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A Japanese dish with a Mexican twist
Can you name the country wh o se residents consumed one bil lio n
servings of in stant ramen noodles last year? Look south of the bor-
der, d own Mexico way. In a fascin a t ing example of how one culture
t a kes another’s food and makes it their ow n , a Los Angeles Times
a rticle de t a iled how tim e - p r e s sed and cash-st rapped Mexican con-
s u m ers have fallen in love with Japan’s ubiquitous packets of de h y-
d rated noodles and fl a vo ring .
In gro c ery and conv e nience stores across Mexi c o,w o rkers , k ids and
m o t h ers on-the-go can get a fil ling meal for about 35 cents.Th e
stores supply the hot water, p l a stic fo rks and salsa packe t s . Ja p a n -
b a sed ramen makers Maruchan and Nissin have smart ly added fl a-
vo rings that will appeal to Mexican consumers , such as go a t - m e a t
fl a vored ramen and picante shrim p, beef and chi c ken va ri e t i e s .
M a ruchan has about 85 percent of the market - its name is now the
g e n eric term for ramen in Mexi c o .Though it competes with Nissin ,
the company that invented ra m e n , M a ruchan is reaping the benefi t s
of its de ci s ion to stay in the Mexican market during the peso cri s i s
in the 1990s. W hile other brands pulled out or ra i sed their prices to
compensate for the de valued curr e n c y, M a ruchan held fast and
in c r e a sed market share. B ut Nissin hasn’t given up. It has an ex t e n-
s ive pro d u ct rese a rch de p a rtment wh ere food sci e n t i sts work at
de v el o p ing new fl a vo rs that cater to regional prefer e n c e s .
A meal of ramen noodles may taste go o d , b ut li ke most fast fo o d ,
it’s loaded with fat, c a l o ries and sodi u m .That fact , and the way
ramen p r e p a r a d a is usurp ing tra di t ional Mexican foods li ke rice and
beans (consumption of beans has dropped by half since 1995,
a c c o r ding to a tra de gro u p ) , has many nut ri t io ni sts and cultura l
gu a r dians worri e d . B ut they are fig h t ing an uphill battle - and their
own gov ern m e n t . D i c o n s a , a gov ernment agency that di st ri b ut e s
food to the ru ral poor, stocks mil lions of pounds of Maruchan ra m e n
a l o ng with staples li ke pow dered mil k , flour and cooking oil for sale
in gov ern m e n t - s u b s idi zed country st o r e s . It began st o c k ing ra m e n
a b o ut five ye a rs ago in response to store managers , who said cus-
t o m ers were in c r e a s ingly de m a n ding it. “ Tra di t ions are changing
f a st , even up in the mountains and in the country s ide, ” one Diconsa
m a n a g er said . “ You can spend days cooking beans. M a ruchan is
r e a dy in three min ut e s . All the mother has to do is boil the water
and throw in the chili e s .”
W hile the hung er for ramen shows no signs of cooling off, t h ere are
t h o se who want to preserve Mexico’s food tra di t io n s .“Our food is
our heri t a g e, ” one gra n d m o t h er said . “ Th ere are riches on our
t a bl e s . If we don’t part a ke out of lazin e s s , shame on us.”

“Steeped in a New Tra di t io n , ” Los Angeles Times, O ct o b er 21, 2 0 0 5

N ew for Rove r : fur highlights and 
polished na i l s
S e v eral in n ova t ive new pet care pro d u cts are making a major splash
in t ern a t io n a l ly. A c c o r ding to fin dings from Chi c a go rese a rc h er
M in t el’s Global New Pro d u cts Database, an ex p l o s ion of pampering
pet pro d u cts is leading a global fashion upswing in the marke t .
P ro d u cts ra nge from toil e t ries and cosmetics to weight-loss supple-
ments and st r e s s - r elief spra y s . So far this ye a r, 465 new pet care
p ro d u ct in t ro d u ct ions have been tra c ked worldw ide, up sig ni fi c a n t ly
f rom 2004’s 291 new pro d u ct launches.
N o rth America dominates the se ct o r, a c c o u n t ing for 58 percent of all
new pro d u ct launches since 2003. E u rope and the Asia-Pa ci fi c
r e gion fo l l ow with 16 and 17 percent of the launch share, and Mid d l e
E a st / A f rica and Latin America account for 7 percent each.
“ C o n s u m ers , e s p e ci a l ly empty nest ers , often view their pets as ex t e n-
s ions of their famili e s , ” says Lynn Dorn bl a ser, di r e ctor of Min t el ’ s
C u stom Solut io n s . “ They feel that what is good for the human mem-
b ers of the house h o ld is good for the pet members of the house h o ld .
Th er e fo r e, many of the pro d u cts we see on the market are those that
tie in with key human trends: l o o k ing ni c e, f e eling good and giving
yo u rself an indulgent treat.”
S e v eral key cosmetics in t ro d u ct ions can be se e n , s p e ci fi c a l ly in the
fur enhancement catego ry. In the U.S., Pet Society has launched
Color Hig h lig h t s , a pro d u ct that gives pets tempora ry fur hig h lig h t s .
P. T. & Son’s Bra vo Dog Shampoo from Vietnam claims to have
c o l o r- e n h a n cing pro p ert i e s , s p e ci fi c a l ly fo rmulated for black fur.
Pretty nails are also the newest se n s a t ion from U.S. company Jo h n
Paul Pe t . It has in t roduced Nail Lacquer for Cats and Dogs, a fast -
d ry ing gloss with nail fo rt i fi ers , a va il a ble in 12 colors . M oving in t o
the fra grance fro n t , S o uth Africa’s Ky ron Labora t o ries has in t ro-
duced Purl Freshness Spra y, a baby-pow der scented dog gro o ming
s p ray that doubles as a de o d o rant and moi st u ri zer.
Stress prevention is also a hot topic in the pet arena. On the st r e s s -
free front in the U.S., Nala Barry Labora t o ries in t roduced Pe t
O r ga nics No-Stress Behavior Modi fi c a t ion Spra y, s a id to reduce anx-
iety and nervousness in cats and dogs. C r e a t ive Sweets in the U.S.
also launched Chill Pills under the Sock Puppet bra n d .Th e se anti-
stress pills contain natura l ly occurring amino acids used for tra v el
s i c k n e s s , n ervousness and everyday st r e s s .
A n o t h er key pet wellness topic is weight contro l . With obesity in peo-
ple hi t t ing the fo r e f ront of major health di s c u s s io n s , pets are on the
hot seat as wel l . Pet Naturals of Vermont in the U.S. launched K-9
Carb Dow n , a weight-loss supplement for dogs containing Phase 2
Pet Starch Neut ra li zer.

In case you missed it...
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news and notes on marketing and research

Have you tried tryvertising?
The November e-newsletter from trendwatching.com had an extensive piece on tryvertising, an updated form of marketing through product sam-
pling/testing. As Trendwatching defines it, tryvertising is an almost Zen-like way to market by not marketing. It is a “new breed of product place-
ment in the real world, integrating your goods and services into daily life in a targeted, relevant way, so that consumers can make up their minds
based on their experience, not your messages.”
In addition to copious examples of tryvertising - Oral B distributing its disposable Brush-Ups teeth cleaners to KLM passengers after their in-flight
meals; Sony loaning DVD handy-cams to London Zoo visitors for an hour; Kodak and Hyatt encouraging vacationing families to try out the
EasyShare Wi-Fi digital camera at select U.S. Hyatt properties - the Trendwatching folks offer helpful tips on how to and how not to tryvertise.
Relevance is key:“The moment you push your try-out product to a broad audience at a non-relevant moment, and/or as a stand-alone item, not
much will happen.The moment you solve a problem or add to an experience, making trying-out about empathy, not about pushing sales, you’re in.”
Check it out at www.trendwatching.com/newsletter/newsletter.html.

http://www.trendwatching.com/newsletter/newsletter.html
http://www.quirks.com




Consumers will be feeling the spirit
of the season when they hit the stores
for their holiday shopping, according
to the findings of a survey by the
National Retail Federation (NRF),
Washington, D.C.The NRF 2005
Holiday Consumer Intentions and
Actions Survey, conducted by
BIGresearch,Worthington, Ohio,
found that the average consumer

plans to spend $738.11 this holiday
season, up 5.1 percent from the previ-
ous year. Furthermore, consumers
will spend an additional $86.62 on
themselves.

The survey is in line with NRF’s
holiday sales forecast, which expects
total holiday retail sales to increase 5.0
percent over last year to $435.3 bil-
lion.“Just as retailers plan ahead for
holiday sales and promotions, con-
sumers plan ahead and budget for the
holidays,” says Tracy Mullin, president
and CEO of the NRF.“With extra
money tucked away to spend on
what’s important, shoppers will be
hitting the stores and spending on
their loved ones, and on themselves.”

Shoppers will be scooping up a
variety of merchandise this holiday
season.According to the survey, con-
sumers will be dedicating the majori-
ty of their holiday spending to gifts
for family ($421.30) and friends
($78.99).Their generosity will also
spread to the other people in their
lives, with consumers planning to
spend $21.05 on co-workers and
$44.16 on gifts for other people,
including babysitters, teachers and
clergy. Other items holiday shoppers
will purchase this year include deco-
rations ($40.86), greeting cards and
postage ($28.22), candy and food
($87.75) and flowers ($15.78).

Consumers aren’t forgetting to pick
up a few items for themselves while
shopping.According to survey results,
consumers will spend an additional
$17.68 billion on non-gift purchases
for themselves or their families this
holiday season. Men will be the most
generous when it comes to treating
themselves, with the average male
spending $108.87.“While it is always
fun to buy a present for that special
someone in your life, it is hard to
resist adding a little something extra
for yourself. Many consumers use
two-for-one sales as a great excuse to
get a gift for someone on their list
and to treat themselves,” Mullin says.

Consumers have not forgotten to
add a few of their favorite items to
their wish lists. Books, CDs, DVDs,
videos and video games once again
remain popular items, with 55.5 per-
cent of consumers hoping to receive
something in that category.Apparel is
also another gift favorite, with 54.4
percent hoping to receive clothing or
accessories this year. Other popular
items on their lists include gift cards
(52.3 percent), consumer electronics
(38.4 percent), jewelry (26.4 percent)
and home décor (23.3 percent).

When it comes to choosing where
to purchase holiday items, shoppers

are looking for a deal. More than
one-third of consumers (37.9 per-
cent) said that sales or price discounts
are the most important factor in their
decision to purchase from a particular
store. Selection is also important, with
nearly a quarter (23.1 percent) of
consumers polled ranking selection of
merchandise as a top factor, while
other consumers chose where to shop
based on quality of merchandise (11.0
percent) or location (6.5 percent).
Consumers also appreciate good,
knowledgeable customer service, with
3.7 percent saying it was the most
important factor when choosing
where to shop.

Many consumers have already got-
ten a head start on their holiday shop-
ping.According to the survey, 15.3
percent of consumers started their
holiday shopping before September;
an additional 6.3 percent started in
September.Another group, 18.5 per-
cent, planned to begin in October.
More than one-third of consumers
(37.4 percent) began their holiday
shopping in November and nearly
one in four (22.5 percent) will wait
until December.

The survey also found that con-
sumers plan to shop at a variety of
stores this year, with discounters (71.4
percent) and department stores (59.4
percent) once again remaining top
shopping destinations. Other popular
stores include specialty stores such as
clothing, toy or electronics (46.5 per-
cent) and grocery stores (47.4 per-
cent).The popularity of online shop-
ping continues to grow, with almost
half (42.6 percent) of consumers
planning to purchase gifts online, up
from 38.3 percent the previous year.

The NRF 2005 Holiday Consumer
Intentions and Actions Survey was
designed to gauge consumer behavior
and shopping trends related to the
winter holidays.The survey, which
polled 7,726 consumers, was con-

survey monitor
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Consumers aren’t holding back on holiday spending

continued on page 66
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Steven P. Henke has been named
president of Nashville-based 20/20
Research Inc., replacing founder Jim
Bryson, who has stepped down after
19 years at the helm. Bryson will stay
on as chairman of the board.

Alina Serbanica has joined
Bucharest-based Ipsos Interactive
Services Romania as access panels
director.

Bellomy Research, Inc.,Winston-Salem,
N.C., has named Jim Harper man-
ager, marketing sciences.

Mark Heckman has been named to
the newly created position of vice
president, retail insights, at Sorensen
Associates, a Portland, Ore., research
firm

Dina Paglia has joined Interviewing
Service of America (ISA),Van Nuys,
Calif., as account executive.As part of
ISA’s acquisition of Opinion One’s
Computer Aided Visual Interviewing
data collection method, Peter Blair,
director, sales and marketing; Justin
Fister, senior software engineer; and
Aric Johantges, senior programmer,
have joined the ISA staff.

Insight Express, Stamford, Conn., has
named Michael D. Krameisen
senior account executive in the media
sector. In addition, Jean Marie
McCormick, Jon Weinstein and
Annalisa DeLena have been pro-
moted to project manager. Samantha
Eskenazi has been promoted to cus-
tomer service manager. In the compa-

ny’s AdInsights group, Stephen
Jepson has been promoted to senior
manager, Juliana Aloia has been pro-
moted to manager of AdInsights, East
Coast, and Melissa Sherman and
Julie Wu have been named project
manager.

TVG Marketing Research & Consulting,
Dresher, Pa., has named Anne
Chapman vice president, strategic
account management.

NewYork-based Ipsos Insight has
named David Nemiah to its con-
sumer products research division as
vice president, global equity and
branding.

Heather Jacobson has joined JW
Broadcasting, Columbia, Mo., as direc-
tor of sales promotions and research.

Steve Falkiner has joined Research
International in the U.K. as human
resources director.

The NPD Group, Inc., Port
Washington, N.Y., has named Claude
Charbit president of its global beauty
business. In addition, Glen LeBlanc
has been named research director for
wireless services; Drew Hull has
been hired as research director for
mobile content; Ron Friedman has
been named vice president, NPD
Fashionworld product and business
development; and Art Spar has been
named vice president, apparel client
development.

Martin S. Glogowski has been
named president of GfK Strategic
Marketing, a Bala Cynwyd, Pa.,
research firm.

Tim Callahan, formerly president of
ACNielsen North America, has left the
company to become CEO of the
consumer group at Berwind, a
Philadelphia investment management
company.

St. Louis-based Maritz Research has
named Joanne Paternoster an exec-
utive consultant with the hospitality
research group.Also, Elmer Rich has
been named account manager, finan-
cial services group, and Dawn Ray
has been appointed general manager
of Maritz Research, UK.

J.D. Power and Associates,Westlake
Village, Calif., has named Gene F.
Cameron executive director of its
media practice area.

Mike Kirkham, chief executive of
U.K. research firmTNS, was named
winner of Research magazine’s first-
ever CEO of the Year award.The
award, which is part of the annual
Research Excellence & Effectiveness
Awards organized by the Market
Research Society in the U.K., is made
to an individual who has achieved the
most for their business over the past
12 months. Kirkham was nominated
for the award alongside Eric Salama
of Kantar and Dean Wiltse of
Greenfield Online. Separately,TNS
announced that David Lowden, cur-
rently chief operating officer, has been
appointed to succeed Kirkham as
chief executive on March 1, 2006.

Abt Associates, a Cambridge, Mass.,
research firm, has named Richard
Kulka senior vice president of strate-
gic business development. Carol
Simon has been added to the firm’s
health policy and clinical research
division.Mark Spranca has also
joined the division as a vice president.

Robert Callaway has joined Los
Angeles research firm PhaseOne
Communications as vice president
operations. In addition, Joel Lowell
has been named senior research man-
ager and Melissa Vogel has joined
the firm’s analytical department.

names of note
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Independent focus group
facilities unite
A consortium of ow n e r - o p e r a t e d
focus group facilities has banded
t ogether under the name Firs t
Choice Facilities.The staff of each
office will handle project coord i n a-
tion from city to city, to assist mod-
e r a t o rs with scheduling their focus
gro u p s .The facilities include:
S u p e rior Researc h , I n c. ,A t l a n t a ;
Fo c u s c o p e, I n c. , C h i c a g o ;Tro t t a
Associates Market Researc h , L o s
Angeles/Orange County; Fo c u s
P l u s , I n c. , N ew Yo r k ; F l e i s c h m a n
Field Researc h , San Francisco;T h e
G i l m o re Group Researc h ,
S e a t t l e / Po rt l a n d ; and Superi o r
R e s e a rc h , I n c. ,Ta m p a . For intro d u c-
t o ry multi-city discounts or more
i n f o rmation call 888-FCF-BIDS
(888-323-2437) or visit
w w w. f i rs t c h o i c e fa c i l t i e s . n e t .

Do mobile surveying with
E n t ry w a r e
Va n c o u ver-based Techneos Systems
I n c. is now offering Entry wa re ve r-
sion 5.0, s o f t wa re for mobile survey-
ing using devices such as Po c ket PC
or Palm OS units.Ava i l a ble in thre e
editions - Enterp ri s e, P ro f e s s i o n a l
and Small Business - the Entry wa re
system supports deployments rang-
ing from five handheld devices in a
single location to thousands of
d evices around the wo r l d . Its mu l t i-
lingual interface supports doubl e -
byte character sets such as Ja p a n e s e
and Chinese, and provides softwa re
tools to simplify the process of
e n t e ring translated content.

R e s e a rc h e rs can provide instant,
up-to-date survey results to their
m a n a g e rs and customers via a We b -
based re p o rting interfa c e.H a n d h e l d
u s e rs in the field stay connected
t h rough Entry wa re Serve r, using any
combination of wireless or wire l i n e
c o m munications - ranging fro m
GPRS to Wi-Fi to direct handheld-
to-PC cable connection. For more

i n f o rmation or to download a fre e
1 4 - d ay evaluation copy visit
w w w. t e c h n e o s . c o m .

Simmons GLBT study now out
Fo rt Lauderd a l e, F l a . , re s e a rch firm
Simmons has released the Gay and
Lesbian Consumer Study, w h i c h
examines the gay, l e s b i a n , b i s e x u a l
and transgender (GLBT) population
in the U. S.Simmons uses a national
p robability sample survey that pro-
vides information about the size,
c h a r a c t e ristics and behav i o rs of the
GLBT population.With an estimat-
ed annual buying power of ove r
$600 billion, the GLBT population
is drawing increased attention fro m
a d ve rt i s e rs and marke t e rs .The study
contains over 40,000 va ri a bl e s , o f f e r-
ing insights into the consumer atti-
tudes and behav i o rs of the GLBT
population segment re l a t ive to the
general marke t . For more inform a-
tion visit www. s m r b. c o m .

Info management system
compiles data enterprise-wide
U. K . re s e a rch firm Nunwood has
launched Fizz, an information man-
agement service designed to fa c i l i-
tate the dissemination of existing
e n t e rp rise-wide information to
e xe c u t ives and others charged with
i n f o rmed decision-making. Fizz pro-
vides a single, centralized inform a-
tion depository, consolidating and
a g gregating data from across the
e n t e rp ri s e. I n f o rmation deve l o p e d
i n t e rnally such as marketing docu-
ments can be pooled with data fed
in by the client’s external serv i c e
agencies such as re s e a rch re p o rt s ,
media buying statistics, re g u l a t i o n
u p d a t e s , competitor data, c u s t o m e r
p rofiles and ad tracker re p o rt s , a l l
re g a rdless of format or platform .T h e
moment this market intelligence is
fed into the system, it becomes ava i l-
a bl e, via an intranet, to all appro p ri-
ate client-designated employe e s .

I n f o rmation is accessed via a

G o ogle-style search query field,
i n t e grated within a client’s bu s i n e s s
s y s t e m .The system front end is tai-
l o red to re c reate the look and feel of
the client’s existing intranet system,
with the idea that wo r ke rs will feel
m o re inclined to utilize something
t h ey perc e ive as fa m i l i a r.

To help users trave rse the huge
volume of data amassed, Fizz uses an
indexing service which catalogs all
the key wo rds and phrases within
each new document uploaded to the
s y s t e m . Each of these is then
assigned a re l evance va l u e, so that
when a user searches for a key wo rd
the system re t u rns any related docu-
ment in order of re l eva n c e.

Via the search results page, u s e rs
can define their particular data
re q u i re m e n t s . R e s e a rch pro j e c t s , f o r
i n s t a n c e,can be displayed as a single
topline document or a series of
i n t e rconnected component files,
a l l owing users to view the level of
detail which suits them. For more
i n f o rmation visit
w w w. nu n wo o d . c o m .

N ew Web-based data
a nalysis tool from Monitor
Monitor Softwa re, a division of
C a m b ri d g e, M a s s . , consulting firm
the Monitor Gro u p, has intro d u c e d
M a r ke t S i g h t , a Web-based applica-
tion that is designed to stre a m l i n e
the re s e a rch analysis process by
a l l owing non-technical bu s i n e s s
u s e rs , as well as pro f e s s i o n a l
re s e a rc h e rs and statisticians, to slice
and dice data in real time. It ru n s
a p p l i c a ble statistical tests and color-
codes results to draw user attention
to interesting and statistically va l i d
t rends in the data. M a r ke t S i g h t
o f f e rs online charting for view i n g
results in graphical form . C h a rts can
be exported to applications such as
M i c rosoft Powe r Po i n t . M a r ke t S i g h t
is ava i l a ble as a hosted or installed

continued on page 70
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Acquisitions/transactions
PRIMIS Marketing Group,
Atlanta, has acquired MarketModels,
Inc., a Wickford, R.I.-based data
analysis firm.

Interviewing Service of
America,Van Nuys, Calif., has
acquired Opinion One’s proprietary
Computer Aided Visual Interviewing
data collection method and added it
to its list of services.

Synovate has acquired Asia-based
youth research agency The Filter
Group. Filter was started in 2000 by
Ian Stewart and StuartWason.The
company will become part of the
global specialist unit called Synovate
YC. Stewart becomes the head of
Synovate YC in Asia, based in
Bangkok.Wason has decided to pur-
sue new interests and will remain in
Singapore.

Pa ris-based I p s o s has entered into
an agreement to acquire U. K .
re s e a rch firm MORI Gro u p
L i m i t e d.MORI had 2004 reve nu e
of EUR 64.5 million with operating
p rofit EUR 8.2 million. B e t we e n
2000 and 2004, M O R I ’s compound
a n nual reve nue growth was 13.2 per-
c e n t . M O R I , which has approx i-
mately 460 employe e s , is headquar-
t e red in London, and has offices in
M a n c h e s t e r, E d i n bu r g h , B e l fast and
D u bl i n . Ipsos UK and MORI will be
merged to form Ipsos MORI.
R i c h a rd Silman, Ipsos UK CEO, w i l l
lead Ipsos MORI as exe c u t ive chair-
m a n . He will also be re s p o n s i ble for
the media re s e a rch bu s i n e s s . B ri a n
Gosschalk will be chief exe c u t ive of
Ipsos MORI, re s p o n s i ble for all
client areas of the bu s i n e s s , e x c e p t
media and operations. Sir Robert
Wo rc e s t e r, founder of MORI, w i l l
t a ke on a new role as chairman of
the advisory board of Ipsos Publ i c
A f fa i rs wo r l d w i d e. Sir A n d rew
L i k i e rm a n , M O R I ’s chairm a n , w i l l

c o n t i nue as a consultant.

PortWashington, N.Y., research
firm The NPD Group has acquired
DisplaySearch, an Austin,Texas,
provider of market research on the
flat-panel display industry.
DisplaySearch will continue to oper-
ate independently as an NPD Group
company.

Alliances/strategic part ne r s h i p s
Oslo-based Future Information
Research Management has signed
an agreement to provide its Confirmit
survey and report platform to London
research firm Research Now, which
plans to utilize and integrate the
Confirmit platform across its online
fieldwork services and panels.

Marten Board International, a
full-service market research and con-
sulting company in Serbia, has joined
the Harris Interactive Global
Network of independent market
research companies.

Association/organization news
The Council for Marketing and
Opinion Research (CMOR) and
the Marketing Research
Association (MRA) announced a
formal research alliance intended to
enhance their synergies and better
secure the protection of the research
profession in the U.S.As part of this
alliance, the two organizations will
combine support services and share
structures while maintaining their
individual leaderships.

Both organizations see their
alliance as another step toward unify-
ing the marketing research profession,
as evidenced in last year’s merger of
MRA and the Interactive Marketing
Research Organization (IMRO).
“This alliance is a win-win for
CMOR and the research industry,”
says Terri Hansee, chair of CMOR.
“By gaining the support of a larger
organization we strengthen our

resources while maintaining our inde-
pendence, which is important to the
work we do.”

The American Marketing
Association has given its 2005
Charles Coolidge Parlin Marketing
Research Award to Howard R.
Moskowitz.The award was presented
to Moskowitz for his notable contri-
butions and dedication to the ongo-
ing advancement of marketing
research practice. Moskowitz, presi-
dent and CEO of Moskowitz Jacobs
Inc., aWhite Plains, N.Y., research
firm, has written and edited 16 books
and over 300 articles, and serves on
the editorial board of many journals.
The Parlin Award was established in
1945 as a memorial to Charles
Coolidge Parlin, who is recognized as
a founder of marketing research.

The Mystery Shopping
Providers Association (MSPA) has
announced its 2005-2006 North
America board of directors.The
MSPA North America Board consists
of 12 directors elected by MSPA
North America members.The direc-
tors serve three-year terms.The board
also includes the president of MSPA
Europe.The new officers for 2005-
2006 are: president - David Rich,
president of ICC/Decision Services,
Wayne, N.J.; vice president - Tom
Mills, co-owner of Howard Services
Inc., and managing partner of Service
Sleuth, the Mystery Shopping divi-
sion of Howard Services, Boston;
treasurer - Christopher Warzynski,
vice president of Beyond Hello,
Madison,Wis.; secretary - Reb
Henry, president of Feedback Plus,
Dallas.Additionally, two new directors
joined the MSPA board: Susan Seiler,
president of SG Marketing Group,
Arnold, Calif., and Gary Topiol, COO
of GfK NOP Mystery Shopping,
NewYork.

continued on page 72
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I
If yo u ’re faced with a situation
w h e re you need to test reactions to
a number of va ri a bles or trade-offs,
the analytical hierarc hy pro c e s s
(AHP) is a method that works we l l
when there are few va ri a bles to
t e s t .Testing five or fewer va ri a bl e s
is the optimum and you likely can
do the nu m b e r - c runching yo u rs e l f.
It works particularly well when
helping manu fa c t u re rs determ i n e
h ow to bundle product feature s ,
h ow to determine which brand
goes with a particular product or
which payment options to offer,
e t c.

AHP allows the re s e a rcher to
t a ke several decision attri butes or
k n own va ri a bles that go into a
decision process and, by polling
re s p o n d e n t s , d e t e rmine which are
the most import a n t . Decision va ri-
a bles or product features are paire d
against each other and re s p o n d e n t s
pick the feature they like best
among the two va ri a bl e s / f e a t u re s ,
e. g . , cost vs. re l i a b i l i t y.
Respondents can choose betwe e n
t wo choices or va ri a bles at a time.

F a c t o rs are then stacked up against
each other on a scale from 1 to
1 0 0 , which roughly equates to per-
centages or impact on a 100-point
scale among the fa c t o rs tested.

The main advantage of this
technique is that it can effective l y
d e t e rmine the re l a t ive import a n c e
of items used as cri t e r ia for mak-
ing a decision and show which
choice might have the best “ p l ay.”
Traditional re s e a rch methods often
fall short because you can only
test one feature against another.
I t ’s also easy to use and re q u i res no
fancy softwa re or pro p r i e t a ry
t e c h n i q u e s .

“When asked to rank or rate a
list of things according to some
c ri t e ri o n , such as pre f e re n c e, va l u e,
r isk or cost, one might be able to
rank their order and even to assign
some nu m b e rs to their re l a t ive
positions on the list,” w rote Dav i d
H a l l owe l l , a founding partner of
R o c k l a n d , M a s s . , consulting firm
Six Sigma A d va n t a g e, in an online
a rt i c l e. ” H oweve r, t wo pro bl e m s
a r ise in that simple scenari o. F i rs t ,

w h a t ever measurement scale is
chosen is just ordinal at best. A rat-
ing of 10 does not mean the pre f-
e re n c e, risk or whatever for an item
is twice that of an item rated 5.
(One might be tempted to treat the
nu m b e rs as a ratio scale, but there
really is no basis for it.) Second,
when there are more than a few
items on the assessment list, it gets
h a rd to keep all the pri o ri t i z a t i o n
considerations in one’s mind at the
same time - making it hard to
think about and to complete the
t a s k . AHP takes that simple-enough
looking pri o ritization pro blem and
m a kes it simpler and more mean-
ingfully measurabl e. It reduces the
list into pairwise comparisons and
asks for a ratio assessment of each
p a i r.”

For example, if one we re analyz-
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Using the analytical
hierarchy process

data use

E d i t o r ’s note: Bob Beaulaurier is part n e r,
and Marlene Holm is an account
e xe c u t i ve, with Market Decisions Corp. , a
P o rt l a n d , O r e. , r e s e a r ch firm .They can be
r e a ched at 503-977-6747 or at
b o b @ m d c r e s e a r ch.com or
m a r l e n e @ m d c r e s e a r ch . c o m .

By Bob Beaulaurier and Marlene Holm>
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ing which home luxuries we re the
hot buttons for home bu ye rs , o n e
might trade off “ t h ree-car garage”
ve rsus “central air conditioning”
ve rsus “ v i ew of the city” ve rs u s
“gated commu n i t y ” ve rsus a
“ g o u rmet kitchen.” Using AHP the
re l a t ive performance of the home
l u x u ries could be compare d .T h e
question might look like :

Q 1 . If you were choosing between
home options, please select the one that
is more important to yo u :

1 . Central Air Conditioning
2 . G o u rmet Kitchen

With A H P, each of the attr i bu t e s ,
in this case home luxuri e s , wo u l d
be compared against all other home
l u x u ry items.This means you know
the re l a t ive performance of each
a t t ri bute ve rsus all other attri bu t e s .
Conjoint users often do not have
d i rect compari s o n s , which makes it
difficult to use the analyses for dif-
f e rent situations.With AHP it is
easy to take out va ri a bles and re ru n
the analysis because you have data
for each va ri a bl e. So a home deve l-
oper in this example could use the
analysis again when going to a
location that did offer city view s ,
for example, to see which attr i bu t e s
would be the top three to include
in a marketing bro c h u re.

S i m i l a r l y, AHP can be easily uti-
lized for subsegments.This is par-
ticularly useful when you do not
k n ow who the target audience is
ahead of time. A g a i n , this may be
m o re difficult with some other
analyses which do not collect data
for each attri bute and it could turn
out that your target market is inter-
ested in a subset of va ri a bles that
we re not compared to each other
d i re c t l y. In the luxury home exam-
p l e, because we asked about “ v i ew
of the city” against all other va ri-
a bles we can take it out of the
a n a l y s i s . S i m i l a r l y, in a place like
Phoenix where central air condi-
tioning is a given in any home, we
could take that out of the analysis

in that market and see the re l a t ive
p e r f o rmance of the remaining va ri-
a bl e s .

AHP also helps capture both
s u b j e c t ive and objective eva l u a t i o n
m e a s u re s , p roviding a useful mech-
anism for checking the consistency
of the evaluation measures and
a l t e rn a t ives suggested by the team,
thus reducing bias in decision-
m a k i n g .

Getting start e d
AHP is basically a five-step pro c e s s :

1 . Identify the fa c t o rs of the
d e c i s i o n .

2 . C o m p a re each factor against
eve ry other fa c t o r, indicating how
much more (or less) import a n t
Factor A is to the decision than
Factor B.

3 . Change those “ s o f t ” c o m p a r-
isons to nu m e ric va l u e s .

4 . Place the nu m e ric values into
a pairwise comparison matri x , w i t h
the As in the rows and the Bs in
the columns. Note that each
a n swer results in two cells being
f i l l e d .

5 . N o rmalize the matrix to get
the we i g h t s .

For example, if one team within
a company believes that Factor A is
much more important to customers
than B, B and C are of ro u g h l y
equal import a n c e, and D is slightly
m o re important than either B or C
and moderately less important than
A , the analytical hierarc hy pro c e s s
can show the re l a t ive weights (in
p e rcent) of how important Factors
A , B, C and D are.

This also gives a starting point
for tweaking a decision. Fo r
i n s t a n c e, suppose Factors B and C,
instead of being exactly equal,
we re a couple of percent differ-
e n t .You can test to see how re l e-
vant that difference is. Once yo u
h ave the weights of these fa c t o rs ,
you can run what-if scenarios and
s i mulate their impact on the bot-
tom line.

Using the home luxury example,
suppose that “ v i ew ” and “ g a t e d
c o m mu n i t y ” p e r f o rm re l a t ive l y
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e q u a l l y. It may be possible to focus
on promoting the “gated commu-
n i t y ” aspect instead of pro p e rt y
v i ew s , which might give an equal
punch to marketing efforts for a
l ower cost since pro p e rties with
v i ews are often more expensive for
d eve l o p e rs to purchase and for
h o m e ow n e rs in terms of pro p e rt y
t a xe s , e t c. Of cours e, a caveat is that
underlying these decisions may be
other fa c t o rs (in this case securi t y
and location, l o c a t i o n , l o c a t i o n ) , s o
some care and consideration also
goes into transferring the analysis
to other situations.

H ow the technique wo r k s
Each of the cells in the pairwise
c o m p a rison matrix is the quotient
of the row it re p resents by the col-
umn it re p resents (row divided by
c o l u m n s ) .The first cell in the
upper left-hand corner is A / A ,
which will always equal one - same
for B/B, C / C.The second cell in
the first column of the matrix is

row B, column A . H e re, find the
question where Factor A is com-
p a red to Factor B.T h e n , t a ke the
number of respondents choosing
Factor B and divide that by the
number choosing Factor A for that
q u e s t i o n .This quotient is then put
into that cell.

This pro c e d u re is followed for all
of the cells. For each cell, t h e re is

also a cell with its inve rse in the
m a t ri x . R e c ognizing this save s
looking up the question twice
when finding the quotient for each
of the cells. N e x t , the columns of
this comparison matrix are added.
The sum is used to weight that col-
umn and each of the fa c t o rs in that
column are divided by the sum.
The resulting matrix is called an

Check Pay-by-phone Online

Check A/A A/B A/C

Pay-by-phone B/A B/B B/C

Online C/A C/B C/C

Pairwise Comparison Matrix 1

Check Pay-by-phone Online

Check 1 320/80 340/60

Pay-by-phone 80/320 1 200/200

Online 60/340 200/200 1

Pairwise Comparison Matrix 2
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adjusted matri x .The average of
each of the fa c t o rs ’ rows in the
adjusted matrix is a simple mean. I t
is gathered by adding the cells in
the row and dividing that sum by
the number of cells in the row.T h i s
average is the weighting that
respondents put on that factor on a
scale of 1 to 100.This pro c e d u re
can be applied to more or fewe r
f e a t u res or attri bu t e s .

As an example of AHP in action,
s ay a utility company wanted to
d e t e rmine which type of pay m e n t
method (by check, by phone or
online) its customers most pre-
f e rre d .To determine the re l a t ive
s t rength of payment options cus-

t o m e rs we re asked to choose fro m
the follow i n g :

1 . Check vs. p ay - by - p h o n e
2 . Online vs. c h e c k
3 . Pay - by-phone vs. o n l i n e
All options are traded off against

each other as shown in pairwise
c o m p a rison matri xes 1 and 2.

Note that we really only have
choices for three items in compari-
son matrix 3. As shown in matri x
1 , t h ree of the options are compar-
ing one va ri a ble to itself (A vs. A , B
v s . B, and C vs. C ) . B vs. A is the
same as A vs. B, so we do not need
to ask that question twice.We re c-
ommend rotating the order to
avoid any ordinal bias when

a d m i n i s t e r ing the questions.
Adjusted comparison matrix 1
s h ows the ratio of re s p o n d e n t s
indicating their choice was the row
over selecting the column.

The adjusted comparison matri x
is a fancy name for a table that
weights the re l a t ive performance of
the attri butes tested so that they
value 100 points by dividing the
column totals from the pairwise
c o m p a rison matri x . Pairwise matri x
3 shows the nu m b e rs utilized and
the results are shown in adjusted
m a t rix 2. Since most decision mak-
e rs and market re s e a rc h e rs are ve ry
c o m f o rt a ble with 100 points, this is
an appro p riate way to show the re l-
a t ive strength of each of the attr i b-
u t e s . In short , the adjusted compar-
ison matrix weights each va ri a bl e ’s
c o n t ri bution out of 100 points.

The results in adjusted compari-
son matrix 2 show that the re l a t ive
p e r f o rmance of paying by check
(70) still significantly outperform s
the online (16) and pay - by - p h o n e
(14) options for this particular util-
ity company.

Not just a gut feeling
AHP offers the following benefits:

• It conve rts “ s o f t ” a s s e s s m e n t s
(used by people) into “ h a rd ” va l u e s
(that can be used by progr a m s ) .
E x a m p l e : In choosing a car, Jo h n
l i kes the V-8 power and Jane like s
four doors best.With AHP we can
look at car bu ye rs overall and see
what percent of the time they
choose V-8 or four doors ove r
another feature.We can even ru n
separate AHP analyses for males
ve rsus females so that we are not
just taking product managers ’ o r
e xe c u t ive s ’ gut feelings for what
the marketplace wa n t s .

• It allows for shades of gr ay.
C o n t i nuing with the car theme,
suppose the V-8 motor is not an
o p t i o n .Traditional re s e a rc h
a p p roaches are difficult to use when
you pull out va ri a bles once you get
to the analysis phase.With A H P,
because of multiple paired compar-
i s o n s , you can run the analysis

Check Pay-by-phone Online

Check 1.0000 4.0000 5.6667

Pay-by-phone 0.2500 1.0000 1.0000

Online 0.1765 1.0000 1.0000

TOTAL 1.42647 6.0000 7.6667

Pairwise Comparison Matrix 3
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without the V- 8 . Each va ri a ble is
c o m p a red against each of the other
va ri a bl e s , so you know definitive l y
f rom each respondent which option
t h ey would choose because no va ri-
a ble comparison is left out of the
analysis as with conjoint or some

other common analyses.
Similarly with our utility pay-

ment options, using the same data
that is already collected by compar-
ing each pair against eve ry other
p a i r, you could see the perc e n t
choosing “ p aying by check” ove r

“ p aying online” if “ p ay by phone”
we re eliminated from the options.
T h e re f o re it gives you the ability to
s i mulate different options and dif-
f e rent costs associated with differ-
ent options.

By using A H P, we can often go
right to the behavior and the activ-
ity people would choose, avo i d i n g
all of the other va ri a bles that a
fancier analysis might include.T h i s
can be particularly helpful if there
a re lots of va ri a bl e s , p a r a m e t e rs and
baggage that people use to make
their decision.

A simple AHP analysis isn’t alway s
b e t t e r,but it can be straightforwa rd
to use.Though we advise you to
a lways consult and support yo u r
m a r ket re s e a rch pro f e s s i o n a l ,AHP is
something that most qualified
re s e a rc h e rs can do with a simple
s p readsheet without buying sophisti-
cated softwa re. (An Excel file with an
a c t ive AHP worksheet is ava i l a ble at
w w w. m d c re s e a rc h . c o m / e x t r a n e t / a
hp_ example.xls.)  |Q

Check Pay-by-phone Online Result

Check 1.0000/1.42647 4.0000/6.0000 5.6667/7.6667 Average of row

Pay-by-phone 0.2500/1.42647 1.0000/6.0000 1.0000/7.6667 Average of row

Online 0.1765/1.42647 4.0000/6.0000 1.0000/7.6667 Average of row

Adjusted Comparison Matrix 1
(Ratio of # selecting the row/# selecting the column)

Check Pay-by-phone Online Result

Check 0.70103093 0.66667 0.73913043 0.702276

Pay-by-phone 0.17525773 0.16667 0.13043478 0.157453

Online 0.12371134 0.16667 0.13043478 0.140271

100

Adjusted Comparison Matrix 2
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D
Depending on the goals of a specific
q u a l i t a t ive re s e a rch assignment, it can
be highly pro d u c t ive for re s p o n d e n t s
to arrive at focus groups thoro u g h l y
p rimed and we l l - i m m e rsed in a par-
ticular category.

In order to accomplish this, a skilled
moderator calls upon va rious tools
and techniques in the form of re s p o n-
dent homework assignments.T h e s e
might include activities such as col-
l a g e - bu i l d i n g ,“thought log ” d i a ri e s ,
audio re c o rding of spontaneous
i m p re s s i o n s , c og n i t ive sequencing and
in-situ product photogr a p h s , to name
a scant few.A broad arr ay of tools and
techniques can be used in tandem or
i n d iv i d u a l l y, depending on appro p ri-
ateness and project objective s .W h i l e
t h e re is obviously no one-size-fits-all
application of these techniques, it is
generally felt by this moderator that
some form of respondent pre p a re d n e s s
can enhance many qualitative inve s t i-
gations by heightening the depth and
b readth of insight and learn i n g .

The premise here is that when
respondents are thoroughly “ i n t o ” a
p a rticular subject matter, on a pre-
meditated leve l , t h ey are more psycho-

l ogically and verbally equipped to
c o n t ri bu t e, in a meaningful way, to the
specific re s e a rch goals at hand.T h i s
p re p a re d n e s s , in turn , combats what
we as qualitative re s e a rc h e rs and
clients have all, at one time or another,
disappointingly experi e n c e d : t h e
c o c ked heads and quizzical, e m p t y
s t a res of respondents reacting to ques-
tions that, f rom their pers p e c t ive,
come far out of left field, j a rringly out
of context with their eve ry d ay liv i n g
e x p e riences and thought pro c e s s e s .
This is sometimes what happens when
clients and re s e a rc h e rs are too close to
their pro d u c t s , when objectivity and
an unbiased pers p e c t ive are lacking.
W hy we do re s e a rc h , after all, is to
gain deep insight into how consumers
conceptualize and think about a par-
ticular category, h ow they filter choic-
es and actually use a given pro d u c t ,
brand or serv i c e.This is gre a t , but let’s
give our respondents some useful tools
to help them dig beneath the surfa c e
to produce information that is tru l y
reve l a t o ry and useful to brand and
m a r keting gro u p s .

Ta ke for example the goal of getting
to the core of brand image/essence in

repositioning and branding wo r k .
Asking respondents to create separate
collages epitomizing a competitive set
of brand va l u e s , for instance, can re a l l y
help unearth image distinctions and
nuance - and reveal thoughts, f e e l i n g s
and associations which may otherwise
be extremely difficult for re s p o n d e n t s
to art i c u l a t e.T h e re are other re a s o n s
for using this type of tool:G roups are
simply livelier and more pro d u c t ive
f rom the get-go. Fo l l owing bri e f
i n t roductions at the beginning of the
actual focus gro u p s , discussion kicks
off energetically with re s p o n d e n t s
telling the “ s t o ry ” of their collages (or
other homework assignments), i n t e r-
p reting with ease what the visual
images mean to them.

In designing effective qualitative
study methodologi e s , re s e a rc h e rs and
clients should, t h e re f o re, c a refully con-
sider whether or not respondent pre-
p a redness will benefit study output.

24 | Quirk’s Marketing Research Review www.quirks.com

A little homework 
can work wonders

qualitatively speaking

E d i t o r ’s note: B a r b a ra Champion is
p rincipal of Chicago research firm B.
Champion A s s o c i a t e s. She can be
r e a ched at champbarb@aol.com or at
3 1 2 - 9 5 1 - 9 6 3 0 .

By Barbara Champion>
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H o m ework assignments may we l l
yield a number of advantages re l a t ive
to strengthening group dynamics and,
t h e re f o re, the quality of the learn i n g
that ensues:

• Respondents immediately interact
and bond with one another, re s u l t i n g
in less lost time due to re s p o n d e n t
wa rm - u p.When respondents arrive at
focus groups with some form of
h o m ework assignment in hand, I have

o b s e rved that they are far more like l y
to get acquainted with one another in
the waiting are a , which in turn
reduces the amount of time re q u i re d
for group room wa rm - u p.To set this
i n t e rp l ay in motion, I typically dri f t
into the respondent waiting area and
announce that eve rybody in our
group has, for example, kept a diary
c h ronicling how kitchen re m o d e l i n g
decisions have been made - how
design ideas we re filtere d , if and how

husbands contri buted to the ove r a l l
p ro c e s s , the role of professional design
c o n s u l t a n t s , what the biggest
headaches we re, e t c. G iven the ani-
mated discussion that usually follow s ,
respondents then enter the gro u p
room with a sense of camaraderie and
s h a red experi e n c e, which makes mu c h
of the standard intro d u c t o ry sequence
s u p e r f l u o u s .

• Groups are more pro d u c t ive fro m
the get-go. G iven the above scenari o
and enhanced levels of fa m i l i a rity and
e a s e, respondents are ready to jump
right into conve rs a t i o n .Because they
h ave already essentially bypassed stiff,
ritualistic intro d u c t o ry form a l i t i e s
( e. g . , n a m e, wo r k , household compo-
s i t i o n , e t c. ) , respondents are pri m e d
and ready to contri bute to the heart of
the re s e a rch endeavor with deeper and
m o re reve l a t o ry insights.This is not to
a s s u m e, h oweve r, that eve ry re s e a rc h
topic lends itself to this appro a c h .
While wa i t i n g - room conve rs a t i o n
about interior design decisions can, f o r
e x a m p l e, be encouraged with highly
i nvo l v i n g , p o s i t ive re s u l t s , issues of a
highly sensitive and/or pers o n a l
n a t u re - subjects involving potentially
e m b a rrassing topics such as inconti-
n e n c e, female pattern baldness, i m p o-
tence - obviously do not lend them-
s e l ves to this type of uninitiated, o p e n
wa i t i n g - room discussion. In these
i n s t a n c e s , h o m ework assignments such
as diari e s , sentence completion exe r-
c i s e s , a d j e c t ive checklists and story-
telling may be better used as priva t e
i n s t ruments shared only with the
m o d e r a t o r.

• Descri p t i o n s / p o rt r ayals of brand
p e rsona are animated and involving -
and respondents are more able to ve r-
balize emotional and mu l t i - s e n s o ry
responses that are otherwise difficult
to art i c u l a t e. H o m ework assignments
i nvolving all types of collage-bu i l d i n g ,
c a rtoon draw i n g , fictionalized balloon
d i a l og u i n g , and personifications are
p a rticularly useful to help re s p o n d e n t s
d i f f e rentiate within categories that
m ay be functionally commoditized.
Ta ke for example cooking oil, s p e c i f i-
cally corn oil.Without homewo r k
assignments and the application of
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p ro j e c t ive techniques, h o m e m a ke rs in
groups we re unable to delineate, t o
a ny significant degre e, b e t ween oil
b r a n d s .When asked to develop col-
lages at home that epitomized the
re s p e c t ive brands, h oweve r, ri c h
d e s c riptions revealed brand-differe n t i-
ating imagery which was firmly ro o t-
ed in re gional cooking traditions and
the trans-generational influences of
o n e ’s mother, even gr a n d m o t h e r.

• The subtleties of situational con-
text and spontaneous thought can be
captured as they occur, rather than
through the potentially distorting fil-
ter of recall.We all know what it’s like
to try to reach back into the deep
recesses of our minds and recreate a
specific situation or set of circum-
stances - perhaps a range of conflict-
ing emotions we felt at particular
point in time, what factors influenced
a specific buying decision, how a fra-
grance or aroma affected our mood,
what distractions may have pulled us
away from initial impulses, how the
advice of a good friend or coercive
salesperson may have eroded our buy-
ing convictions, etc.The point here is
that, with the passage of time, our
memory of occurrences gets clouded,
and it is virtually impossible to recon-
struct in focus group rooms many
spontaneous thought processes.
Recording this information through
various homework assignments can,
however, document this invaluable
information.

• The resulting expression of nu a n c e
can be useful for ad agencies and cre-
a t ive deve l o p m e n t . Client teams are
a ble to quickly distill what brand
essence and usage scenarios are all
a b o u t .

Wo rth the effort
While it may cost re s e a rc h e rs more
time in terms of upfront planning
and pre p a r a t i o n , the application of
h o m ework assignments can often be
wo rth the extra effort .An experi-
enced moderator can determ i n e
whether or not this approach will
benefit a given study and set of
re s e a rch objective s . |Q
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Using computer softwa re to assist
with the analysis of qualitative
re s e a rch transcripts from focus
groups and in-depths has long been
commonplace in the realm of social
policy re s e a rch or academic re s e a rc h .
But watch a typical qualitative
re s e a rcher in the commercial sector
at work and a ve ry different picture
e m e r g e s .This is the world where
p rintouts and highlighter pens ru l e
s u p re m e, and where extra desks,
t a bles and even floor space are com-
m a n d e e red in the pursuit of insight.
Only after all the hard work has been
done is a computer likely to be used,
and then only to write a re p o rt in
Wo rd or put together a pre s e n t a t i o n
in Powe r Po i n t .

The critical difference in the com-
m e rcial world is time.The standard

computer-assisted qualitative data
analysis (or CAQ DAS) tools in use
by academic qualitative re s e a rc h e rs ,
such as NUD*IST (or N6) and
N V I VO, a re painstakingly time-con-
suming in the early stages.T h ey use a
c o d e - a n d - re t ri eve method, w h i c h
relies on the user marking up each
e n t i re transcript in relation to a clas-
sification scheme or code frame
b e f o re they can start to make any
h e a d way on the analysis.Analysis is
then carried out effectively by
q u e rying the database of marke d - u p
sections of the transcri p t , w h e re all
the re l evant fragments can be viewe d
t og e t h e r, along with other annota-
tions you may have applied. For most
c o m m e rcial re s e a rch it is ove r k i l l .
T i m e,budget and the sheer pace of
the businesses driving the re s e a rc h

mean it has to be a much short e r
track from evidence to insight for
the qualitative re s e a rc h e r.

It was a pro blem that QSR, t h e
Australian softwa re developer behind
both N6 and NVIVO, realized need-
ed addressing with a lighter-touch
tool modeled on the way commer-
cial re s e a rc h e rs wo r k . QSR launched
that tool, X S i g h t , in the middle of
2004 and the qualitative analysis and
management softwa re product has
benefited from two minor upgr a d e s
since then.

What makes XSight useful to
c o m m e rcial re s e a rc h e rs is that it is
modeled largely on the ways most
q u a l i t a t ive re s e a rc h e rs tend to wo r k .
Note that I say “ way s ,” because dif-
f e rent re s e a rc h e rs tend to have differ-
ent methods. Fo rt u n a t e l y, this tool is
sufficiently flexible to accommodate
m a ny of them without tripping up.

It certainly does not attempt to do
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XSight 1.2

software review

Editor’s note:Tim Macer, managing
director of U.K.-based consulting firm
meaning ltd., writes as an independent
software analyst and advisor. He can be
reached at tim@meaning.uk.com.

By Tim Macer>

Pros

• Flexible workflow model; easy to use
• Helps manage and analyze projects
• Reports exportable to Word or 

PowerPoint documents

Cons

• Lacks true multi-user support
• Some researchers will find it hard to adapt 

their methods to its structure

XSight qualitative research data analysis software

from QSR International (www.qsrinternational.com)

http://www.qsrinternational.com
http://www.quirks.com
mailto:tim@meaning.uk.com
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the thinking for the re s e a rc h e r.T h i s
is a common misconception - and
perhaps even a source of mistrust of
CAQ DAS among re s e a rc h e rs - that
the softwa re is somehow going to
p e r f o rm machine-directed textual
analysis and make the deductions for
yo u . It is pro b a bly better to think of
XSight as a vast transcript organizing
and cataloging system with the
added benefit of electronic marke r
pens that provide instant recall of
eve rything marke d .

Leap of fa i t h
XSight comes as a standard Wi n d ow s
desktop tool and is ve ry easy to
o p e r a t e.What is harder is getting
your mind to work in the rather
c o m p a rtmentalized and task-ori e n t-
ed manner of computer softwa re. I t
re q u i res a leap of faith that, a f t e r
working through all the steps, t h e
insights will flow and you wo n ’t have
ove r l o o ked any reve l a t i o n s .The iro ny
is that, with a little practice, you are
less likely to overlook anything with
this tool than with the old “ p a p e r,
m a r ker pen and recall from memo-
ry ” a p p ro a c h .

U n l i ke conve n t i o n a l , a c a d e m i c
CAQ DA S, the focal point with
XSight is really the interv i ew guide.
At the progr a m ’s core are three com-
p o n e n t s : the transcri p t , the analysis
f r a m ework (which usually equates to
the guide), and commentari e s
(which are essentially all the things
that interest or jump out at you as
you go through your transcri p t s ) .

The framework is a tree stru c t u re
of headings and subheadings which
you can make as gr a nular as you like.
So if “ p a c k a gi n g ” for a product wa s
your high-level topic,“ c o l o r,”
“ i m a g e s ” and “ wo rd i n g ” might be
the next level dow n , and within, s ay,
“ c o l o r ” you could list “ p i n k ,”“ bl u e,”
“ w h i t e,” then down to “ l i ke,”“ d i s-
l i ke,” and so on. It pays off going for
a pretty detailed analysis frame, a s
you will be able to pull out all yo u r
o b s e rvations at any level in the hier-
a rc hy and aggregate all those below
i t .

If you set up the framework in
a d vance of the fieldwo r k , this could

be used to supplement the guide, o r
even replace it, if you provide yo u r
m o d e r a t o rs with copies of XSight on
their laptops.This was how one firm
I spoke to had chosen to use it and
found it a great adva n t a g e, as the
guide could be refined during field-
wo r k , and moderators could do some
of the analysis immediately after the
group had finished

A m a z i n g l y, it will work quite hap-
pily without a transcri p t , if you wa n t
to work directly from tape or video.
You just set up each interv i ew or
gro u p, and don’t bother to import
a ny text, but enter in your commen-
t a ries dire c t l y.

A rticulated tre e s
If you are working with transcri p t s ,
you are likely to pick one, then wo r k
t h rough it, slotting in your observa-
tions as commentaries into the re l e-
vant point into the analysis frame-
work tre e. H e re, the screen is div i d e d
into three main are a s : t r a n s c ri p t ,
analysis framework and a space for
your comments and observa t i o n s .
When something jumps out at yo u ,
you click on the re l evant level in
your analysis hierarc hy and enter
some text. C l eve r l y, t h e re are thre e
d i f f e rent kinds of commentari e s :
a rt i c u l a t i o n s , verbatims and interp re-
t a t i o n s .

For a ve r b a t i m , all you need to do
is highlight the section of text and
drag it onto the re l evant heading in
your framewo r k .This usefully cre a t e s
a hyperlink back to the text, w h i c h
m e a n s , s everal hundred comments
l a t e r, you can always see the full con-
text of any verbatim that you pulled
o u t , simply by clicking on the link.
A rticulations lend themselves to
paraphrases and other specific obser-
vations you wish to flag; i n t e rp re t a-
tions are your first moves towa rd the
insights you will draw together into
the re p o rt .

If you have more than one tran-
s c ri p t , you can classify them by
d e m ographic as this can highlight
some of the differences you may be
looking for later on in your analysis.
D e m ographics could be the age
range of each gro u p, or gender, o r

g e ogr a p hy, or personal attri butes if
the transcript is of an in-depth inter-
v i ew.You can apply multiple attri b-
utes so you could even analyze by
d ay of the week or moderator.

Cut the transcri p t
If you choose to work directly fro m
audio or video, and forgo getting a
text transcri p t , it pays still to define
and classify each group or in-depth
i n t e rv i ew separately.This way, yo u
just leave the transcript part empty,
and simply use the analysis frame-
work to start filling in your com-
m e n t a ri e s . Of cours e, you will have
to type in any verbatim quotes, but it
can make for ve ry fast turn a ro u n d
ove r a l l .

The real power comes once all of
the marking-up or coding has been
d o n e.B ri n ging eve rything tog e t h e r
is done through the query window,
w h e re you can sift and sort all the
responses and use just about any clas-
sification or any level of the analysis
f r a m ework to pull out all the
responses for all the gro u p s , or filter
them by demogr a p h i c s .This is where
the real thinking goes on, and at the
bottom of the window, you can open
up a document which you can gr a d-
ually develop into your re p o rt .

R e p o rts can be either destined for
Wo rd or for Powe r Po i n t . In either it
will let you use headings and sub-
headings in Wo rd , or slides and bu l l e t
points in Powe r Po i n t , to organize
your re p o rt . It seems to work a lot
better in Wo rd . In ve rsion 1.2,
Powe r Point slides are simulated on
s c re e n , so you can see exactly how
much will fit on each page. E i t h e r
way, you can drag in the actual ve r-
batims that clients love, without hav-
ing to retype them and with all the
re l evant demographics on display.

You can share work to some
extent with the tool, but it is not a
multi-user tool, and relies on yo u r
m a n a ging multiple copies yo u rs e l f
then using the merge process to con-
solidate the re s u l t s .

Analysis in pr a c t i c e
R oxanne Suprina runs her ow n
q u a l i t a t ive re s e a rch consultancy,
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Fo c u s e d I n s i g h t s , in Wa l t h a m ,
M a s s . , and has used XSight with
c o n s i d e r a ble success on several of
her larger assignments. “Being a
re s e a rcher in the private sector as
opposed to the public sector I typ-
ically have to get a re p o rt to my
clients within two weeks of com-
pleting the field wo r k .This means
that I need to provide a thoro u g h ,
insightful and actionable re p o rt in
ve ry little time so I am looking for
ways to do that and not jeopard i z e
the integrity or the value of the
d e l ive r a bles I prov i d e.”

It was the tool’s abilities to help
organize her work on larger-scale
p rojects that appealed to her.“ W h e re
I have used it most is when I am
doing in-depth interv i ew s , or where
I am moderating focus groups and I
h ave another moderator with whom
I am part n e ri n g ,” she say s .“ To try to
t h o roughly analyze and unders t a n d
what I have heard across 35 or 40
i n t e rv i ew s , conducted over the
c o u rse of a month, I really need to
go back and revisit the transcri p t s

and reorganize and stru c t u re it in a
fashion that wo r k s . XSight has been
ve ry helpful for that.”

Typically Suprina works with tran-
s c ri p t s , using commentaries to add
her thoughts or capture exe m p l a ry
ve r b a t i m s .“One of the things I va l u e
most about XSight is the ability to
c a p t u re a quote or a commentary
and then track it back to its sourc e,”
she say s .

Since XSight was released last ye a r,
q u a l i t a t ive re s e a rc h e rs have generally
p roved reluctant to embrace the tool.
S u p rina suspects that price can be a
d e t e rrent for the one-person qualita-
t ive boutiques that form the back-
bone of the qualitative industry in
the U. S. , as the product does cost
a round the $1,000 mark.

She suspects another issue is the
wide va riation in analysis methods
among re s e a rc h e rs .“ We are all vic-
tims of our habits, to some extent.
And because of the tight timelines,
to go up that steep learning curve is
quite a challenge,” she say s .

“ A l s o, t h e re are va rying degrees of

rigor and va rious styles betwe e n
re s e a rc h e rs . It is really an issue of
s c a l e,and how convinced you are of
your abilities; of how accurate yo u
think you can be at nailing what yo u
h ave learn e d . I don’t ever want the
d ay to come when a client says to
me ‘I just looked at some of these
t r a n s c ripts and I am not finding what
you found.’ So I do find it re a s s u ri n g
that with this I can rely on going
back and really making sure that I
am applying some rigor to the
p ro c e s s .”

Real thinking
Perhaps it is over-optimistic to think
that the more cre a t ive, f re e - s p i ri t e d
and self-confessed technophobes
among those practicing qualitative
re s e a rch will find much excitement
in XSight. But for anyone intere s t e d
in reclaiming their office carpet for
walking on, as they analyze 40 tran-
s c ri p t s , this softwa re can not only de-
clutter the office, but potentially the
mind too, and claim back some time
for the real thinking. |Q
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D
eciding to expand into new markets is easy. It’s

deciding how to get there successfully that can

be problematic. One of the world’s largest

providers of IT services was ready to strength-

en its presence among small and medium

businesses, but needed to understand how the needs of those businesses

differed from those of the larger corporations with which the IT provider

was more closely identified.Which communication channels would be

most effective? What mix of base features would the markets prefer?

What portfolio of services would encour-

age small and medium businesses to

reconsider how they were currently

addressing their IT needs? Which delivery

models would provide the greatest value

- both real and perceived - to customers? 

The answe rs to those and a host of other

questions would be critical to success in launching a suite of services in a

highly competitive marke t , and the IT provider enlisted the help of our

f i rm ,B e h avioral Insights, in answe ring them.The re s e a rch team re c og n i z e d

that the real measure of value for the IT firm ’s re s e a rch investment would be

not only the quality of the information collected but also how well the

i n f o rmation was used across the organization to achieve desired outcomes.

A global 
consensus

E d i t o r ’s note: Shaan Rotolo is pri n c i p a l
p a rt n e r, and Kerry Cole is global research
m a n a g e r, with Behavioral Insights, a
New York research firm .They can be
r e a ched at shaan@behaviora l i n s i g h t s. c o m
and kerry @ b e h a v i o ra l i n s i g h t s. c o m .

IT firm seeks company-wide
acceptance of findings from
international qualitative project

> By Shaan Rotolo and Kerry Cole
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Acceptance and utilization
One challenge that sometimes arises
in doing international studies with
large corporations is that of facilitat-
ing the acceptance and utilization of
results between corporate headquar-
ters and local client teams in diverse
cultures.With that in mind, the team
used a collaborative approach that
often helps organizations to strength-
en teamwork and productivity. In
essence this process sought input and
feedback from local as well as corpo-
rate representatives of the IT firm
throughout the entire research
process.The approach was the
research team’s solution to ensuring
that local markets accepted and inte-
grated the eventual findings.

Behavioral Insights conducted 456
in-depth, face-to-face interviews, tar-
geting a hard-to-reach but important
audience of CEOs, CFOs, IT execu-
tives and business executives across
eight countries.The markets included

NewYork, San Francisco,Toronto,
London, Munich, Berlin, Milan,
Singapore,Tokyo and Sydney.

In keeping with the strategic plan
for global acceptance of the research
results, local staff were included at
every step, from formulating ques-
tions and discussion guides to assess-
ing responses. Bridging the gap
between corporate staff and local
managers not only increased internal
communication and knowledge but
also was important in eliminating the
U.S.-centered approach that too often
results when U.S.-based companies
commission important international
research.

Local teams, who ultimately are
responsible for implementing the
actions that grow out of the research
findings, add essential cultural and
market-specific perspectives that are
available only through those who are
intimately familiar with them.The IT
company was careful, however, to pull

together people who could make
decisions without additional approval,
and who would raise important con-
siderations without being sidetracked
by less valuable conversations.

Additionally, the collaborative effort
increases buy-in of the research across
the organization, and decreases the
likelihood that local teams will claim
global research doesn’t fit their mar-
kets. Instead, collaboration leads to
actionable results that the entire orga-
nization can use to meet corporate
requirements without sacrificing
essential cultural nuances.

Streaming video
Another integral component of col-
laboration was streaming digital video
recordings of the in-depth interviews
that corporate and local team mem-
bers could access 24 hours a day,
regardless of which time zone was
involved.This offered a number of
advantages, not least of which was
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that it allowed more people to partic-
ipate without incurring onerous addi-
tional travel expenses.Those who
agreed to view at least three videos
online and complete short question-
naires to help process what they’d
seen were later invited to participate
in online focus groups.

Attendance at traditional focus
groups usually is skewed toward mid-
dle managers, in part because senior
executives don’t have time to travel to
attend. More junior personnel may
have the time, but not the budget or
the authority, to participate.With
video technology, personnel at all lev-
els and all locations could get a sense
of the atmosphere in which the
research was conducted, as well as
seeing and hearing firsthand what
their colleagues and customers were
thinking.

Throughout the video process, the
research team was careful to maintain
security and confidentiality. Sessions
were never transmitted over a third-
party network, and Behavioral
Insights team members kept abreast of

rapidly changing legislation in the
countries in which the videos were
used.As an example, under Japanese
law, respondents’ faces could not be
shown in streamed video sessions.

Valuable though videoconferencing
has become, however, the research
team recognized that it could not and
should not be used to replace well-
conducted focus groups or interviews
in the qualitative research process.
Instead, video technology was an
adjunct to the interviews.

Online workshops
Three weeks after the fieldwork for
this project was complete, the research
team had prepared preliminary
reports.A week later, they began
inviting team members from across
the IT company’s global locations to
online workshops to discuss the
videos they had seen and the prelimi-
nary findings. Researchers gained top
management support to encourage
participation, but limited invitations
to those who had seen the minimum
number of videos and completed

questionnaires.
In interactive sessions, the corporate

team shared local knowledge that
prompted discussions of regional dif-
ferences and how the global findings
could be customized to accommodate
those nuances.These discussions also
led to higher-order action about how
these differences could be leveraged
company-wide.

The videos became the catalyst for
putting ideas on the table, where they
could be assessed from varying view-
points.The research team was careful
to caution participants against making
broad generalizations from the rela-
tively few videos they had seen, but
also recognized that when such gen-
eralizations occurred they could be
used to good advantage.

When participants’ conclusions
were at odds with those of the
research team, the team took care to
support their claims with evidence
from the research.They also encour-
aged dissent and discussion, while
consistently looking for the reasons
that data didn’t reflect the company’s

When one of the wo r l d ’s largest prov i d e rs of IT
s e rvices was ready to expand its market share it
k n ew pricing could make or break the launch.

But a conjoint study across eight countries (Canada,
G e rm a ny, I t a l y, S i n g a p o re, Ja p a n ,A u s t r a l i a , the United
Kingdom and the United States) would be pro h i b i t ive in
t e rms of both cost and time-to-market considerations.T h e
a p p roach used in this instance allowed the study to be
completed much more quickly than would be possibl e
with a conjoint study, without compromising the integri t y
of the data collected.Time was cri t i c a l , and re c ruiting and
f i e l d work we re completed in 13 short we e k s .

To solve the logistical problems attendant with an
international undertaking and still arrive at valid pricing
conclusions, the research team used the Van Westendorp
method on a carefully selected group of respondents.
Properly administered, the Van Westendorp technique
evaluates respondents’ price expectations for a given
product or service without asking directly what they
would pay (an approach that has been shown to be unre-
liable).

Instead, respondents were asked four questions:
1.At what price would you consider this service to be

a bargain (great value for money)?
2.At what price would it start to get expensive (but still

worth considering)?

3.At what price would it be so cheap that quality
would be doubted?

4.At what price is it so expensive that it would not be
considered at all?

This technique was used to provide a broad sense of
customers’ expectations relating to pricing across diverse
markets.

To control for drawbacks that have been associated
with this approach, the team recruited respondents who
had current knowledge of competitive pricing in the
market. Only those who indicated high degrees of famil-
iarity with pricing were selected for analysis.

Before beginning the Van Westendorp battery in inter-
view sessions, researchers provided each respondent with
a detailed service description based on product/service
features and functionality.This allowed respondents not
only to make meaningful pricing assessments but also to
more easily compare the new offerings to those of com-
petitors.

Finally, because perceptually-based pricing techniques
such as Van Westendorp often assume no barriers to
switching service providers, the research team explored in
significant qualitative detail the barriers and facilitators
related to switching.

The result of this approach? A valid assessment of what
pricing the market would bear.

Pricing models on a budget
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expectations.The process ensured that
the research remained as objective as
possible and that it accurately reflect-
ed the IT firm’s needs and desires.At
the same time, it established an atmos-
phere of trust and understanding
among all those involved.

Cross-pollination
The end result of the workshops was
a cross-pollination of knowledge that
brought greater corporate-wide
understanding of the challenges each
market would face in presenting the
new service portfolio to its cus-
tomers.At the same time, participants
came away with heightened motiva-
tion to succeed and some workshop-
stimulated ideas on how to proceed.

The success of any cross-cultural
global qualitative research project
depends on the extent to which
everyone involved feels the process is
one of internal dialogue and discov-
ery, rather than external diagnosis and
prescription. By uniting the diverse,
yet complementary, views of market-
ing and organization science, the
research team realigned varying IT
company managers’ styles and organi-
zational policies into a cohesive entity
capable of looking objectively at the
data collected.

Removing cross-cultural barriers
also helped remove any internal orga-
nizational barriers - barriers that too
often hinder how research insight is
disseminated and applied across the
organization. Qualitative research is,
by definition, about people.The com-
plex human systems involved in any
undertaking or organization can be
difficult to comprehend, but they are
the key to the successful launch of an
enduring, productive implementation.

The final component of the project
was a senior executive workshop that
tied the previous weeks’ work into
implications that were examined from
a broader strategic level.That work-
shop, conducted a week after the cor-
porate team workshops had been
completed, led to a final report that
provided the insights the company
needed to translate research findings
into actions that could impact the
bottom line.

In the pro c e s s , the re s e a rc h e rs
also learned some lessons.T h e i r
advice for future efforts includes:

• Understand the benefits and
d i s a d vantages of technology in
re s e a rc h , and re c ognize that no one
t e c h n o l ogy is appro p riate for eve ry
o r g a n i z a t i o n .

• Before showing re c o rded quali-
t a t ive sessions, caution viewe rs
about jumping to hasty conclu-
s i o n s . Encourage viewe rs to consid-
er attri butes such as atmosphere,
question order and types of re s p o n-
dents rather than making general-
izations about the re s e a rch before
data collection and analysis is com-
p l e t e.

• In international re s e a rc h , s e e k
feedback from local as well as cor-
porate markets throughout the
scope of the re s e a rch pro j e c t , a n d
adopt a culturally sensitive method-
o l ogy to increase acceptance and
i m p l e m e n t a t i o n .

• Encourage internal dialogue in
the client organization and use
workshops to help facilitate it.Wo r k

to bridge the gap between local and
c o rporate teams, and build open
c o m munication that will ultimately
i n c rease the likelihood of success.

• Maintain security and confiden-
tiality when broadcasting any t h i n g
over the Intern e t , and stay abre a s t
of the laws re g a rding data securi t y
in each country the re s e a rch is con-
ducted in.

• Trust the data. Encourage dis-
sent and look for reasons the data
i s n ’t what the client expected, bu t
u n d e rstand that it is often easier for
clients to dismiss solid re s e a rc h
findings than to examine and accept
what the data indicates.

Rich pro c e s s
Working with Behavioral Insights
re s e a rc h e rs , the IT firm discove re d
h ow to position its portfolio for
m a x i mum effect in multiple mar-
ke t s .At the same time, it discove re d
the rich process of internal cre a t iv i-
ty and communication that give s
a ny re s e a rch undertaking its fullest
va l u e. |Q
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How do you know when you have a new product opport u n i t y ?
O b s e rvations can often suggest that new product opport u n i-
ties are lurking in the collected data.The process of going

f rom observation to insight is not an easy one. It re q u i res a heavy dose
of what Edwa rd de Bono (1970) called lateral thinking, m oving fro m
rational calculation to imagi n a t ive leaps to the possibl e.

C o n s u m e rs themselves are not always conscious of what new pro d-
uct innovations would actually address their own wants and needs.
T h ey often believe that the currently ava i l a ble product offerings are as
good as anyone can find.When questioned directly about their wa n t s
and needs, c o n s u m e rs tend to offer complacent clichés - lower pri c e,
m o re per package, d i f f e rent colors - that hardly yield conceptual
b re a k t h roughs and revo l u t i o n a ry innova t i o n s .

This article describes the types of observations that should inspire
re s e a rc h e rs to think about the opportunities that may be reve a l e d
when we watch people in their roles as consumers . It suggests that
p e o p l e ’s behav i o rs may be better clues to what they want and need
than their expressed opinions.Ten categories of observations or behav-
ioral clues that should set innova t o rs thinking are outlined here.

• O b s e rving a pattern of product usage reveals process steps. When ethnog-
r a p h e rs pay close attention to consumers while the latter are using a
p ro d u c t , the re s e a rc h e rs can observe the stages through which re s p o n-

dents go from intention to satis-
fa c t i o n .The steps may begi n
when materials are assembled and
h o m e m a ke rs change clothing as
t h ey start a household clean-up,
and they end as homemake rs
a d m i re the shiny results of their
s c ru b b i n g .The steps consumers
go through from beginning to
end usually reveal clues to expec-
t a t i o n s , f e a rs , doubts and wishes.

P rocess steps in the laundry are exceptionally reve a l i n g . B e f o re using
their washing machines, c o n s u m e rs go through the task of sort i n g
clothing according to anticipated pro blems and wishes.Whites are sep-
arated from colored garments because of fears about colors ru n n i n g
and ruining the whites or because of expectations that white wa s h a bl e s
need extra attention with chlorine bl e a c h . Some homemake rs re m ove
h e avily-stained articles of clothing during the sorting process in ord e r
to treat them with additional pro d u c t s , such as stain re m ove rs or pre -

Watch, listen 
and learn

Editor’s note:This article is excerpted
from the new book Ethnography for
Marketers (Sage Publications) by
Hy Mariampolski, managing 
director, QualiData Research Inc.,
New York. He can be reached at
hy@qualidataresearch.com.
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s o a k s .
Paying attention to the process has

c e rtainly yielded more than a fa i r
s h a re of innova t i o n s , such as
n o n c h l o rine bl e a c h . C o n t i nuing to
seek possibilities in observations of
p rocess can take the category eve n
f u rt h e r. QualiData ethnogr a p h e rs
we re surp rised when a study of laun-
d ry practices in Tu r key revealed that
wo m e n , f o l l owing Islamic custom,
separated men’s garments from those
of wo m e n .This observation suggest-
ed innovations that could address the
needs and expectations of consumers
in this marke t , which we re not being
met by ava i l a ble brands.

• Consumers make mistakes. Pe o p l e
tend to blame themselve s , D o n
N o rman (1990) has noted, w h e n
t h ey make mistakes while using a
p ro d u c t .T h ey naively accuse them-
s e l ves of lacking experi e n c e, n o t
reading the directions care f u l l y
e n o u g h , or just not having enough
skill with technolog y.

M i s t a kes usually occur when the
p roduct does not make itself instant-
ly unders t a n d a bl e,when users ’ s t o c k
of knowledge creates contradictory
e x p e c t a t i o n s , or when their mental
images of the ways things are sup-
posed to work are violated by pro d-
uct operation.These pro blems with

usability and a re a d a ble user interfa c e
do not happen only with computer
p rogr a m s , cell phones and V C R s .
C o n s u m e rs make mistakes when
t h ey use all kinds of pro d u c t s , a n d
watching these usually provides fuel
for new product adaptation and
i n n ova t i o n .

S everal ye a rs ago, when we
o b s e rved consumers using insecticide
b a i t s , we we re surp rised to watch as
t h ey used insecticide sprays at the
same time, a huge mistake that in
effect deactivated the pro d u c t . B a i t s
a re supposed to work by attracting
s everal ants or roaches to feed in
their interior space and then wa l k
out to their nests and contaminate
the entire colony with the poisons
that adhere to them during their visit
to the bait.This operational pro c e s s
confused many consumers whose
expectations we re for the insects to
become trapped inside the bait or to
h ave such a powerful attractant in the
bait that many ants and ro a c h e s
would want to feed within.T h ey also
expected that the cri t t e rs would be
dying and injured as they marc h e d
back to their nests.The solution wa s
a more easily unders t a n d a ble pro c e s s
for arming the baits.

• Consumers combine products in
n o vel way s. When commercially ava i l-

a ble products do not perform as
expected or do not provide desire d
b e n e f i t s , c o n s u m e rs adapt on their
own by combining pro d u c t s .W h e n
s m a rt ethnogr a p h e rs see this happen-
i n g , t h ey should sense an opport u n i-
ty for line extensions and pro d u c t
i n n ova t i o n s .

When we we re watching con-
s u m e rs clean their counters and
f l o o rs several ye a rs ago, we noticed
something intere s t i n g : H o m e m a ke rs
we re adding household bleach to
their accustomed cleaning pro d u c t s .
One woman combined liquid dish
detergent with chlorine bleach to
clean cutting boards and tabl e t o p s .
When ethnogr a p h e rs probed for the
re s p o n d e n t s ’ goals and intentions, t h e
response was not surp ri s i n g , c o n s i d-
e ring the context. Recent new s
re p o rts had been filled with dire
wa rnings about bacterial contamina-
tion of food preparation are a s .
C h i c ken infected with e. coli bacte-
ria had recently sickened seve r a l
people and homemake rs we re pay i n g
close attention to news re p o rts re c-
ommending bleach as a way to
reduce the possibility of contamina-
t i o n .

The deeper understanding that
emerged from these observa t i o n s
made it clear that consumers we re
seeking antibacterial benefits. U n t i l
that point, a n t i b a c t e rial pro d u c t s
we re a re l a t ively small niche, c o n-
fined to infant care or associated
with sick-room clean-up.A soap
m a r keter had recently introduced an
a n t i b a c t e rial product pro m i s i n g
enhanced deodorant benefits. O u r
o b s e rvations convinced the client
that a broad spectrum of pro d u c t s
p romoting antibacterial outcomes
could capture considerable consumer
a t t e n t i o n . M o re ove r, the client’s
brand equity and product formu l a-
tion already we re consistent with the
sanitizing benefits consumers we re
s e e k i n g .T h ey had only to re m i n d
s h o p p e rs that products curre n t l y
ava i l a ble for cleaning countert o p s
and floors had the antibacterial ben-
efits they wa n t e d .

• Consumers use home remedies or cre-
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ate products. If ava i l a ble products do
not satisfy consumer needs, s o m e
c re a t ive homemake rs invent their
own solutions.T h ey might have
some extra facility with wire coat
h a n g e rs , rubber bands, and folded
p a p e r; t h ey are sometimes inve n t ive
with cooking ingredients or cleaning
s o l ve n t s . R e g a rd l e s s , t h ey like to
s h ow off when ethnogr a p h e rs come
to visit, and their products prov i d e
clues to imagi n a t ive marke t e rs who
can commercialize these inve n t i o n s .

Home barbecuing is a category
that seems to release inve n t ive n e s s .
E n t i re re gions of the United States,
not to mention the male half of the
human species, appear to take unu s u-
al pride in their grilling skills.
E t h n ogr a p h e rs observing a home
barbecue during a lazy summer
we e kend are usually treated to a host
of native inve n t i o n s : a favo rite ingre-
dient such as brown sugar, p i c k l e
j u i c e, w i n e, or Wo rc e s t e rs h i re sauce
in a mari n a d e ; special wo o d s , such as
m e s q u i t e, g a t h e red in the backya rd
and added to the charcoal for smok-
ing or enhanced flavo r. In seve r a l
h o m e s , we watched men start their
f i res by placing their charcoal along
with some strips of paper into an
empty coffee can with holes
punched into the bottom.This adap-
tation appealed to consumers who
wished for a safer nonchemical
means of starting the fire. Most of
the observations rev i ewed here have
been turned into viable and pro f-
i t a ble product innova t i o n s .

• O b s e rving usage reveals benefits yo u
did not know about. The consumer’s
e x p e rience of product benefits is
highly subjective, a psychologi c a l
state shaped by fa c t o rs as dive rse as
p e rsonal expectations, p roduct fea-
t u re s , brand image and life stage. L i ke
all qualitative re s e a rc h e rs , e t h n ogr a-
p h e rs are challenged to unders t a n d
the consumer’s personal experi e n c e
of product usage and to shape inno-
vations around those feelings and
emotions that constitute benefits.

P rior to conducting re s e a rch for
the Moen Revolution shower head,
we believed that the benefits con-
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s u m e rs seek in the shower we re both
functional - for example, c l e a n l i n e s s ,
t h o rough ri n s i n g , hair and skin care -
and psychological - a state of re l a x-
a t i o n . C a reful observation of showe r-
ing and extended interv i ewing about
associated feelings added to a deeper
u n d e rstanding of the psychologi c a l
d i m e n s i o n .We had seve rely undere s-
timated the emotional benefits
sought in the showe r. S o a k i n g , i n t e r-
action with water in isolation, a n d
the state of nakedness we re re l a x i n g
to some and invigorating to others .
Respondents we re observed pray i n g ,
meditating and inhaling steam deeply
as though they we re invo l ved in aro-
m a t h e r a py. Despite confined circ u m-
s t a n c e s , t h ey lingered in the showe r
as though they we re invo l ved in a
p u rification ri t u a l .The end result of
our thinking about what we saw wa s
an advanced showerhead design that
appeals directly to the emotional
benefits sought in the daily showe r.

• O b s e rving usage reveals frustra t i o n s
or complacency about results. C o n s u m e rs
reveal themselves most acutely some-
times when there is a dive r g e n c e
b e t ween verbal expressions and body
language or when what is visible to
the ethnographer is contradicted by
what the respondent say s . In either
c a s e, we have clues to new pro d u c t
o p p o rt u n i t i e s .

We have seen this repeatedly in
o b s e rvational studies of home clean-
i n g .As a homemaker completes her
s c rubbing of the bath and showe r
a re a , stains and caked-on particles of

soap scum remain fixed on the tile
s u r fa c e. Her unhappy frow n , s l u m p e d
s h o u l d e rs , and distracted glance dis-
close more than what she say s :“ I t ’s
O K ; i t ’s done.” Putting up with
u n s a t i s fa c t o ry results suggests that
n ew approaches to solving pro bl e m s
of daily living are wa rr a n t e d .T h e
h o m e m a ker may feel that the effort
has been committed and that pro d-
ucts work as well as can be expected;
she may not want to achieve some
ideal of perfect cleanliness.
N eve rt h e l e s s , the product innova t o r
should not confuse complacency
with delight. Just because complaints
a re not verbalized does not mean
that the customer is satisfied.

• O b s e rving usage reveals a division of
l a b o r. When the tasks associated with
eve ry d ay life are divided by social
c a t e g o ry, we witness some underly-
ing assumptions and attitudes towa rd
those re s p o n s i b i l i t i e s . Pa rticular tasks
m ay be assigned to children instead
of adults or to men rather than
wo m e n . Some jobs may be re s e rve d
for a professional such as a plumber
or dry cleaner; o t h e rs may get
assigned to someone expected to
supply regular services within the
h o u s e h o l d , such as the gardener or
c a rpet cleaner.W h e n ever we witness
this division of labor while visiting a
s i t e, the ethnogr a p h e r ’s imagi n a t i o n
should start exploring marke t i n g
o p p o rt u n i t i e s .

When consumers expect that a
p ro blem can be solved only by an
e x p e rt , t h ey are betraying the belief

that current formulations do not
h ave the requisite strength or tenaci-
t y. Fo l l owing such observa t i o n s ,
some brands have created “ p ro f e s-
sional stre n g t h ” line extensions.
When a father assigns some cooking
responsibilities to his son, it often
means that they want to share a feel-
ing of mutual accomplishment and
s h a red success, to create common
m e m o ries along with a meal.

• O b s e rvations reveal a location for
product use. One of the pleasant sur-
p rises that greet ethnogr a p h e rs when
t h ey visit a home is discove ring just
w h e re certain products “ l ive ” in the
h o u s e h o l d .An indoor product may
h ave moved outside or to the garage.
Kitchen products end up in the
b a t h room and vice ve rs a . Items des-
tined for the play room end up in the
b e d ro o m . C o n s u m e rs simply defy
the ri gid confines that marke t e rs
often have in mind for product usage
p a t t e rn s . O b s e rvant re s e a rch innova-
t o rs should pay close attention to
these shifts in location because they
b e t r ay mindsets, expectations and
u nverbalized needs that can lead to
successful new pro d u c t s .

In a recent ethnogr a p hy re g a rd i n g
paper products in the home, f o r
e x a m p l e,we witnessed that large for-
mal dinner napkins had migrated to
the bathro o m . H o m e m a ke rs con-
c e rned about spreading germs we re
avoiding the communal cloth towe l s
of ye s t e rye a r, yet paper guest towe l s
we re expensive and too inconve n i e n t
to purc h a s e.O b s e rvations such as
these offer rich opportunities for line
e x t e n s i o n s .

• Consumers adapt packaging or shift
containers before use. O b s e rvations of
the ways in which products are
manipulated before being dispensed
or applied are important indicators
of new benefits and uses that con-
s u m e rs are seeking.When consumers
adapt packaging formats and materi-
a l s , d e s i g n e rs and deve l o p e rs should
be alerted to potential new pro d u c t
i n n ova t i o n s .

As they pre p a re and store meals
ahead of time for their highly active
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and mobile fa m i l i e s , h o m e m a ke rs
c reate different-size portions for the
va rious members of their fa m i l i e s .
Some frozen-food manu fa c t u re rs
h ave appreciated the benefits of
o f f e ring products that reflect con-
sumer practices of portion contro l .

S i m i l a r l y, it is interesting to
o b s e rve how consumers reuse the
va rious types of squeeze and spray
bottles that arrive in their house-
h o l d s . In the laundry, t h ey may use
an old mu s t a rd dispenser for dabbing
on bleach in a manner that focuses
the product on stains without splash-
i n g .T h ey may adapt smaller packages
for distri buting the giant-size pro d-
ucts they buy at wa rehouse super-
s t o res such as Costco, for example,
using small plastic baggies to contain
wo r k a ble tabletop supplies of nap-
k i n s .Astute marke t e rs should alway s
think about the potential for innova-
tions in packaging and dispensing.

• Consumers share wishes that they
r e g a rd as unach i e va bl e. Listening to
c o n s u m e rs share wishes for the dis-

tant future while watching them use
c u rrently ava i l a ble products is ri f e
with promise and opport u n i t y.
S o m e h ow, the act of free association
while engaged in product use re l e a s-
es imagination and grounded think-
i n g . Consumer wishes may seem
utopian and unachieva bl e, but these
ideas should point innova t o rs in the
right dire c t i o n .

Watching people with diabetes use
blood glucose monitoring dev i c e s
gives the ethnographer insights into
the swirl of emotions associated with
the pro d u c t . C o n c e rns about a
potentially debilitating chronic dis-
e a s e,d e s i res to maintain dietary dis-
cipline and self-contro l , wo rries and
inhibitions about the act of pri c k i n g
your finger to draw bl o o d , a n x i e t i e s
about the capabilities of technolog y
to support health maintenance
o b j e c t ives - all collide as the pro d u c t
is being used.At times like this, it is
not unusual to hear patients wishing
for “ bl o o d l e s s ” glucose monitori n g
d evices or for devices that wo u l d
operate passively and keep better

re c o rd s .The moment of direct con-
f rontation with a product is pre g n a n t
with possibility.

N ew possibilities
This article has rev i ewed a series of
e t h n ographic moments that should
be of particular interest to new pro d-
uct deve l o p e rs .When consumers are
exhibiting a process of usage; w h e n
t h ey make mistake s , combine pro d-
u c t s , or invent new ones on their
ow n ; when they reveal new benefits
or complacency and apathy about
re s u l t s ; when they divide up house-
hold responsibilities in curious way s
or bring products to an unanticipat-
ed location; when they shift packag-
ing or dream about possibilities
while stuck in the present - all of
these should be clues that altern a t ive
s o l u t i o n s , n ew possibilities and cre-
a t ive new products can satisfy con-
sumer wants and needs. It take s
insight and imagination to go
b eyond basic observations of behav-
i o r, but the effort can be amply
rewa rd i n g . |Q
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Have you ever thought about how you would rate if your suppli-
ers graded you as a client? Ever speculate on what your suppli-
ers are saying about your skill at managing projects and supplier

relations? If you are a supplier, have you ever wanted to tell your client
how they could improve as a client? More importantly, how do the
answers to these questions impact your ability to maximize the value of
your research projects? 

An interesting phenomenon is taking place in the world of market
research:A knowledge shift is occurring. I come to this realization as I
finish a four-year term on the board of the Qualitative Research
Consultants Association (QRCA), including a year as president of the
QRCA.This experience has given me a much broader view of the
industry, as has my attendance at conferences this year with five different
market research associations.

Some industry trends that I learned about at these conferences got me
thinking about client-supplier relations. Now more then ever before,
many research suppliers have greater experience and knowledge about
research and the research process than do many clients.This is a product
of corporate downsizing that has seen the elimination of many experi-
enced, senior research manager positions.This has spawned an environ-
ment where research suppliers are often in a situation where the buyer is
less knowledgeable about research methodologies than the supplier.

If you buy or contract for research, especially qualitative research,
please read on.This is for you, the research buyer or end user of the

research. (If you are a supplier, I
invite you to share this article with
your clients.) As a client, you are
continually making decisions about
what supplier to use, whether they
are meeting your needs and are a
good fit for your organization, etc.
Many articles have been written
about what to look for in a qualita-
tive research supplier. However, I
have seen none written about how
to improve the client-supplier rela-
tionship by being an even better
client.

Why is it important to be the best
client you can be? Simply because the better the business relationship
between client and qualitative researcher (QR), the easier it will be to
work together over time, as QRs will be better able to anticipate client
needs and desires and maximize the value they can add to the client’s
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enterprise. In addition, building a
long-term, trusting relationship will
provide more efficiency for the client,
in terms of both time and money.

A client’s actions or inactions can
have a big impact on both the quality
of the research product and
client/QR relations. Making sure that
a QR has everything they need from
you as a client will optimize both the
effectiveness of the research and the
QR’s ability to add maximum value

to your project.

Be a good client
With those thoughts in mind, I have
asked some of my most experienced
and respected colleagues, both within
and outside of the QRCA, for their
thoughts on what makes an ideal
client.Through the compilation of
their input as well as my own person-
al thoughts, the following are 15 tips
on how to be a great client:

1. In the field of qualitative research
there are consultants and there are
moderators. It is important for you to
know which you need and how your
QRs view themselves. Consultants
prefer to be involved in all stages of
the project from design to presenting
findings with actionable recommen-
dations.They truly want to team up
and consult with you to strengthen
your research outcomes. Moderators
are more interested in simply doing
the interviewing and maybe writing a
report of the findings.You will be
more effective if you first decide
which you need to hire.Ask potential
QRs which category they fall under
and, if they are capable of doing both,
whether they prefer to act as a con-
sultant for an entire project or only
moderate.

2. Be clear about your research
objectives and intended use of the
findings and present them in writing
when the RFP is given to the QR. It
is extremely helpful to know ahead of
time who is going to use this infor-
mation, when and for what purpose.
Do not be afraid to ask your end user
(brand manager, product developer,
etc.) how they intend to use the find-
ings as this will help you identify and
design the best research methodology.
A great client will take the time to
clarify and share with the QR the
stated project objectives as well as the
hidden or sidebar agendas which
most projects always have, e.g.,“While
we’re doing these groups on strategic
positioning, the ad agency wants to
show this new idea.”This helps with
time management during the inter-
view to know in advance what the
issues are that the client is paying to
discover, versus the information
someone in the company or team

wants “for free.”
3. Once you have established the

objectives and use of the research
with your internal team then you are
prepared to call QRs. If you are
unsure of what or how to achieve
your goal, consider calling one trusted
qualitative research consultant to help
you think through the following
questions.Ask yourself and your end
user these questions and put the
answers in writing in your research
request:

• Which type of research is most
appropriate for the project: qualita-
tive, quantitative or both?

• Who will be the respondents and
in what incidence do they occur in
the geographic area where the inter-
viewing will take place?

• Where and how will the research
be conducted?

• How many interviews will be
minimally needed?

• What is the budget?
• When is the data needed? In most

cases, the more time to plan, the bet-
ter the results.

• What stimulus or background
material will be needed? Provide the
stimulus material well ahead of time.
Providing the QR relevant back-
ground documents helps place the
project in a broader context and
allows them to play the more impor-
tant role of consultant rather than
moderator.Too many projects have
had to be postponed because the cre-
ative, prototypes or concepts were not
done on time.

4.Allow enough time to do a pro-
ject right.We all know many projects
happen on the spur of the moment.
Even so, allowing enough time to
plan, recruit and execute will save
money and time in the long run.
There will be fewer mistakes that
need to be corrected and you’ll be
much less likely to lose important
information. My years of experience
in the research industry have shown
me that haste can truly create waste.

5. Permit the QR access to the end
user of the research.A skilled qualita-
tive researcher will deliver more
insights if they are able to first inter-
view the end user and ascertain all the
nuances of a project prior to writing
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the discussion guide.This minimizes
the risk of information not being
uncovered and the risk of the QR
saying later “If I had
known________ahead of time we
would have done things differently.”

6 . Respect that the QR may have
m o re qualitative re s e a rch know l e d g e
and experience than you do.Ta ke
a d vantage of their knowledge and
e x p e rience to benefit your pro j e c t .
This is especially true if they are a
member of QRCA and have attend-
ed the annual QRCA conferences as
t h ey have sought out the latest
thinking in the field of qualitative
re s e a rch which they will be able to
b ring to your bu s i n e s s . S i m i l a r l y, l e t
the QR make suggestions about
m e t h o d o l ogy prior to fielding the
re s e a rc h .

7 .Treat your QRs as business part-
n e rs . E ven though they don’t have an
office in the cubicle down the hall,
most qualitative re s e a rch consultants
want to establish a working re l a t i o n-
ship that is built on trust and re s p e c t .
The ideal client works with the QR
on the project schedule, re s p e c t s
their opinion, and is honest with a
QR about shortcomings or why they
might have lost a given pro j e c t .T h e
respected client will coach QRs on
the company ’s culture, helping them
to look good to others in the com-
p a ny just as the QR is working to
m a ke the client look good by deliv-
e ring excellent re s e a rc h .

8 . Be flexibl e. If yo u ’ve spent any
time in market re s e a rch you know
things change in a minu t e.A
re s e a rcher has to live life on their
toes and be able to change in a
m o m e n t ’s notice. Expect it of yo u r-
self and your QRs.

9 . Be honest. It will benefit yo u
and the re s e a rch if you tell QRs
what you know and don’t know, a n d
l e ave your ego behind. R e m e m b e r
q u a l i t a t ive re s e a rc h e rs are skilled at
reading people and can tell when
yo u ’re faking it, so come clean if yo u
feel ove r w h e l m e d .A pro f e s s i o n a l
consultant will respect and appre c i a t e
that honesty and help you eve n
m o re. For example, if management
wants you to do something yo u ’ve
n ever done before, h aving that infor-

mation will help the QR know at
what level to start their work for
yo u .

1 0 . Be re a s o n a ble and fa i r. N o t
eve ry project goes smoothly and
when you least expect it, things will
go wro n g .T h ey are often out of any-
o n e ’s individual contro l , e. g . , re s p o n-
dents lying about their usage habits
just to get in the gro u p. G reat clients
work with the situation and reve a l
their true character in disaster man-

a g e m e n t .T h ey re c ognize the pitfa l l s
of the industry and strive for perfec-
t i o n , but at the same time are re a l i s t s .
Rather than trashing a QR, wo r k
t h rough pro blems so your re l a t i o n-
ship and understanding of how each
other works will deepen, thus bu i l d-
ing a re l i a ble team for your bu s i n e s s .

1 1 . G ive feedback vo l u n t a ri l y. G ive
it constru c t ively and have the moti-
vation to help the QR grow as an
i n d iv i d u a l . It pro b a bly is part of yo u r
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job to have dependable re s e a rch QRs
at your fingert i p s , so why not spend
time developing those with whom
you feel a measure of comfort? Most
clients get formal performance eva l-
uations from their superi o rs on an
a n nual basis so they know where
t h ey stand and can set goals for their
f u t u re grow t h . Most qualitative
re s e a rc h e rs work alone or in a small
gro u p.T h e re are few opport u n i t i e s
to formally obtain feedback.
R e c ognize the need for these inde-
pendent QRs to know where they
stand with yo u , to hear constru c t ive-
ly whether or not there are opport u-
nities for them with your business in
the future, and what they need to do
to win your bu s i n e s s .

1 2 . Keep the passion for excellence
on the front bu rn e r.We ave this pas-
sion through eve rything you do and
do not settle for “good enough.”A t
the same time, re c ognize we ’re all
h u m a n , so expect grow t h , not per-
f e c t i o n .The re s e a rch will be better,
and you and your QR re l a t i o n s h i p
will grow because of it.

1 3 . Pay out-of-pocket costs up

f ro n t .This is an increasingly difficult
p ro blem for QRs as incentive s , e s p e-
cially for projects with pro f e s s i o n a l s
l i ke physicians and exe c u t ive s , h ave
gotten ve ry expensive. It is import a n t
to re c ognize that most qualitative
re s e a rc h e rs are small, i n d e p e n d e n t
business ow n e rs with limited cash
f l ow for up-front project costs, i . e. ,
i n c e n t ive s , t r ave l , facility rental and
re c ru i t i n g . M o s t , if not all, of these
costs are re q u i red to be paid before
the interv i ews actually take place.
Some excellent qualitative re s e a rc h
consultants have had to take out sec-
ond mortgages to establish a line of
c redit to front these costs duri n g
ve ry busy times amid exceptionally
s l ow payment by clients.T h e re f o re, a
re s p o n s i ble company will re c og n i z e
it is their re s p o n s i b i l i t y, not the
Q R ’s , to advance payments for these
c o s t s . Please be an advocate within
your company for the small suppli-
e rs .

1 4 . Pay on time. If yo u ’re a large
c o m p a ny, your accounts paya bl e
d e p a rtment may not know the quali-
t a t ive re s e a rch supplier is a ve ry small

business and needs special considera-
tion when being paid. Holding pay-
ment 31 days or longer is unaccept-
a ble and in the long run the client
will incur more costs because QRs
m ay build in carrying charges.

1 5 . L a s t , but definitely not least,
keep your sense of humor.The bu s i-
ness of market re s e a rch can be
u n p re d i c t a ble and having a sense of
humor may be your strongest asset.

S t rengthen re l a t i o n s h i p s
So what’s your grade as a client? I
hope yo u ’ve found this pers p e c t ive
useful and that it will help you to
s t rengthen your business re l a t i o n-
ship(s) with your qualitative re s e a rc h
s u p p l i e r ( s ) .The bottom line is that
the results of your re s e a rch pro j e c t s
will be better for it. I would like to
thank you on behalf of all indepen-
dent qualitative re s e a rc h e rs (at least
3,000 strong) for the opportunity to
help you maximize the value of yo u r
re s e a rch re s o u rces by helping supplier
relations be the best they can be. |Q
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When developing and optimizing concept statements for quanti-
t a t ive scre e n i n g , a number of altern a t ive statements typically
a re written internally by the client, its adve rtising agency or a

m a r keting or new products consulting firm .These approaches are then
exposed to consumers for their reactions and suggestions.Those that seem
of greatest interest are selected, optimized and tested.This is an efficient
way to screen ideas: it yields definitive “ ye s ” or “ n o ” responses as well as
getting at the “ w hy ” behind re s p o n s e s . Such exposure is usually done
t h rough a series of focus groups or one-on-one interv i ew s .This appro a c h
helps to validate the new ideas or concepts and find ways to improve upon
t h e m , so that only the “ b e s t ” concepts move on to the quantitative stage of
t e s t i n g .

As a qualitative re s e a rch consultant I am often asked by clients - that is,
companies that will be manu fa c t u ring the product or offering the serv i c e
- to help in this development and optimization pro c e s s .Too often, I find
that a number of concepts have already been written so that consumers in
the study are being asked to respond to statements which are typically too
l o n g , w ritten with too much detail and are too ad-like in style.

A case in point is a study for which I was asked to conduct focus gro u p s
for a new toothbru s h .Ten individual concept statements (one was an
a l t e rn a t ive ve rsion) had been developed by a marketing firm . Each had a
headline that introduced the product by mentioning the manu fa c t u re r
with a catchy - ye t - d e s c ri p t ive name for the toothbru s h , and which wa s

modified by a descriptor such as “ t h e
f i rs t ,”“ b re a k t h ro u g h ,”“ revo l u t i o n a ry ”
or “next generation.”A line below
s u m m a rized the benefits of the par-
ticular bru s h , and was followed by the
body copy, which consisted of two
p a r a gr a p h s : the first stating the part i c-
ular pro blem the new toothbru s h
would ove rc o m e, the second descri b-
ing the brush and how it wo r k s . E a c h
concept statement was accompanied
by a detailed drawing of the pro p o s e d

n ew bru s h .
Nine fully-developed statements is a lot for consumers to digest, p a rt i c-

ularly within the confines of the standard two-hour group! But even if we
we re to conduct longer sessions, as many of our European colleagues do,
such statements, p a c ked with detailed and complex ideas, a re ove r w h e l m-
i n g . C o n s u m e rs may be able to express general likes and dislikes about the
ideas and the language and can help us to understand and (perhaps) modi-

A qualitative
approach to
consumer-based
concept deve l o p m e n t
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fy the statement for optimum appeal.
H oweve r, if each concept is too dense,
a nything more than immediate, s u p e r-
ficial reactions is impossibl e. Most con-
s u m e rs lack the energy and motiva t i o n
to respond with the necessary detail
that we as marke t e rs and re s e a rc h e rs
re q u i re. E ven if the number of concept
statements is re d u c e d , such methodol-
ogy invites consumers to be re a c t ive -
t h ey can express what they really like
or dislike but not what they re a l l y
wa n t . F u rt h e r, t h e re is the danger of
locking them into what is being
o f f e red by a particular concept.

In their own language
O ver the ye a rs , I have developed and
used with different clients a means to
build concept statements with con-
s u m e rs to get at what is truly impor-
tant to them and be able to express it
in their own language.This approach is
completely exploratory. P rior to the
gro u p s , my client decides on a list of
a t t ri butes and benefits (as wo rds or
phrases) that have been determ i n e d
f rom one or more sourc e s : t rend analy-
s i s , p rior market and consumer
re s e a rc h , R&D capabilities, i n t e rn a l
b r a i n s t o rm i n g . Each wo rd or phrase is
h a n d w ritten on a white card and each
is exposed individually to the gro u p.
Based on the gro u p s ’ re s p o n s e s , t h e
c a rds are sorted for re l eva n c e, a p p e a l
and similari t y. Pa rticipants are encour-

aged to modify what is written on the
c a rds as well as add their own desire d
a t t ri butes and benefits to include in
the sort .That the ori ginal wo rds or
phrases are handwritten encourages
spontaneity and cre a t ivity as part i c i-
pants see the process as fluid and
e x p e ri m e n t a l . In the course of this
e xe rc i s e, the underlying emotional,
rather than only rational, reasons for
the sort (i.e. , w hy a particular attri bu t e
is consigned to the reject/not re l eva n t
pile or why a particular benefit make s
it to the accept/highly desirable pile)
can be pro b e d .A second sort might
f u rther refine the “ a c c e p t ” pile and a
ranking of the selected wo rds and
phrases reveals what is most import a n t
and appealing.

The process is constru c t ive, as each
succeeding group builds upon the
s o rting outcome of the previous one.
A t t ri butes and benefits that did not do
well in one group can be eliminated,
remain in the mix for another try, o r
be exposed in their consumer-modi-
fied form ; those in the backroom can
add additional wo rds and phrases as
ideas are sparked by the responses of
the group part i c i p a n t s .

The outcome is a series of ideas for
concepts or positionings in consumers ’
own language which ensures that the
statements are understood and are
m e a n i n g f u l .At the end of each session,
a series of ru d i m e n t a ry concept state-

ments can be assembled by phy s i c a l l y
putting together some of the winning
elements (e. g . ,“[Brand or pro d u c t
name] is the one [category to which it
belongs or type of product] that offers
[consumer end benefit]” along with
other language to be used in the body
of the concept).The concept or con-
cepts that emerge from this process can
be made more concre t e, t we a ked and
t e s t e d , with the knowledge that the
i n h e rent ideas ori ginated with con-
s u m e rs .

S t aying in the oral care are n a , for the
d evelopment of a whitening mouth
ri n s e, u s e rs of tooth whiteners and
mouth rinses built a whitening mouth
rinse concept through a series of
a t t ri bute/benefit statements. Fo l l ow i n g
a discussion about their attitudes
t owa rds tooth whitening and usage of
whitening pro d u c t s , these consumers
we re shown each statement one at a
t i m e, with exposure of each card
grouped according to re l evant cate-
g o ries (e. g . ,“ s e n s o ry,”“ w h i t e n i n g ,”
“ c o s m e t i c / t h e r a p e u t i c,”“ re a s s u r a n c e ” ) .
The statements we re rotated within
each category to prevent order bias bu t
the categories themselves we re pre-
sented in the same order to each focus
gro u p.After seeing the individual state-
ments in each category, c o n s u m e rs
chose the statements that appealed
most and ranked them; when they had
selected and ranked the statements in
all the categori e s , t h ey selected fro m
the different categories those state-
ments that fit best with each other.
This yielded some embryonic new -
p roduct statements from which my
client was able to develop several con-
cepts for further scre e n i n g .The pro c e s s
also revealed those attri butes and bene-
f i t s , along with specific wo rd i n g , t h a t
resonated most with the potential con-
s u m e rs of the pro d u c t .

Used for existing products as we l l
While the example just given was for a
p roduct that did not yet exist, this same
c o n c e p t - building methodology can be
used for existing products that need to
be positioned or re p o s i t i o n e d .A
E u ropean candy manu fa c t u rer wished
to introduce to the U. S. m a r ket a
b reath freshener that, because of its fla-
vor and packagi n g , had a feminine
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a s p e c t , and the company felt it could
not use the European positioning.
F i rs t , focus groups we re conducted
among the target (women who typi-
cally use small hard candies or bre a t h
mints) to explore attitudes and usage
t owa rds the category and to elicit re a c-
tions to a description of the pro d u c t ,
its packagi n g , a n d , f i n a l l y, to the pro d-
uct itself. Based on these re s p o n s e s , a
s e ries of descri p t o rs / a t t ri butes and
benefits we re developed for a second
wave of re s e a rc h , the concept-bu i l d i n g
p h a s e.

Women with a similar profile we re
given the product to use for a we e k
while keeping a diary about their
e x p e ri e n c e s . In a series of indiv i d u a l
i n t e rv i ew s , each woman discussed her
reactions to the pro d u c t ’s appearance,
p a c k a gi n g , taste and related issues.
Those who rated it highly we re aske d
to sort the statements (arranged in
such clusters as taste, p a c k a gi n g , ove r a l l
e x p e ri e n c e / u n i q u e n e s s , and usage
occasion) by appeal and product fit,
and to then rank order the selected
s t a t e m e n t s . In this way, each consumer
built her own product positioning
based on her experiences and perc e p-
t i o n s .As a result of this consumer
i n p u t , my client was able to deve l o p
a l t e rn a t ive positionings for this bre a t h
m i n t .

Real influence
When we invite consumers to give us
their time to participate in a re s e a rc h
p rogr a m ,we tell them that this is a way
for them to have a real influence on the
p roducts and services they want and
u s e. Using the method described above
to develop and refine concepts tru l y
a l l ows it to happen. F u rt h e r, c o n s u m e rs
e n j oy the exe rcise for its cre a t ivity and
because they immediately see that they
a re directly influencing product deve l-
opment and commu n i c a t i o n s . For mar-
ke t e rs , this method provides insight
into the psychological bases of the cat-
e g o ry and its associated benefits, as we l l
as ensuring that the concept or posi-
tioning will be meaningful to con-
s u m e rs - that is, it will describe a pro d-
uct or service that they want in lan-
guage that they unders t a n d . |Q
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Li ke many in the industry, I have shifted responsibilities from quan-
t i t a t ive to pri m a rily qualitative wo r k .As I transform into the ro l e
of a qualitative re s e a rch consultant (QRC) at M/A/R/C

R e s e a rc h , I begin this path by confirming the notion that I have a knack
for qualitative re s e a rc h .

Ta ke a look at the definition of the wo rd :
knack n : 1 .A cleve r, expedient way of doing something.2 .A specific

talent for something, especially one difficult to explain or teach. 3 .A spe-
cial skill, t a l e n t , or aptitude.

Some of those descri p t o rs - “ c l eve r,”“ s p e c i f i c ” and “ s p e c i a l ” - descri b e
the ve ry nature of qualitative techniques. I n t e rv i ews with a va riety of
q u a l i t a t ive experts provided rich insight to this notion and, u l t i m a t e l y, a
list of pri m a ry characteristics of those who possess the qualitative knack.
( N o t e :The term QRC is used to cover the full spectrum of qualitative
wo r k , not just interv i ewing and moderating.) 

With qualitative re s e a rch on an upswing in the re s e a rch industry (based
on U. S. m a r ket re s e a rch spending, the segment grew by 3 percent and 6
p e rcent in 2003 and 2004, re s p e c t ive l y, a c c o rding to Inside Research, M ay

2 0 0 5 ) , companies are finding more
q u a l i t a t ive projects on the tabl e
a n d , c o n s e q u e n t l y, a re seeking
e x p e rtise in qualitative design,
i n t e rv i ew i n g / m o d e r a t i n g , a n d
a n a l y s i s .The typical re s e a rc h
d e p a rtment is more likely to have
t r a i n e d , in-house moderators than
ever before.A c c o rding to RIVA

Training Institute’s Exe c u t ive Director H. Grace Fuller, s even of eight
students in a typical training session re p resent corporations ve rsus inde-
pendent moderators , a reve rsal of the pro p o rtion 20 ye a rs ago.

Based on my qualitative experience at M/A/R/C thus fa r, the compa-
ny feels I am cut out for a specialized qualitative ro l e. I lean on the
e x p e rts in the field to help me determine if this is my correct path, a n d
by sharing this inform a t i o n , perhaps I can help others determine if they
also have the knack.

I t ’s about people
When describing the characteristics of a good QRC, most are linked to
an interest in people.A c c o rd i n g l y, if you are a “people pers o n ” you also
h ave a deep respect for others . Fuller shares the RIVA philosophy : h av i n g
a deep respect for people is the basis for eve ry interv i ew. If you genu i n e l y
possess this characteri s t i c, respondents will open up to you and reve a l
their true feelings and opinions.

By Kelly Heatly

Editor’s note: Kelly Heatly is research
manager, M/A/R/C Research,
Irving,Texas. She can be reached at
972-983-0452 or at
kelly.heatly@marcresearch.com.This
article is the first of a series that will
track Heatly’s progress as she enters
the world of qualitative research.

The meta m o r p h o s i s
of a qualita t i ve
r e s e a r c h e r

Part I: Do you have
the knack?
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Other QRC-endorsed characteri s-
tics of moderators stemming from a
deep interest in and respect for people
include the follow i n g :

Intense curi o s i t y
Someone with a knack for qualitative
re s e a rch wants to see beyond the sta-
t i s t i c s :w hy people say what they say
and do what they do. E ven those
e x p e rienced in quantitative re s e a rc h
d i s c over the knack and gr av i t a t e
t owa rd qualitative re s e a rch due to
s t rong curiosity about the people
behind the data, the depth of their
re s p o n s e s . Judith Langer, senior vice
p re s i d e n t , GfK/NOP Worldwide and
author of Behind the Mirrored W i n d o w,
d e s c ribes her early career in quantita-
t ive re s e a rc h :“I felt like a misfit.T h e
nu m b e rs didn’t ‘ t a l k ’ to me. I often felt
f ru s t r a t i o n . Life doesn’t seem to fit
into such easy boxe s .”This intense
c u riosity drew her to interv i ew i n g
and moderating, w h e re she fulfilled a
“ s t rong need and drive to get into
other people’s skins and ask,‘What is it
l i ke to be yo u ? ’ ”

Unconditional positive regard (UPR)
R e n owned psychologist Carl Rog e rs ’
UPR concept is commonly applied to
q u a l i t a t ive re s e a rch and describes an
i n t e rv i ewe r ’s objective, n o n - j u d g m e n-
tal reaction to the re s p o n d e n t , re g a rd-
less of personal opinions. Je f f
Wa l kow s k i , p rincipal of
Q u a l C o re.com and president of the
Q u a l i t a t ive Research Consultants
A s s o c i a t i o n , explains the import a n c e
of UPR when interv i ew i n g :“ We may
not like what we ’re heari n g , but we
need to respect the re s p o n d e n t .Yo u
c a n ’t bri s t l e.” C o nve rs e l y, you can’t
reveal a “spark in your eye ” when yo u
hear something favo r a bl e.“ E ve ryone is
e q u a l . Put on your poker fa c e.Yo u
need to keep your ego outside,”
Wa l kowski say s .

Pa t i e n c e
Q u a l i t a t ive interv i ewe rs use patience
when drawing thoughts and opinions
f rom re s p o n d e n t s , especially the non-
t a l ke rs and the non-stop talke rs .
H oweve r, the turn key qualitative
p rocess re q u i res patience thro u g h o u t .
Wa l kowski believes you need

“patience all aro u n d ” - with re s p o n-
d e n t s , with clients, and with yo u rs e l f.
G iven the complexities of collecting
q u a l i t a t ive data and the “ m e s s y ” n a t u re
of the data itself, a patient approach to
design and analysis is necessary to nail
d own the client’s objective s .

Good commu n i c a t i o n
Being interested in people goes hand
in hand with having good commu n i-
cation skills, essential to the interv i ew-
ing pro c e s s . QRCs are good at two -
way communication - asking ques-
tions and listening - not just with
respondents but with clients.W ri t t e n
c o m munication is also a key charac-
t e ristic in the re p o rting and analysis
p h a s e, given the complex nature of
q u a l i t a t ive inform a t i o n .

F l e x i bl e
In addition to possessing “ p e o p l e ”
q u a l i t i e s , those with a qualitative
knack can not only handle the lack of
consistency across interv i ews and pro-
jects but they also thrive on va ri e t y
and discove ry of the unknow n .
S p e c i f i c a l l y, t h ey are flexible and think
quickly on their feet.

Q u a l i t a t ive work often ebbs and
f l ow s , resulting in a hectic schedule
with sporadic bu rsts of travel followe d
by days behind a desk.U n d o u b t e d l y,
QRCs often find themselves wo r k i n g
odd hours away from home. L a n g e r
d e s c ribes qualitative work as a “ va g a -
bond lifestyle” despite the tre n d
t owa rd online and telephone focus
gro u p s .Those with the qualitative
knack accept this lack of routine and
h ave the stamina to accommodate a
n o n - t r a d i t i o n a l , eve r - c h a n ging sched-
u l e.

Think on your feet
Due to the complexity of people, e a c h
i n t e rv i ew or group has a unique
dynamic and outcome.T h e re f o re,
i n t e rv i ewe rs are comfort a ble fa c i n g
the unknown aspect of each interv i ew
and can adjust accordingly to meet the
re s e a rch objective s .Wa l kowski points
out that interv i ewe rs may be forced to
t ry something they have never done
b e f o re, which re q u i res tre m e n d o u s
c re a t ivity and confidence. C o n f i d e n c e
m a kes it possible for a QRC to be

c o m f o rt a ble working within a loosely
defined process and changing a plan
on a moment’s notice.

P r o a c t i ve consultant
While all of the above characteri s t i c s
a re somewhat unique to the qualita-
t ive segment, QRCs are still re q u i re d
to be good consultants, re g a rdless of
re s e a rch methodolog y. C a ro l
S t u c k h a rd t , d i rector of custom
re s e a rch at Hearst Publ i s h i n g , relies on
the QRC to listen to the client’s
o b j e c t ives and provide a special “ a n g l e
or view p o i n t ” that will make the
re s e a rch better. In addition, a good
QRC should effectively manage client
expectations throughout the pro c e s s .

P s y ch o l o g i s t - j o u rn a l i s t
When asked to compare the charac-
t e ristics of a QRC to those of other
f i e l d s , the va rious experts I inter-
v i ewed mentioned a psychologist and
a journ a l i s t , the former more interp e r-
sonal than the latter yet sharing the
common goal of gathering in-depth
i n f o rmation from people.

D r. Jean-Claude Wa k i m , c l i n i c a l
p s y c h o l ogist and assistant professor at
U n ive rsity of Texas Southwe s t e rn
Medical Center, d e s c ribes a good
group therapist as having three basic
s k i l l s :

A c t ive listening:“ People don’t
a lways say what they mean, so yo u
must hear eve ry wo rd and decipher
what they say,”Wakim say s .

R e f l e c t i o n : S ay what was under-
stood then confirm the meaning. I n
other wo rd s , the psychologist re p e a t s
the message in his/her own wo rd s
then clarifies the content of the mes-
sage with the re s p o n d e n t .

D i recting the traffic: In group coun-
s e l i n g , the psychologist must clari f y
one pers o n ’s statement before mov i n g
to the next, occasionally interrupting a
gre g a rious person or encouraging a
s hy one to talk.

Bob Ledere r, founder of RFL
C o m mu n i c a t i o n s , I n c. , and publ i s h e r
of re s e a rch industry new s l e t t e rs , s h a re d
the pri m a ry characteristics that make
up a good journ a l i s t , echoing the same
qualities that make up a good QRC:

Intense curi o s i t y :“ You have to dig
and be curious and never be totally
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satisfied with what you came up
w i t h ,” L e d e rer say s .

The ability to think on your feet in
an interv i ew : In pursuit of the best
s t o ry,“ You must be quick on your feet
in all ways and ready to switch gears
ve ry quickly.”

C re a t ivity contained within objec-
t iv i t y : L e d e rer believes good journ a l-
ists use their own opinions to bre e d
c re a t ivity yet know how to re p re s s
those same opinions and re m a i n
o b j e c t ive during the interv i ew pro c e s s
and in the final summary.

I n g e nu i t y : Good journalists find the
re s p o n d e n t ’s hot buttons in order to
extract the information necessary for
an interesting story.

A re the characteristics and skills of a
p s y c h o l ogist and a journalist any dif-
f e rent from those of a pro f e s s i o n a l
i n t e rv i ewer or moderator? Cert a i n l y, a
q u a l i t a t ive interv i ewer can apply the
same characteristics and skills despite
d i f f e rences in interv i ew objective s .

Skills can be learn e d
Based on the above characteri s t i c s , I

feel that, ove r a l l , I do have the qualita-
t ive knack, though some characteri s-
tics are stronger than others .
Fo rt u n a t e l y, those in my situation who
feel they are lacking key characteri s t i c s
can acquire specific skills thro u g h
l e a rn i n g .A c c o rding to RIVA ’s H.
Grace Fuller, once you determine yo u
h ave a deep interest in and re s p e c t
t owa rd people, you can then be taught
the skills that make up a good QRC.
Fuller explains that it is critical to “ p u t
k n owledge skills into body skills.”
K n owledge skills are learned “ f rom a
b o o k ” and through experience while
body skills are acquired hands-on
t h rough practice. She uses an analog y :
“ You can learn the theory of mu s i c
without actually knowing how to play
the violin.This takes practice.”

S i m i l a r l y,Wakim emphasizes the dif-
ficulty of teaching psychology stu-
dents to master active listening, re f l e c-
tion and clari f i c a t i o n , w h i c h , in his
o p i n i o n , can only be effective l y
l e a rned through two to four ye a rs of
s u p e rvised practice, a “ l e a rn by doing”
a p p ro a c h .

K n ow your knack, find yo u r
n i c h e
C o nvinced that I do have the qualita-
t ive knack, based on the characteri s t i c s
a b ove, I draw from a solid foundation
of experience from graduate school
studies at Unive rsity of Texas at
A r l i n g t o n , i n d ividual depth interv i ew-
ing at M/A/R/C, and observing my
c o l l e a g u e s .As I strengthen specific
q u a l i t a t ive skills through learning and
f o rmal training, I know I can become
a successful qualitative re s e a rcher by
finding a niche ro l e : re s e a rch design,
i n t e rv i ew i n g / m o d e r a t i n g , a n a l y s i s ,
re p o rt i n g , or all or the above.

So here I am at the onset of my
j o u rn ey from quantitative to qualita-
t ive re s e a rc h . I’m going to take some
advice from RIVA and use courses to
help re i n f o rce the experi e n c e s , l e a rn
n ew skills, and unlearn bad habits. I ’ l l
keep you posted as to my progre s s , s o
you can witness the metamorp h o s i s
and gain insight prior to follow i n g
your own path, should you decide that
yo u , t o o, h ave the knack. |Q
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There are few things more frustrating to the ethnographic market
researcher than watching reports from ethnographic fieldwork
sit on the shelf while development teams and executives work

from assumptions without the benefit of understanding users.This is, in
many respects, a product of how we learn to conduct and present
research. Conducting ethnographic investigation for business means
adapting to the expectations and styles of corporate culture.

Video has been used for many years to analyze and report data but has
frequently taken a backseat to the lengthy, written report. If we are to
see our research implemented and more extensive research employed,
then video should take center stage.Video transforms how our findings
are viewed and implemented.While video cannot and should not elimi-
nate the written report, it should have a greater role in the tool kit of
the researcher working in the corporate environment.

Whether we conduct fieldwork for clients as a consultant or as profes-
sionals inside an organization, we use a range of different strategies in an
effort to effectively communicate our findings, or to persuade develop-
ers, executives and others to take into account the perceptions, motiva-
tions and needs of consumers when making decisions about products or
business directions. Many of these strategies develop out of trial-and-
error encounters as we learn how to make ourselves heard and under-
stood.

Sadly, our work is often ignored as key stakeholders remain ensconced
in their offices, never to change their
perceptions or convictions. Equally
common, the people we most need
to persuade with consumer insights
are those who are the most skeptical
of our methods and findings.As
such, the question becomes: How do
we persuade them of the necessity of
understanding the consumer? 

We can start by taking our own
advice and recognizing that lengthy
reports produce indifference, rejec-

tion and sometimes outright hostility from our employers. In our
media-rich culture, the convention most people are used to for persua-
sion about contested issues and the reporting of human experience is
not print. Our clients don’t read anthropology journals, they often don’t
even read the editorial page - they watch TV.When they do read, they
scan.And the executive summary on your latest field study report is
never going to give people the richness of detail or direct experience

Thoughts on the
role of video and
ethnography in
marketing research

By Gavin Johnston

Editor’s note: Gavin Johnston is lead
ethnographer at Ethnographic
Research, Inc., Kansas City, Mo. He
can be reached at 816-931-7772 or
at gavin@ethnographic-research.com.

Perceptions 
and realities
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with users that you need them to
have to change the direction of their
project or their business.

Of course, video ethnography has
some obvious advantages and disad-
vantages.While unethical editing can
easily skew data and partially control
the transferred “reality” of events, pri-
mary experience with research partic-
ipants on video can be far more per-
suasive than summarized bullet
points. Unlike a paper transcript,
video conveys emotions such as
anger, disappointment, uncertainty
and enthusiasm clearly. It often pre-
sents user pain points more objective-
ly in the eyes of the clients. Users are
given a human face.And our client’s
decisions are shown to impact real
people in tangible ways.The effort
required to sit and watch a 10-minute
video on the corporate intranet is less
than that required to read and under-
stand a large ethnographic report.
Captivate in the beginning and they
will be considerably more likely to
turn their attention to the final text.

If video manages to carry the
“objective observer” narrative voice
of a documentary, our own objectivi-
ty and credibility as researchers will
be preserved. Stakeholders can walk
out of a video presentation and use
fact and example to argue with their
co-workers about user needs and
behavioral processes.Video presenta-
tions inject specific people and their

experiences into sometimes hopeless-
ly generalized discussions about “what
users want,” and “how users work.”

In past work conducted for
Fortune 500 companies, video pre-
sentations drove people to delve into
the larger written reports.Without
video, the reports were typically
neglected. Simply, most corporate
employees will not print out and read
anything of length, regardless of the
quality, levels of insight or signifi-
cance.

Obviously, we never want our
video summary of findings to turn
into entertainment, or our attempts to
create a compelling presentation of
findings to overshadow the findings
themselves. But if the screening of our
mini documentaries helps push a
development group or a strategy in a
more user-informed direction, that’s a
good thing.

Risks: art vs. science
The use of video and film in user
business-related ethnographic data
collection should lead the way in
understanding and developing more
complete pictures of user-centered
design, customer-focused products
and services, and customer behavioral
patterns. Unfortunately, the method-
ology has sometimes been disregarded
as too expensive, too subjective, or
not reflecting “real science.”

It is not uncommon for a

researcher using film in data collec-
tion to run into people concerned
with the validity of the method.
Sometimes the concerns revolve
around whether film and video are art
or science. Because of its interpretive,
creative, impressionistic and emotion-
al attributes, art is sometimes assumed
to be in direct conflict with an objec-
tive, value-free “science” - apparently
creating an unavoidable conflict
between the goals of film as art and
user research as science.
Consequently, people - academics and
professionals alike - assume limited
possibilities for film. Film as a serious
analytical resource has remained fairly
marginal.

Film is sometimes seen as a human-
istic pastime, not significant scientific
work. It is meant to appeal to the
audience’s emotional pliability.
Ultimately, the producer of the final
visual document is seen as selectively
building subjectively constituted data
and constructing a piece that reflects
his/her interpretation rather than “the
facts.” However, the same can be said
for any written document, particular-
ly when behavioral research methods
are applied to data collection for a
specific task or client need.A logo-
centric culture prevents researchers
from benefiting from the full breadth
of insight and information available,
treating video as if it has less validity
than the written word. However,
written reports often have pictures,
films often use written narratives, sub-
titles or intertitles.They always have
accompanying written material.The
reality is that while the film-focused
researcher does indeed run the risk of
compromising the complex realities
of a particular behavior or series of
behaviors, the risk is no greater than
that of the researcher relying primari-
ly on the written word.

Typically, film is accepted most
openly is when it is considered to fit
the documentary archetype.This
stems from the widely held belief that
film is a mirror for the world.The
argument is that the camera is a
device for scientifically recording data
about human behavior that is more
objective than other types of informa-
tion because of the mechanical nature
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of the collection device.While this
may be true, it probably is not.
However, given the context of the
work (time limitations and constraints
imposed by the nature of contractual
research), the footage supplied by the
camera may be as close as we can get
to a check of objectivity.The reality
of research purchased by a company is
such that it assumes, even demands, a
final product that is easily used,
applies to a wide range of internal
needs, and can be readily disseminat-
ed.

For some, manipulation of the
footage (editing it into a film, alter-
ing, etc.) destroys its “scientific value.”
The model is that teams go into the
field to film material, the scientist
studies the footage, and the filmmaker
transforms it into art. In actuality, this
fantasy is never realized.The footage
is indeed dissected and analyzed by
the researcher, typically transformed
into a product the client will readily
consume, but by its very nature quali-
tative research always has a degree of
subjectivity. In fact, any and all
research, be it in the field and inter-
pretive or in the laboratory and high-
ly controlled, involves degrees of sub-
jectivity and personal biasing.This
hardly invalidates the work or the
means by which data are captured and
displayed.Validity and reliability are
not necessarily one and the same.

If researchers are supposed to make
films intelligible to client audiences,
they must learn what common sense,
such as it is, dictates as constituting a
good documentary film; that is, they
should emulate the aesthetic conven-
tions of documentary realism. Pieces
of the puzzle are, of course, missing
from any documentary film, but the
most important themes and primary
informational pieces remain for con-
sumption by a wide range of viewers.
The pieces selected for a final edit do
indeed play to the emotions of the
client, but without that emotional
impact clients are likely to forgo the
deeper issues entirely and be unwill-
ing or unable to sift through the
informational tome so often present-
ed by researchers. By communicating
customer needs, reactions, behaviors,
etc., film spurs viewers to delve deep-
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er into the research findings and
examine the totality of the research in
greater detail. Film can be used to
access a level of emotional response
and personal identification or conflict
which is difficult within the lexical
constraints of writing. By a series of
movements in a sequence, films can
communicate in concrete and specific
terms what in written words would
be abstract expressions.

Another argument against video
documentation as a pri m a ry means of
disseminating findings is that because
p rior consent is always sought, t h e re is
a lways some degree of engagement by
the participant with the camera and
t h e re f o re the findings are inaccurate.
H oweve r, the ve ry fact that part i c i-
pants are re c ruited for any study by
definition means that there is some
d e gree of awa reness and engagement.

C o n s e q u e n t l y, whether the awa re-
ness and engagement take place with
the re s e a rcher exclusively or with the
re s e a rcher and camera tog e t h e r, t h e
authenticity of an activ i t y, context or
b e h avior should not be in dispute.
After all, t y p i c a l l y, the camera is soon
f o r g o t t e n , but the person asking ques-
tions and watching over the shoulder
re m a i n s .

The case of cell phones, yo u t h
and Ja p a n
A company had contracted with the
consulting firm for whom I was wo r k-
ing at the time in the hope of gaining
a better understanding of how port a bl e
i n f o rmation devices (such as PDA s )
and Intern e t - ready cellular phones
we re used in the context of daily life. I t
was interested in uncove ring what

c h a r a c t e ristics other than image quali-
t y, sound quality and functionality
we re determinate in the decision to
p u rchase a PDA or cellular phone in
urban centers of Ja p a n , and why those
“ p e ri p h e r a l ” issues we re import a n t .
The term “ p e ri p h e r a l ” is the term used
by exe c u t ives to describe how they
v i ewed the work - they we re ske p t i c a l
of the notion that culture impacts per-
ceptions and uses of technolog y. S o,
while the team was ensured wo r k ,
t h e re was little guarantee that the find-
ings would be implemented. In addi-
t i o n , the re s e a rc h e rs we re given half
the time to conduct the re s e a rch that
t h ey had ori ginally re q u e s t e d .G a i n i n g
the attention and interest of pri m a ry
decision make rs in order to conduct
f u rt h e r, m o re in-depth re s e a rch at a
later date became almost as import a n t
as the findings.Without continu e d
re s e a rc h , the re s e a rc h e rs feared that the
c o m p a ny would act without consider-
ation to the needs and cultural pattern s
of the population.

The team was asked to identify
some of the behavioral and cultural
m o t iva t o rs in the purchasing decisions
of young (16-30 ye a rs old) Ja p a n e s e
f rom middle-income homes.T h e
re s e a rch took place in several locations
in Japan to provide a range of cultural
p r a c t i c e s . H oweve r, because the
re s e a rc h e rs (two ethnogr a p h e rs and
one social psychologist) we re out of
touch most of the time but needed at
the end of the project to build a single,
c o h e s ive series of conclusions, t h ey
needed to capture the part i c i p a n t
o b s e rvation sessions on video for later
s h a red analysis and rev i ew.Added to
this was the fact that only two of the

re s e a rc h e rs spoke Japanese we l l
enough to effectively commu n i c a t e.
The other had to rely on interp re t e rs
or the language skills of the inform a n t .
The re s e a rc h e rs decided it was impera-
t ive to capture on video exactly what
was said for later analysis and transla-
t i o n .

Because of time constraints and the
limited language skills of the
re s e a rc h e rs , the goal of the re s e a rc h
c e n t e red greatly on material culture,
d i s p l ay and ove rt patterns of interac-
t i o n . C o n s e q u e n t l y, a c t iv i t i e s , o b j e c t s ,
spaces and moments of interaction
needed to be captured on video so that
the re s e a rc h e rs could re t u rn to the
tapes later to catalogue pattern s .
Without the video footage, much of
the information would have been
ove r l o o ked or misinterp reted - video
a l l owed the team to accurately assess
their assumptions, c a t a l ogue use pat-
t e rns and art i fa c t s , and check for va l i d-
i t y.

By re t u rning to the video over a
t wo - week peri o d , the re s e a rc h e rs we re
a ble to determine with some accuracy
what designs we re pre f e rred and why,
what levels of functionality we re
i m p o rt a n t ,what was most significant
in terms of brand and image, and what
p a t t e rns of interaction we re taking
p l a c e. It also allowed them to demon-
strate what they did not know and
thus get buy-in to conduct more
e x t e n s ive re s e a rc h .The final video pre-
sented to the company ensured that
business planners and designers wo u l d
be sensitive to cultural aspects of pro d-
ucts to be used in Ja p a n .

Clear unders t a n d i n g
Video documentation both for client
presentations and for data analysis is a
vital tool for conducting ethnograph-
ic research in the business environ-
ment.There are obviously significant
issues that must be dealt with openly
and honestly, but those challenges can
be met and dealt with if we have a
clear understanding of the benefits
and risks along with the processes
involved in capturing and analyzing
the footage we shoot. If not, ethnog-
raphers in the business environment
run the risk of being ignored and
ultimately forgotten. |Q
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Amajor consumer products company was launching an effort to
revitalize a we a kening brand in the female health and beauty aids
c a t e g o ry. For this particular case, our client wanted to better

u n d e rstand customers ’ wants and needs for the category as a whole, a n d
s p e c i f i c a l l y, it hoped to uncover both performance needs (i.e. , f u n c t i o n a l
needs) and emotional needs related to its pro d u c t .The key was not only
to elicit customers ’ functional and emotional needs, but also to under-
stand how the two types of needs we re linked in customers ’ m i n d s .

An adaptation of our firm ’s VO CA LYST methodology was used to
d r aw out and refine this inform a t i o n .The three-month study produced a
host of data, including a detailed needs hierarc hy, l i n k a g e s , and indiv i d u a l
brand “emotional pro f i l e s .” Our client finished the project with a clear
roadmap for the specific pro d u c t , positioning and adve rtising changes
n e c e s s a ry to revitalize the brand.

While we are unable to cite actual project data for confidentiality re a-
sons and we have disguised the data using body wash as a substitute
female health and beauty aid pro d u c t , the case study that follows is an
accurate re p resentation of the project objective s , a p p roach and insights
associated with the actual client study.

C o n s u m e rs we re n ’t intere s t e d
Our client was faced with the challenge of revitalizing a stagnant brand
and differentiating its product within the increasingly crowded body

wash marke t . S t o re shelves displayed a
dizzying arr ay of pro d u c t s , each of
which was offered in multiple scents,
va rieties and packages.

Our client’s brand had a long-
standing presence in the body wa s h
c a t e g o ry but had experienced a gr a d-
ual drop in market share.The brand
was positioned towa rds women and
had recently been redesigned with
m o re feminine scents, updated pack-

a ging and a new adve rtising campaign.Despite these effort s , h oweve r, t h e
brand remained stagnant. Female consumers just didn’t seem intere s t e d .
What was the pro blem? 

E xe c u t ives suspected the issue might lay not with the functional
aspects of the product - e. g . , its perform a n c e, scent and packaging - bu t
rather with its emotional component.Put another way, no matter how
we l l - f o rmulated or packaged a product might be, if it wa s n ’t positioned
to push the right emotional bu t t o n s , then customers we re likely to pass it

By Gerry Katz
and Elizabeth Lajoie

Editor’s note: Gerry Katz is executive
vice president, and Elizabeth Lajoie is
a former project director, at Applied
Marketing Science, Inc., a Waltham,
Mass., research firm. Katz can be
reached at gkatz@ams-inc.com.

Getting 
emotional

Did the product stop
pushing consumers’
emotional buttons?
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by on their trip down the store aisle.
To help uncover the root of the

p ro bl e m , our client decided to launch
a modified VO CA LYST study.T h e
VO CA LYST method, which wa s
d eveloped at the MIT Sloan School of
M a n a g e m e n t , was selected to prov i d e
a compendium of customers ’ wa n t s
and needs re g a rding the entire pro d u c t
c a t e g o ry.A d d i t i o n a l l y, since the
method was designed to express those
wants and needs in the customers ’
own wo rd s , it would provide a com-
mon language for our client’s R&D,
a d ve rtising and product management
functions to use in their discussions.
And perhaps most import a n t , t h e
p rocess would help uncover the link-
ages between customers ’ e m o t i o n a l
and functional product needs.

W hy emotional needs?
M a r ket re s e a rch has long confirm e d
that customers buy the products and
s e rvices that best meet their needs.
T h u s , a detailed understanding of
those needs is critical to a pro d u c t ’s
s u c c e s s . For example, a deodorant
needs to “stop swe a t ” and “ e l i m i n a t e
o d o r,” just as a shampoo needs to
“ m a ke lots of rich lather” and “ l e ave
hair shiny.”These are functional needs
t h a t , in many way s , define both the
p roduct category itself and the mu s t -
h ave features of any successful pro d u c t
o f f e ring within that category.

For many pro d u c t s , h oweve r, m a r-
ketplace success re q u i res more than
just delive ring on functional needs. I n
o rder to be successful, p roducts often
need to meet customers ’ e m o t i o n a l
needs as we l l .

Emotional needs describe how a
p a rticular product makes a customer
f e e l , and are often the basis for pro d u c t
p o s i t i o n i n g , a d ve rtising and other
kinds of marketing messagi n g . Fo r
e x a m p l e,“ m a kes me feel comfort a bl e
a round other people” and “helps me
feel confident” a re two basic emotion-
al needs that a beauty aid may have to
m e e t . For many consumer pro d u c t s ,
c u s t o m e rs ’ emotional needs - and how
the product is positioned to deliver on
those needs - can be just as import a n t
as what the product actually does
f u n c t i o n a l l y. Equally import a n t ,
u n d e rstanding the connections and

linkages between customers ’ e m o t i o n-
al needs and the pro d u c t ’s functional
c h a r a c t e ristics can help marke t e rs cre-
ate a compelling product and effective
m a r keting and adve rtising strategi e s .

While personal care products like
s o a p, shampoo and cosmetics are a
natural fit for emotional messages,
f o o d , cleaning agents, health and we l l-
ness aids and a host of other consumer
p roducts and services can also benefit
f rom identifying and meeting cus-
t o m e rs ’ emotional needs.And while
emotional messaging is arguably most
i m p o rtant for consumer products and
other categories where there is little
p roduct differe n t i a t i o n , m a ny com-
m e rcial and B2B categories are also
s t rongly influenced by emotional
n e e d s . For instance, in one medical
supply category we inve s t i g a t e d , we
l e a rned that “maintaining a pro f e s-
sional appearance” was a strong moti-
vator among phy s i c i a n s . R a re is the
p roduct to which customers do not
h ave some emotional, albeit possibl y
h i d d e n , c o n n e c t i o n .

Outlined go a l s
B e f o re starting the study, the pro j e c t
team outlined the study’s goals, w h i c h
i n c l u d e d :

• Helping our client better under-
stand customers ’ functional and emo-
tional needs surrounding the pro d u c t
c a t e g o ry.

• Determining the re l a t ive stre n g t h s
and weaknesses of our client’s pro d u c t
in relation to these needs.

• Identifying the distinct linkages
b e t ween emotional and functional
needs (for example, which functional
benefits we re connected to which
emotional needs).

• Creating an emotional “ p ro f i l e ”
for our client’s product ve rsus com-
p e t i t ive brands.

• Recommending specific pro d u c t ,
p o s i t i o n i n g , p a c k a ging and adve rt i s i n g
c h a n g e s , as necessary.

With the goals clearly defined, wo r k
was ready to start .As with any vo i c e -
of-the-customer study, the pro j e c t
began with collecting and identifying
customer wants and needs. I n t e rv i ew s
we re conducted with female re s p o n-
dents in va rious geographic locations
who had used, or we re at least fa m i l i a r

w i t h , our client’s pro d u c t . In addition
to probing for product like s , d i s l i ke s
and benefits, the interv i ews focused
on identifying feelings associated with
the product and its use.Actual pro d u c t
samples and a selection of adve rt i s e-
ments we re used throughout the
i n t e rv i ews as a conve rsation aid.

P rior to the start of each interv i ew,
respondents we re asked to fill out a
b rief survey designed to start them
thinking about emotions, feelings and
the related emotional vo c a bu l a ry.
I n t e rv i ew dialog included pro j e c t ive
techniques to identify the complete
set of emotional needs associated with
the product category. For example,
respondents we re asked to imagi n e
c e rtain wo r k , social or personal situa-
tions and to describe how they wo u l d
feel in each.

A d d i t i o n a l l y, the interv i ews incor-
porated extensive probing to uncove r
the underlying emotions driv i n g
re s p o n d e n t s ’ functional product needs.
For example, p robing beyond a simple
“I want to be clean” statement illus-
trated that respondents had a need to
feel comfort a ble around and be
accepted by others . F i n a l l y, re s p o n-
dents we re asked to describe differe n t
b r a n d s ’ typical users , or to equate dif-
f e rent brands to car models or animals.
This information helped develop per-
sonality profiles for each brand.

I n t e rv i ews we re conducted in focus
group facilities with one-way mirro rs
so that others would be able to wa t c h
the pro c e e d i n g s . Each interv i ew wa s
a u d i o t a p e d , t r a n s c ribed ve r b a t i m , a n d
then carefully read in order to identify
and extract specific wants and needs.
E m e r ging needs we re classified as
functional or emotional, and the ori g-
inal collection of needs was analyzed
to eliminate duplicates and other
statements that we re not true underly-
ing needs but rather target values or
solutions to needs.The result was a list
of 31 emotional and 53 functional
needs that formed the basis for the
c a rd - s o rting pro c e s s .

In the card - s o rting pro c e s s , e a c h
respondent was given two decks of
c a rd s , with one need statement on
each card .White cards we re pri n t e d
with functional needs statements and
pink cards we re printed with emo-
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tional needs statements. R e s p o n d e n t s
f i rst sorted the white cards containing
functional needs into piles or bu n d l e s
that “ went together in their minds.”
Once this affinitization exe rcise wa s
c o m p l e t e, respondents indicated the
i m p o rtance of each bundle and eva l u-
ated how well va rious product brands
met the needs re p resented in each.
F i n a l l y, t h ey matched each pink card ,
containing an emotional need, to the
pile of functional needs that, in their
m i n d , had the strongest connection to
that emotional need.

Clear picture
Subsequent cluster analysis of the
c a rd - s o rting data painted a clear pic-
t u re of the needs hierarc hy and the
linkages between customers ’ f u n c t i o n-
al and emotional needs. E q u a l l y
i m p o rt a n t , the analysis identified the
re s p e c t ive strengths and weaknesses of
existing products across a broad range
of parameters .We successfully illustrat-
ed which features and emotional
needs we re important to customers
and mapped how well different pro d-

uct brands performed on each dimen-
sion of customer needs. F i n a l l y, c u s-
tomer perceptions of a brand’s func-
tional performance we re matched
with the emotional needs most closely
related to that brand’s functional
s t rengths to create individual emo-
tional profiles for each brand.

In those cases where our client’s
p roduct performed re l a t ively well on a
functional need, our re c o m m e n d a-
tions focused on changing re l a t e d
emotional messagi n g , since functional
p roduct changes we re unlikely to have
a strong effect.C o nve rs e l y, for func-
tional needs areas with a large perfor-
mance gap, our re c o m m e n d a t i o n s
focused on both product and emo-
tional message changes.

A rmed with this inform a t i o n , t h e
c o m p a ny ’s product team clearly iden-
tified those areas where actual pro d u c t
changes we re needed. In addition, t h e
team pinpointed areas where its pro d-
uct was emotionally lacking, a n d
w h e re it could develop new adve rt i s-
ing and positioning strategies that
a d d ressed the pro d u c t ’s part i c u l a r

we a k n e s s e s .With the VO CA LY S T
study results in hand, our client was in
a strong position to revitalize its pro d-
u c t .

A better unders t a n d i n g
Some key lessons from this pro j e c t :

• Customers clearly link specific
emotional needs to concrete pro d u c t
f u n c t i o n s . U n d e rstanding these link-
ages can lead to better-positioned,
s t ronger brands.

• A product can be a functional per-
f o rmance “ s u p e rs t a r,” but still lack the
right emotional messagi n g . B o t h
pieces are important for long-term
p roduct success.

• Finally, u n d e rstanding how cus-
t o m e rs see your product or brand’s
emotional profile is cri t i c a l . In this
p a rticular case, emotional mapping of
i n d ividual brands allowed our client to
gain a better understanding of how
c u s t o m e rs perc e ived the pro d u c t
s p a c e. S o m e t i m e s , what companies
think customers perc e ive is quite dif-
f e rent from what customers actually
p e rc e ive in the marke t p l a c e. |Q
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ducted for NRF by BIGresearch from
October 5-12, 2005.The consumer
poll has a margin of error of plus or
minus 1.0 percent. For more informa-
tion visit www.nrf.com.

Men, longtime Internet users
most likely to use RSS
Users of RSS (really simple syndica-
tion, a format designed for sharing
headlines and other Web content) are
significantly more engaged in online
news than non-users, visiting an aver-
age of 10.6 news sites compared with
3.4 news sites for non-users, accord-
ing to findings from NewYork-based
Nielsen//NetRatings.“Convenience
is the primary reason respondents
gave for using RSS feeds,” says Jon
Gibs, senior research manager,
Nielsen//NetRatings.“Once the
technology has been adopted, users
can easily add new content.This
allows news-hungry Web visitors to
sample a wide variety of news
sources.”

Not only do RSS users visit more
news Web sites than non-users, they
also visit those sites more frequently.
RSS users visited the top 20 news
Web sites nearly three times as often
as non-users and all other news Web
sites four times as often.This means
that sites outside of the top 20 prop-
erties may be among the greatest ben-
eficiaries of RSS.

Notably, 83 percent of survey
respondents who were identified by
clickstream data as RSS users were
unaware that they were using RSS
technology.This can be explained by
sites such as MyYahoo!, where users
can customize content without
knowing anything about the RSS
feeds that make that customizing pos-
sible.

Among RSS users who understood
the technology, 78 percent were male,
and 48 percent were longtime
Internet users who have been going
online since at least 1994.Among
unaware RSS users, 54 percent were
male and 36 percent were longtime
Internet users.“Men tend to be early
and aggressive technology adopters,

but it may come as a surprise that the
youngest Internet users were not the
most RSS savvy. RSS users are partic-
ularly focused on breaking news, and
trend toward an older demographic,”
Gibs says. For more information visit
www.nielsen-netratings.com.

Portrait of a satellite radio
listener 
Much has recently been written
about the prospects for satellite radio.
Most of it is spin by owners of the
networks or Wall Street analysts using
future projections. However, an analy-
sis of the most recent Simultaneous
Media Survey (SIMM VI) by
BIGresearch,Worthington, Ohio,
defines listeners of satellite radio from
a consumption standpoint.

Here are some numbers on the
consumption power of a small (4.3
percent of 18+ population, approxi-
mately 9.5 million) but lucrative
group of consumers:

Gender: male - 56.1 percent; female
- 43.9 percent.

Average age: 42.7 (66 percent are
between the ages of 25-54).

Average household income:
$77,329.

Top pet: dog (68.5 percent).
Top-five leisure activities: watch TV

(68.3 percent); listen to music (66.4
percent); surf the Net (65.0 percent);
dining out (63.8 percent); read books
(59.9 percent).

Satellite radio listeners are also
more likely to go to the movies, play
team sports, golf, tennis, tailgate, snow
ski, or participate in boating, sailing or
swimming.

They are a pharmaceutical compa-
ny’s dream. Satellite radio listeners
suffer from the following health con-
ditions more than the general popula-
tion: acid reflux, allergies, arthritis,
depression, headaches/migraines,
heartburn/indigestion, heart disease,
insomnia, excess weight.

They are influential consumers
who give advice to others about pur-
chasing products or services - 40.5
percent regularly do so.When it
comes to shopping they buy their
groceries at Wal-Mart; their undergar-
ments are Hanes, Fruit of the Loom

Survey Monitor 
continued from page 10
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or Victoria’s Secret.When energy lev-
els are low, 61.9 percent regularly
purchase an energy bar or have a salty
snack.

Once they are recharged they go
online and their top three ISPs are
Comcast,AOL and SBC/Yahoo.
While online they prefer to search
using Google or Yahoo!. But they
don’t just search - 40.5 percent regu-
larly shop online and they shop at
eBay,Amazon or Newegg most.

In the next six months they’ll stay
just as busy as ever with above-market
purchase intentions for: cars/trucks,
computers, furniture, home appli-
ances, houses, jewelry, major home
improvement, RV/boat, stereo equip-
ment,TVs, DVDs, digital camera, and
vacation travel.

If you see a satellite radio listener
driving around town (probably on
their way to buy something) they’ll
likely be behind the wheel of a
Chevy, Ford, Dodge,Toyota,Acura or
GMC.And for those satellite radio lis-
teners who haven’t already spent
enough and are planning on buying a
car/truck, here’s the five top brands
they are looking to buy: Ford, Chevy,
Lexus,Toyota, Dodge. For more infor-
mation visit www.bigresearch.com.

Study compares and contrasts
Wal-Mart and Target
shoppers
Scarborough Research, NewYork, has
released an analysis of exclusive shop-
pers of retail behemoths Wal-Mart
and Target.The analysis reveals that
these retailers are attracting distinct
customer bases, and the household

shopping patterns of the Wal-Mart-
exclusive shopper are much different
than those of the Target-exclusive
shopper. (Exclusive Wal-Mart shop-
pers are those adults who shopped at
Wal-Mart and not Target during the
past three months. ExclusiveTarget
shoppers are those adults who
shopped at Target and not Wal-Mart
during the past three months.)

Wal-Mart, branded for its low
prices, is attracting a consumer set
that concentrates much of its house-
hold shopping at Wal-Mart.
Scarborough analyzed 24 retailers
(retailers included in this analysis are
those with a 5 percent or higher inci-
dence of past-three-month shoppers
across Scarborough’s 75 local markets)
in addition to Wal-Mart and Target
and found that Wal-Mart-exclusive
shoppers are less likely than average to
have shopped at all but four on the
list.Those retailers that are more pop-
ular than average among Wal-Mart-
exclusive shoppers are other discount
stores including Dollar General,
Family Dollar, Big Lots and K-Mart.

Target is known for featuring mer-
chandise from designers who are also
popular among the couture set. Isaac
Mizrahi and Simply Shabby Chic are
a few of the luxury brands that have
lines at Target. Consequently,Target-
exclusive shoppers are especially likely
to have shopped at relatively upscale
stores such as Nordstrom and Macy’s.
These consumers also are avid shop-
pers in general. Of the 24 retail out-
lets measured by Scarborough in the
analysis,Target-exclusive shoppers are
more likely than average to shop at 15

of them.
The different shopping patterns of

Wal-Mart and Target customers can
be attributed to demographics,
lifestyles and geographic location.
Target-exclusive shoppers are 62 per-
cent more likely than all consumers
to have an annual household income
of $100,000+.This level of income
fuels the ability to shop at upscale
retailers such as Nordstrom. In con-
trast,Wal-Mart-exclusive shoppers are
34 percent less likely than all con-
sumers to be in this income bracket.
Wal-Mart-exclusive shoppers are 10
percent more likely than all con-
sumers to be ages 50+.Target-exclu-
sive shoppers, on the other hand, are 7
percent less likely to be in this age
bracket.

“Geographic location also drives
shopping habits, and understanding
local demographics and lifestyles is
essential to properly targeting shop-
pers,” says Alisa Joseph, vice president,
advertiser marketing services,
Scarborough Research.“Given that
Target attracts an upscale crowd, these
stores are more likely to be in regions
with a similar shopping base, and
therefore high-end retailers are more
likely to be present as well.”

Both together and separately,Target
and Wal-Mart have massive market
penetration in the U.S. and they
indeed share many shoppers.The
Scarborough analysis finds that 83
percent of U.S. adults shopped at Wal-
Mart,Target or both during the past
three months.Thirty-one percent of
consumers are Wal-Mart-exclusive
shoppers, meaning they shopped at a
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Wal-Mart but not Target during the
past three months, and 12 percent of
consumers are Target-exclusive shop-
pers.

As one would expect, the 40 per-
cent of consumers who shopped at
both Wal-Mart and Target during the
past three months are generally avid
shoppers all around.They are more
likely than average to have shopped at
23 of the 24 department store brands
analyzed by Scarborough for this
report.As compared to all consumers,
these dual Wal-Mart/Target shoppers
are especially likely to have shopped
at Mervyn’s, Burlington Coat Factory,
Dillards, Kohl’s and Pier One. For
more information visit www.scarbor-
ough.com.

More women taking up
woodworking
A study by Minneapolis-based
Rockler Wo o d working and Hard wa re,
a supplier of specialty hard wa re, t o o l s
and other wo o d working pro d u c t s ,
found that a growing number of
women are tackling wo o d working by
building custom cabinets, book shelve s
and tabl e s .“ T h e re are close to four
million A m e rican women wo o d wo r k-
e rs today,” s ays LiLi Rockler Ja c k s o n ,
Rockler Companies spoke s p e rs o n ,“ I t ’s
a trend that is quickly rising as more
and more single women become

h o m e ow n e rs .Our own re s e a rch show s
that the majority of women who start-
ed wo o d working in the past thre e
ye a rs say they want to create some-
thing with their own hands for their
own home.Women are drawn to
working with wood because it’s a cre-
a t ive outlet that provides a gr a t i f y i n g
sense of accomplishment.”

“I’m making something ori ginal I
c a n ’t buy any w h e re else,” e x p l a i n e d
one re s p o n d e n t .“I wo o d work to cre-
ate items designed to fit my needs and
p e rsonal style,” said another wo m a n .“ I
challenge myself by creating a func-
tional design and then being smart
enough and skilled enough to bu i l d
i t ,” said yet another.

A c c o rding to cable television host
JoAnne Liebeler, the sense of accom-
plishment experienced by wo m e n
wo o d wo r ke rs is much of what’s fuel-
ing this phenomenon.“ Women are
realizing they can use power tools and
build something amazing,” L i e b e l e r
s ay s .“ T h ey see me handling a circ u l a r
s aw and they think,‘ H ey, if she can do
i t , I can do it, t o o.’The fear factor has
been replaced with a sense of empow-
e rm e n t .”

Rockler Companies’ m a r ke t i n g
re s e a rch suggests that nearly one-third
u n d e rt a ke the pastime to create furn i-
t u re.And while most women wo o d-
wo r ke rs create a wide va riety of items,
of those interv i ewed 21 percent cre a t e

craft items such as picture frames; 1 9
p e rcent build storage items such as
custom cabinets or shelving; 17 per-
cent complete home improve m e n t
p rojects such as adding custom crow n
molding to a ro o m ; and 9 perc e n t
m a ke childre n ’s items such as doll-
houses and wooden toy s .

While a growing number of wo m e n
a re just starting out as wo o d wo r ke rs ,
the re s e a rch suggests wo o d working is a
l i f e s t y l e, not just a hobby. In fa c t ,m o re
than 33 percent of those interv i ewe d
h ave been wo o d working for more
than five ye a rs . R e s e a rch part i c i p a n t s
also indicated that, while nearly 24
p e rcent of women who participated in
the re s e a rch said they first start e d
wo o d working as a way to improve
their homes, t h ey also found that they
greatly enjoyed working with wo o d
and power tools.

T h i rty-eight percent do wo o d wo r k-
ing at least once a we e k ; 58 percent do
wo o d working at home in rooms or
shops dedicated to wo o d wo r k i n g ; 7 1
p e rcent own their own tools; and the
m a j o rity - 42 percent - have spent
m o re than $1,000 to date.

Rockler Companies first noticed a
growing trend of women part i c i p a t i n g
in wo o d working nearly four ye a rs ago
when it launched wo m e n i n wo o d-
wo r k i n g . c o m . Since then, female visi-
t o rs to the site have jumped 27 per-
c e n t .“Our retail sales also showed the
growth of the female marke t .Wo m e n
we re coming to our stores asking for
advice on how to build cabinets or
t a bl e s ,” s ays Ann Rockler Ja c k s o n , t h e
c o m p a ny ’s CEO.“ We realized that
women wo o d wo r ke rs approach the
craft differently than men.Wo m e n
sometimes hesitate to ask how or why
in a mixed group or in a wo r k s h o p,
but jump right in asking questions
when talking with other wo m e n
wo o d wo r ke rs .”

The increase in women wo o d wo r k-
e rs visiting Rockler’s stores and We b
site corresponds to a national phenom-
e n o n .A c c o rding to the National
Association of Realtors , single wo m e n
a re the fa s t e s t - growing group of home
bu ye rs and make up the second largest
group of home bu ye rs after couples.
A c c o rding to the association, the nu m-
ber of single female homeow n e rs has

http://www.scarbor-ough.com
http://www.scarbor-ough.com
http://www.scarbor-ough.com
http://www.quirks.com


www.quirks.com Quirk’s Marketing Research Review | 69

d o u bled in the past 15 ye a rs .
“ We believe this trend has been

pushed by the popularity of do-it-
yo u rself progr a m s ,” s ays LiLi Rockler
Ja c k s o n .“ Women are seeing other
women using power tools to make
a t t r a c t ive and functional new home
f u rn i s h i n g s . S u d d e n l y, the intimidation
factor that held many women back
d i s a p p e a rs . In fa c t , nearly 47 percent of
those interv i ewed stated that they most
often work with port a ble power tools,
l i ke sanders , ro u t e rs , d rill drive rs , a n d
j i g s aw s .Thanks to do-it-yo u rself pro-
gr a m s ,‘no way ’ has been replaced with
a can-do attitude that has helped to
d rive this tre n d .”For more inform a-
tion visit www. ro c k l e r. c o m .

S ex gets men’s attention in
a d s , but at a price
In what will surely come as no sur-
p ri s e, sex in print adve rt i s e m e n t s
i m p roves the ad effectiveness for
m e n , including ad-like, p ro d u c t - l i ke,
and purchase intent, while it decre a s-
es ad effectiveness for wo m e n . Fo r

both men and wo m e n , sexual ads
m a ke it less likely that they will re c a l l
c o rrectly which brand an ad wa s
p ro m o t i n g .These are the top find-
ings of a study conducted by marke t
re s e a rch company MediaAnalyzer
I n c. , S o m e rv i l l e, M a s s .The online
test combined a questionnaire and a
visual test using MediaAnalyzer’s
Web-based eye tracking method,
A t t e n t i o n Tr a c k i n g .

Some of the conclusions: S e x u a l
ads have a stro n g , p o l a rizing effect on
the visual behavior of men and
wo m e n . Men spend a high amount of
attention on the sexual imagery (e. g . ,
female bre a s t s , legs and exposed skin).
While this does increase ad liking and
p roduct liking, and transfers to pur-
chase intent, it draws men’s attention
f rom other elements such as the
brand logo - one of the reasons why
their brand recall is wo rse than
wo m e n ’s .

Wo m e n , on the other hand,
avoided looking at sexual imagery
or even exposed skin.“ You can
i n c rease purchase intent using sex

when adve rtising to men. But yo u
p ay a pri c e ; brand recall suffers .T h a t
means using sex in ads only make s
sense for companies with a we l l -
e s t a blished brand, or those where
branding plays no ro l e,” s ays Kars t e n
We i d e, p resident and CEO,
MediaAnalyzer Inc.

The study also found that sexual
ads polarize the sexes in general:
While men like ads with sexual
themes and do not think they have
n e g a t ive effects on society, wo m e n
feel the opposite way. Most wo m e n
b e l i eve there is too much sex in
a d ve rtising (58 percent) and more
than 40 percent of all women feel
that sexual ads signify and promote a
general deterioration of moral and
social va l u e s , and pose a threat to the
p roper upbri n ging of childre n ,
re s p e c t ive l y.

The study tested 10 current U. S.
p rint ads - five of them included sexu-
al imagery and five did not - with 400
U. S. respondents split evenly betwe e n
men and wo m e n . For more inform a-
tion visit www. m e d i a a n a l y z e r. c o m .
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application and uses a We b - b a s e d
a rc h i t e c t u re to facilitate collabora-
tion and sharing of re s e a rch data and
a n a l y s i s . For more information visit
w w w. m a r ke t s i g h t . c o m .

N ewsletter ex a m i nes return
on ma r k e t i n g
ROMI Update, a new e-new s l e t t e r
p u blished by Eva n s v i l l e, I n d . ,
re s e a rch firm the ARS Gro u p, i s
n ow ava i l a ble to exe c u t ives intere s t-
ed in issues and trends related to
i m p roving re t u rn on marke t i n g
i nvestment (RO M I ) . In response to
the Sarbanes-Oxley A c t , U. S. p u bl i c
companies are looking at are a s
w h e re large amounts of money are
being spent, with an eye towa rd s
higher levels of accountability
t h rough the strengthening of pro c e s s
management and contro l s .
M a r keting expenditures are square l y
in the headlights and an industry
m ovement called re t u rn on marke t-
ing investment is emergi n g . For a
c o m p l i m e n t a ry subscription contact
Jean Wa l ker at 812-425-4562 or at
j j wa l ke r @ a rs - gro u p. c o m .

Free survey creation
software for Yo u r 2 C e n t s
c l i e n t s
U s e rs of the Your2Cents Online
Opinion Panel from Dallas-based
Common Knowledge Research
Services now receive free survey cre-
ation software.The Your2Cents
Survey Creator requires little or no
training and is accessed over the
Internet.The tool, which can also be
licensed for use with other lists and
panels, features a survey editor that
accommodates complex survey
designs. It also offers real-time quota
management and a real-time graphi-
cal reporting tool as well as fully-
labeled exports to programs including
Excel and SPSS. For more informa-
tion visit www.your2cents.com/info.

ESRI updates Commu n i t y
C o d e r
R e d l a n d s , C a l i f.-based ESRI has

released Community Coder 9.1, i t s
customer profiling and data
appending softwa re that assigns
i n f o rmation and location data to
customer re c o rd s , either indiv i d u-
ally or in batch mode. C o m p a n i e s ,
agencies and organizations can use
C o m munity Coder to develop an
accurate picture of current cus-
t o m e rs and pro s p e c t s .Ve rsion 9.1 is
the first release of Commu n i t y
Coder to integrate with A rc G I S.
N ew features and functionalities in
C o m munity Coder 9.1 include:
E S R I ’s 2005/2010 demogr a p h i c
updates and fore c a s t s ; s t re e t
geocoding data from Group 1
(vintage March 2005) with an
optional upgrade to Tele A t l a s
s t reet geocoding data (vintage
M a rch 2005); the ability to access
C o m munity Coder project files
t h rough ModelBuilder in A rc G I S
9.1 Business A n a l y s t ; the ability to
output standardized addre s s e s ; n ew
input file options including shape-
file and personal geodatabase; a n d
n ew output file types including
X M L . For more information visit
w w w. e s ri b i s . c o m .

R e mark Office OMR v6.0
n ow out
P rincipia Pro d u c t s , M a l ve rn , Pa . ,
has released Remark Office OMR
v 6 . 0 , its data entry and data pro-
cessing softwa re package.The opti-
cal mark re c ognition system allow s
a user to scan almost any plain
paper OMR form , without the
need for re gistration marks or spe-
cial inks.The data from filled-in
bu b bles or checkboxes is re c og-
nized and placed into a spre a d s h e e t
w h e re it can be exported into ove r
35 different formats or analyzed in
Remark Quick Stats, the softwa re ’s
built-in analysis component.T h e
user can design and change form s
a c c o rding to need using any wo rd
p rocessing or design progr a m .

T h rough a scanner’s Twain dri-
ver the softwa re can read data
f rom the scanner directly or it can
read T I F F, P C X , and PDF image
f i l e s . Enhancements include
respondent ID tracking, a new

user interfa c e, i m p roved re c og n i-
tion algori t h m s , and the ability to
add page identifiers .The softwa re
also works alongside Remark We b
S u rvey to conve rt forms to
HTML and integrate paper and
Web-based survey s . R e m a r k
Office OMR includes Remark
Quick Stats, an analysis compo-
n e n t , which tabulates surveys and
generates re p o rts and gr a p h s . A
n ew Survey Wi z a rd is also includ-
e d , with support for question
groups and comparison of demo-
graphic gro u p s . A free demo and
m o re information can be found at
w w w. p ri n c i p i a p ro d u c t s . c o m .

Harris service helps
migrate tracking studies 
to We b
R o c h e s t e r, N. Y.-based Harri s
I n t e r a c t ive and the Harri s
I n t e r a c t ive Service Bureau are now
o f f e ring re s e a rch firms SynTr a c k
O n l i n e, a technical and consulta-
t ive framework built on Harri s
I n t e r a c t ive capabilities for use in
m i grating syndicated and tracking
studies to the online platform .
S y n Track Online is designed to:
p re s e rve trended data; e n s u re re p-
re s e n t a t iveness through sampling
and advanced weighting tech-
n i q u e s ; accommodate mixe d - m o d e
s t u d i e s ; and improve studies that
rely on low-incidence populations.
For more information visit
w w w. h i s b o n l i n e. c o m .

B r i e f l y
Romania-based Ipsos Interactive
S e rvices Europe (IIS Europe) has
expanded its European Online
Panel to five Eastern Euro p e a n
c o u n t ri e s : R o m a n i a , R u s s i a ,
H u n g a ry, Poland and the Czech
R e p u bl i c. R e c ruitment has begun
for an initial 10,000 panelists in
each country. For more inform a-
tion visit www. i p s o s -
i n t e r a c t ive. c o m .

City Focus Researc h , L o n d o n , i s
n ow offering Fo c u s V i s i o n ’s
V i d e o M a r ker at its fa c i l i t y.
V i d e o M a r ker is a softwa re - b a s e d
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video re c o rd i n g , editing and stor-
age system. For more inform a t i o n
visit www. c i t y f o c u s re s e a rc h . c o m .

Seattle re s e a rch firm
Q u e s t i o n P ro has added functional-
ity to its online survey serv i c e.T h e
M a r ket Research Toolset extends
the existing data collection and
analytics services by adding thre e
n ew capabilities: online panel
m a n a g e m e n t , a c t i o n - o riented ana-
lytics and decision support sys-
t e m s . For more information visit
w w w. q u e s t i o n p ro. c o m .

Saskatoon-based Interactive
Tracking Systems Inc. h a s
enhanced its online survey re p o rt-
ing for both CATI and Web sur-
vey s , adding improved data filter-
ing and re p o rting and dow n l o a d
options including the ability to
i m p o rt charts into Wo rd or
Powe r Po i n t . For more inform a t i o n
visit www. i t r a c k s . c o m .

We s t G roup Researc h , P h o e n i x ,
has moved into expanded fa c i l i t i e s ,
adding focus group suites featuri n g
d i gital re c o rding systems, w i re l e s s
and wired Internet access and
Web-based remote monitoring of
gro u p s .The new location also
includes a mu l t i p u rpose room seat-
ing up to 100 and a 60-station
CATI center. For more inform a-
tion visit www. we s t gro u p re-
s e a rc h . c o m .

S y n ovate has launched
S y n ova t e 2 4 , an automated
ove rnight re s e a rch tool designed to
e n a ble Australian automotive man-
u fa c t u re rs and dealers to enhance
their customers ’ e x p e riences when
p u rchasing a wide range of dealer
s e rv i c e s .The product was deve l-
oped with international industry
input and is based on the NADA 2 4
p rogram run by the National
Automobile Dealers A s s o c i a t i o n
( N A DA) in the U. S. For more
i n f o rmation visit
w w w. s y n ova t e. c o m .

N ew York re s e a rch firm s
M i l lwa rd Brown and Dynamic

L ogic are now offeri n g
D i g i t a l L i n k , a new online copy
testing tool. It will focus on the
components necessary to eva l u a t e
online cre a t ive - ability to cap-
t u re attention, d e l iver a com-
pelling message and generate a
d e s i red response (click-thro u g h
to brand consideration). For more
i n f o rmation visit www. m i l lwa rd-
b row n . c o m .

G e rm a ny-based GfK-Nürn b e r g
e. V. has launched GfK A c a d e my,
o f f e r ing continued pro f e s s i o n a l
d evelopment and training for man-
a g e rs .The GfK A c a d e my give s
m a n a g e rs working in the areas of
m a r ke t i n g , m a r ket re s e a rch and
m a r ke t - o riented corporate plan-
ning the opportunity to consider
issues relating to know l e d g e - b a s e d
m a r ket and marketing management
under the direction of intern a t i o n-
al expert s . For more inform a t i o n
visit www. g f k . c o m .

ACNielsen India is equipping a

field force in India with handheld ter-
minals for data collection across the
country.ACNielsen’s handheld termi-
nal is a personal digital assistant
embedded with proprietary software
applications designed to capture retail
sales data used by the country’s mar-
keting community. Data from 750
individual terminals will be transmit-
ted from over 200 locations across the
nation to ACNielsen’s processing hub
at Baroda. For more information visit
www.acnielsen.co.in.

Toronto research firm Ipsos ASI is
now offering Ad*Graph Express, an
ad campaign tracking tool.Ad*Graph
Express costs $9,500 for 1,000 inter-
views conducted nationally, and
results are delivered within one week.
Ad*Graph Express is aimed at com-
panies that want to know how their
ad(s) are doing, to assess several differ-
ent executions within a campaign to
see which is working best, and to
assess if the ad is wearing out. For
more information visit
w w w. i p s o s . c a / a s i .
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Awards/rankings
Shugoll Research, Bethesda, Md.,
was named one of the Ten Best
Companies Supporting the Arts in
America by the Business Committee
for the Arts and Forbes. Shugoll
Research is the creator and sponsor of
ArtSpeak!, a nine-year-old program
designed to excite students about the
arts and create an interest in attending
live performances.ArtSpeak! brings
artists into schools where they talk
about their career, answer questions,
sign autographs and perform.

U.K. research software firm Pulse
Train has won the 2005 MRS/ASC
Joint Award for Technology
Effectiveness.The award, given by the
Market Research Society and the
Association for Survey Computing, is
for outstanding innovation in the
application of software or technology
to market, opinion and social
research. Pulse Train won for its
mixed- and multi-mode interviewing
system, Bellview Fusion. Its entry was
based on Bellview Fusion’s imple-
mentation at the National Opinion
Research Center (NORC) at the
University of Chicago, where it is
being used as a component in the
U.S. National Immunization Survey, a
study that provides details of vaccina-
tion coverage among pre-school chil-
dren across 50 U.S. states and 28 large
urban areas.

Cultural Access Group, a Los
Angeles research firm, and
Interviewing Service of America,
Van Nuys, Calif., have been awarded
the first-ever 3AF (Asian American
Advertising Foundation) Research
Partner of the Year for their work on
the Asian American Market Report.
Covering six of the major Asian
nationalities, as well as African-
Americans, Hispanics and non-
Hispanic whites, the Asian American
Market Report provides demograph-
ic, cultural, behavioral and media
insights.

New accounts/projects
Media companies Global News and
CanWest News Service have select-
ed Toronto research firm Ipsos Reid
as their pollster of record.

New companies/new divisions/
relocations/expansions
The MVL Group, a Jupiter, Fla.,
research firm, has created a new com-
pany, Carbonview Research Inc.,
which will focus on online research.

Consumer Pulse has moved its
Charlotte data collection facility to
Eastridge Mall, 246 N. New Hope
Rd., #118, Gastonia, N.C., 28054.
Phone 704-854-8320. E-mail char-
lotte@consumerpulse.com.The facil-
ity is managed by Daniel Bashaw.

Mary Jo Martin, formerly vice
president of research and database
marketing at The Quest Business
Agency in Houston, has formed
Knowledge-Based Marketing,
LLC, a Houston-based firm provid-
ing market research and consulting
services. She can be reached at
maryjom@kbasedmkt.com or at 713-
344-0152.

The Ipsos Group has opened a
new office in the Seattle area at 10900
N.E. 8th St., in Bellevue,Wash.

Company earnings reports
In results for the third quarter ended
September 30, 2005, Arbitron Inc.,
NewYork, reported revenue of $85.6
million, an increase of 4.5 percent
over revenue of $82.0 million during
the third quarter of 2004.A planned
increase in expenses for the Houston
Portable People Meter market
demonstration and for the rollout of
the Project Apollo pilot contributed
to an increase in costs and expenses
for the third quarter of 11.8 percent,
from $47.1 million in 2004 to $52.7
million in 2005. Earnings before
interest and income tax expense
(EBIT) for the quarter were $33.1
million, a decrease of 1.8 percent
compared to EBIT of $33.7 million
during the third quarter last year.

Income tax expense for the third

quarter 2005 increased by $4.1 mil-
lion over the same period last year
due in part to a third-quarter 2004
reversal of certain reserves for tax
contingencies and a third-quarter
2004 reduction in the valuation
allowance on certain deferred tax
assets which together amounted to a
benefit of $4.2 million in the third
quarter of 2004.

Net income for the third quarter
decreased by 13.7 percent from $24.2
million in 2004 to $20.9 million in
2005. Net income per share for the
third quarter 2005 decreased to $0.66
(diluted), compared with $0.77 (dilut-
ed) during the comparable period last
year.

For the nine months ended
September 30, 2005, revenue was
$234.6 million, an increase of 4.9 per-
cent over the $223.6 million in the
same period last year. EBIT was $84.4
million, compared to $81.5 million in
2004. Net income for the nine
months was $56.1 million or $1.77
per share (diluted), compared with
$50.9 million or $1.62 per share
(diluted) during the comparable peri-
od last year.

Oslo-based Future Information
Research Management (FIRM)
reported revenue increased in the
third quarter 2005 by 35 percent
compared to the same quarter in the
previous year. FIRM reported rev-
enue of $3.69 million in Q3 2005
compared to $2.73 million in Q3
2004.The company’s EBITDA result
was $93,000 for the quarter, com-
pared to $85,000 in Q3 2004. Pre-tax
profit was $31,000 in Q3 2005, com-
pared to $182,000 in the same quarter
last year.Accumulated revenues for
the first nine months of 2005 were
$11.0 million, a growth of 30 percent
compared to same period in 2004,
and EBITDA year-to-date was
$84,000 as of September 30, 2005.

IMS Health, Fairfield, Conn.,
announced third-quarter 2005 rev-
enues of $432.8 million, up 13 per-
cent (12 percent constant dollar),
compared with revenues of $384.2
million for the third quarter of 2004.
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Third-quarter diluted earnings per
s h a re on an SEC-re p o rted basis we re
$ 0 . 3 0 , up 7 perc e n t , c o m p a red with
$0.28 in the prior ye a r.T h i rd - q u a r-
ter adjusted diluted earnings per
s h a re we re $0.34, c o m p a red with
$0.30 per share in the same peri o d
of 2004, an increase of 13 perc e n t .
Net income on an SEC-re p o rt e d
basis was $71.1 million, up 8 perc e n t
c o m p a red with net income of $65.6
million in the year-earlier quart e r.
On an adjusted basis, net income for
the third quarter of 2005 was $80.6
m i l l i o n , up 14 perc e n t , c o m p a re d
with net income of $70.7 million in
the prior ye a r.

Operating income in the third
q u a rter was $102.2 million on an
S E C - re p o rted basis and $110.7 mil-
lion on an adjusted basis, c o m p a re d
with operating income of $102.9
million on both an SEC-re p o rt e d
and adjusted basis in the ye a r - e a r l i e r
p e ri o d .Adjusted operating income
excludes a charge of $8.5 million for
costs associated with the pro p o s e d
merger of IMS and VNU N. V.
Operating income was down 1 per-
cent on an SEC-re p o rted basis and
rose 8 percent on an adjusted basis
(7 percent constant dollar).

Adjusted results for the third quar-
ter of 2005 exclude the merger-
related costs mentioned above, c e r-
tain net pre-tax income items total-
ing $0.7 million, and certain net tax
p rovisions of $1.6 million.A d j u s t e d
results for the 2004 third quart e r
exclude certain net pre-tax expense
items totaling approximately $1.7
m i l l i o n , as well as certain net tax
p rovisions of approximately $3.3
m i l l i o n .

For the first nine months of 2005,
reve nues we re $1,277.1 million, u p
13 percent (11 percent constant dol-
lar) over the prior year peri o d .
Diluted earnings per share on an
S E C - re p o rted basis for the 2005 firs t
nine months was $0.84, c o m p a re d
with $0.89 in the year-earlier peri-
o d , d own 6 perc e n t , p ri m a rily due
to the tax re c o rded in the first nine
months of 2005 on cash IMS is
re p a t riating under the A m e ri c a n

Jobs Creation Act of 2004 (AJCA ) .
Adjusted diluted earnings per share
for the first nine months of this ye a r
we re $0.98, a 17 percent incre a s e
over the $0.84 re p o rted in the pri o r -
year peri o d . On an SEC-re p o rt e d
b a s i s , net income for the first nine
months of this year was $194.7 mil-
l i o n , c o m p a red with $211.8 million
for the year-ago peri o d , an 8 perc e n t
d e c re a s e. On an adjusted basis, n e t
income for the 2005 first nine
months was $226.5 million, up 12
p e rc e n t , c o m p a red with adjusted net
income of $201.6 million for the
c o m p a r a ble period last ye a r.

Operating income for the firs t
nine months of 2005 was $302.4
million on an SEC-re p o rted basis
and $318.3 million on an adjusted
b a s i s , c o m p a red with $301.6 million
on both an SEC-re p o rted and
adjusted basis in the ye a r - e a r l i e r
p e ri o d .

Adjusted operating income for the
2005 first nine months excludes a
charge of $15.9 million for costs
associated with the proposed IMS
and VNU merger. Operating income
growth in the 2005 first nine
months was flat on an SEC-re p o rt e d
basis and up 6 percent on an adjust-
ed basis (4 percent constant dollar)
f rom the same period last ye a r.

Adjusted results for the first nine
months of 2005 exclude the merger-
related costs mentioned above and
c e rtain net pre-tax income items
totaling approximately $15.1 mil-
l i o n , as well as certain net tax prov i-
sions of approximately $31.1 mil-
l i o n , p ri m a rily related to the $39.5
million tax expense re c o rded in the
f i rst nine months of 2005 on cash
re p a t riated under the A J CA .
Adjusted results for the first nine
months of 2004 exclude certain net
p re-tax income items of approx i-
mately $9.6 million and certain net
tax benefits of approximately $0.7
m i l l i o n .

Opinion Researc h
C o rp o r a t i o n,P ri n c e t o n , N. J. ,
announced third - q u a rter reve nues of
$48.7 million ve rsus $48.9 million in

the prior ye a r ’s third quart e r. S o c i a l
re s e a rch reve nues we re $34.1 million
ve rsus $32.7 million in last ye a r ’s
t h i rd quart e r.M a r ket re s e a rch rev-
e nues totaled $12.9 million ve rs u s
$13.0 million in the prior ye a r ’s
t h i rd quart e r.Te l e s e rvices reve nu e s
we re $1.8 million ve rsus $3.2 mil-
lion in last ye a r ’s third quart e r.

The company re p o rted a net loss
for the quarter of ($4.65 million).
This includes an impairment prov i-
sion for the remaining goodwill in
the teleservices segment, a prev i o u s-
ly announced write-off of expenses
i n c u rred in a postponed equity
o f f e ring and a tax accrual adjust-
ment due to a change in the esti-
mated annual tax rate, w h i c h
t ogether reduced net income by
a p p roximately $5 million. Net loss
per diluted common share wa s
( $ 2 . 5 8 ) .The above items and the
impact from the prev i o u s l y
announced re p u rchase of the LLR
i n t e rests reduced earnings per dilut-
ed common share by $2.64. N e t
income and diluted earnings per
s h a re for the third quarter of 2004
we re $1.0 million and $0.15 re s p e c-
t ive l y.

For the first nine months of 2005,
reve nues we re $149.4 million com-
p a red to $146.3 million in the firs t
nine months of 2004.The company
re p o rted a net loss for the nine
months of ($3.2 million).T h i s
includes the goodwill impairm e n t
p rov i s i o n , a first quarter re f i n a n c i n g
charge and the write-off of the
equity offering expenses which
t ogether reduced net income by
a p p roximately $5.3 million. Net loss
per diluted common share wa s
( $ 2 . 1 2 ) .The above items and the
impact from the re p u rchase of the
LLR interests reduced earnings per
diluted common share by $2.45. N e t
income and diluted earnings per
s h a re for the first nine months of
2004 we re $1.7 million and $0.26
re s p e c t ive l y. Last ye a r ’s nine months
was impacted by a re f i n a n c i n g
charge that reduced net income by
$1.5 million and diluted earn i n g s
per share by $0.24.
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Marc Litvinoff has been named
president of NewYork research firm
FIND/SVP, Inc.

U. K . retail re s e a rch firm E S A h a s
named Jacqueline W h i t e to its pro-
jects team as senior exe c u t ive and
p romoted James Love t t to pro j e c t
e xe c u t ive.

Greenfield Online,Wi l t o n , C o n n . , h a s
made changes to its senior manage-
ment team and board of dire c t o rs .
Dean Wi l t s e, f o rmerly pre s i d e n t
and chief exe c u t ive officer, has left
the company and has tendered his
resignation as a dire c t o r. A l b e rt
A n gri s a n i has been appointed pre s-
ident and chief exe c u t ive officer and
elected to the board of dire c t o rs .
A n grisani will also serve as chairm a n
of a newly formed special operations
committee of the board .The com-
mittee will work with operating
management to rev i ew the compa-

ny ’s strategy and re s o u rc e s .
C o n c u rre n t l y, the board has dis-
banded its mergers and acquisitions
c o m m i t t e e. In addition, the compa-
ny named Joseph A . Ripp to the
b o a rd of dire c t o rs . R i p p, an inde-
pendent dire c t o r, has also joined the
a u d i t , c o m p e n s a t i o n , g ove rnance and
n o m i n a t i n g , and special operations
committees of the board .

Paul We e n e r has re t i red as CEO of
Diagnostics Plus, State College, Pa .

We e n e r, who founded the firm in
1 9 8 7 , will continue in a part - t i m e
role working on strategic dire c t i o n ,

planning and business deve l o p m e n t
e f f o rt s .The firm also announced
four pro m o t i o n s : M i c h e l l e
H o s t e t l e r to vice president of
re s e a rch and operations; N o re t
F l o o d to director of field serv i c e s
and technolog y ; Trish Eva n i t s k y t o
d i rector of employee re s e a rc h ; a n d
Michael Hostetler to director of
bu s i n e s s - t o - business re s e a rc h . I n
a d d i t i o n , Caitlin Stanley has been
named re s e a rch associate.

Arbitron Inc., N ew Yo r k , has pro m o t-
ed Brad Kelly to vice president of
group sales.

N ew York re s e a rch firm Ipsos Insight
has named C a t h e rine LoPre s t i t o
its consumer products re s e a rch div i-
sion as qualitative re s e a rch consul-
t a n t .

Ronda Hodge s and Carla Pe n e l
h ave joined M/A/R/C Research ,
I rv i n g ,Te x a s , as re s e a rch manager.

Names of Note
continued from page 12

Weener

Focus Group Facility for Lease

We are please to offer a pre-built and modern focus group facility located in

Parsippany, NJ – The Heart of Morris County. It is conveniently located with

incredibly easy access from Routes. 80, 287, 46, 202 and 10. Morris County

is one of the densest, wealthiest and highest educated in the country and your

new facility will be located right in the middle of it!

This is a “plug & play” opportunity that is not to be missed. Call for an

appointment to tour this facility today.

Scott Lawliss

COLLIERS HOUSTON & CO.

973-257-7168
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plastic interior that the twe n-
tysomethings said was needed to
withstand the wear and tear of
c a rting their surfing, biking and
camping supplies aro u n d .

The more I heard about the car,
the more I was intere s t e d , eve n
though I’m well out of the target
a u d i e n c e ’s age range and the only
surfing I do invo l ves a TV re m o t e.
S u re enough, Ucmakli mentioned
t owa rd the end of his pre s e n t a t i o n
that Honda happily found that the
vehicle captured the interest of a
segment of older drive rs as we l l .

Another standout talk came
f rom Richard Ke l l y, vice pre s i d e n t
of global market re s e a rch at GE
Consumer Finance, who offere d
tips on raising the profile of the
c o rporate re s e a rch function.

P rior to his arrival at the firm in
1 9 9 9 , t h e re was no re s e a rch func-
t i o n . N ow the company inve s t s
$10 million per year in re s e a rc h ,
conducting 500 focus groups and
150,000 consumer interv i ew s .
Kelly seems to have brought an
almost entre p re n e u rial approach to
his job. He is fortunate that his
c o m p a ny supports some of his
r isk-taking (which really isn’t r i s k -
taking at all, but I often get the
sense that companies view any
kind of spending without an
immediate re t u rn as r i s k - t a k i n g ) ,
but his efforts have clearly paid off
so it’s hard to argue with his meth-
o d s . For example, the two - p a g e
n ewsletter he developed for com-
p a ny exe c u t ives summari z i n g
results of a global brand-tracking
study has been we l l - re c e ive d .

The newsletter is one example
of his belief that, when commu n i-
cating re s e a rch re s u l t s , you mu s t
adapt your approach to your audi-
e n c e. Some people want lots of
d a t a , o t h e rs want a quick summary.
Some learn best from detailed
c h a rt s , o t h e rs appreciate simple
visual explanations.The bottom

line is, the more they can under-
stand the re s u l t s , the more wo rt h
t h ey will assign to the process that
obtained them.

That ability to package re s e a rc h
findings to suit the needs of spe-
cific internal audiences is just one
example of the capabilities he out-
l i n e d . A re s e a rcher needs technical
skills (these are a give n ) , c o n s u l t a-
t ive skills (interp e rsonal and com-
munication skills that help yo u
adapt and flex to the styles of
other managers ) , and interest in
and knowledge of business grow t h
(being able to measure and com-
municate re s e a rch RO I ) .

M a r ket seg m e n t a t i o n
Keith Rozolis, vice president of
s t r a t e gic marketing and planning
at ABC Supply Co. , I n c. , a Beloit,
Wi s c. , seller of roofing and siding
s u p p l i e s , d e l ive red a textbook
example of the value of marke t
s e g m e n t a t i o n . At the time of his
a rr ival at the firm in 1999,
Rozolis said, ABC was an entre-
p re n e u rial firm that was grow i n g
chiefly by acquisitions. (It start e d
with three stores in 1982 and now
has 280 in 44 states.) Taking cues
f rom the serv i c e - p rofit chain
m o d e l , the company began a five -
year re s e a rch process in 2000 to
talk to and learn from the con-
t r a c t o rs who are its pri m a ry cus-

t o m e rs .
With the help of re s e a rch part-

ner Maritz Researc h , ABC has
identified four customer segments
and each segment’s wants and
n e e d s . A rmed with that inform a-
t i o n , it has been able to, for exam-
p l e, avoid large expenditures on
t e c h n o l og y, after the re s e a rc h
found only a fraction of its marke t
sought an online price- and
i nve n t o ry-checking system.
R e s e a rch showed that the compa-
ny had a wider range of customers
than it thought, which paved the
way for the introduction of new
p roduct and service lines such as
w i n d ows and doors , which gar-
n e red greater share - o f - wallet fro m
existing customers while attract-
ing new ones.

F rom 2000 to 2004, total sales
went from $1.2 billion to $2 bil-
l i o n .Those results and the role of
re s e a rch in achieving them cer-
tainly have n ’t gone unnoticed
within the company. L i ke Ke l l y,
Rozolis stressed the power and
value of finding ways to distri bu t e
re s e a rch data to eve ry level of the
o r g a n i z a t i o n . But along with the
d a t a , d o n ’t forget to provide the
insights and analysis, he said.T h a t ’s
what makes the nu m b e rs come
a l ive and helps make a passive
recipient into an active part i c i p a n t
in the re s e a rch pro c e s s . |Q
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By Joseph Rydholm, Quirk’s editor

The Sox lost but research won

trade talk

Red Sox Nation, feel fre e
to blame me.While in
Boston in September for

the A m e rican Marke t i n g
A s s o c i a t i o n ’s (AMA) annual mar-
keting re s e a rch confere n c e, I took
in a Sox game to get my semi-
a n nual Fe n way fix.The team
l o o ked sluggish in a loss to To ro n t o
and I’m pretty cert a i n , based on
my proven ability to curs e
M i n n e s o t a ’s Tw i n s ,Vikings and
G o p h e rs teams by attending their
g a m e s , that my presence in the sta-
dium was their dow n fa l l .

Thankfully for the A M A , my
jinxing abilities do not extend to
re s e a rch industry eve n t s .
Attendance was up, way up, t h i s
ye a r: at 785 attendees - 145 more
than in 2004 - it was the highest
eve r. I’m not sure what the
i n c rease indicates, though I hope
i t ’s a sign that businesses are feeling
a little more flush and that their
i n t e rest in using re s e a rch is grow-
i n g .

Those who came seeking exam-
ples of companies that are alre a d y
awa re of the power of re s e a rch had
plenty to choose fro m . Jon Luther,
CEO of Dunkin’ Brands Inc. , p ro-
vided a nice follow-up to a pre s e n-

tation that his firm ’s vice pre s i d e n t
of consumer insights delive red at
last ye a r ’s Marketing Researc h
Association confere n c e. In 2004,
D u n k i n ’s Regina Lewis spoke on
re s e a rc h ’s role in developing a new
line of lattés and cappuccinos. I
recall her being hopeful that the
success of that project would spur
the company to see the value of
re s e a rch and continue down the
c o n s u m e r - c e n t ric path.We l l , t h e
ve ry presence of the CEO behind
the podium at a re s e a rch confer-
ence a year later is proof that her
hopes we re re a l i z e d .

D u n k i n ’ seems to have embraced
re s e a rch in all its form s , using a
number of methods for a nu m b e r
of purp o s e s . For example, re s e a rc h
was helpful in convincing a ve ry
hesitant Tropicana to co-brand
with Dunkin’ on a product that
became the Tropicana Orange
C o o l a t t a . And to develop its Tu r b o
Ice dri n k s , which we re aimed at
youthful coffee dri n ke rs , L u t h e r
said the company asked kids to
spend a few days re c o rding their
thoughts about coffee - wheneve r
and wherever those thoughts
o c c u rred - noting instances where
t h ey felt they needed some “ c h u g-

g a ble energy.”
In another pre s e n t a t i o n , A z i z

U c m a k l i , assistant senior manager,
a d vanced product planning at
H o n d a , s p o ke on the role of
re s e a rch in developing the
E l e m e n t , H o n d a ’s odd-looking
S U V / m i n ivan/station wa g o n - l i ke
ve h i c l e.A cross-functional team of
d e s i g n e rs and engi n e e rs in their
20s and 30s set out to create a dif-
f e rent kind of ve h i c l e, one aimed
at young drive rs who we re active,
o u t d o o r - o riented types. R e s e a rc h
included observational and ethno-
graphic re s e a rc h , a facet of which
was a lifestyle immersion in which
Honda execs spent a night at a
famous surfing beach to soak in
the surfer lifestyle. (I can see the
title of that Powe r Point pre s e n t a-
t i o n : “ C - L evel at Sea Leve l .”) 

Kids in the target market said
t h ey wanted space to haul and
s t o re all of their stuff but didn’t
want to drive a miniva n .Taking the
b oxy shape of a lifeguard station as
one of their many inspirations, t h e
d e s i g n e rs drew up the Element,
w h i c h , along with a genero u s
cargo capacity also has the durabl e

continued on page 77
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