associates 
Ridgewood Conference Center 
579 Franklin Tpke. 
Ridgewood, NJ 07450 
Ph. 201-447-5100 
Fax 201-447-9536 
E-mail: info@subassoc.com 
www.subassoc.com 
Michelle Young, Manager 
Location: Office building 
Distance from airport: 20 miles, 45 minutes 
CL, 1/1, 1/10R, Tl<, TI<O, MP, VC, WC 
Conference 16x18 Obs. Rm. Seats 15 
Conference 16x18 Obs. Rm. Seats 15 
Multiple 16x25 Obs. Rm. Seats 15 

Suburban Associates 
Willowbrook Mall 
1402 Willowbrook Mall- Rte. 46 
Wayne, NJ 07470 
Ph. 973-785-0770 
Fax 973-785-0771 
E-mail: willowbrook@subassoc.com 
www.subassoc.com 
Cindy Conklin, Manager 
Location: Shopping mall 
Distance from airport: 20 miles, 45 minutes 
1/1,TI<,MP 
Conference 12x16 Obs. Rm. Seats 8 

TAi - New Jersey 
Technical Analysis, Inc. 
400 Frank Burr Blvd. 
Teaneck, NJ 07666 
Ph. 201-836-1500 or 201-836-1420 
Fax 201-836-1959 
E -mai I: newjersey@taigroup. net 
www.taimarketres.com 
Joan Vicenzotti, Operations Manager 
Location: Office building 
Distance from airport: 18 miles, 20 minutes 
CL, Tl<, MP, VC, WC 
Conference 18x18 Obs. Rm. Seats 15 
Conference 16x18 Obs. Rm. Seats 12 
Conference 20x20 Obs. Rm. Seats 15 

TAi- New Jersey has consolidated its opera
tion into a single facility at the Glenpointe 
office complex in Teaneck. Clients may stay at 
the adjoining Marriott Hotel and walk through 
a climate-controlled area to our newly redeco
rated and enlarged facility. Great recruiting in
house, FocusVision videoconferencing, 
ActiveGroup Videostreaming, Tl Internet con
nections, on-site interviewing. Four miles from 
the GW Bridge. 
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Southern New Jersey 
(See Philadelphia, PAJ 

New Mexico 

Albuquerque 
Car-Lene Research, Inc. 
Coronado Center 
6600 Menaul Blvd. N.E., Suite 1<8 
Albuquerque, N M 87110 
Ph. 505-889-3070 
Fax 505-889-3071 
E-mail: albuquerque@carleneresearch.com 
www.carleneresearch.com 
Location: Shopping mall 
Distance from airport: 15 miles 
1/1, 1/10R, Tl< 
Conference 25x10 Obs. Rm. Seats 4 

Research & Polling, Inc. 
5140 San Francisco Rd. N.E. 
Albuquerque, N M 87109 
Ph. 505-821-5454 
Fax 505-821-5474 
E-mail: rpmail@rpinc.com 
Brian Sanderoff, President 
Location: Freestanding facility 
Distance from airport: 15 minutes 
MP 
Conference 18x18 Obs. Rm. Seats 14 

Sandia Market Research 
2201 San Pedro N.E., Bldg. 1, Suite 230 
Albuquerque, N M 87110 
Ph. 800-950-4148 or 505-883-5512 
Fax 505-883-4776 
E-mail: laurie@nmia.com 
www.sandiamarketresearch.com 
Laurie Meyerer, General Manager 
Location: Office building 
Distance from airport: 6 miles, 12 minutes 
CL, 1/1, 1/10R, MP, WC 
Multiple 15x17 Obs. Rm. Seats 15 

New York 

Buffalo 

Buffalo Survey & Research, I nc. 
1249 Eggert Rd. 
Buffalo, NY 14226 
Ph. 716-833-6639 
Fax 716-834-6499 
E-mail: buffalosur@aol.com 
Jeanette Levin, President 
Location: Freestanding facility 
Distance from airport: 8 miles, 15 minutes 
1/1, 1/10R, Tl<, MP, VC 
Conference 11x21 Obs. Rm. Seats 15 

www.quirks.com 

Ruth Diamond Market Research Services 
Boulevard Mall 
770 Alberta Dr. 
Buffalo, NY 14226 
Ph. 716-836-1110 or 716-836-1111 
Fax 716-836-1114 
E-mail: RDM I<TRSCH@aol.com 
www.ruthdiamond.com 
Harvey Podolsky, President 
Location: Shopping mall 
Distance from airport: 8 miles, 20 minutes 
CL, 1/1, 1/10R, Tl<, TI<O, MP 
Multiple 20x21 Obs. Rm. Seats 16 
Conference 20x12 Obs. Rm. Seats 8 

Goldhaber Research Associates, LLC 
One N FA Park 
Amherst, NY 14228 
Ph. 716-689-3311 
Fax 716-689-3342 
E-mail: goldhaberdp@earthlink.net 
www.goldhaber.com 
Arun Vishwanath, Director of Research 
Location: Office building 
Distance from airport: 15 miles, 20 minutes 
Tl< 
Conference 30x20 Obs. Rm. Seats 10 

Marketing Decisions Group, Inc. 
9141 Main St. 
Buffalo, NY 14031 
Ph. 716-634-2045 
Fax 716-634-9560 
E-mail: mdgarup@aol.com 
Arup 1<. Sen, President 
Location: Freestanding facility 
Distance from airport: 4 miles, 5 minutes 
1/1, 1/10R, Tl<, TI<O, MP 
Conference 40x20 Obs. Rm. Seats 15 

Survey Service 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
E-mail: sservice@surveyservice.com 
www. su rveyservi ce .com 
Susan Adelman, President 
Location: Freestanding facility 
Distance from airport: 5 miles, 10 minutes 
1/1, 1/10R, Tl<, TI<O, MP, VC, WC 
Multiple 14x27 Obs. Rm. Seats 12 

For over 45 years, Survey Service, Inc. has 
provided research and information services for 
clients who expect high standards of excel
lence. Our experienced staff is proficient in 
assuring that your qualitative 
research will be conducted exactly according 
to your specifications, with exceptional service 
and attention to detail. Our facility is spacious, 
comfortable and clean and includes a test 
kitchen, Tl Internet access, and on-site tech
nology and support staff. We provide local as 
well as national recruiting and multi-site field 
management. Survey Service, Inc. is regarded 
nationally as a source for obtaining reliable, 
accurate information. 
<See advertisement on p. D83) 
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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 Assoc iates 

A Marluting &starch Corporation 
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