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> More best practices 

for online qualitative

> Conducting research 

in Second Life

> Testing panels for 

problem respondents



YOUR GLOBAL RESEARCH PARTNER, ANYWHERE, ANYTIME.

WE DEFINE PARTNERSHIP

Coming together is a beginning; 
keeping together is progress; 
working together is success.
–Henry Ford 
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For more than 40 years, we’ve been constantly perfecting the art and 

science of qualitative and quantitative data collection, building a reputation 

as one of the largest and most innovative research services companies 

in the world. Over that time, we have won many prestigious honors. But 

more importantly, we’ve won the trust and confidence of some of the most 

discriminating companies and research professionals in the world.

We’d like to help you build your business. With a lifetime of experience 

and a dedicated staff of research professionals, providing personalized 

service we are your global research partner.

US: ATLANTA • BOSTON • CHICAGO • CHICAGO O’HARE • DALLAS • HOUSTON

LOS ANGELES • NEW JERSEY • NEW YORK • ORLANDO • PHILADELPHIA

PHILADELPHIA BALA CYNWYD • PHOENIX • SAN FRANCISCO

UK: CENTRAL LONDON • WIMBLEDON

TOLL FREE: (USA) 866-549-3500 • (UK) +44 (0) 207 935 4979 • www.SchlesingerAssociates.com

http://www.SchlesingerAssociates.com


Need Better Quality 
International Online Data Collection?

Talk to Research Now
Your Quality One-Stop Shop for International Data Collection

Unrivaled panel reach and quality:

• Proprietary panels in North America,
Europe and Australia 

• Asian and Latin American panels launching 
soon 

• Research-only, multi-sourced, frequently
refreshed and carefully managed panelists

• Extensively profiled panels for targeted, 
accurate sampling  

Contact us for further information on any aspect of International Online Data Collection or Panels :
quote@researchnow-usa.com | www.researchnow-usa.com

T +1 212 790 9599 (New York) T +1 415 392 4300 (San Francisco) | T +1 312 283 3470 (Chicago) T +1 800 599 7938 (Toronto) 

Unrivaled service and delivery:

• Technical excellence with industry leading
programing and hosting capabilities 

• Highly experienced, research-literate, 
multi-lingual teams in all client service offices

• Delivery from Toronto, San Francisco,
London and Sydney - all locations close to 
our clients and not off-shore

• Consultative and easy to work with team  

The International Online Data Collection 
& Panel Specialists

New York | San Francisco | Chicago | Toronto | London | Paris | Hamburg | Frankfurt | Sydney | Melbourne

mailto:quote@researchnow-usa.com
http://www.researchnow-usa.com
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T TO REGISTER  T

£ BurkeInstitute.com

£ 800-543-8635 or

£ 513-684-4999

£ Fax 513-684-7733

£ E-mail:
register@BurkeInstitute.com

For additional information or details 
about our seminars please contact:

Jim Berling | Managing Director or 
visit our Web site at BurkeInstitute.com

101 | Practical Marketing 
Research  $1,995

New York Jan 9-11
Los Angeles Feb 5-7
Philadelphia Mar 20-22
Chicago Apr 30-May 2
Baltimore Jun 12-14
New York Jul 23-25
San Francisco Aug 28-30
Cincinnati Oct 1-3
Dallas Nov 6-8
Chicago Dec 10-12

104 | Designing Effective
Questionnaires: A Step by
Step Workshop $1,995

New York Jan 17-19
Los Angeles Mar 6-8
Chicago May 15-17
Baltimore Jul 10-12
San Francisco Aug 21-23
Cincinnati Oct 10-12
Atlanta Nov 27-29

106 | Online Research Best
Practices and Innovations  $1,595

Baltimore Mar 6-7
Los Angeles Jun 26-27
Chicago Oct 9-10

202 | Focus Group Moderator
Training  $2,495

Cincinnati Jan 23-26
Cincinnati Feb 27-Mar 2
Cincinnati Apr 17-20
Cincinnati Jun 5-8
Cincinnati Jul 17-20
Cincinnati Aug 27-30
Cincinnati Oct 23-26
Cincinnati Nov 27-30

203 | Specialized Moderator 
Skills for Qualitative Research
Applications  $2,495

Cincinnati Mar 5-8
Cincinnati Jun 11-14
Cincinnati Oct 30-Nov 2

207 | Qualitative Nuevo:
Integrating the Latest 
Technology into Qualitative
Research  $1,595

New York Feb 15-16
Cincinnati May 22-23
Chicago Aug 14-15
Baltimore Nov 7-8

301 | Writing and Presenting
Actionable Marketing Research
Reports  $1,995

New York Jan 24-26
Los Angeles Mar 21-23
Chicago May 16-18
Baltimore Jul 17-19
Cincinnati Sep 19-21
San Francisco Nov 14-16

501 | Applications of Marketing
Research  $1,595

Los Angeles Feb 8-9
Chicago May 3-4
New York Jul 26-27
Cincinnati Oct 4-5
Chicago Dec 13-14

502 | New Product Research:
Laying the Foundation for 
New Product Success  $1,595

New York Feb 27-28
Chicago Aug 7-8
Los Angeles Nov 13-14

504 | Advertising Research  $1,595

New York Mar 1-2
Chicago Aug 9-10
Los Angeles Nov 15-16

505 | Market Segmentation and 
Positioning Research  $1,995

Chicago Feb 13-15
San Francisco Jun 26-28
Cincinnati Oct 23-25

506 | Customer Satisfaction 
and Loyalty Research  $1,595

Philadelphia Mar 13-14
Los Angeles Jul 10-11
Chicago Oct 16-17

507 | Analysis and Interpretation 
of Customer Satisfaction and 
Loyalty Data  $1,595

Philadelphia Mar 15-16
Los Angeles Jul 12-13
Chicago Oct 18-19

601 | Data Analysis for 
Marketing Research: The
Fundamentals  $1,595 

New York Jan 22-23
Los Angeles Mar 19-20
Chicago May 14-15
Cincinnati Sep 17-18
San Francisco Nov 12-13

602 | Tools and Techniques 
of Data Analysis  $2,495

New York Jan 30-Feb 2
Los Angeles Mar 27-30
Chicago Jun 5-8
Baltimore Jul 31-Aug 3
Cincinnati Sep 25-28
San Francisco Nov 27-30

603 | Practical Multivariate 
Analysis  $2,495 

New York Feb 6-9
Los Angeles Apr 24-27
Chicago Jun 19-22
Baltimore Sep 11-14
San Francisco Dec 4-7

605 | Practical Conjoint Analysis 
and Discrete Choice Modeling
$1,995

Boston Mar 5-7
San Francisco Jun 19-21
Chicago Sep 18-20

607 | Forecasting Models 
for Customer Behavior and
Lifetime Value $1,595

New York Feb 8-9
Los Angeles May 29-30
Chicago Sep 6-7

802 | Linking Customer,
Employee and Process Data to 
Drive Profitability  $1,595

Baltimore Mar 8-9
Los Angeles Jun 21-22
Chicago Oct 11-12

NEW

NEW

Marketing 
Research
Seminars
We cordially invite you to
experience our unequalled
commitment to excellence.

SEMINAR DATES, LOCATIONS AND FEES FOR NORTH AMERICAT TO REGISTER  T

JANUARY THROUGH DECEMBER 2 0 0 7

Please check our Web site or
contact us about the following:

£ Certificate of Proficiency
Programs

£ Discount Pass Programs 
(3, 6,12 month options)

£ In-house/on-site seminars

£ Combination/team fees

£ Recommended 
seminar combinations:

101  &  501
202  &  203
301 &  601
506  & 507
602  &  603

mailto:register@BurkeInstitute.com


FocusVision  VideoStreaming lets you view live focus
groups from your PC in the office, at home or wherever
you have an Internet connection. FocusVision is available 
worldwide from a global network of over 300 facilities.

Two levels of videostreaming are available. Our
Premium service provides a moving camera and on-site
operator to capture close-ups of respondents, packaging
or easels. Our Basic service is a lower priced option
providing a pre-set, stationary camera view designed
for one-on-one interviews.

Both services offer you our feature-rich FocusVision
VideoMarker Editor Software, dual password security,
archiving and a CD-Rom recording for post-project
viewing and our Viewer Chat function so all remote
viewers can communicate while watching the research.

Global facility network,moving cameras,
broadcast quality equipment...

With FocusVision VideoStreaming
the difference is perfectly clear.

VideoMarker™ bookmarking and editing software is included 
on all FocusVision VideoStreaming projects. Users can create 
and annotate bookmarks while watching a live or archived 
project then quickly access the bookmarked video with a 
simple click. Users can also create videoclips to include in 
PowerPoint presentations, send to colleagues via email, or 
group them together as a highlight reel.

Worldwide Headquarters: STAMFORD, CT
Regional Offices: CHICAGO • LONDON • LOS ANGELES

FocusVision video transmits the live 
focus group experience right to your 
office or home… without traveling

Call 203-961-1715 opt.6
Email: info@focusvision.com
Learn more: www.focusvision.com

mailto:info@focusvision.com
http://www.focusvision.com


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

Plus Over 107 International Facilities

ARIZONA
Phoenix

Delve-Phoenix
Fieldwork Phoenix, Inc.-South Mountain
Plaza Research-Phoenix
Schlesinger Associates

Scottsdale
Fieldwork Phoenix, Inc.-Scottsdale
Focus Market Research, Inc.-GroupNet™

CALIFORNIA (Northern)
San Francisco

Focus Pointe Global 
Ecker & Associates Downtown & 

South San Francisco
Fieldwork San Francisco
Fleischman Field Research, Inc.-First Choice Facilities
Greenberg Studios
Nichols Research, Inc.-GroupNet™
Plaza Research
Schlesinger Associates

San Francisco (suburban)
Nichols Research, Inc-GroupNet™

San Jose
Nichols Research, Inc.-GroupNet™

CALIFORNIA (Southern)
Costa Mesa

Assistance in Marketing
Los Angeles

Adept Consumer Testing, Inc.-Beverly Hills GroupNet™
Adept Consumer Testing, Inc.-GroupNet™-Encino
Adler Weiner Research-Westwood
Advanced Marketing Perspectives
Assistance in Marketing
Atkins Research Group, Inc.
Delve
Facts N Figures
Focus Pointe Global
LW Research
Meczka Marketing Research
Murray Hill Center West-Santa Monica
Plaza Research
Qualitative insights
Savitz Field & Focus
Schlesinger Associates
Trotta Associates Marina Del Rey-First Choice Facilities

L.A. Orange County
Adler Weiner Research
Fieldwork L.A., Inc.
Trotta Associates-Irvine-First Choice Facilities

Sacramento
Elliott Benson

San Diego
Flagship Research
Luth Research, Inc.
Plaza Research
Taylor Research, Inc.-GroupNet™

COLORADO
Denver

Accudata Market Research, Inc.
Colorado Market Research
Fieldwork Denver, Inc.
Plaza Research
TAi

CONNECTICUT
Danbury

MarketView
Norwalk

New England Marketing Research
Stamford

Focus First America
Focus Room
RazorFocus

FLORIDA
Fort Lauderdale

Plaza Research
WAC of South Florida, Inc.

Jacksonville
Irwin Research Services

Miami
20/20 Research
Miami Market Research, Inc
National Opinion Research Services

Rife Market Research, Inc.

Orlando

AccuData Market Research, Inc.

Schlesinger Associates

Tampa

The Herron Group-GroupNet™

Plaza Research

Superior Research-First Choice Facilities

TAi-Tampa Bay Inc.

GEORGIA
Atlanta

Delve

Fieldwork Atlanta, Inc.

Focus Pointe Global

Jackson Associates, Inc.-GroupNet™

John Stolzberg Market Research

Murray Hill Center

Plaza Research

Schlesinger Associates

Superior Research-First Choice Facilities

ILLINOIS
Chicago-Downtown

Adler Weiner Research

Chicago Focus

Fieldwork Chicago-Downtown

Focus Centre of Chicago

Focus Pointe Global

Focuscope, Inc.-First Choice Facilities

Medquest

Murray Hill Center

National Data Research, Inc.-GroupNet™

National Qualitative Centers

Plaza Research

Savitz Field and Focus

Schlesinger Associates

Smith Research, Inc.

The Energy Annex

Chicago-Suburban

Adler Weiner Research

Assistance In Marketing

Delve-Oak Brook

Fieldwork Chicago Inc.-North

Fieldwork Chicago, Inc.-O'Hare

Fieldwork Chicago, Inc.-Schaumburg

Focuscope, Inc.-Oak Park-First Choice Facilities

National Data Research, Inc.-GroupNet™

Schlesinger Associates

Northfield

Oakbrook Interviewing Center

Smith Research, Inc.-Deerfield

INDIANA
Indianapolis

Herron Associates, Inc.-GroupNet™

Walker Information

KANSAS
Kansas City

The Field House

MARYLAND
Baltimore

Baltimore Research-GroupNet™

House Market Research-First Choice Facilities

Observation Baltimore

MASSACHUSETTS
Boston-Downtown

Bernett Research

Boston Field & Focus Performance Plus-

GroupNet™

Copely Focus Centers

Focus on Boston-First Choice Facilities

Focus Pointe Global

Schlesinger Associates

Boston-Suburban

Boston Field & Focus Performance Plus-GroupNet™

Fieldwork Boston, Inc.

Focus on Boston-Waltham

Framingham
Focus on Boston-Braintree
National Field and Focus-Framingham

MICHIGAN
Detroit

MORPACE International-GroupNet™
Shifrin-Hayworth

MINNESOTA
Minneapolis

Cook Research
Delve 
Fieldwork Minneapolis, Inc.
Focus Market Research, Inc.-GroupNet™
Orman Guidance Research

MISSOURI
Kansas City

Delve 
St. Louis

Delve
Focus Pointe Global 
Peters Marketing Research, Inc.
Superior Surveys

NEVADA
Las Vegas

Las Vegas Field and Focus
Plaza Research

NEW JERSEY
Assistance in Marketing-Hackensack, Morristown
Fieldwork East, Inc.-Fort Lee
Focus Pointe Global
JRA Associates-Mt. Laurel
Meadowlands Consumer Center, Inc.

GroupNet™-Secaucus
Peters Marketing Research, Inc.
Plaza Research-Marlton
Plaza Research-Paramus
Schlesinger Associates Edison
TAi New Jersey-Teaneck

NEW YORK
New York City

Advanced Focus
Focus Plus Inc.-First Choice Facilities
Focus Pointe Global
Focus Room
Focus Suites of New York
Murray Hill Center
New York Consumer Center-GroupNet
New York Focus
Schlesinger Associates
SIS International-2 locations
WAC of New York, Inc.

New York (suburban)
Access Metro NY-New Rochelle
Fieldwork NY, Inc.-Westchester
Focus Room-White Plains
JRA Research-White Plains
MarketView-Tarrytown

NORTH CAROLINA
Charlotte

20/20 Research
Leibowitz Market Research Assoc., Inc.-GroupNet™

Raleigh
First in Focus
L & E Research

OHIO
Cincinnati

Assistance in Marketing
Harris Interactive
Market Inquiry
MarketVision Research
QFact Marketing Research, LLC

Cleveland
Focus Groups of Cleveland Survey Center
Pat Henry Cleveland

Columbus
Delve

OREGON
Portland

Consumer Opinion Services, Inc.-GroupNet™

PENNSYLVANIA
Philadelphia-Downtown

Focus Pointe Global-2 locations

JRA, J. Reckner Associates, Inc.-First Choice Facilities

Schlesinger Associates

Philadelphia-Suburban

Delve

Focus Pointe Global

Focus Suites of Philadelphia

GFK Strategic Marketing

Group Dynamics in Focus, Inc.-GroupNet™  

Bala Cynwyd

Schlesinger Associates Bala Cynwyd

Pittsburgh

Focus Center of Pittsburgh

RHODE ISLAND
Providence

Boston Field & Focus Performance Plus-GroupNet™

TENNESSEE
Memphis

Accudata Market Research, Inc.

Nashville

20/20 Research

TEXAS
Austin

Tammadge Market Research, Inc.

Dallas

Focus Pointe Global

Delve

Fieldwork Dallas, Inc.

Focus on Dallas, Inc-GroupNet™

Murray Hill Center

Opinions Unlimited, Inc.-GroupNet™

Plaza Research Dallas

Savitz Field and Focus

Schlesinger Associates

Houston

CQS Research, Inc.

Medical Marketing Research

Opinions Unlimited, Inc.-GroupNet™

Plaza Research

Savitz Field and Focus

San Antonio

Galloway Research-GroupNet™

VIRGINIA
Alexandria

Martin Focus Group Services

Fairfax

Metro Research Services, Inc.

Richmond

Martin Focus Group Services

WASHINGTON
Seattle

Consumer Opinion Services, Inc.-GroupNet™

Fieldwork Seattle, Inc.

Gilmore Research Group-First Choice Facilities

WASHINGTON DC
Washington DC

House Market Research-First Choice Facilities

Martin Focus Group Services

Shugoll Research, Inc.-GroupNet™

WISCONSIN
Appleton

Delve

Milwaukee

JRA

Lein/Spiegelhoff, Inc.

CANADA
Montreal

Contemporary Research

Toronto

Consumer Vision

Toronto Focus

Vancouver

Consumer Research
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in case you missed it...

news and notes on marketing and research

Compact fluorescents flunking the ‘wife test’
As reported by Blaine Harden in The Washington Post, America’s wives may be the
biggest barrier standing in the way of wide acceptance of compact fluorescents (CFLs).

Harden chronicled the experience of Oregon couple Alex and Sara Sifford and Alex’s
ongoing efforts to get his wife to warm up to the energy-saving bulbs by sneaking them
into fixtures around the house. “What really got me was when my husband put a fluo-
rescent in the lamp next to my bed,” said Sara Sifford, who claimed that she yelled at
her husband for “violating the last vestige of my personal space.”

Experts on energy consumption call
it the “wife test.” And fluorescent bulbs
still seem to be flunking out in most
American homes. “There is still a big
hurdle in convincing Americans that
lighting-purchase decisions make a big
difference in individual electricity bills
and collectively for the environment,”
said Wendy Reed, director of the feder-
al government’s Energy Star campaign.

“I have heard time and again that a
husband goes out and puts the bulb into

the house, thinking he is doing a good thing,” Reed said. “Then, the CFL bulb is
changed back out by the women. It seems that women are much more concerned with
how things look. We are the nesters.”

The current generation of CFLs suffer from the transgressions of their predecessors.
Earlier fluorescents were bulky and expensive, they flickered and hummed and they cast
an unflattering light.

A new breed of bulbs solves most, if not all, of the old gripes.They are smaller and
cheaper. Most bulbs pay for themselves in reduced power consumption within six
months.They last seven to 10 years longer than incandescent bulbs.The hum and flicker
are gone, and many bulbs are designed to mimic the soothing, yellowish warmth of in-
candescent bulbs.

Still, many consumers - especially women - are left cold. A Washington Post-
ABC News poll showed that while women are more likely than men to say they
are “very willing” to change behavior to help the environment, they are less likely
to have CFL bulbs at home. Wal-Mart company research shows a similar discon-
nect between the pro-environmental attitudes of women shoppers and their in-
store purchases of CFL bulbs.

Utility company surveys show the same gender-based bulb-buying pattern in the Pa-
cific Northwest, which has the highest CFL market share in the nation, about 11 per-
cent. Men have been aware of CFLs longer than women, have bought them earlier and
have installed more of them in the house than women, according to surveys that the
Northwest Energy Efficiency Alliance has been conducting since 2004.

In groceries and drugstores, where 70 percent to 90 percent of light bulbs historical-
ly have been sold and where women usually have been the ones doing the buying, CFLs
have not taken off nearly as fast as they have in home-improvement stores such as
Home Depot and Lowe’s, where men do much of the shopping. “My gut feeling is that
the last remaining factor that we have not cracked in selling these bulbs is the ‘wife
test,’” said My Ton, a senior manager at Ecos Consulting, a Portland, Ore., firm that
does market research on energy efficiency.

A major part of the CFL problem in penetrating the American home “is a lack of
communication between the sexes,”Ton said. “The guy typically brings a CFL home
and just screws it into a lamp in the bedroom, without discussing it with his wife.
She walks in, turns on the light and boom - there is trouble. That is where the neg-
ative impressions begin, especially when the guy puts it into the bedroom or the
bathroom, the two most sacred areas of the home.”

Ton advises husbands and wives “to talk about it before the light bulb is screwed in.”

“Fluorescent Bulbs Are Known to Zap Domestic Tranquillity - Energy-Savers a
Turnoff for Wives,” The Washington Post, April 30, 2007

Now playing: grills gone wild
According to the NPD Group, Port Washing-
ton, N.Y., grilling in America has nearly dou-
bled in 20 years, reaching an all-time high.
And while summer is still the most popular
time of year to barbecue, grilling throughout
the year is on the rise.

In 1985, 17 percent of households used a grill
at dinner at least once during an average two-
week period throughout the year; in 2006, it was
32 percent.

Summer remains the most popular season for
grilling, with about 50 percent of households us-
ing their grills. Although summer grilling has re-
mained steady over the last 10 years, grilling
throughout the year has grown. Fall in particular
has grown by 6 percent over the past decade in
terms of household grill usage. Spring has grown
by 5 percent; winter has grown by 4 percent.

Undoubtedly, the reason for off-season in-
creases in usage is due to the increase in grill
ownership. According to NPD’s Kitchen Audit
data, the majority of consumers now own an out-
door gas grill over a charcoal grill.

According to NPD’s 21st annual Eating Pat-
terns in America, 35 percent of women say they
“never” prepare meals on the grill, while 40
percent of men say they “always” prepare
meals on the grill.

American Idol leaves research
firm idle
Omaha, Neb., research firm the MSR Group
reported in May that American Idol was hurt-
ing its interviewers’ production. According to
statistics gathered by the company over a two-
week period, Americans were less likely to an-
swer their phones on nights the popular televi-
sion singing competition airs, particularly
during the “Idol Gives Back” episode.

“Over the two weeks, we saw our inter-
viewers’ production levels go down signifi-
cantly on American Idol nights. The rates
went from 3.2 completed surveys per hour to
about 2.5, a 22 percent decrease. The biggest
drop occurred during the ‘Idol Gives Back’
episode, where we saw a 41 percent de-
crease,” said Dick Worick, president and CEO
of The MSR Group. “Production rates re-
mained normal on all other days of the week
and even for other times of the day.”

The reduction in response levels led the compa-
ny to change its staffing patterns on Idol nights.

http://www.quirks.com
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war stories

true-life tales in marketing research

Editor’s note: War Stories is an occa-
sional column in which Art Shulman,
president of Shulman Research, Van
Nuys, Calif., presents humorous anec-
dotes of life in the research trenches.
Without your stories, there can be no
War Stories! If you want to ensure fu-
ture installments, send your own (or a
colleague’s) tales of research-related
wackiness to Shulman at
artshulman@aol.com. Contributors may
remain anonymous.

E
d Sugar of On-Line Communica-
tions tells about an experience ear-
ly in his career. He worked in the

tabulation department of a market re-
search company doing a home usage
study on a female contraceptive cream.
One of the questions asked of respondents
was to rate the product on a number of
attributes, including ease of use.Those
who rated the product low on ease of use
were asked why they gave that rating.

One respondent replied, “It was hard
to use with nails.” Upon reading this re-
sponse, Sugar and his fellow workers in
the tab department, all males, thought
this was hysterical.The image of a
woman dipping a metal nail, the kind you
buy at the hardware store, into the
cream, and then applying it, was ex-
tremely comical to them.

For some reason, the unmanicured
bunch of male coders couldn’t figure out
that it was fingernails that the respon-
dent was referring to.

Alan Fine of KaleidOScope Marketing
tells about doing a focus group where at
the start of the group an 8-year-old boy
asked Fine if he could borrow some cash!
That was a first for him. He told the kid
there was a Bank of America around the
corner with an ATM machine!

Merle Holman of Group Dynamics in
Focus reports that AT&T was testing a

new phone for people who were blind.
The groups were recruited and, on a cold
winter’s day the first group came to the
facility by drivers, taxis and public trans-
portation.Two even had Seeing Eye
dogs.They were greeted and their coats
were hung up.

When the session was over they ap-
proached the hostesses for their outer
garments. As Holman and the hostesses
pulled the coats from the closet they re-
alized that the respondents could not
identify the coats by size or color!

For the next group
their names were pinned
to the coats.

Stefan Doomanis’ firm
Dynamic Advantage does
mystery shopping. One of
the most important pieces
of information collected
for a particular client was
the name of the employee
at the counter, complete
with a picture of that em-
ployee. In most cases the
shopper is able to get an
employee’s name. Howev-
er there are times where
any employee is not wearing a name
badge, or the badge could be covered by
other clothing, a sweater, jacket or maybe
an apron.

Only once in Doomanis’ years of expe-
rience has he ever come across a certain
problem:The employee at the counter of
one store was crashed out, completely
asleep! If she was wearing a name
badge, the shopper would never know. In
this instance, a few taps on the window
did not wake her up.The shopper was
able to complete the rest of the shop and
snap a picture of the napping employee.

Doomanis also reports that after a re-
cent meeting he and his co-worker decid-
ed to stop at a local coffeehouse before

heading back to the office.They found
parking and walked up to the coffee-
house and were greeted by a sign on the
door which said, “CAUTION! These
doors are now broken due to being
opened the wrong way. Please open it the
right way and PULL it. Sorry about the
inconvenience.Thanks.”

To Doomanis the sign in effect said,
“Our dumb customers broke our door by
opening it the wrong way.”

After thinking about it for a minute
while standing in line inside (without

having been greeted upon entrance), they
decided the sign was indeed indicative of
the establishment’s overall attitude. So
they took themselves down the street an
extra block to the next coffeehouse.

In future issues, we hope to report
on more quirky, loopy and strange hap-
penings in the world of market re-
search. But we can’t do it without you!
If you’d like your story to be told - any-
thing related to research is usable,
from spilling soup on your client’s new
suit to cute answers respondents provide
on questionnaires - please e-mail me at
artshulman@aol.com.You may remain
anonymous in print, if you wish.

mailto:artshulman@aol.com
mailto:artshulman@aol.com.You
http://www.quirks.com
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Most Americans believe some restau-
rants serve portions that are too
large, according to a nationwide
study by Decision Analyst, an Arling-
ton,Texas research firm.

In its ongoing Health and Nutri-
tion Strategist syndicated study, Deci-
sion Analyst asked 4,156 survey re-
spondents about the amount of food
they are served by restaurants.Among

all surveyed, 57 percent agreed com-
pletely or agreed somewhat that
some restaurants often serve portions
that are too large.About 23 percent
of respondents neither agreed nor
disagreed, and 20 percent disagreed
completely or disagreed somewhat
that restaurant portions are too large.

By gender, 67 percent of female
respondents said restaurant portions
are too large, while 47 percent of
male respondents felt the same way.
Older respondents (over 65) also
tended to think portions are too
large (68 percent), while only 55 per-
cent of younger folks (18-24) think
portions are too large.

The survey shows that the higher
one’s income, the more likely she or

he is to believe that portions are too
large. For example, 45 percent of re-
spondents earning under $25,000 an-
nually said food portions are some-
times too large, while 70 percent of
respondents earning at least $150,000
said portions are sometimes too large.

Those respondents who “don’t
worry about nutrition when they
eat out” are much less likely to
agree that portions are too large
(53 percent) than those who “try
to make healthy choices when they
eat out” (70 percent).

Decision Analyst’s Health and Nu-
trition Strategist was conducted on-
line via its American Consumer
Opinion panel from January 2006
through December 2006 using a na-
tionally representative, statistically
balanced sample of 4,156 American
adults.The margin of error is plus or
minus 2 percent, at a 99 percent con-
fidence level. For more information
visit www.decisionanalyst.com.

Visiting social networking
sites favorite activity 
for many
More than 70 percent of Americans
aged 15-34 are actively using social
networks online, according to a new
study.The research further showed
that social networking sites are taking
a strong foothold in the prime-time
hours; enriching existing relationships
with family and friends; and initiating
meaningful brand connections.

The Never Ending Friending study
was conducted by research firms
TRU,TNS and Marketing Evolution
for Fox Interactive Media, Isobar and
Carat USA. It incorporated both
quantitative and qualitative feedback
from approximately 3,000 U.S. Inter-
net users, as well as MySpace clients
for in-depth case studies.

As part of the study, Marketing
Evolution delved into the impact of
social interaction on campaigns

within MySpace.The research
found that brands such as adidas and
Electronic Arts attributed more than
70 percent of their marketing re-
turn on investment to the Momen-
tum Effect, a term coined by Mar-
keting Evolution to quantify the
impact of a brand’s word-of-mouth
within a social network.

According to the study, more
than 40 percent of all social net-
workers said they use social net-
working sites to learn more about
brands or products that they like,
and 28 percent said at some point a
friend has recommended a brand or
product to them.

The findings showed that Inter-
net users aren’t just trying social
networks, they’re using them more
than other forms of communication
and entertainment. Of U.S. social
networkers asked which free-time
activity they would choose, users
chose interacting on sites such as
MySpace.com as their favorite ac-
tivity online or offline, ahead of
television viewing and on par with
cell phone usage.

And, more consistent with the of-
fline world than might be expected,
the vast majority of time was spent
connecting with family and friends
as opposed to meeting new people.
Of those polled, 69 percent said
they utilize social networks to con-
nect with existing friends and 41
percent said they use the sites con-
nect with family members.

In addition, the study revealed that
current social networkers spend on
average more than seven hours per
week on social networking sites, and
that those hours are driving the
growth of overall time spent online.
More than 31 percent of online so-
cial networkers claim they spend
more time on the Web in general af-
ter starting to use a social network.
They were also more inclined to en-
gage in other entertainment media

Waiter, my portion’s too big

continued on page 76
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Stephen B. Morris, New York-
based Arbitron’s president and chief
executive officer, was appointed by
Arbitron’s board of directors to serve
as chairman. William T. Kerr was
elected by the company’s stockhold-
ers to serve on Arbitron’s board of
directors for a one-year term until
the 2008 meeting of stockholders.

Separately, the firm promoted
Claudine Knisley to director of
syndicated standards and analysis
and promoted Dave Chipman to
radio station services (RSS) West-
ern regional manager to oversee
the Los Angeles and Dallas RSS
sales offices. In addition, Joel
Zaremby was named senior ac-
count manager for Project Apollo
and Rich Tunkel was promoted
to vice president, national group
services. George Brady has been
named senior manager for cable
and broadcast television sales. He
will be based in Los Angeles.

The Walt Disney Co. has named
Richard Loomis senior vice pres-
ident of marketing and creative for
the Disney Channel U.S. Marketing
research will be among his new re-
sponsibilities.

World Wrestling Entertainment, Inc.,
Stamford, Conn., has named Geof
Rochester executive vice presi-
dent, marketing. Marketing re-
search will be among his new re-
sponsibilities.

Vancouver-based research software
firm Vision Critical has named
Shawn Tagseth director of IT.

Colleen Moore-Mezler, presi-
dent of Moore Research Services
Inc., Erie, Pa., has been named
president of the Marketing Re-
search Association.

Dan Coates has been tapped to
head the expansion of Germany-
based research firm Globalpark into
the U.S. He will be based in the
firm’s new New York office.

Cincinnati research firm MarketVi-
sion has named Robin Conway
and Jean Nickels senior qualita-
tive research professional.

Nicola Cowland and Jane

Shirley have been appointed joint
managing directors of London-
based Insight Research Group.

Jennifer Holland has joined Inter-
viewing Service of America,Van Nuys,
Calif., as an account executive. In
addition, Jennifer Burlington has
joined the firm’s Qualitative In-
sights and Field By Design divi-
sions as an account executive.

Matthew O’Grady has been
named president of San Diego in-
formation firm Claritas.

TNS Media Intelligence has named
Dwight Green vice president,
strategy and business development
and Matthew Sullivan sales direc-
tor, Eastern region for AdScope. In
addition, Wendy Newell has been
promoted to vice president,West-
ern region sales and service, and
Todd Isaacson has been promot-
ed to vice president, national inter-
active business development.

Lightspeed Research, Basking
Ridge, N.J., has named Michael
Gazala CEO of the North Amer-
ican company.

New York-based researcher TNS
has named Robert I. Tomei glob-
al head of access panels.

Indianapolis-based G & S Research
has named Debbie Proudfoot
senior director of client services
and added JoAnne Ratermann as
director of client services.

Farmington Hills, Mich.-based re-
search firm MORPACE Internation-
al Inc. has named Graham Lane
vice president.

As part of the acquisition by TNS
of the financial services research
practice of Cambridge, Mass.-
based Abt Associates in the United
States, TNS has named Scott
Rosa senior vice president and
Sarita Bhagwat vice president.
They will manage the merger of
the two organizations as they in-
tegrate their Abt Associates prac-
tice into TNS Finance.

The Yellow Pages Association has pre-
sented Burt Michaels, senior vice
president for Yellow Pages research
at Knowledge Networks/SRI, Menlo
Park, Calif., with the Stuart Stanze
Individual Contribution Award.

Cowland Shirley

continued on page 90
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PreTesting service measures
emotional connectedness
Tenafly, N.J., research firm PreTest-
ing is now offering e-Motion, a
patent-pending technology that al-
lows clients to measure the intensity
of a respondent’s emotional con-
nectedness to television commercials
or Web sites. E-Motion can record
both visual fixations and saccadic re-
sponse to these media, measuring re-
spondents’ emotional interest as they
watch commercials.

With a target audience’s e-Mo-
tions superimposed over a commer-
cial, a second-by-second analysis of a
brand’s ability to bond with con-
sumers is produced.“When interest-
ed, human eyes are in constant vi-
bration, and those vibrations are
known scientifically as saccades,” said
Lee Weinblatt, founder and CEO of
PreTesting. “However, the speed at
which your eyes vibrate depends
completely upon your emotional in-
terest in whatever you’re viewing.
The vibrations are controlled by the
brain’s desire to obtain more visual
information. If someone is engaged
in a visual, the brain will seek more
details and specifics, creating more
focus points, and thus, faster vibra-
tions.” For more information visit
www.pretesting.com.

Online concept testing 
from MRSI
Cincinnati-based Marketing Re-
search Services Inc. has introduced
Concept Highlighter, an online con-
cept testing solution designed to
make it easier for respondents to re-
act to product concepts and for re-
searchers and marketers to under-
stand those attributes that are most
important to consumers. Concept
Highlighter allows consumers to
read a concept online and click on
the elements (words, phrases, pic-
tures) that influence their decision
on whether to purchase a product.
Analysis on concept strengths and

weaknesses is then used to deter-
mine if the concepts have the char-
acteristics necessary for lasting prod-
uct success. For more information visit
www.prism.mrsi.com/concept_high-
lighter.html.

New suite from Nielsen
Company
New York-based Nielsen Company
has debuted a suite of services from
its cross-discipline initiative Nielsen-
Connect. NielsenConnect’s initial
services include: NielsenCombine,
NielsenConnections, NielsenHealth,
NielsenTrend, NielsenLinx and
Nielsen In-Store.

NielsenCombine is a consumer
insight service that connects infor-
mation from multiple sources - in-
cluding Nielsen data as well as ex-
ternal research - to capture the
dynamics underlying people’s con-
sumption patterns and attitudes.

The primary goal of Nielsen-
Connections is to evaluate the con-
sumer’s activity across media by
product usage.The service starts
with a core of the National People
Meter sample, which will be used
to inform data integration across
multiple databases.

By utilizing multiple data sources
and analytic applications within the
Nielsen portfolio, NielsenHealth is
designed to help a variety of clients
- including OTC and Rx pharma-
ceutical companies, medical device
and food manufacturers, retailers and
health care providers - gain insight
into the health care value chain
while driving efficiency in their
marketing related activities.

NielsenTrend is a thought lead-
ership consultancy designed to help
clients understand and interpret
consumer insights affecting their
future and their financial perform-
ance. NielsenTrend will deliver a
cross-functional approach to data
integration through an intelligence
network on global trends, con-

sumer attitudes and behavior
backed by Nielsen’s information as-
sets. It will interpret data from
across Nielsen services to provide
analysis of the dynamics between
demographics, ethnographic trends
and attitudinal shifts. Currently un-
der development, NielsenTrend
will be launched in 2008.

NielsenLinx is designed to help
marketers, retailers, media and ad-
vertising agencies organize and
manage their data on brands, loca-
tions and media more effectively. It
is a master data management solu-
tion that will provide a source refer-
ence for transaction and reporting
systems that drive the business.
NielsenLinx will expand its cover-
age to media, brand and global ap-
plications based on TDLinx, the lo-
cation-information management
service. As a metadata infrastructure
solution, NielsenLinx will provide a
syndicated framework for database
maintenance, aggregated reporting,
data integration and electronic
communication.

Nielsen In-Store is designed to
help marketing professionals better
understand how to reach and influ-
ence consumers in retail environ-
ments. In-Store measures consumer
exposure to an array of in-store
marketing vehicles, including televi-
sion and radio, at-shelf ads, digital
signage and other point-of-purchase
displays.The new service builds on a
development effort called P.R.I.S.M.
(Pioneering Research for an In-
Store Metric) conducted in early
2006 by a consortium of retailers,
manufacturers and the In-Store
Marketing Institute.The P.R.I.S.M.
Project created a new approach to
in-store research that provides the
retail industry with a common lan-
guage to measure in-store consumer
reach. For more information visit
www.nielsen.com.

continued on page 83
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News notes
Brandweek reported in May that Wal-
Mart and Procter & Gamble have
launched Prism, an effort to gauge
the effectiveness of in-store market-
ing using infrared sensors around a
store to measure traffic and consumer
exposure to product displays and oth-
er marketing materials like banners
and store TV networks. It is organ-
ized by Nielsen In-Store.

In addition to Wal-Mart, the de-
vices will be put into 150 different
retail outlets - including conven-
ience and grocery stores - by the
time of the project’s full launch in
early 2008. Although the study is
currently only being rolled out in
the U.S., it will be in place interna-
tionally within a couple of years.
The consortium funding Prism also
includes Albertsons, Kroger,Wal-
greens, 3M,Walt Disney, Coca-Cola,

Kellogg and Miller Brewing.
Wal-Mart has contributed sales

information from 1,000 of its stores
to the study - a tenfold increase
over the amount of data the compa-
ny had ever previously released. An-
other key part of the study is meas-
uring the difference between what
companies plan to have displayed in
stores and what actually winds up
being displayed.

New York-based NetRatings Inc.
announced in mid-May that it would
move forward in the Media Rating
Council (MRC) accreditation process
of its Internet audience measurement
methods. Having completed a pre-
audit, NetRatings commenced the
full accreditation process, specifically
for its patented metering and page-
tagging technologies, while continu-
ing to execute on the already-exist-

ing MRC research plan for its panel
procedures.

Acquisitions/transactions
Research software firms Confirmit
(based in Norway) and Pulse Train
(based in the U.K.) will combine
their two companies.

San Rafael, Calif., consulting firm
MCorp. has acquired research firm
Touchpoint Metrics.

Paris-based Ipsos has entered into
an agreement to acquire Turkish firm
KMG Research. Ipsos will acquire
51 percent of the share capital of the
company with an option to acquire
the remaining shares in the future.

Rockville, Md.-based research infor-
mation firm MarketResearch.com
has acquired the Thomson Business
Intelligence Profound market re-
search service.

The Nielsen Company and
BuzzMetrics announced that
Nielsen and the other stockholders of
BuzzMetrics have agreed in principle
to a transaction under which
Nielsen, which already owns ap-
proximately 58 percent of Buzz-
Metrics, would acquire the remain-
ing BuzzMetrics shares it does not
currently own. Financial terms were
not disclosed. Earlier this year,
Nielsen announced it had entered
into a merger agreement with Ne-
tRatings Inc. under which Nielsen,
which already owns approximately 60
percent of NetRatings, would acquire
the NetRatings shares it does not
currently own.That transaction, sub-
ject to NetRatings stockholder ap-
proval, is expected to be completed
in the second or third quarter of
this year. Upon completion of the
BuzzMetrics and NetRatings transac-
tions, Nielsen’s Internet information

continued on page 87

Calendar of Events September-October

To submit information on your upcoming conference or event for possible inclusion in our 
print and online calendar, e-mail us at editorial@quirks.com.

ESOMAR will hold its annual congress on
September 16-19 in Berlin. For more in-
formation visit www.esomar.org.

RFL Communications will hold its Client
Summit on Research Data Quality on
September 19-20 at the Gleacher Center
in Chicago. For more information visit
www.rflonline.com/clientsummit/index.asp.

The American Marketing Association will
hold its annual marketing research con-
ference on September 23-26 at the Wynn
Las Vegas Hotel. For more information
visit www.marketingpower.com/research.

IIR will hold its PROOF conference on
market research and strategy development
for package design on October 1-3 at the
Wyndham Chicago. For more information
visit www.iirusa.com.

The Council of American Survey Research
Organizations will hold its annual confer-
ence on October 10-12 at the Four Sea-
sons Resort Scottsdale at Troon North,
Scottsdale, Ariz. For more information
visit www.casro.org.

IIR will hold its annual market research
event on October 14-18 at the Hyatt Re-
gency Century Plaza Hotel in Los Ange-
les. For more information visit
www.iirusa.com.

Envirosell will hold its 2007 Science of
Shopping Conference on October 15-17 at
the Downtown Sheraton in Atlanta. For
more information visit www.envirosell.com.

Sawtooth Software will hold its annual
research conference on October 17-19 at
the Hyatt Vineyard Creek Hotel in Santa
Rosa, Calif. For more information visit
www.sawtoothsoftware.com.

The Council for Marketing and Opinion
Research will hold its annual respondent
cooperation workshop on October 22-24
at the Hyatt Regency in Atlanta. For
more information visit www.cmor.org.

The Qualitative Research Consultants As-
sociation will hold its annual conference
on October 24-27 at the Westin Bayshore
in Vancouver. For more information visit
www.qrca.org.
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O
One of the troubling issues with
developing products and position-
ing brands is that determining opti-
mal attributes is difficult. Part of
the problem is due to the scale bias
of classic research methodologies.
People tend to rate everything as
important because researchers do
not force them to make choices be-
tween various attributes.When re-
spondents are forced to make
choices, relative importance be-
tween attributes becomes apparent
and decision-making for optimal
attribute mixes becomes easier. A
simple methodology forces re-
spondents to make trade-offs so
that product design and brand de-
velopment can be approached
with the knowledge gained from a
scientific methodology instead of
the guesswork - albeit educated
guesswork - of a manager.

Classic example
Following is a classic example of
how we, as researchers, might go
about trying to identify the impor-
tance of various elements that

could affect our brand.We would
traditionally use a Likert scale and
ask someone to rate the importance
of the attributes shown in Figure 1
to the extent that they would affect
one’s decision on which brand to
purchase.What we would typically
get is answers like what we see in
Figure 1, where many, many items

are rated very high.
We get a lot of 4 and 5 ratings on

a 5-point scale. Essentially what we
see a lot of times is that virtually
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Which do your
customers value more:

service or trust?

data use

Editor’s note:Albert Fitzgerald is
president of Answers Research, Solana
Beach, Calif. He can be reached at
info@answersresearch.com.

By Albert Fitzgerald>
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everything is rated as important.
One reason this happens is because
we do not force anyone to make
trade-offs.We end up with relative-
ly little difference in ratings for the
elements that predict brand choice.

This becomes a serious problem
when analyzing our results.We as
researchers cannot determine which
of our image attributes is most im-
portant in determining which
brand to buy.

Besides the common problem
where “everything is important” we
also commonly find that some re-
spondents never choose either end
of the scale.These respondents nev-
er think anything deserves a rating
of a 5 nor do they ever use the
lowest point on the scale.We call
this end-point avoidance.This
clearly poses a problem: Do these
respondents really believe that
nothing is very important or do
they simply use the scale differently
than their peers? 

We have seen cultural differences
as well. In Japan, for example, near-
ly all ratings are lower - irrespective
of the issue - than in the U.S. Do
the Japanese care less? Is nothing
very important to the Japanese?
That is hardly the case. It is simply
that Japanese culture rarely rates
anything a “top box.”This under-
scores the need for a solution to
the myriad forms of scale bias that
make identification of brand prefer-

ence so challenging!

Not equally important
There is a methodology which forces
respondents to make trade-offs, so
that everything is not equally impor-
tant, regardless of whether the respon-
dent uses the ends or the middle of
the scale.This approach eliminates all
scale bias. Let’s look at an alternative
way of asking the same question.We
will call this a choice task (Figure 2).

I might say that trust is the most
important and reliability is the least
important.This is a simple choice
task: easy and quick to implement.
Respondents generally complete
three-quarters as many choice tasks

as there are items to rate. In our
output example in Figure 3, we list
12 attributes.We would require ap-
proximately nine choice tasks in or-
der to be able to derive ratings for
all 12 attributes. Our experience
has shown that this methodology
takes about the same time to imple-
ment as if we had respondents rate
all 12 attributes on a 1-to-10 Likert
scale. Attributes can be grouped
pair-wise, in groups of three, four
or five. Four is typically the most
efficient. A computer-generated de-
sign ensures that each of the attrib-
utes shows up in several of the
choice tasks and is matched against
different attributes each time - this
eliminates order bias.

It is often said that there is no
such thing as a free lunch.Well this
methodology is as close as one can
get.While back-end analytics are
required after the data is collected,
using a choice task rating method-
ology takes no longer for a respon-
dent to answer on a survey than if
the respondent had rated our image
attributes, one at a time, on a five-
point Likert scale.

Better information
Figure 3 shows the kind of output
we would expect to get and it is
very easy to interpret - much better
information than what we get from

http://www.quirks.com
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your classic Likert scale. On this
type of scale the sum of all the rat-
ing scores equals 100. If we look
at the bar chart we see that one of
these attributes (Feature J) is rated
as a 6. Feature F is rated as a 12.
One thing we can say here is that
anything rated a 12 is twice as
important as anything rated a 6.
You cannot say this with Likert
scales: it is not valid and true. The
reason this is valid and true using
choice task ratings is because we
generate ratio data with an ab-
solute zero point. We can compare
attribute scores against other at-
tribute scores on the scale. If one
number is twice as large as anoth-
er, it is twice as important.

To summarize the benefits of
choice task ratings:

• Choice task ratings are free
from scale bias.

• Choice task ratings provide
better discrimination among items.

• Choice task rating items are
measured on a common ratio scale.

What were the results we found
when we actually implemented
this methodology? Figure 4 shows
real data we obtained from a study
of 500 respondents. In the his-
togram, the height of the bars is
represented by the number of re-
spondents for each importance
scale rating. The first bar on the far

left extends up to 75. That is be-
cause 75 respondents fall into the
first bar. On the X axis we have
the relative importance of service
when selecting a given brand. One
of the valuable insights we can
glean from this information is that
we find two distinct groups of re-
spondents. This is great for us be-
cause we can see that we have one
group with a mean around 9 and
another group which found serv-
ice much more important with a
mean around 36. These two groups
would be very difficult to identify
and discover if we were using a

Likert scale which had a 1-10 rat-
ing because in many cases, people
only use the top half of the scale,
if that much. Also we would never
see this level of discrimination, or
this level of difference between the
various scores.

What we see on another item,
reliability, is that there is only one
group. The mean is 18 and all of
the responses cluster around the
mean (Figure 5).

When we take a look at trust,
and this is the actual data from a
study that we implemented, we
found three distinct groups of
respondents: one group with a
mean around 5, another group
with a mean around 20 and the
last group with a mean around
50 (Figure 6). This was extreme-
ly valuable to our client. We
were able to analyze this data by
running simple crosstabs to
identify who these people are.
We were able to compare the
three groups and identify demo-
graphic differences.

From Figure 3 (showing “Typ-
ical Output”), we might assume
that trust is relatively unimpor-
tant in the brand choice deci-
sion. This does not mean that
trust should never be empha-
sized. There is a group of indi-
viduals who value trust highly:

http://www.quirks.com
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the group has a mean rating of
50 for the trust attr ibute - 10
times higher than the mean of
all respondents. Since these in-
dividuals are unique demo-
graphically, trust should be em-
phasized when targeting

individuals whose demographics
indicate they value trust. If this
segment of the market is large
enough, separate marketing ef-
forts or new services geared to-
wards them may be worth im-
plementing.

By understanding the relative im-
portance of product and brand fea-
tures, managers can focus their ef-
forts on attributes that are relevant
and important to their customers.
Since they can be confident they
have identified what is important,
less time is spent worrying about
whether or not they are focused on
the right attributes. |Q

Technical note:
The choice task rating methodology is
sometimes referred to as best-worst rat-
ings or maximum-difference ratings
(max-diff). The methodology is a sophis-
ticated multivariate way of deriving rat-
ings based on respondents trading off
features in choice tasks. Recent advances
utilize hierarchical Bayes estimation
(HB) to derive the beta coefficients or
actual rating scores. Hierarchical Bayes
estimation employs an iterative Markov
chain Monte Carlo to arrive at highly
accurate rating scores. Early, more
“basic” max-diff methods did not use HB
to estimate resulting rating scores. We
strongly recommend using HB estimation
methods for deriving model parameters
due to the higher accuracy and lower
error factors that typically result.



I
In market research, we often run
into situations where we are trying
to understand what may be driving
significant differences in satisfac-
tion levels between two separate
groups of respondents.This article
aims to help researchers discover
(or rediscover) a useful analytical
tool to better understand the true
differences in satisfaction between
respondent groups.

Let’s take the example where
there are two independent samples
- one consists of users of Product
A and the other of users of Prod-
uct B. Let’s say that Product A re-
ceives significantly higher satisfac-
tion ratings than Product B. Are
these differences due to the fact
that Product A is actually better
than Product B? Or could there
be variation in the demographic
composition of the two user
groups that could be accounting
for the observed difference in
overall satisfaction?

For instance, certain demo-
graphic groups are known to give

consistently higher satisfaction rat-
ings. So if more of these individu-
als make up the population evalu-
ating Product A than Product B,
does that account for the observed
difference in overall satisfaction
between the two products?

It’s a critical question, and one
that might be addressed through
traditional weighting - by adjust-
ing the populations so that the de-
mographic profiles of the two re-
spondent groups are nearly the
same. However, weighting may not
always be the best solution given
that the model used for weighting
the data may be somewhat arbi-
trary. For example, should the
Product A group be weighted to
match the demographic profile of
Product B, or vice versa? Or,
should both groups be weighted
to some separate standard? Also, if
the weighting factors become too
large, undesirable error could be
introduced into the analysis.

To address this problem, a tech-
nique called analysis of covariance

or ANCOVA can be successfully
applied. This technique has been
around for many years and is well
known among statisticians. How-
ever, non-statisticians may not be
as familiar with the technique and
therefore be more likely to turn to
basic weighting to answer the type
of question posed here.

The ANCOVA technique looks
at the correlation between a de-
pendent variable (overall satisfac-
tion in this case) and the covariate
independent variables (the demo-
graphic variables) and removes the
variability from the dependent
variable that can be accounted for
by the covariates. Differences in
the residual dependent variable as
a function of the original inde-
pendent variables are then tested
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Using ANCOVA 
to gauge the impact of

demographic differences 
on satisfaction

by the numbers

Editor’s note:Timothy Taylor is vice
president, financial services at
MORPACE International Inc., a
Farmington Hills, Mich., research firm.
He can be reached at 248-737-5300 or
at ttaylor@morpace.com.
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for significance. The focus of this
analysis is whether the observed
differences in satisfaction are still
true after the differential demo-
graphic composition of the groups
has been taken into account.

Case study example
To illustrate how this technique
might be applied, and what the
output might look like, the fol-
lowing is an example from an ac-
tual research effort (the client and
product names have been kept
confidential).

In this example, a major bank
was looking at the satisfaction
levels of one of its cobranded
credit cards and comparing it
with satisfaction levels with its
basic, non-rewards card. What it
found was troubling: The rewards
card showed a 15 percent lower
top two box satisfaction rating
than the basic card. However, a
quick demographic analysis re-

vealed the rewards customers to
be younger, higher-income Cau-
casians - known for often having
lower satisfaction ratings than
their counterparts.

So the question became, is the
large gap in satisfaction due to
these demographic differences,
or was there something about
the rewards card itself that was
contributing to the lower
satisfaction levels?

To answer this question, we
conducted an ANCOVA analysis
which looked at whether there
were significant differences be-
tween the rewards card and the
basic card on five key measures -
both before the ANCOVA analysis
and after.

As can be seen in Table 1, prior
to conducting the ANCOVA
analysis, significant differences ex-
isted between the rewards card

http://www.quirks.com
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and the basic card on all five key
measures. After the effects of age,
ethnicity and income had been
controlled by running the ANCO-
VA model, significant differences
in the key satisfaction measures
between the rewards card and the
basic card still existed.

It was concluded from this
analysis that the variation in the
demographic composition of the
two respondent groups was not
driving the differences in the satis-
faction ratings between the two
cards. Rather, something else
about the card itself, or the cus-
tomer experience, must account
for the differences.

In this particular case, once the
influence of demographics was
ruled out, and a thorough analysis
of verbatim comments was com-
pleted, it was concluded that cus-
tomer concerns over the financial
stability of the bank’s particular
cobrand partner were adversely

impacting satisfaction ratings with
the rewards credit card.

Significant advantages
While ANCOVA has been in the
researcher toolbox for many years,
it may not be the solution that im-
mediately comes to mind when
trying to sort out the issues pre-
sented in this article. In fact, many
researchers might first think of us-
ing weighting to try to level the
playing field between the two sam-
ples. However ANCOVA offers
significant advantages over the use
of weighting, including: the ab-
sence of arbitrary decisions on
which sample is weighted, the
ability to handle multiple differ-
ences in the samples at the same
time (eliminating the need for
complex, tiered weighting
schemes), and, as a result, the mod-
el can be expanded to multiple de-
grees of complexity.

In short, the ANCOVA

technique provides a telling way
of describing true differences
between respondent groups -
controlling for compositional
variation in the samples in a
reliable manner.

Importantly, the ANCOVA
technique can also be quite help-
ful in monadic research designs
where the sample is split into var-
ious groups - with each group
evaluating only one particular
item (product concept, company
positioning, etc.). This is done to
reduce respondent fatigue. How-
ever, differences in the sample
composition among the groups
can obviously adversely impact
the ability to make reliable con-
clusions. In this case, ANCOVA
can be used to successfully sort
out whether the differences in
evaluations seen across the cells in
a monadic design are real or a
based on difference in the com-
position of the samples. |Q
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C
incinnati-based EMI Surveys recently examined

seven U.S. online research panels by conducting a

parallel study to determine the prevalence and

severity of three main issues facing the online re-

search industry: professional respondents, speeders

and hyperactives.The overall goal of EMI’s study was to compare and

contrast these online panels’ ability to deliver quality data. Secondari-

ly, the firm wanted to analyze to what extent, if any, undesirable re-

spondents impact the data.The basic specifications given to each pan-

el were as follows:

• n = 200;

• target: adults 18 years and older residing in the Cincinnati metropolitan area;

• 50/50 gender split;

• incidence rate = 75 percent among

the target;

• survey length = 15 minutes;

• survey topic: entertainment, politics, and

social issues in Cincinnati.

Note: EMI did not leverage cookies,

track by IP address, include any other du-

plication blockers or implement timing mechanisms in order to find the

natural occurrence of duplication and speeders.

The study used both self reporting and survey traps to find the frequency of

professional and hyperactive respondents.When queried directly, it appeared

that most respondents answered quite candidly when asked how many panels

they were members of and how many surveys they had taken within the past

month. Self reporting results found that 25 percent of survey respondents in-

dicated that they take more than 10 surveys per month and 25 percent noted

that they belong to four or more online research panels.

Speed traps 

Editor’s note:Aron Levin is associate
professor of marketing at Northern
Kentucky University, Highland Heights,
Ky. He can be reached at 859-572-6409
or at levina@nku.edu. Michael G.
Holmes is president of EMI Surveys,
Cincinnati. He can be reached at 513-
321-5344 or at mike@emisurveys.com.
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A test of seven panels measured
the impact of three problem
respondent types
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Registered multiple times
EMI tracked both intra- and in-
ter-panel duplication. Intra-panel
duplication occurs when a single
person has registered multiple
times within one panel under dif-
ferent names and/or e-mail ad-
dresses. Inter-panel duplication
occurs when a single person has
registered multiple times across
several different panels. This can
be seen when multiple panels are
utilized to fill a geographically-
specific study, and the same person
is invited from all the panels to
which they belong. To track both,
EMI matched respondents’ birth-
days with their street addresses. If
there was an exact match, that
subject was considered to be hy-
peractive, meaning that they were
either members of multiple panels
or a duplicate within one panel
and thus taking the same survey

multiple times. Of the 1,161 total
completes, 139 duplicate submis-
sions were discovered. In a few
rare instances, duplication oc-
curred intra-panel, but more com-
monly duplication occurred be-
cause a single respondent
belonged to four or more of the
panels and was able to take the
survey multiple times under each
panel’s memberships.

The pervasiveness of professional
respondents and hyperactives sig-
nificantly differed across panels.
Three out of the seven online
panels had 40 percent or more of
their respondents indicating they
had taken more than seven surveys
within the past 30 days versus only
18 percent from another panel.

Duplicate answers were analyzed
to see if those respondents would
change their actual “identity” from
survey to survey. Interestingly, an-

swers did not vary much across the
same panels for repeaters. If some-
one indicated he was a 32-year-old
Xavier University graduate who
lived on Hillcrest Lane, and was
born on September 4, his answers
were consistent each time he took
the survey. This finding was the
first indication that speeders and
hyperactives may not be as nega-
tive as many industry professionals
think. This study showed that they
answer questions with thought and
consistency versus straight-lining
their responses. It is noteworthy
that the survey topic was focused
on local news and interests, per-
haps causing the respondent to
give more thoughtful, detailed and
consistent answers.

The survey included a question
that asked respondents to indicate
their favorite local ice cream shop;
31.4 percent listed Graeters Ice
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Cream shop while 33.4 percent
chose United Dairy Farmers
(UDF). In order to find the po-
tential impact of duplication on
the statistical significance for this
answer, the information was rean-
alyzed and duplicate answers were
eliminated. After removing the
139 duplicate submissions, EMI
found that the results varied only
slightly, with 31.8 percent select-
ing Graeters and 32.6 percent se-
lecting UDF. However, a larger
incidence of duplication in other
studies could significantly impact
data and negatively affect a com-
pany’s decisions surrounding their
products or services.

Answers from an attitudinal
and frequency question were also
analyzed to determine the effect
of duplication on the study. Re-
sults from the entire sample show
19.5 percent chose responses
from “agree” to “strongly agree”
with an attitude statement about
a highly publicized local land
development project; 19.1 per-
cent after repeaters were thrown
out. Of the entire sample, 9.9
percent of respondents had visit-
ed a local casino one to two
times during the last six months;
10.2 percent after repeaters were
thrown out. In all three in-
stances, the results did not
change significantly for attitudi-
nal, forced-choice or frequency-
determination questions.

The firm further scrutinized
results to compare the answers of
professional respondents versus
less active survey takers and
found that the difference be-
tween their answers were not
statistically significant. For exam-
ple, 32 percent of those who had
taken fewer than 10 surveys in
the past 30 days preferred
Graeters vs. 29 percent of those
who had taken 10 or more. Re-
sult differences for UDF were
also not significant. Of respon-
dents who had taken fewer than
10 surveys, 18.8 percent agreed
to strongly agreed with the atti-

tudinal question about the land
development project versus 21
percent of those who had taken
more than 10 surveys. Finally, 9.6
percent of those who have taken
fewer than 10 surveys have been
to a local casino one or two
times versus 11 percent for those
who had taken more than 10. In
addition, the study did not un-
cover any noteworthy differences
in the answers of those who be-
long to one to three panels and
those who belong to four or
more panels.

Labeled as speeders
EMI analyzed the quality of the
data that it obtained from speed-
ers. The firm expected the aver-
age respondent to take approxi-
mately 15 minutes to complete
the study, which included only
one skip logic question. All re-
spondents who answered the sur-
vey in less than seven minutes
were labeled as speeders.

The study included several traps
to see if these speeders were in
fact mental cheaters or people
who did not pay close attention
to the questions asked. These
traps included questions such as
“Please type the number 49 into
the box below.” Interestingly,
these validating questions were
answered accurately 98 percent
of the time. EMI also found that
the speeders’ responses did not
differ significantly from non-
speeders on attitudinal, forced-
choice or frequency-determina-
tion questions: 30 percent of
speeders preferred UDF, 34 per-
cent of non-speeders; 29 percent
of speeders preferred Graeters,
32 percent of non-speeders.
When asked attitude questions
about the land development
project, 18 percent of speeders
agreed or strongly agreed versus
19.8 percent of non-speeders. Of
speeders, 6.6 percent had been
to a local casino versus 10.8 per-
cent of non-speeders. Speeders’
attention to trap questions and

the quality of their open-ended
answers for this study indicates
that speeders are not necessar ily
mental cheaters.

Duplication significant
The study found that duplication
is more significant in some panels
than others. This duplication
challenge must be addressed di-
rectly when leveraging multiple
panels for a study in order to
avoid duplication of respondents.

It also found that from a demo-
graphic standpoint (other than
age), speeders do not differ signif-
icantly when compared to non-
speeders. Specifically, younger re-
spondents were significantly more
likely than older respondents to
be speeders (p<.001). One may
conclude that younger respon-
dents are more technologically
savvy and are able to take surveys
faster than their older and less
technically adept counterparts, al-
lowing them to provide the same
quality of answers in less time.

Analyze more variables 
More important than any demo-
graphic similarities or differences,
the study revealed  that the an-
swers and opinions of speeders
and hyperactives do not vary sig-
nificantly from those of their
counterparts. With that being
said, organizations should analyze
more variables than the duration
it took for a respondent to finish
the interview when scouring the
data for cheaters or similar re-
spondent types.

While all of these potential is-
sues do exist, they did not appear
to greatly impact the results of
this particular research. To ensure
that these issues to do not impact
future studies, researchers must
carefully scrutinize their sample
partners because not all panels
are created equal. Those panels
that take leadership roles in ad-
dressing quality issues are the
partners that you can rely on for
high-quality data. |Q
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Editor’s note: Berni Stevens is CEO
of TechFocus Research Inc., Exton, Pa.
She can be reached at 610-880-3500
or at bstevens@techfocusresearch.com.
This is the second of a two-part
series on best practices for online
qualitative research. Part one
appeared in the May issue.

In the first article of this series we presented 16 best practices
for online qualitative moderating. Here we consider ways to
best recruit and provide incentives for your online qualitative

and how to construct the most effective groups for participation.

Best practices for recruiting
Recruiting for online is different than for in-person interviewing
because there are no restricting geographical boundaries and those
recruiting aren’t working off their local databases. Here are four
tips for how to effectively manage your online qual recruiting:

1. Evaluate your source of recruits carefully.
For those instances in which you aren’t using a list of your own

customers, you should choose your recruiting source carefully as
there is quite a bit of variance in quality of sample sources. For in-
person qualitative, focus group facilities have typically handled the
recruiting, relying on their database of potential participants
(fraught with problems, but that’s another story).

With online, where there are no geographical boundaries, re-
cruiting organizations rely on purchased lists from firms like Survey
Sampling International or online consumer or business panels like
those from Greenfield Online or eRewards. Lists are fine, so long

as they have been randomly gen-
erated from a sample frame that is
representative of the population.
These, though, aren’t often used
because they are more expensive
than sourcing the now-ubiquitous
panels available to us for recruit-
ing for both quantitative and qual-
itative. Besides being less expen-
sive, panels also allow us to recruit
more quickly and provide us with
respondents who are comfortable
with online research.

Panel recruiting and retention
practices vary quite a bit and their practices have a major impact
on respondent quality. Factors to evaluate include:

• How new panelists are recruited
-- Are panelists recruited through open recruiting on Web sites

or by invitation only? By invitation-only allows for verification
against available databases to ensure the panelist is who he says he
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is and also prevents the professional
respondents from joining at will.

-- Do they use a combination of
online and offline methods for a
more representative panel?

• How panel members are man-
aged and rewarded.

-- Is profile information updated
regularly?

-- What incentives are they
given to participate? Sweepstakes
are inexpensive but typically re-
sult in professional gaming and
low retention rates. Appropriate
rewards for a respondent’s time
will lead to high retention rates

and cooperation rates.
-- On average, how many panels

are its members involved with?
• How often do panelists partici-

pate in surveys? Look for low par-
ticipation rates, under once per
month.

• How are panelists screened for
each survey? Using a double-blind
screening process will protect
against respondents providing false
screener answers in order to qualify
for the study.

2. Confirm and re-confirm using
both telephone and online methods.

Ensuring a high show-rate for
your interviews requires gaining
commitment from your recruits. Af-
ter the initial contact and screen,
whether by e-mail or phone, you
need to confirm your respondents
via telephone, listening for cues
that would suggest they are hostile
or iffy. Also tell them on the phone
who subsequent e-mail will be
from so they can keep an eye out
for your e-mails that may get stuck
in spam filters.Then, the day before
the interview begins, send another
e-mail confirmation with instruc-
tions on participation. If it’s a mul-
ti-day interview, an e-mail should
be sent at the end of each day.

3. Over-recruit.
Even though your participants

won’t have to travel and have the
comfort and convenience of partic-
ipating from wherever they want,
it’s unlikely that everyone is going
to show up, despite your best ef-
forts. People forget or have some-
thing come up that’s a higher pri-
ority. Our general rule of thumb is
over-recruit by 10-20 percent
(higher if for a synchronous inter-
view).

We all have a responsibility to
maintain research industry good-
will. So, should the unlikely happen
that more participants show than
what you really need, pay the dis-
missed participants at least a third
of the total incentive if for a multi-
day interview and half if a single-
day, short-duration interview.

4. Ensure participants are going
to be active.

Just as with in-person qualitative,
you want respondents who are go-
ing to have something to say. Other
than using moderating techniques
that will draw respondents out (see
below), your screening techniques
can also heighten the likelihood
that you are going to have active
participation. One criterion is the
individual’s interest in the topic
and in participating in the inter-
view. Another is their ability to be
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express themselves clearly in writ-
ing. Both can be assessed with a
few open-ended questions in a pre-
liminary online recruit or in an e-
mail before inviting them to par-
ticipate.

Best practices for incentives
Many of the guidelines for online
qualitative incentives are the same
as for in-person. However, best
practices for incentive payments for
online qualitative are somewhat
different because the burden is less
for participants relative to the has-
sles and time involved with cen-
tral-location interviews and there is
added work and commitment
when participating in multi-day
asynchronous interviews.

5. Offer an incentive high
enough to ensure a high participa-
tion rate.

If you want a good show rate
and a sample that is not skewed to
those who are less busy or of lower

incomes, you are going to have to
fairly compensate participants for
their time.What is fair and enticing
is going to vary by: how valuable
someone’s time is; the amount of
effort that will be required; the
convenience of participation; and
how relevant the topic is to them.

The higher-paid executive, for
example, needs to be compensated
at a higher rate than the stay-at-
home mom or retiree. If you don’t
offer an incentive that reflects par-
ticipants’ opportunity cost, you risk
getting a non-representative sample
if income has anything to do with
what you’re investigating.

One of the advantages of online
is that individuals can participate
from their office or home, thereby
eliminating the hassle and time in-
volved with travel to a central lo-
cation. Even better is when you
use an asynchronous method, be-
cause there’s the added flexibility
of participating from not just a
convenient location but a conven-

ient time as well. So, overall, incen-
tives offered for online qualitative
can be lower than those for in-per-
son interviews.

Finally, you should consider how
personally or professionally relevant
the topic is and whether the par-
ticipant will potentially benefit
from the findings. Product users are
willing to participate for a lower
incentive if they think the research
will result in improvements that
will benefit them. Under other cir-
cumstances, you may be able to of-
fer participants a summary of the
findings in lieu of a monetary in-
centive if they would find that to
be of value to them.

6. Don’t pay more than is re-
quired to recruit quality respon-
dents.

Offering more isn’t going to
necessarily increase your participa-
tion rate or give you a better sam-
ple. In fact, if you offer a very high
incentive, you’ll have a lot of peo-
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ple saying “yes” who aren’t inter-
ested in the topic and are just in it
for the money (the “professional
respondent”).

Also, you can offer different in-
centives to different individuals.
For example, you can try recruit-
ing a professional who meets a
threshold level interest or in-
volvement with the topic at $100
for a 90-minute interview and if
they say no, ask them if it would
be worth their while for $150,
etc. Be careful, though, to avoid a
situation where respondents be-
come aware of varying payments.
If they do become aware, be pre-
pared with solid justification for
the discrepancies.

7. Require full participation for
incentive payment.

Those who agree to participate
in multi-session/-day discussions
must be clearly instructed that they
will only be paid for participation
in all sessions. A participant’s input

won’t be of much value if they
drop out after day two of a three-
day interview. If you expect a high
dropout rate you should over-re-
cruit to compensate for this, or
better yet, redesign the discussion
guide so that it’s more engaging
and enjoyable.

8. Reward promptly.
We need to preserve our respon-

dent pool.To do so, we need to
make the research process enjoyable
and rewarding. Paying/delivering
incentives immediately following
completion of an interview
strengthens the positive association.
With in-person interviews, partici-
pants typically receive a check as
they leave the facility. Panels often
provide points for online quantita-
tive survey participation.With on-
line qualitative, though, we are
sometimes tempted to move on to
other more pressing items than
processing incentives. Paying re-
spondents promptly, however, will

go a long way to reinforcing a pos-
itive experience.

Incentives are an important com-
ponent of gaining respondent co-
operation. Developing and imple-
menting a balanced and fair system
will get you the respondents you
need for a successful outcome.

Best practices for group
composition
Online group interviewing presents
some unique possibilities relative to
the in-person approach.

9.Take advantage of the ability
to efficiently interview large num-
bers of respondents but don’t over-
do it.

One of the key benefits of online
interviewing is the ability to con-
duct either large-group interviews
or very large numbers of in-depth
interviews simultaneously. If you
want group interaction in a syn-
chronous session, stick to the max
of eight to 10 that is conventional
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for in-person groups.
For asynchronous groups where

respondents have the time to di-
gest more information, you can
safely increase this to 20-25. And
for asynchronous groups in
which respondents cannot see
others’ responses and are not in-
teracting at all with one another,
you can have as many as your
software will allow.

Our ability, though, to digest
such large volumes of data is lim-
ited and you have to ask why you
are doing a qualitative explo-
ration among so many in the first
place. The exception is when we
are collecting information from a
number of segments or conduct-
ing a hybrid quantitative/qualita-
tive session.

10. Feel free to mix up non-in-
teractive groups.

If you are allowing participants
to interact, then it’s no different
than for in-person groups: Keep
them homogenous on key variables
that influence needs, attitudes, be-
haviors, etc. However, there’s no
need to do so if you are interview-
ing a number of individuals who
don’t see each others’ responses.
On the other hand, make sure the
moderator and participants can
keep track of key characteristics
that influence questioning and in-
terpretation.

The right group
Seasoned researchers know how vi-
tally important it is to have the
right group of participants for the
research to produce valuable re-
sults. No matter how nice the en-
vironment (your online platform,
in this case) and how brilliant the
discussion guide, you’ll walk away
with little of use if you don’t inter-
view the right individuals and
groups. Solid recruiting practices,
including the incentives offered
and paid, and assembling the right
group of people together, will con-
tribute to a successful online quali-
tative experience. |Q
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The media is calling Second Life the future of the Internet.With
more than 6.5 million residents worldwide, the online virtual
world has the momentum of a freight train but little direction. It’s

still a bit of a novelty, just like the early days of the Internet, but this time,
businesses don’t want to be left behind. Many Fortune 500 companies are
scrambling to figure out how to advertise, market products and make
money in the new medium but they have yet to find the silver bullet.

While marketers may not be gaining much traction, market re-
searchers could soon find endless possibilities in Second Life.The key
for researchers is the open source code that powers Second Life. It al-
lows people to create their own persona, design buildings and even cre-
ate interactive objects such as billboards that ask pre-programmed mar-
ket research questions whenever someone walks by.

The open-source nature of Second Life makes it a little like the Wild
West, in that market researchers can create almost anything they want
as long as they have the requisite programming knowledge. Second
Life’s tagline “Your World.Your Imagination.” holds true for market re-
searchers as much as anyone else.

Product and concept testing take on an exciting new direction in the
virtual world. Consumers are always in interactive mode, sitting on fur-
niture, trying on clothes or even wandering the aisles of a virtual store.
It doesn’t take a huge leap of the imagination to move on to co-cre-
ation: picture a scenario where avatars (the virtual representation of the

people who explore Second Life)
help design and build product pro-
totypes as part of the market re-
search process.

Many virtual research techniques
translate easily into Second Life.Vir-
tual shopping malls and stores could
provide a shopping experience that
combines elements of virtual shop-

ping and shelf layout testing with real in-world purchasing and product
usage observation. Products being sold and tested in virtual stores could
contain real-life products (Amazon-powered shops in Second Life al-
ready exist) or products for use inside the virtual world, such as clothes
for people’s avatars.And unlike the real world, Second Life can provide
market researchers with the means to measure not only what people
say they will do but also what they actually end up doing.

The last few months have also brought the first metrics solutions to
Second Life. One product deploys sensors on a company’s virtual land
that record and analyze the number of visitors as well as their move-
ment on the land.Adding a survey component to a metrics solution
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Editor’s note: Mario Menti is
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can enrich that data, adding attitudinal
and opinion data to traffic and be-
havioral data, similar to the way feed-
back gathered through surveys en-
riches usage metrics and clickstream
data on the Web.

Experimental programs
In an effort to see what is possible,
experimental programs are now be-
ing developed that enable Web survey
software platforms to reach directly
into the virtual world.These pro-
grams make use of the capability to
add interactivity and animation to
objects created inside Second Life,
which also provides the means to
connect to the Internet via HTTP
requests.This means that a scripted
object that exists inside Second Life
can interact both with objects and
people/avatars in the virtual world
and with the Internet at large.

These programs work using a
text-only interface between Web
survey software and Second Life
which enables an object inside Sec-
ond Life to sense an avatar passing
by, which it prompts to take part in
a survey by talking to it.The avatar
agrees to take part in the survey by
touching the object.The survey ob-
ject, which physically could be any-
thing at all - a kiosk or a billboard -
starts delivering the survey through
Second Life’s chat channel.

In short, the object asks questions
and the avatar answers by talking to it.
While this method of survey delivery
limits the complexity of questions that
can be asked (for example, a grid/ma-
trix-type question would not translate
well to text), it does offer the advan-

tage of not breaking the immersion of
the virtual world environment and
makes use of the natural communica-
tion channels used by Second Life res-
idents.The process is entirely interac-
tive and always directly connected to
survey collection software, so every
answer is stored.The follow-up ques-
tion is delivered based on what the
survey logic determines should be
asked next. For specific surveys, it
would also be possible to build objects
that respond to users’ touch and/or
actions. For example, rating scales
could be physically moved to provide
rating feedback or entire objects could
be built to represent a question to be
asked, with the respondent being able
to manipulate the object in order to
give their response.

On completion of a survey, Sec-
ond Life respondents can be reward-
ed for their participation with a
monetary incentive, just like in the
real world, using Second Life’s in-
world currency, the Linden dollar.
That same object that senses passers-
by and conducts the survey can also
pay the respondent on the spot,
making automatic transactions really
easy.The moment the survey is com-
plete, the survey object can transfer a
certain amount of Linden dollars to
the respondent’s avatar.This makes
for an extremely cost-efficient
process, taking advantage of existing
Second Life infrastructure rather
than having to involve manual
processes or payment fulfillment by a
third party. Residents can then use
these well-earned Linden dollars in-
side Second Life to purchase items
and services or exchange them for

U.S. dollars at special Linden dollar
exchange outlets.

Virtual interviewer
It is also possible to create a half-hu-
man/half-robot virtual face-to-face in-
terviewer.An experimental modified
version of the Second Life client was
created that is in effect a market re-
search interviewer terminal, turning the
person who connects through it into a
semi-human, clipboard-carrying market
research interviewer who can walk
around Second Life, chat with other
residents, and - if they are willing to
take part in a survey - switch to an au-
tomatic data collection mode. Once this
data collection mode is activated, the
automated software kicks in, asks ques-
tions and records the responses.The re-
spondent’s answers are fed back to the
survey collection software through the
modified Second Life interviewer.
Once a survey is completed, the inter-
viewer can switch back to normal
mode and continue walking around to
conduct further interviews. It’s a virtual
intercept survey, so to speak, but more
efficient than its real-life counterpart
because all data is collected in real time,
eliminating the need to enter data at a
later stage.And again, incentives can be
built into the process automatically,
adding to the overall efficiency of a vir-
tual interviewer solution.

While data can be collected in Sec-
ond Life by integrating with existing
survey software platforms, the 3-D na-
ture of Second Life also lends itself to
effective and interesting data visualiza-
tion opportunities. Linking 3-D objects
to survey data, bar or pie charts could
turn into objects that dynamically
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grow and shrink in response to results
being collected.Avatars could literally
stand next to or sit on top of a survey
chart and watch it change shape as the
survey responses are updated.And of
course, this is not limited to shape: Ob-
jects could change color or move
around, all in response to data being
fed from survey data analysis.

More is possible
While some of these examples may be
of debatable practical use right now,

they illustrate that in virtual worlds,
and Second Life in particular, a lot
more is possible than just conducting
simple Web surveys.Thinking back
about 10 years, the vast majority of
Web surveys simply replicated tele-
phone surveys in a Web browser, not
making full use of the multimedia ca-
pabilities available to them through
the use of the new medium. In the
same way today, most of the early
market research activities in Second
Life have been limited to using simple

Web surveys for data collection, not
really taking advantage of the oppor-
tunities and technologies this particu-
lar medium offers.As virtual worlds
are themselves getting increasingly so-
phisticated, this is guaranteed to
change.With a combination of tech-
nical prowess and imaginative think-
ing, who knows what kinds of survey
experiences market researchers will be
able to provide in the virtual world!

In any environment, whether real or
virtual, the survey experience is key.As
companies and marketers are starting
to experiment in Second Life, there is
a growing feeling that many are simply
doing it for PR’s sake, without any real
relevance to Second Life residents.The
more engaging and rewarding the sur-
vey experience is, the more likely it
will be seen as an integral and useful
part of the virtual world, rather than a
disjointed bolt-on from the outside.
Second Life users aren’t hostile to
brands and marketing involvement
per se: Earlier this year, my firm sur-
veyed more than 9,000 consumers in
the U.S.The poll revealed that Sec-
ond Life is a burgeoning market for
real-life brands and product promo-
tion. Fifty-six percent of users ques-
tioned believe Second Life is a good
promotional vehicle. Only 16 percent
say they would not be more likely to
buy or use a brand that is represented
in the virtual world.

At the forefront
Second Life is increasingly seen as the
first incarnation of a coming 3-D In-
ternet or metaverse, and it’s not that
far-fetched anymore to imagine a time
in the near future when our avatars
will wander a web of connected, virtu-
al spaces instead of today’s flat, relatively
impersonal 2-D Web environment.
Linden Lab founder Philip Rosedale
said in a recent interview that technol-
ogy-wise, this vision is only 18 months
away, while in a survey, Gartner sug-
gests that 80 percent of Internet users
will be active participants of virtual
worlds by the end of 2011.

No matter what timelines and pre-
dictions are made, market researchers
can be at the forefront of this new
frontier by taking advantage of avail-
able technology right now. |Q
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Afamous quote,“Everything that can be invented has already
been invented.” - attributed to Charles Duell, commissioner of
the U.S. patent office in 1899 - has proven to be just a bit off

the mark.Yet recent research does suggest that truly innovative ideas are
harder to come by than ever.

Some would say it’s because the new era of the connected consumer
lends itself more to group thinking than breakthrough ideas.We say it’s
because companies aren’t yet tapping into the creative force of con-
nected consumers.And that could be a huge missed opportunity.The
new breed of borderless consumer communities holds enormous po-
tential for new ideas and insights that will translate directly to profitable
products and services.This article takes a closer look at innovation in
the new era and examines how to harness the creative potential of the
online community.

Essential to survival
Innovation is the biggest challenge most companies face.There is no
question that innovation is essential to survival; the question is where
the next big idea will come from. Increasingly, the answer to that ques-
tion is…past innovations. Incremental improvement to existing con-
cepts is becoming the focus of a larger percentage of innovation, as op-
posed to cutting-edge, swing-for-the-fences, genuinely big ideas. From

the predominance of sequels and
prequels at the movie theater to the
swelling ranks of me-too products
on shelves, the evidence of this
trend is all around us. Figure 1,
based on a recent McKinsey study
of packaged goods companies, shows
a 40 percent decline in truly innova-
tive ideas relative to modest or in-
cremental innovations over the past
several years.

Predictably, as the rate of break-
through innovation slows, the re-
ward for truly innovative ideas

grows. Figure 2, based on the same McKinsey study, shows that break-
through innovations account for a far higher percentage of sales within
a category than simple line extensions or incremental innovations.

Eliminating bad ideas 
One of the key reasons our business culture tends to favor incremen-
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tal improvement is that its processes
focus more on eliminating bad ideas
than generating good ones.The tra-
ditional flow goes something like
this: brainstorming session, subjective
vetting of ideas to get rid of obvi-
ously poor ideas, optimization of the
best of the rest, and selection of final
candidates for formal concept testing
or development.The result, all too
often, is the promotion of the
“strongest weakling.” Far worse,
many ideas with true potential are
instantly dismissed because they ap-
pear too cutting-edge or risky. Oth-
ers are simply not recognized as hav-
ing potential when in fact they do.

Another key problem is that tradi-
tional methods are driven almost en-
tirely by internal contributors.
Companies limit themselves to ideas

and concepts that spring from the
minds of their own researchers, sci-
entists or product development spe-
cialists.These companies are missing
a rich source of innovation: cus-
tomers, end users and the growing
legions of connected consumers that
comprise online communities.This
new generation of consumers repre-
sents an opportunity to broadly ex-
pand the volume, quality and break-
through potential of new ideas.

And let’s be clear: the occasional
customer satisfaction survey or
ethnographic study is not likely to
produce breakthrough ideas; simply
asking people what they want and
need isn’t always the best approach
either.What’s needed is high-quality
interaction with the new generation
of connected consumers - tapping

into their natural conversations as
they discuss their opinions and
problems and collaborating with
them about new solutions.

Collaborative capabilities
Connected consumers and online
communities are not new phenome-
na, but recent advances in comput-
ing and communications have rede-
fined the nature of their
connectedness and their collabora-
tive capabilities.The blogosphere,
the wireless Web and the ubiquity of
handheld network devices all create
new opportunities for sharing infor-
mation and ideas. Equally important,
they give consumers something that
has always been in the corporate
purview until now: control.

Connected consumers insist on
control over their experiences and
the things they spend money on.
They’ve bypassed brokers, bank
tellers and broadcasts. And they will
not be marketed to in traditional
ways.They zap commercials, auto-
delete unwanted e-mail and use
caller ID and no-call lists to screen
out telemarketers.They have de-
clared to the world that they want
things on their own terms, when
they want it, wherever they are.

The unprecedented power of the
connected consumer is not neces-
sarily a threat to marketers. In fact
it represents a tremendous opportu-
nity because the new communica-
tions capabilities also unleash new
sources of great ideas and creativity,
and they can help marketers gain a
deeper understanding of key con-
sumer groups.

For example, leading-edge con-
sumer products companies are now
experimenting with managed on-
line communities.They are creating
special-interest Web sites where
people with common interests,
hobbies or passions can come to-
gether and exchange opinions,
views, thoughts and ideas about a
specific topic - such as pets or tod-
dlers or kayaking - and they are
monitoring the natural conversa-
tions and getting closer to the truth
about what’s on the minds of key

http://www.quirks.com
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target consumer groups.
These companies are discovering

that consumers are not only willing
but anxious to join, to participate
and to contribute. And they’re not
just contributing an answer to a sur-
vey question or an exchange with
an interviewer in a focus group.
They’re part of a continuous, ongo-
ing dialog that morphs - like the
community itself - as newcomers
join the conversation and contribute
their own opinions and ideas.

Rants and rambles?
It’s a fair question: are these con-
nected communities really a source
for breakthrough ideas, or are they
simply repositories for rants and
rambles? A Fortune 500 maker of
toys and games recently asked a pri-
vately-managed community of
moms for specific ideas on new
products and received a landslide of
concepts - many of them worthy of
formal testing and development.The
online community went beyond the
concepting stage; moms helped pick

which ideas were best and provided
specifics about when, where and
why they’d buy them, helping in the
development of a marketing plan
and creative marketing ideas. “It
wasn’t our ideas and their feedback;
it wasn’t their ideas and our feed-
back; it was true co-creation,” said a
marketing executive at the company.

Del Monte Foods Co. wanted to
know what pet owners want for
their pets in order to enhance prod-
uct development for certain popular
pet food and snack brands including
Kibbles ‘n’ Bits and Milk-Bone. So
the company’s pet products division
created a private, managed online
community where dog owners can
share ideas about anything relating
to dogs - from training tips to the
best way to load a big dog into a
small car. “The online community is
a flexible research environment,” says
Gala Amoroso, a research executive
at Del Monte Foods. “Online com-
munities give us continuous interac-
tion rather than one-off, point-in-
time studies.That is critical in

getting us closer to our customers
and what they really think.”

For example, Del Monte’s com-
munity research allowed it to see a
need among pet owners for products
that allowed them to travel better
with their pets. Amoroso acknowl-
edges the other benefit of working
with a community of voices is that
Del Monte can mirror the language
that consumers use when talking
about products in future product
marketing campaigns.

Another marketing executive,
from a Fortune 100 snack food
company that uses online communi-
ties for innovation, said in a recent
panel discussion,“The online com-
munity is the key to getting past the
era where the corporation is the ex-
ecutioner of ideas.We’re moving
into an era where the company can
be a catalyst for creative thinking
and a facilitator, drawing on great
ideas wherever they come from and
making them better - turning them
into products that match consumer
tastes and preferences precisely.”
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Actively engaged
If you decide to explore using on-
line communities for market re-
search, here are three approaches to
consider. Keep in mind that
whichever approach you take, it is
important to keep participants ac-
tively engaged and focused on pro-
viding relevant, useful input.

• Build your own focused online
consumer community. As mentioned
earlier, Del Monte Foods’ Pet Prod-
ucts Division created an online
community for dog owners to share
ideas about dogs.The company
monitors the site and stirs discussion
but does not attempt to control par-
ticipation, promote products or pay
participants for their input.Through
a site moderator, the company par-
ticipates in the continuous dialog
the site provides with consumers,
listening in on the natural conversa-
tions that may lead to product ideas,
gathering opinions about ideas that
might appeal to a mass market, and
co-creating with participants. For
example, Del Monte Foods might

offer a suggestion about a new prod-
uct and invite people to make sug-
gestions for improvements or re-
finements or alternative ideas.
These focused consumer commu-
nities can be branded or unbrand-
ed, open or closed to the public -
depending on your needs.

• Build an enterprise-wide corpo-
rate online community. One For-
tune 100 snack food company has
begun experimenting with an on-
line community of thousands of
employees.The employees can
anonymously contribute ideas and
provide feedback on others’ ideas.
Everyone from senior executives to
new hires on the loading docks has
equal access to this network of
ideas and is on equal footing to
share thoughts and opinions.The
employees own the community; it
lives and breathes on its own. But
it is actively monitored to help the
company stay in tune with new
trends and identify new ideas with
commercial potential.

• Participate in an existing online

consumer community. Some com-
panies may not need their own on-
line community, but still want to
tap into consumers’ online conver-
sations. Partnering with an existing
online community lets companies
learn from and collaborate with
these connected consumers. By
interacting with an online com-
munity during the idea creation
process, companies don’t have to
come up with ideas and then test
them with consumers; they get the
consumers to generate the ideas
and flesh out the best ones.

Richer venue
By using online communities to tap
into the wisdom of connected con-
sumers, companies can have a richer
venue in which to discover truly in-
novative ideas or freshen up old
ideas with new perspectives.The key
is in enlisting consumers to help
with this process of co-creation in
an open forum where they can easi-
ly participate how they want and
when they want. |Q
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These days, it is practically impossible to pick up a major
American newspaper without reading about Dubai.
Whether it is the construction of the world’s tallest build-

ing (which will also include the world’s first Armani super-luxury
hotel), the world’s biggest shopping mall or the world’s biggest
amusement park (housing the biggest Universal Studios), Dubai’s
incredible growth has made it a center of commercial attention and
has brought the larger Middle East market into focus for many of
the world’s businesses.

However, reaching Arab consumers is not always easy, and trying
to reach them online presents its own special set of challenges.
While Dubai’s high Internet penetration rates (over 60 percent)
should present fertile ground for online research, you’ll be hard
pressed to find much of it being conducted, even by local branches
of some of the international research firms. And beyond Dubai, the
rest of the Middle East offers additional obstacles for online re-
searchers as well.

For one, although the region’s population of over 250 million
people shares a common language and culture, they are spread out
over 22 countries from Morocco to the Arabian Gulf, with often
widely varying dialects, degrees of social and political openness,
cultural mores and government regulations.

Even in a high-tech hub like
Dubai, consumer databases are
hard to come by. Unlike the Unit-
ed States and Europe, where a
long tradition of catalog and data-
base marketing made it easier to
shift to online approaches, the as-
tonishingly fast economic growth
in the region has meant that many
businesses have had to formulate
their marketing strategies without

having the proper database infrastructure to support their market-
ing and market research needs. Although customer relationship
management continues to be a hot topic in this part of the world,
it is still a long way from implementation in most businesses here.

This is why, until today in both Dubai and the rest of the Middle
East and North Africa, most marketing research activities take place
through the traditional means of mall intercepts, face-to-face and
telephone interviews (and even the latter is not all that common).
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Since the practicalities and costs
of harvesting a large enough pro-
prietary online consumer database
to allows for refined targeting of
consumer segments are prohibitive
for most research firms, even for
those that already have the software
and infrastructure to conduct on-
line research, it winds up being a
lot easier (and cheaper) to rely on
the tried-and-true status quo.

The unavailability, until recently,
of online consumer samples has

also been the main obstacle for
many of the large global online
agencies to offer their services in
the Middle East, which has meant
that many U.S. and Europe-based
clients have had to skip the region
altogether in their fieldwork plans.

Haven’t felt pressure
To this point, many of the local re-
search firms haven’t felt much pres-
sure to go online since many of
their local clients are still working
with the impression that the Inter-
net cannot offer a representative
sample of all consumer segments in
the region.

While this may have been true
four or five years ago, when Inter-
net penetration was barely measur-
able in the Arab world, the situa-
tion is far different today. A variety
of factors - from government spon-
sored financing of personal com-
puters in the homes and the avail-
ability in some countries of “free”
Internet through dial-up connec-
tions, to the proliferation of Inter-
net cafes even in provincial towns
and the increase in broadband ac-
cess in large cities - have con-
tributed to skyrocketing numbers
of people from all walks of life go-
ing online.

In addition, especially in more
traditional societies, the Internet
has become one of the avenues for
open, unfettered communication
and access to information. For
many Saudi women, for example,
the Internet provides a chance to
virtually go places and socialize in
a way that would otherwise be
practically impossible in the brick-
and-mortar world.

For all these reasons, there are
upwards of 30 million Arabs online
today, and that number is slated to
double in the coming two years.

The fact that we have reached
good representative levels, even for
lower-income groups that are less
represented among Internet users,
has been corroborated by our
clients who have conducted parallel
offline and online studies to test
this very issue.

Mirror the skepticism 
However, despite the large num-
bers, the objections we hear from
marketers and researchers in the
region - even ones who acknowl-
edge the fact that there are suffi-
ciently large numbers of the popu-
lation online - mirror the
skepticism that was often heard
early on in the U.S. and Europe
about the truthfulness of respon-
dents online. Sure you may have a
huge consumer sample, a typical
skeptic would counter, but how
can I be sure that someone who
claims to be a young Moroccan
woman really is one, or how can I
really be certain that the Kuwaiti
respondent ticking off a high in-
come bracket to answer my prop-
erty ownership study isn’t really a
struggling Egyptian college student
with time to kill?

For those of us who are true be-
lievers in online research in the
Middle East, the best way to assuage
these concerns is to implement
strong data controls. In our case, we
have built a highly segmented data-
base over the past seven years of
Arab consumers that includes infor-
mation about gender, age, country
of residence, profession and other
demographic information. But of
course, we can’t stop there to satisfy
the truthfulness concerns.The data
supplied by the consumer upon reg-
istration must always be confirmed
by the data they supply on a live
questionnaire. If there are discrepan-
cies, their responses are thrown out.

But beyond the basic checks and
filter controls that must be imple-
mented, there are also issues unique
to our region that make online re-
search actually much more reliable
in many cases than traditional meth-
ods. Many Arabs are often much less
willing to share deeply personal in-
formation with interviewers. Ques-
tions about social attitudes, smoking
habits or political views are often
considered deeply private and not
easily shared, and traditional field-
work here often has to involve
some prodding by the interviewer
that can pose the danger of sway-
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ing responses. Further, reaching
women in some areas, especially in
the Arabian Gulf countries, presents
a special challenge on its own for
the traditional interview approach,
which makes it exceedingly slow
and expensive to conduct - an es-
pecially frustrating challenge for
FMCG researchers for whom fe-
males represent the main target
consumer market.

However, we have found that by
going online, these obstacles largely

disappear.We regularly receive high
responses on the very same sensitive
issues we mentioned above, and Arab
women are more accessible online
than via telephone or face-to-face
interviews, since as we mentioned
previously, the Internet presents
them with an open space free of the
usual social restrictions that are often
placed on them in some contexts.

Improving the outlook
Besides the issue of accuracy, there

are some other factors that are im-
proving the outlook for online re-
searchers in the Middle East.

As more and more multinational
companies adopt online research as
a core part of their overall research
mix, more and more pressure builds
on their local and regional branch-
es here in the region to begin the
process of incorporating online
methods.We’ve already seen this
process taking place in the online
advertising sector, where local mar-
keters have had to quickly educate
themselves in online marketing
techniques in order to integrate
global online campaigns, and the
same process is happening for on-
line research as well.

Another development that is
encouraging more researchers to
go online is the fast adoption of
social networking and Web 2.0
tools in the Arab world. Not only
are international sites like Blog-
ger,YouTube, and Facebook com-
monly used, but localized ver-
sions of these sites are popular,
offer ing Arab users a way to con-
nect with virtual affinity groups
and fr iends networks using an
Arabic-language interface and
within a culturally acceptable en-
vironment (some countries in the
region have banned some of the
international sites due to inap-
propriate content).

The popular ity of these servic-
es makes it possible to conduct
the same advanced type of online
qualitative studies that are occur-
ring worldwide. Researchers can
find consumers who are already
engaged in a relevant discussion
to join online qualitative panels
on related topics, and again we
have found a much higher level
of openness and willingness to
discuss sensitive issues within this
environment.

All of these developments, com-
bined with the universal advantages
of online research - flexibility,
speed and lower costs - are quickly
making the online option much
more palatable to regional deci-
sion-makers. |QS
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Web communities are one of the hottest trends in the
field of marketing today.You only have to look at the
growing number of conference sessions discussing com-

munity-driven platforms to realize that the era of the Web commu-
nity is clearly upon us.

Many companies who were early advocates of communities used
them for marketing purposes, centering their use on creating strong
brand advocates and exploring brand-related communications. Many -
if not most - communities still exist today with this same purpose in
mind. However, like any rapidly evolving product,Web communities
are growing in number and diversifying in their range of applications.

In particular, it is becoming clear that a new generation of Web com-
munities is emerging.These “next-gen” communities have evolved
from brand-building tools into innovative market research environ-
ments. However, this evolution in application has brought with it many
new challenges and expectations.

Of course, to meet these higher expectations, this kind of next-gen-
eration Web community needs to be more than an inviting and engag-
ing space on the Internet to build brand equity among a group of con-
sumers who have interest in a particular product. In addition, this new
breed of Web community requires:

• a platform infrastructure that permits unlimited flexibility to em-
ploy qualitative and quantitative research techniques within the com-

munity; and
• an analytical approach that

mines the massive amount of infor-
mation in the community and
translates it into usable insights.

In short, clients have begun to
demand that - similar to any other
research tool - Web communities
deliver a solid ROI and demon-
strate the capability to provide in-
sights that drive real organizational
change.

The creation of a research environment that has the potential to
deliver these types of results has been an exciting challenge, and I’d
like to share some insights we’ve gained along the way.

Ongoing dialogue
For those of you who aren’t aware, a Web community is a carefully se-
lected group of consumers who agree to participate in an ongoing dia-
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logue with a particular corporation.
All community interaction takes
place on a custom-designed Web site.
During the life of the community -
which may last anywhere from six
months to a year or more - commu-
nity members respond to questions
posed by the corporation on a week-
ly basis.These discussions, which may

take the form of qualitative “dia-
logues” or even quantitative surveys,
are augmented by the ability of com-
munity members to talk to one an-
other about topics that are of interest
to them as well.

The popularity and power of Web
communities initially came from sev-
eral key benefits.They:

• engage customers in a space
where they are most comfortable, al-
lowing clients to interact with them
on a deeper level;

• uncover “exciters” and “eureka
moments,” resulting in customer-de-
rived innovations;

• establish brand advocates who are
emotionally invested in a company’s
success;

• offer real-time results, enabling
clients to explore ideas that normal
time constraints prohibit;

• create a forum where natural dia-
logue allows customers to initiate
topics important to them.

Limitations
While it is true that traditional mar-
ket research provides tremendous in-
sights into the attitudes and opinions
of customers, it also comes with its
own attendant limitations.

First, traditional market research is
a time-consuming undertaking.
Even relatively simple studies can
take three months to complete.
More complex research might take
upwards of six months or more from
initiation to delivery of results. Of
course, while there are situations
where there is sufficient lead time to
warrant waiting that long, in today’s
competitive environment, having
this kind of lead time is an increas-
ingly rare luxury.

Additionally, doing good research is
a fairly expensive undertaking.With
budgets continually under scrutiny,
only the most important projects can
justify the cost of research. Of course,
this means that a multitude of smaller
- but in many cases just as important
- decisions simply can’t be re-
searched.As a result, a company
might get some big decisions right
yet continue to fail because a larger
number of poor decisions are made
without fundamentally understanding
what customers really want.

Add to this the limitation that, his-
torically, a traditional market research
study is a point-in-time event.You
might conduct a large quantitative
study or conduct six focus groups
and then never talk with these cus-
tomers again. Under such a para-
digm, the appealing and valuable idea

http://www.quirks.com
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of longitudinal learning from cus-
tomers is effectively impossible.

Additionally,Web communities
help companies create a customer-
centric organization by putting em-
ployees into direct contact with con-
sumers from the comfort of their
own desks.

Since communities provide advan-
tages in speed, flexibility and 24/7
access to consumers, they let the or-
ganization be agile in its decision-
making and prudent in its spending.

Holistic view
The next-generation Web communi-
ty model can give companies a truly
holistic view of the customer. Com-
munities allow companies to see con-
sumers as they truly are: complex, de-
manding, contradictory, living,
breathing human beings. Rather than
seeing them through the lens of fo-
cus group reports and bar charts,
communities allow companies to ob-
serve consumers speaking to one an-
other in a very natural way about
their wants and needs, and about
what’s on their collective radar.This
begins to break down the barriers
between the company and its con-
sumers, since both the company and
the consumer become more real to
one another through the process of
ongoing discussion and the sharing of
ideas and insights.

By adding a research focus to the
Web community environment, this
holistic perspective deepens as the
community becomes a way to:

• map the psyche of consumer seg-
ments;

• conduct virtual ethnography;
• brainstorm new ideas;
• co-create and test new products;
• observe natural consumer behav-

ior; and
• rally the company around a cus-

tomer-centric perspective.
Beyond that, communities provide

even greater value when the insights
gained can be quickly shifted from
the community space to the tradi-
tional market research space.This
tight integration with more main-
stream research approaches ensures
that the community is both feeding
new research initiatives and is being
fueled by insights gained from tradi-
tional research projects (Figure 1).

Additionally, beyond the shar-
ing of insights between the two
spaces, we also see the emergence
of the sharing of methods be-
tween the two spaces. While a
community shouldn’t be consid-
ered a silver bullet, there’s no
question that there are com-
pelling ways of using communi-
ties for concept development, vir-
tual ethnography, consumer
psyche profiling and the like.
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This type of cross-pollination takes
another step toward a new research
paradigm, one that integrates Web
communities and traditional research.
This new paradigm offers the poten-
tial to:

• increase the efficiency of research
by quickly finding the most appro-
priate forum for exploration of new
insights;

• reduce costs by using the com-
munity to follow up on questions left
unanswered from ad hoc research
studies;

• improve the way consumer in-
sights and implications are shared
across organizational silos.

Massive amount of feedback
Sometimes, when a prospective client
looks at the massive amount of dia-
logue and consumer feedback
gleaned from a community, it’s not
uncommon for them to say, “How
will I ever make sense of all of this
information?”The question is a
valid one, since, without a way of
accurately distilling and synthesizing

this wealth of information, a com-
munity will never be able to legiti-
mately drive decisions and organiza-
tional change. Instead, the
community will remain a marketing
novelty, interesting in and of itself
but ultimately detached from the
teams and decision-makers that
could use its rich insights to drive
real change within the organization.

We have developed an approach
we call Thematic Synthesis as a way
to address this need. It is designed to
provide a concise way of communi-
cating and sharing the insights being
generated within the community to a
wider internal audience.

Since Thematic Synthesis is longi-
tudinal in nature, it can create a
knowledge base that:

• derives and communicates in-
sights from the community;

• links these insights to the organi-
zation’s broader marketing strategy;

• identifies areas for further explo-
ration and investigation inside or
outside the community;

• enables the organization to more

easily use community-derived in-
sights to fuel organizational change.

Endless possibilities
It’s clear from our experience that
this emerging model of next-gen
Web communities is one with seem-
ingly endless possibilities. It builds
upon the inherent strength of tradi-
tional communities and transforms
them into a fully functioning market-
ing research environment. In doing
so, it offers the opportunity for em-
ployees deep within an organization
- whose exposure to consumers
might previously have been limited
to reading a marketing research re-
port - the opportunity to encounter
consumers face-to-face and to learn
from them in a very rich and mean-
ingful way.

Beyond that, by creating an infra-
structure for synthesizing insights,
building a knowledge base and shar-
ing learnings,Web communities give
companies a new way of using con-
sumer insights to drive customer-
centered decision-making. |Q
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Last year, my firm, RelevantView, joined with eVOC Insights, a
San Francisco customer experience consulting firm, to measure
and assess consumer responses as they interacted with the Web

sites of four competitive retailers: Amazon, Best Buy, Circuit City
and Wal-Mart.The research utilized RelevantView’s Web-based tech-
nology to evaluate target customers as they interacted with the sites
and gather feedback on their attitudes, experiences and site prefer-
ences relative to the competition.

Specifically, we wanted to determine how big a role customer rat-
ings and reviews play in the customer decision process.We also
wanted to identify which retailers were using these key Internet
marketing tools most effectively and which were not - and thus were
chipping away the gold that encases their brands by ignoring the im-
pact of powerful e-marketing tools.

Most importantly, we wanted to be sure we were measuring be-
havior as opposed to stated preferences.We have found that con-
sumers’ actual behavior often varies widely from stated preferences.
In order to make accurate brand marketing decisions, retailers need
to know what consumers will actually do in given situations, not
simply what they say they will do.

Serious mistakes
Wal-Mart is the biggest of big, the grandest of grand, the godfather of

all retailers, with almost 2 million
employees and close to $2 trillion in
sales. If Wal-Mart were a state, it
would rank 39th in population,
right behind Nebraska. But even
Wal-Mart - legendary brand that it
is - can make serious mistakes in its
approach to Internet marketing,
mistakes that exact a high price in
brand perception, customer loyalty
and, inevitably, revenue. It’s critical
for mere mortals (read: smaller
companies of every size) to learn
from the mistakes of the godfather.

Why? Think of it as the Energizer Bunny Rule:A company almost
the size of Nebraska can afford to make mistakes in its Internet mar-
keting and still keep on going and going and going. Unfortunately,
most other companies can’t.

We realized that, if we could use a combination of user behavior
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tracking technology and Web-based
analytics to isolate and assign values
to key site components, we’d be pro-
viding retailers with valuable infor-
mation.To conduct the study, we
utilized ActiveSandbox, our Web user

tracking technology.We were able to
track opinions as expressed through
behavior on the four retail sites.As
we all know, opinions are not always
reliable, as users may have their own
hidden agenda. Behavioral tracking

allowed us to know each user’s in-
tent and how it correlates with their
behavior.

We applied a within-subject
methodology to evaluate a sample of
200 consumers as they interacted
with the four sites.The study target-
ed a critical industry topic: ratings,
reviews and the customer decision
process.The online survey engaged
participants to complete a series of
tasks while searching for a digital
camera on each site. By assigning a
task - which let us know visitor in-
tent - and tracking subsequent be-
havior, we were able to understand
how users navigate the site.

The first task was an open task
where users were asked to find any
camera of their liking and its cost on
each site.After the users had per-
formed the task on each site, they
were asked follow-up questions on
site preference.The second task was
more targeted; users were asked to
look for a very specific model of
camera and its cost on each site.

http://www.quirks.com




72 |  Quirk’s Marketing Research Review | July/August 2007 www.quirks.com

Similarly the users were asked fol-
low-up questions on which site they
preferred for a specific model.We
were able to learn how well the sites
delivered a positive customer experi-
ence based on usability metrics and
overall satisfaction when searching
for a specific product.The combina-
tion of these two tasks helped isolate
conceptual feedback such as ratings
and reviews from factual compar-
isons such as price.We then assessed
the results of this data to provide sta-
tistically reliable benchmarks and
best practices for online retailers.

First, we confirmed that the Web
plays a significant role in the con-
sumer decision process - not a big
surprise. But it was enlightening to
discover just how much of a role.
Through preliminary questions posed
as a lead-in to the tasks our sample
group performed, we determined that
more than 85 percent of the con-
sumers in our sample access the Web
to research and/or purchase big-ticket
items, including electronics.

And, while the primary focus of
this study was on behavior when
purchasing electronics, our sample
group told us that the Web is a criti-
cal part of the buying decision when
purchasing a range of other big-tick-
et items, including travel and auto-
mobiles. For example, more than 80
percent of consumers in the sample
purchase flights and hotels online.
While few in our sample purchase
automobiles online, 81 percent con-

duct research online before making a
decision to test drive or purchase a
vehicle offline. Clearly, for the vast
majority of consumers,Web-based
product research is now central to
their decision-making processes.

Top issues
The goal of this research was to un-
derstand the complete view of the
customer decision process relative to
the competition and to provide a
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window into the minds of customers
as they weighed the strengths and
weaknesses of competitors while
making a purchase decision.

Our study showed that the top is-
sues on e-shoppers’ lists of product
considerations were competitive
prices, detailed product descriptions,
ease of use, customer service, brand
perception and broad product selec-
tions (Figure 1). But when all of the
above are equal, product ratings and
consumer reviews are among the
key differentiators driving purchase
preferences. In fact, 63 percent of
the consumers in our sample indi-
cated they are more likely to pur-
chase from a site if it has product
ratings and reviews.

So who in our pantheon of retail
deities is using ratings and reviews
most effectively? If you think it’s
Wal-Mart, you’d be mistaken. It’s
actually Amazon, which has online
retailing in its DNA. It has always
been an innovator, effectively em-
ploying such features as one-click

checkout and consumer ratings and
reviews. Circuit City also makes ef-
fective use of ratings and reviews,
while Wal-Mart and Best Buy have
chosen not to include them on
their sites.

The result? Users are significantly
more likely to remain loyal to Ama-
zon and Circuit City after searching
for the same digital cameras across
the four competitive sites. Only 45
percent remain loyal to Wal-Mart
and a mere 29 percent continue to
see themselves as Best Buy loyalists.
Clearly, this is a significant differ-
ence in brand loyalty, which, over
time, will dramatically impact the
retailers’ online revenue. And be-
cause consumers now buy so many
big-ticket items online, failure to ef-
fectively use online tools like ratings
and reviews will erode even the
biggest of brands.

What they really do
Our research confirmed that
Web-based product research has

now become central to con-
sumers’ decision-making process-
es and that ratings and reviews
play a significant role in the pur-
chase of a product. We also
demonstrated that it’s possible to
determine what consumers really
do - how they behave - as com-
pared with simply gauging what
they claim they will do.

It’s clear that businesses need to
leverage the Internet to educate
consumers about their offerings
and how the offerings are different
from competitors. A behemoth like
Wal-Mart may be able to absorb
the negative effects of a lack of
understanding of consumers’ on-
line behavior - for a while - but
most companies can’t. Unlike the
Energizer Bunny, most online re-
tail programs need the constant in-
fusion of power that comes from
successful use of customer response
tools. That’s the best way to keep
online revenue growing and grow-
ing and growing. |Q
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and activities including listening to
music, playing games and talking on
a cell phone.

The study also reinforced that
MySpace was the Web’s most popu-
lar social networking site, with an
overall user satisfaction rating of
nearly 80 percent.

In addition to tracking overall us-
age of the site, the study focused on
the reasons why users are continu-
ing to flock to online social net-
works.The data indicated that social
networkers use the sites not just to
improve their online lives but also
to make their offline lives richer
and more exciting. More than 48
percent said they are having more
fun in life in general and 45 percent
said their lives are more exciting as
a result of spending time network-
ing online. In addition, 57 percent
said they’ve found more people
with similar interests and 52 percent
said they feel more in tune with
what’s happening socially in their

lives due to social networking sites.
The Never Ending Friending

study was conducted in multiple
phases encompassing independent-
ly-fielded qualitative, quantitative
and in-depth client case study re-
search. A series of focus groups of
MySpace users in Los Angeles,
Chicago and New York was con-
ducted by TRU, Northbrook, Ill. An
online survey of 3,000+ U.S. pan-
elists aged 14-40 was conducted by
TNS, Horsham, Pa., and included
three segments: MySpace users, so-
cial networkers from other sites and
non-social networkers. Finally, case
studies including behavioral tracking
and survey measurement with two
MySpace clients, adidas and Elec-
tronic Arts, were conducted by El
Dorado Hills, Calif.-based Market-
ing Evolution. For more informa-
tion visit www.tns-global.com.

Low-income households turn
to in-store banks
In-store branches can be an effec-
tive way to market credit services

to under-banked households, ac-
cording to a study by Atlanta-
based Synergistics Research Corp.
entitled Marketing Credit to Low
Income Households. The national
telephone survey was conducted
in December 2006 with 1,100
consumers age 18 or older, with
1,000 having household incomes
of less than $40K. Overall, one-
third of low-income households
have used a branch inside some
type of retail establishment.

This includes close to three in 10
who have used a grocery store or
supermarket branch; one in 10 who
have used a branch in a department
or discount store; and one in 20
who have used a branch in some
other type of retail location. Close
to half of the low-income respon-
dents who use in-store branches say
this is their primary branch.

Although an equal proportion of
those with income of $40K+ use
in-store branches, less than one-
quarter of these higher-income
consumers say that an in-store

Survey Monitor 
continued from page 12
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branch is their primary branch.
Those who indicated using an in-

store branch were further asked if
they have ever applied for a loan or
other credit service at an in-store
branch. Close to one-fifth of the
low-income households who use
in-store branches have applied for
credit at this type of facility. (One-
tenth of the users with income of
$40K+ have done so.)

“In-store bank branches are an
established element of the branch-
ing system and have significant rele-
vance to many under-banked
households,” says Synergistics CEO
William McCracken. “In-store
branches represent a very effective
channel for financial institutions to
deliver credit and other financial
services to the low income market.
Offering credit and loan services is
an important next step in broaden-
ing relationships with this market.
Currently, the possible competitive
threat of a major retail chain - such
as Wal-Mart or Home Depot - hav-
ing the ability to operate its own

bank inside its stores is being held
at bay by legislators. In addition,
Kroger recently introduced Kroger
Personal Finance through which
customers can apply for mortgages,
home equity credit, identity-theft
protection, pet insurance or a credit
card. Financial institutions with an
interest in serving the low-income
market via this channel should take
steps to strengthen their retailer al-
liances and bolster this valuable
conduit.” For more information vis-
it www.synergisticsresearch.com.

The more you drive, the
more tech-savvy you are
New York-based Scarborough Re-
search released an analysis showing
that people who spend the most
time on the road are more tech-
savvy than the average consumer.

The country’s top road travel-
ers (defined as the 20 percent of
U.S. adults who traveled the most
miles “in a car, van, truck, or bus
either as a driver or passenger” in
the past seven days) have a wide

variety of personal and house-
hold technologies.

Given the amount of time spent
on the road, it is clear that this con-
sumer group values portability.They
are 17 percent more likely than the
average consumer to have a cell
phone; 40 percent more likely to
have a PDA in their household; and
21 percent more likely to have an
MP3 player in their household.

This consumer group also has a
wide variety of home entertainment
technologies.They are 23 percent
more likely to have HDTV, 15 per-
cent more likely to have a DVD
player, and 20 percent more likely
to have purchased 10 or more
DVDs during the past year.These
road travelers are 23 percent more
likely to have a video game system
in their household, and 13 percent
more likely to have a digital video
recorder such as TiVo.
Their Internet habits are also con-
sistent with their active and high-
tech lifestyle.The country’s top road
travelers are 48 percent more likely

http://www.synergisticsresearch.com
http://www.quirks.com
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than the average consumer to have
spent $1,000 or more online during
the past year; 17 percent more likely
to have broadband, and 28 percent
more likely to have spent 20 hours
or more online weekly.

Demographically, the top road
travelers are a desirable group.They
are more affluent (35 percent more
likely to have an annual household
income of $100,000+); own more
expensive homes (11 percent more
likely to have a home with a mar-
ket value of $500,000+), and are
more educated (20 percent more
likely to have a college degree or
advanced degree).

“This analysis demonstrates a very
simple but compelling point: the
more time consumers spend on the
road, the more likely they are to
have the latest media and informa-
tion technology devices,” says Carol
Edwards, vice president, out-of-
home media services, Scarborough
Research and Arbitron Inc. “Apple
made this connection when it
launched the now-iconic iPod cam-

paign, of which out-of-home media
was a key component.The research
suggests that other personal and en-
tertainment technology brands
could benefit from the medium.”
For more information visit
www.scarborough.com.

Google takes top spot in
brand ranking
In the second-annual BRANDZ
Top 100 Most Powerful Brands
ranking, published in cooperation
with The Financial Times and re-
search firm Millward Brown,
Google has risen to the top of this
year’s ranking, taking the No. 1 spot
with a brand value of $66,434 mil-
lion.This was followed by General
Electric ($61,880 million), Mi-
crosoft ($54,951 million) and Coca-
Cola ($44,134 million).

Produced by Millward Brown
Optimor, the firm’s finance and
ROI arm, the ranking identifies the
most powerful brands in the world
as measured by their dollar value.

The aggregate value of all brands

in the BRANDZ Top 100 increased
by 10.6 percent in one year, from
$1.44 trillion in 2006 to $1.6 tril-
lion in 2007.

“Success stories from this year’s
BRANDZ Top 100 demonstrate
that winning brands leverage major
market trends effectively to create
business value,” says Joanna Seddon,
global CEO Millward Brown Opti-
mor. “Strong brands are capable of
extending into areas of opportunity
to access new revenue streams and
to help businesses respond to mar-
ket changes.”

The most notable trends emerg-
ing from this year’s BRANDZ Top
100 include:

• The rise of the East – Today,
consumers in emerging markets -
especially the ones known as the
BRIC countries (Brazil, Russia, In-
dia, China) - have more disposable
income than ever before. In order
to succeed in the BRICs,Western
brands must offer products or serv-
ices that are relevant to the local
consumers. Fast-food brands such as

http://www.scarborough.com
http://www.quirks.com
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KFC ($4,485 million) and McDon-
ald’s ($33,138 million) appeal to
BRIC consumers looking for a
Western dining experience. Apparel
brands including Nike ($10,290
million), Levi’s ($1,041 million) and
Zara ($6,469 million) fill the gap
between local brands and imported
luxury brands by providing afford-
able fashion to young consumers.
Luxury brands such as Louis Vuitton
($22,686 million) and Rolex
($5,387 million) are also seeing sig-

nificant growth in these markets as
wealthy consumers look for brands
that represent their status.

• Converging technologies –
Convergence is the hot topic in
technology: The ability to mix
and match different services
(voice, data, GPS, music, Internet,
e-mail, etc.) and deliver them over
different devices has the potential
to improve the lives of consumers.
In the face of increasing complex-
ity, branding has been leveraged to

simplify and contrast different of-
ferings: from Apple’s ($24,728
million) basics-but-smarter
iPhone to Sony Ericsson’s Walk-
man-branded music phones to
Nokia’s ($31,670 million) all-in-
one mobile computers, manufac-
turers are crafting coherent offer-
ings that are aligned with their
brand identity. Like Apple and
Nokia, strong brands are able to
stretch so parent companies can
increase revenue streams by in-
vesting in high-growth ventures.

• Corporate social responsibility –
Delivering on the promise of cor-
porate social responsibility helped
boost the value of major brands in-
cluding BP ($5,931 million), Shell
($4,679 million) and Toyota
($33,427 million). BP was the first
major oil company to address cli-
mate change with its “beyond pe-
troleum” brand positioning. BP exe-
cuted on that brand positioning to
become one of the top-three global
suppliers of solar energy. Shell fol-
lowed suit.Toyota’s success in mar-
keting its hybrid model Prius con-
tributed to its positive brand image
and its continued leadership in the
automotive sector.

• Fast-food brands react to
health-conscious consumers – Ris-
ing concerns about healthy eating
disrupted the fast-food industry
that had enjoyed continuous
growth since the 1980s. Most fast-
food chains, including McDonald’s
($33,138 million), repositioned
themselves with the introduction of
healthier food alternatives. Burger
King ($1,401 million) took the op-
posite stance through marketing
campaigns that called attention to
the chain’s original offering: the
high-calorie and masculine ham-
burger.The 63 percent increase in
Burger King’s brand value proves
that strong brands succeed whether
they follow or defy market trends.

The complete BRANDZ Top
100 report with category and re-
gional breakdowns as well as ad-
ditional analysis is available at
www.millwardbrown.com/mbop-
timor, www.brandz.com and at
www.ft.com.

http://www.millwardbrown.com/mbop-timor
http://www.millwardbrown.com/mbop-timor
http://www.brandz.com
http://www.ft.com
http://www.quirks.com


www.quirks.com July/August 2007 | Quirk’s Marketing Research Review   |  83

Inquisite launches Human
Insight Management solution
New from Austin,Texas, research
firm Inquisite is the Human Insight
Management (HIM) solution.
Formed from the integration of two
Inquisite products - Survey System
8.0 and Employee Appraisal Man-
agement - it links customer or em-
ployee survey results to performance
appraisals and other management
systems.

HIM integrates customer survey
results with the performance ap-
praisal of the employee providing
that experience. Managers will
know what actions are required to
create a great place to work, while
customer-facing employees will
know what actions are required for
better customer service. Employees
and managers will be able to check
in at any time and see exactly how
they are performing against objec-
tive criteria. Ultimately, the organi-
zation as a whole can be more ac-
countable for its level of success.

HIM takes advantage of new
functionality in Survey System 8.0
which includes a respondent man-
agement module that allows users
to create customized panels by
leveraging data from CRM, BI and
HRMS databases. Employee Ap-
praisal Management is a new prod-
uct that automates appraisal cycles,
incorporates 360-degree feedback
and integrates with other manage-
ment systems to build employee
plans that align with corporate
goals. For more information visit
www.inquisite.com.

Three new pharma research
products from TVG
TVG Marketing Research and
Consulting, Dresher, Pa., a unit of
Saddle River, N.J., marketing firm
PDI, has launched three new de-
cision support products. Unified
Market Simulator is TVG’s new
approach to choice modeling that
offers pharmaceutical companies
the ability to make decisions
based on an evaluation of poten-

tial product use. Message Max was
developed to enable clients to
identify the best message configu-
ration in the creation of detail
aids and journal and direct-to-
consumer advertisements. The
Brand Character Portrait Analysis
provides a picture of the underlying
motivations affecting product ac-
ceptance and delivers insights into
the emotional aspects of products.
The results provide input to the
framing of promotional communi-

cation strategy and tactics, and pro-
vide product teams with the ability
to build relationships, brand loyalty
and advocacy for their brand.
For more information visit
www.pdi-inc.com.

SPSS updates several
products
Chicago-based SPSS released new
versions of its data mining, text min-
ing, survey research and Predictive

Product and Service Update
continued from page 16
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Enterprise Services products. Pre-
dictive Enterprise Services 3.0 in-
cludes new automation options for
refreshing and evaluating models for
better model accuracy; integrated
reporting to help measure and
monitor results; more automation
options for manual, labor-intensive
processes; enhanced asset manage-
ment with more flexibility to cus-
tomize metadata; and improved no-
tification services for keeping
business end users up-to-date on
latest analytic results. For more in-
formation visit www.spss.com/
predictive_enterprise_services/new.
htm.

Release 11.1 of data mining
product Clementine builds on the
recent release of Clementine 11.0,
which provided automatic evalua-
tion of simultaneous models and
performance increases with more
parallel processing. Enhancements in
this release include the addition of
self-learning response models to in-
crease model building speed and
productivity; anonymization of data

to help protect privacy of individual
data records; and better integration
with a broader enterprise platform
to ease the deployment of produc-
tion models. For more information
visit www.spss.com/clementine/
whats_new.htm.

Version 4.5 of survey research
platform Dimensions offers simpli-
fied survey design and enhanced
data integration in combining feed-
back data with other customer rela-
tionship management sources, in-
creasing the scope and speed with
which feedback can be collected and
acted upon. For more information
visit www.spss.com/Dimensions/
whats_new.htm.

Text Mining for Clementine 5.0 is
designed to offer faster modeling of
unstructured data, including new
sources such as RSS feeds (blogs and
news feeds) and new graphics for in-
stant, on-the-fly data analysis.Text
Mining for Clementine 5.0 now also
supports native multilingual text in
seven languages: English, French,
Spanish, German, Dutch, Italian and

Portuguese. For more information vis-
it www.spss.com/text_mining_for_
clementine/whats_new.

New wireless response
products from Fleetwood
Holland, Mich., manufacturing
firm Fleetwood Group Inc. is now
offering Reply Model CRS960X,
a handheld wireless base station
that communicates with Reply
Model CRS5200 wireless audi-
ence response keypads. The
CRS960X is designed to poll key-
pads and display results without
using a PC. External video dis-
plays are not necessary since this
handheld base station has a large
LCD to display session questions,
individual responses, results graphs
and other system parameters to
the operator. However, a video
port is included on the handheld
base station to permit connection
to a television, projector or other
display device when one is avail-
able (and if such use is desired).
Additionally, by using a standard
USB memory stick, data from a
polling session can be downloaded
to a PC for further analysis, chart-
ing and reporting using typical
spreadsheet programs or select
Reply software applications.

Together the CRS960X handheld
base station and CRS 5200 keypads
comprise a portable two-way wire-
less interactive system that can serve
a variety of simple group response
applications. For more information
visit www.replysystems.com.

Free Scarborough report on
integrated newspaper
audience
New York-based Scarborough Re-
search has issued a free report
highlighting newspaper ratings for
135 papers in 74 local markets
across the United States.The Scar-
borough Newspaper Audience
Ratings Report provides single-
source print,Web site and integrat-
ed newspaper audience (the com-
bined print and online weekly
audiences) ratings for newspapers
in local markets (DMAs) measured

http://www.spss.com/
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by Scarborough.
The Scarborough Newspaper

Audience Ratings Report is or-
ganized by market and each mar-
ket is ranked in the report accord-
ing to its DMA adult population.
Each newspaper’s weekly print au-
dience, weekly Web site audience
and integrated newspaper audience
are published in the report. All
data is derived from Scarborough’s
Local Market Studies, Release 2
2006 (fieldwork dates: August 2005
to September 2006). The report
can be downloaded (free of
charge) at www.scarborough.com/
freestudies.php.

Briefly
The new Research>iMpact line of
products from Denver-based
iModerate all use the firm’s pro-
prietary technology and methodol-
ogy to help clients add qualitative
insight to standard online quantita-
tive surveys. Each solution works
within virtually any online survey
and centers around iModerate’s
moderated one-on-one interview
sessions. The line consists of
Ad>iMpact, C-Sat>iMpact,
Idea>iMpact, Tracking>iMpact,
Messaging>iMpact,
Placement>iMpact, Name>iM-
pact, Package>iMpact and Sur-

vey>iMpact. For more information
visit www.imoderate.com.

Stamford, Conn., research firm
Rti has rolled out its Mature Mar-
ket Omnibus, which conducts
monthly or custom-date shared-
cost surveys online among a na-
tional sample of 1,000 respondents
aged 50+. Surveys are completed
over a weekend with results e-
mailed within the same week.
Clients purchase by the question.
For more information visit
www.mmo.rtiresearch.com.

India-based research and analysis
firm Dexterity offers Survey
Helpline, a service to meet the ad
hoc needs of researchers for survey
scripting, hosting and invitations.
For more information visit
www.mrkpo.com.

Dallas-based Common Knowl-
edge Research Services has put to-
gether a health care consumer panel
targeting health conditions and past
and present prescription and over-
the-counter brand usage and other
details. For more information visit
www.commonknowledge.com.

New York research firm TNS has
created TNS Complete, an out-

sourcing solution designed to meet
the needs of market research firms.
Staffed by project management
professionals, it is designed to pro-
vide a quick-turnaround service to
research firms using all modalities
- mail, phone, online or qualitative
research. Further, TNS’ 6thdimen-
sion online panel members are
available to participate in surveys
hosted on the servers of other
market research companies. Offline
panel members are available for re-
search studies through TNS as
well. For more information visit
www.tnscomplete.com.

The online focus group platform
from Saskatoon-based Itracks is now
available in French, Spanish and
German. Additional languages are
coming soon. For more information
visit www.itracks.com.

Research firm Artafact LLC, Fre-
mont, Calif., has partnered with
Web collaboration firm WebEx,
Santa Clara, Calif., to create the
Artafact Online Focus Groups
product, which combines Artafact
research services with an on-de-
mand collaboration application
from WebEx to create a turnkey re-
search service.With Artafact On-
line Focus Groups, expensive soft-
ware is no longer a barrier to
conducting in-depth qualitative re-
search online. For more informa-
tion visit www.artafact.com.

Keynote Competitive Research,
San Mateo, Calif., is now offering a
series of competitive research stud-
ies examining the online travel in-
dustry, including studies of airline,
hotel and rental car Web sites. Col-
lectively, the studies examine the
online customer experience and
service levels (site responsiveness
and reliability) of more than 25+
leading airline, hotel and rental car
Web sites.The data are compiled
using the company’s commercially
available Web performance and cus-
tomer experience test and measure-
ment products. For more informa-
tion visit www.keynote.com.
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services - which are marketed as
Nielsen//NetRatings and Nielsen
BuzzMetrics - will be consolidated
into a single service unit.The new
service will be led by Itzhak Fisher,
executive chairman of BuzzMetrics.

New York-based research firm
TNS has acquired the financial serv-
ices research practice of Abt Associ-
ates in the United States.

Alliances/strategic
partnerships
Westlake Village, Calif.-based J.D.
Power and Associates has formed
a collaboration with Mediamark
Research Inc., New York, to jointly
develop a pair of supplements to its
media studies.The J.D. Power and As-
sociates-MRI products are designed
to offer auto marketers, their agencies
and publishers psychographic data on
new-vehicle buyers.These data were
previously unavailable for this seg-
ment of the population.

Association/organization news
Colleen Moore-Mezler, president
of Moore Research Services
Inc., Erie, Pa., has been named
president of the Marketing
Research Association.

Awards/rankings
Omaha, Neb.-based research firm the
MSR Group’s proprietary customer
advocacy measurement tool, the
APECS Performance Monitor, won a
Pinnacle Award from the American
Marketing Association for its applica-
tion with THE MAIDS Home Ser-
vices franchise system.APECS has
been applied within the franchise
system to gain objective input on the
quality of service, customer support
and overall satisfaction, directly from
customers.

India-based market research and
analytics firm Cross-Tab Market-
ing Services ranked among the top
100 global outsourcing companies in
a ranking by Fortune magazine and
the International Association of Out-

sourcing Professionals.The rankings
appeared in a special advertising fea-
ture in the Fortune 500 issue of the
magazine.

Dallas-based eRewards Inc. has
been recognized as a Laureate by
IDG’s Computerworld Honors Pro-
gram.The designation acknowledges
those individuals and organizations
that have used information technolo-
gy to benefit society. Each year,
members of the Chairmen’s Com-
mittee, a group of 100 Chairman/
CEOs of global technology compa-
nies, nominate individuals and organ-
izations around the world whose ap-
plications of information technology
promote positive social and econom-
ic progress.

Independent of the Laureate
recognition, the Computerworld
Honors Program also annually pres-
ents its Leadership Awards, which are
designed to honor the achievements
of selected individuals whose contri-
butions to IT have left a mark on the
world.

Research company Smith-Dah-
mer Associates LLC was recently
recognized as one of the Michigan
50 Companies to Watch at an awards
program sponsored by the Edward
Lowe Foundation. Smith-Dahmer
Associates LLC has offices in St.

Joseph, Mich., and in Minneapolis.
The Edward Lowe Foundation is a
not-for-profit foundation based in
Michigan whose mission is to
“champion the entrepreneurial spir-
it” by encouraging entrepreneurial
cultures in communities throughout
the country and helping second-stage
companies learn from each other.

Wilton, Conn.-based Greenfield
Online Inc. was ranked No. 1 in
customer satisfaction among a uni-
verse of 25 market research suppliers
according to a survey conducted by
MarketResearchCareers.com in
March 2007.

New accounts/projects
San Antonio,Texas, consulting firm
Frost & Sullivan has selected the
Net-MR Web survey software of
Global Market Insite Inc., Seattle,
to manage market research, focus
groups, discussion boards, panels and
create reporting portals.

U.K. travel loyalty program Air-
miles and Norway-based research
software firm Confirmit announced
the successful implementation of
Confirmit into the Airmiles online
customer research survey.

Separately, Confirmit announced that
Comperio Research has licensed the
Confirmit MR platform for its multi-

Research Industry News
continued from page 18
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mode market research activities.
Dulles,Va., research firm Vovici

announced that BAE Systems, a
U.K.-based defense and aerospace
company, has integrated Vovici tools
and processes into help-desk opera-
tions, business intelligence processes
and existing infrastructure. BAE Sys-
tems is upgrading its existing feed-
back management solution to EFM
Community,Vovici’s Web-based com-
munity management product.

New companies/new divisions/
relocations/expansions
Germany-based research firm Glob-
alpark has opened an office in New
York and tapped Dan Coates to pre-
side over the firm’s U.S. expansion.

Company earnings reports
Norway-based Confirmit increased
revenue in the first quarter of 2007
by 35 percent to $6.5 million. EBIT
margin for the first quarter of 2007
increased to 9 percent compared to
7 percent in the corresponding
quarter of 2006.

Revenue in the first quarter of
2007 amounted to $6.483 million, up
35 percent from $4.806 million in the
first quarter of 2006. Both geographic
segments contributed to the revenue
growth in the first quarter: EMEA 44
percent, North America 24 percent.
Revenue from licenses and transac-
tions in the first quarter of 2007 in-
creased by 35 percent and represented
92 percent of the first-quarter rev-
enue. Operating results (EBIT) for the
first quarter of 2007 were $605,000
compared to $334,000 in the corre-
sponding quarter of 2006.The first-
quarter results represent an EBIT
margin of 9 percent compared to an
EBIT margin of 7 percent in the cor-
responding quarter of 2006. Profit be-
fore tax for the first quarter was
$682,000 compared to $308,000 in
the corresponding quarter of 2006.

Total assets were $27.1 million at
the end of first quarter 2007. Fixed
assets represented $7.9 million, of
which intangible assets accounted for
$4.8 million, and deferred income
tax assets were $2.3 million.Total
current assets were $19.2 million.

Cash and cash equivalents were $10.9
million, due to positive cash flow
from operations of $1.2 million.Total
equity at the end of the first quarter
was $21.5 million representing an eq-
uity ratio of 80 percent.

Germany-based GfK Group re-
ported a first-quarter 2007 sales in-
crease of 5.2 percent to EUR 261.3
million, with organic growth of 6.8
percent.Adjusted operating income
increased by 17.3 percent to EUR
24.8 million.At 9.5 percent, the mar-
gin representing the ratio of adjusted
operating income to sales was higher
than the figure for the same period
in the prior year of 8.5 percent.As of
the end of April, GfK had already
recorded a high proportion of its tar-
get sales for 2007, with 60.6 percent
of sales already posted or included
under existing orders.This represents
an increase of 58.3 percent on the
prior year’s level.

Paris-based Ipsos generated rev-
enues of EUR 204.7 million in the
first quarter of 2007, up 8.9 percent
compared to the same period in 2006.
Organic growth was 10.3 percent, the
strongest Q1 revenue organic growth
since Ipsos’ IPO in 1999. Currency
fluctuations had a negative impact of
4.5 percent due to an average ex-
change rate of $1.3103 for EUR 1,
compared to an average rate of
$1.2017 in Q1 2006.

Harris Interactive, Rochester,
N.Y., announced results for its third
fiscal quarter of 2007, which ended
March 31, 2007. Revenue for the third
quarter was $52.6 million, up 1 per-
cent from the $52.2 million reported
for the same period a year ago. U.S.
revenue was $41 million, down 3 per-
cent from the $42.4 million of revenue
reported a year ago. European revenue,
including $1.2 million of favorable for-
eign exchange rate differences, was
$11.5 million, up 17 percent from the
$9.8 million of revenue reported for
the third fiscal quarter of 2006.

“The $9 million of sales bookings
that didn’t occur in the quarter neg-
atively affected Q3 revenue, and will
affect Q4 revenue as well,” said

Ronald E. Salluzzo, CFO of Harris
Interactive, in a press release.“Uncer-
tainty in the pharmaceutical industry
continues to affect our pharma-cen-
tric health care research team.While
we are now seeing success in selling
a wider range of services into our
existing clients, and moving into
new market areas such as medical
devices and managed care, it was not
enough to offset the declines in this,
our historically strongest research
team,” said Salluzzo.

Global Internet revenue for the
third fiscal quarter was $30.9 mil-
lion, down slightly from the $31.2
million of Internet revenue reported
for the same period a year ago. U.S.
fiscal third-quarter Internet revenue
was $27.5 million, down 2 percent
when compared to $28 million of
Internet revenue in the fiscal third
quarter of 2006. European Internet
revenue was $3.5 million, up 10 per-
cent from the $3.2 million of Inter-
net revenue reported for the same
period last year. Internet revenue
comprised 59 percent of total rev-
enue, 67 percent of the U.S. revenue
and 30 percent of the European rev-
enue for the third fiscal quarter of
2007, versus 60 percent, 66 percent
and 32 percent respectively for the
same period last year.

Operating income for the third
quarter, which included approximately
$0.6 million in costs relating to an un-
completed acquisition, was $1.5 mil-
lion, or 2.8 percent of revenue, down
64 percent when compared to operat-
ing income of $4.1 million, or 7.9
percent of revenue, for the same peri-
od a year ago.

Net income for the third quarter
was $1.2 million, or $0.02 per diluted
share, down 54 percent when com-
pared with net income of $2.5 mil-
lion, or $0.04 per diluted share, for the
same period a year ago.

Sales bookings for the third quar-
ter were $58.6 million, down ap-
proximately 12 percent from the
$66.3 million of sales bookings re-
ported a year ago.

Revenue for the first nine months
of fiscal 2007, which ended on March
31, 2007, was $157.1 million, up
slightly from the $156 million of rev-
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enue reported for the first nine
months of fiscal 2006. U.S. revenue
for the nine-month period was
$120.9 million, down 2 percent from
the $123.2 million of revenue report-
ed for the same period a year ago.
European revenue, including $3 mil-
lion of favorable foreign exchange
rate differences, was $36.3 million, up
11 percent when compared to $32.8
million of revenue reported for the
same period a year ago.

Global Internet revenue for the first
nine months of fiscal 2007 was $92.3
million, up 1 percent from Internet
revenue of $91.5 million reported for
the same period a year ago. U.S. Inter-
net revenue was $80.3 million, down
2 percent when compared to the $82
million reported last year. European
Internet revenue for the period was
$12 million, up 26 percent from the
$9.5 million of Internet revenue re-
ported for the same period a year ago.
For the nine-month period, Internet
revenue comprised 59 percent of total
revenue, 66 percent of the U.S. rev-
enue and 33 percent of the European
revenue, versus 59 percent, 67 percent
and 29 percent respectively last year.

Operating income for the first
nine months was $8.3 million, or
5.3 percent of revenue, down 18
percent when compared to operat-
ing income of $10.1 million, or 6.5
percent of revenue for the same pe-
riod a year ago.

Net income for the first nine
months was $5.7 million, or $0.10
per diluted share, down 7 percent
when compared with net income of
$6.1 million, or $0.10 per diluted
share, reported for the first nine
months of fiscal 2006.

In financial results for its fiscal sec-
ond quarter ended March 31, 2007,
Keynote Systems, San Mateo, Calif.,
reported revenues of $16.7 million, an
increase of 6 percent compared to the
preceding quarter and a 31 percent
increase compared to the second
quarter of fiscal year 2006. Net in-
come for the second quarter of fiscal
year 2007, which included $1 million
in stock-based compensation expens-
es, a $193,000 income tax benefit, and
a $760,000 charge for amortization of

intangible assets required under
GAAP, was $30,000, or $0.00 per di-
luted share.This compared to net in-
come of $264,000, or $0.01 per dilut-
ed share, for the preceding quarter,
and net loss of $154,000, or $0.01 per
basic and diluted share, for the second
quarter a year ago.

The non-GAAP net income for the
quarter was $1.4 million, or $0.08 per
diluted share, compared to non-
GAAP net income of $551,000, or
$0.03 per diluted share, for the pre-
ceding quarter, and non-GAAP net
income of $1.5 million, or $0.08 per
diluted share, for the second quarter a
year ago.The company defines non-
GAAP net income or loss as net in-
come or loss adjusted for provision for
income taxes, less cash tax expense,
stock-based compensation expense,
and amortization of purchased intan-
gibles. Non-GAAP net income per
share equals non-GAAP net income
divided by the weighted diluted share
count as of that period end.

For the first quarter ended March
31, 2007, SPSS Inc., Chicago, report-
ed total revenues of $70.2 million, a 13
percent increase from $62.2 million in
the 2006 first quarter, with diluted
earnings per share of $0.39, compared
to $0.24 in the prior year first quarter.
New license revenues were $35 mil-
lion, up 17 percent from $29.9 million

in the 2006 first quarter. Operating in-
come increased to $12.1 million, or 17
percent of revenues, from $7 million,
or 11 percent of revenues, in the same
quarter last year. Charges for share-
based compensation were $0.06 and
$0.03 in the first quarters of 2007 and
2006, respectively.

At March 31, 2007, cash totaled
$256.1 million, including proceeds
from the company’s recent convertible
debt offering less cash used for a con-
current share repurchase. Cash provid-
ed by operating activities in the quar-
ter was $21.3 million, up from $8.1
million for the same period in 2006.

In results for the first quarter ended
March 31, 2007, National Research
Corporation, Lincoln, Neb., report-
ed that quarterly revenues increased
by 29 percent, quarterly net income
increased by 31 percent, quarterly
earnings per share of $0.23, up 28
percent, and quarterly net new con-
tracts reached a record $4.1 million.

Revenues for the quarter ended
March 31, 2007, were $12.2 million,
compared to $9.5 million for the
same period in 2006, an increase of
29 percent. Net income for the quar-
ter ended March 31, 2007, was $1.6
million, or $0.23 per basic and diluted
share, compared with net income of
$1.2 million, or $0.18 per basic and
diluted share, in the prior year period.
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Michaels was co-winner of the
pr ize with Sue Hume , who
retired as executive director of
marketing for AT&T Adver tis-
ing and Publishing and is now
with the Hume Group LLC .
The Stanze Award is g iven
each year for contr ibutions of
individuals on behalf of the
Yellow Pages industry.

Separately, Lynne Armstrong
has joined Knowledge Networks as
senior vice president, talent man-
agement.

Chagrin Falls, Ohio, marketing
firm Hilty Moore and Associates
LLC has named Mark A.
Thomas senior market analyst.

Kunal Gupta, a vice president
and senior consultant at Cincin-
nati research firm Burke, has been

selected to serve as a member of
the 2007 Board of Examiners for
the Malcolm Baldrige National
Quality Award.

Fred Phillips has been named sen-
ior editor of Elsevier’s Technological
Forecasting & Social Change
journal.

New York-based Ipsos Health has
named Elys Roberts president
and CEO of Ipsos Health in
North America and tapped An-
drew Grenville as chief research
officer.

InsightExpress , Stamford, Conn.,
has named Sarah Chan and
Melanie Rago customer serv-
ice representative.

David B.Vaden has been pro-
moted to president, North Ameri-
ca and global operations at Harris
Interactive, Rochester, N.Y.

Names of Note 
continued from page 14
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ActiveGroup  . . . . . . . . . . . . . . . . . . . . . . . . . . . .73
Ph. 800-793-3126 | www.activegroup.net

ADAPT, Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . . .49
Ph. 888-522-3278 | www.adaptdata.com

Advanced Focus  . . . . . . . . . . . . . . . . . . . . . . . . .53
Ph. 212-217-2000 | www.advancedfocus.com

Affordable Samples, Inc.  . . . . . . . . . . . . . . . . . .66
Ph. 800-784-8016 | sales@affordablesamples.com

Analytical Group, Inc.  . . . . . . . . . . . . . . . . . . . .45
Ph. 800-946-2767 | www.analyticalgroup.com

Anderson, Niebuhr & Associates, Inc.  . . . . . . . .80
Ph. 800-678-5577 | www.ana-inc.com

Baltimore Research  . . . . . . . . . . . . . . . . . . . . . . .9
Ph. 410-583-9991 | www.baltimoreresearch.com

Beta Research Corporation  . . . . . . . . . . . . . . . .11
Ph. 516-935-3800 | www.nybeta.com

Burke Institute . . . . . . . . . . . . . . . . . . . . . . . . . . .5
Ph. 800-543-8635 | www.BurkeInstitute.com

Burke, Incorporated . . . . . . . . . . . . . . . . . . . . . .47
Ph. 800-688-2674 | www.burke.com

C&R Research Services, Inc.  . . . . . . . . . . . . . . .69
Ph. 312-828-9200 | www.crresearch.com

CfMC Research Software  . . . . . . . . . . . . . . . . .86
Ph. 866-LUV-CfMC | www.cfmc.com

CMS Research  . . . . . . . . . . . . . . . . . . . . . . . . . .64
Ph. 419-843-8570 | www.cmsresearch.com

Common Knowledge Research Services . . . . . .41
Ph. 800-710-9147 | www.commonknowledge.com

Consumer Opinion Services, Inc. . . . . . . . . . . . .84
Ph. 206-241-6050 | www.cosvc.com

Data Development Worldwide  . . . . . . . . . . . . . .19
Ph. 212-633-1100 | www.datadw.com

Decision Analyst, Inc. . . . . . . . . . . . . . . . . . . . . .27
Ph. 800-262-5974 | www.decisionanalyst.com

Decision Insight, Inc.  . . . . . . . . . . . . . . . . . . . . .15
Ph. 816-221-0445 | www.decisioninsight.com

Discovery Research Group . . . . . . . . . . . . . . . . .38
Ph. 800-678-3748 | www.drgutah.com

DMS Research  . . . . . . . . . . . . . . . . . . . . . . . . . .63
Ph. 800-409-6262 | www.DMS-Research.com

e-Rewards Market Research  . . . . . . . . .See Insert
Ph. 888-203-6254 | www.e-rewards.com/researchers

Esearch.com, Inc. . . . . . . . . . . . . . . . . . . . . . . . .70
Ph. 310-265-4608 | www.esearch.com

Fieldwork Network . . . . . . . . . . . . . . . . . . . . . . .65
Ph. 800-TO-FIELD | www.fieldwork.com

First Choice Facilities  . . . . . . . . . . . . . . . . . . . .42
Ph. 888-FCF-BIDS | www.FirstChoiceFacilities.net

Focus Groups of Cleveland  . . . . . . . . . . . . . . . .87
Ph. 800-950-9010 | www.focusgroupsofcleveland.com

Focus Solutions Alliance  . . . . . . . . . . . . . . . . . .67
Ph. 888-431-6650

FocusVision Worldwide . . . . . . . . . . . . . . . .6-7, 71
Ph. 203-961-1715 opt. 6 | www.focusvision.com

GENESYS Sampling Systems  . . . . . . . . . . . . . .57
Ph. 800-336-7674 | www.genesys-sampling.com

Greenfield Online  . . . . . . . . . . . . . . . . . . . . .23, 49
Ph. 866-899-1013 | www.greenfield.com

Group Dynamics in Focus, Inc.  . . . . . . . . . . . . .40
Ph. 866-221-2038 | www.groupdynamics.com

i.think inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .59
Ph. 214-855-3777 | www.ithinkinc.com

I/H/R Research Group  . . . . . . . . . . . . . . . . . . . .78
Ph. 800-254-0076 | www.ihr-research.com

Information Unlimited, Inc. . . . . . . . . . . . . . . . .72
Ph. 972-386-4498 | www.InformationUnlimited.com

Institute for International Research (IIR)  . . . .77
Ph. 888-670-8200 | www.iirusa.com

InterClipper  . . . . . . . . . . . . . . . . . . . . . . . . . . . .46
Ph. 973-733-3434 | www.interclipper.com

Issues and Answers Network, Inc. . . . . . . . . . . .85
Ph. 800-23-ISSUE | www.issans.com

Itracks.com . . . . . . . . . . . . . . . . . . . . . . . . . .28-29
Ph. 888-525-5026 | www.itracks.com

Kinesis Survey Technologies, LLC . . . . . . . . . . .74
Ph. 512-372-8218 | www.kinesissurvey.com

Knowledge Networks, Inc. . . . . . . . . . . . . . . . . .17
Ph. 650-289-2000 | www.knowledgenetworks.com

Luth Research  . . . . . . . . . . . . . . . . . . . . . . . . . .61
Ph. 800-465-5884 | www.luthresearch.com

Maktoob Research  . . . . . . . . . . . . . . . . . . . . . . .35
Ph. [971] (4) 360-2796 | www.maktoob-research.com

Maritz Research  . . . . . . . . . . . . . . . . . . . . . . . . .33
Ph. 887-4-MARITZ | www.maritzresearch.com

McMillion Research Service  . . . . . . . . . . . . . . .43
Ph. 800-969-9235 | www.mcmillionresearch.com

MORPACE International, Inc.  . . . . . . . . . . . . . .36
Ph. 800-878-7223 | www.morpace.com

The Olson Research Group, Inc.  . . . . . . . . . . . .75
Ph. 609-882-9888 | www.olsonresearchgroup.com

On-Line Communications, Inc.  . . . . . . . . . . . . .76
Ph. 800-765-3200 | www.on-linecom.com

Online Survey Solution  . . . . . . . . . . . . . . . . . . .39
Ph. 615-383-2502 | www.onlinesurveysolution.com

Opinion Search Inc. . . . . . . . . . . . . . . .Back Cover
Ph. 800-363-4229 | www.opinionsearch.com

Principles of Marketing Research . . . . . . . . . . .90
Ph.706-542-6692 | www.principlesofmarketingresearch.org

Pulse Group  . . . . . . . . . . . . . . . . . . . . . . . . . . . .70
Ph. [60] (3) 8318-3573 | www.pulse-group.com

QRCA, Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .82
Ph. 888-ORG-QRCA | www.qrca.org

Readex Research - Outsourcing Services  . . . . .83
Ph. 800-873-2339 | www.readexresearch.com

ReRez  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .25
Ph. 214-239-3939 | www.ReRez.com

Research Now . . . . . . . . . . . . . . . . . . . . . . . . . . . .3
Ph. 212-790-9599 | www.researchnow-usa.com

The Research Spectrum . . . . . . . . . . . . . . . . . . .89
Ph. 800-876-3770 | www.researchspectrum.com

The Sample Network  . . . . . . . . . . . . . . . . . . . . .21
Ph. 888-572-3255 | www.thesamplenetwork.com

Sawtooth Software, Inc.  . . . . . . . . . . . . . . . . . .60
Ph. 360-681-2300 | www.sawtoothsoftware.com

Schlesinger Associates, Inc.  . .Inside Front Cover
Ph. 866-549-3500 | www.schlesingerassociates.com

Scientific Telephone Samples  . . . . . . . . . . . . . .81
Ph. 800-944-4STS | www.stssamples.com

Snap Survey Software  . . . . . . . . . . . . . . . . . . . .58
Ph. 800-997-7627 | www.snapsurveys.com

STAT Resources, Inc.  . . . . . . . . . . . . . . . . . . . . .64
Ph. 617-734-2000 | www.stat-resources.com

Survey Sampling International  . . . . . . . . . . . . .51
Ph. 203-255-4200 | www.surveysampling.com

Think Virtual Fieldwork  . . . . . .Inside Back Cover
Ph.203-354-4544 ext.190 | www.thinkvirtualfieldwork.com

Vision Critical  . . . . . . . . . . . . . . . . . . . . . . . .54-55
Ph. 877-647-7255 | www.visioncritical.com

Western Wats - Headquarters  . . . . . . . . . . . . . .37
Ph. 877-254-1234 | www.westernwats.com

Your2Cents Online Opinion Panel  . . . . . . . . . . .41

Ph. 800-710-9147 | www.your2cents.com/info

Zoomerang,A MarketTools Inc.Co.  . . . . . . . . . . . . .13

Ph. 800-316-0662 | www.zoomerang.com
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Another discussion
Lederer moderated another discussion on this same topic
last month in San Francisco at the MRA’s annual confer-
ence. Panelists included the always-eloquent Bill MacEl-
roy of Socratic Technologies, Jeff Miller of Burke, Carol
Teter of P&G, Denise Offutt of Epson and Kathleen
O’Reilly of International Insights.
(I didn’t attend as many presentations as I wanted to at
this year’s MRA event - though as always I enjoyed chat-
ting with readers as I worked our booth in the expo.
Those that I did take in were uniformly excellent. Partic-
ularly good were talks by Michelle Adams of Frito-Lay,
who detailed her efforts to transform the company’s con-
sumer insights function, and Tom Asher of Levi Strauss &
Co., who showed how much a group of interested, en-
thusiastic company employees can learn by spending a
day immersing themselves in their customers’ lives.)

Similar to views expressed last fall in Chicago, the
MRA panelists were insistent that the onus is on both
the research providers and the client companies to strive
for quality in data gathering.

Client-side researchers have to realize that, in most
cases, you get what you pay for, that “cheap is expen-
sive” in the long run if poor-quality data leads to poor-
quality decisions. Further, “trust but verify” is a good
phrase to live by.Vendors will do their best to deliver on
their promises, but the purchasers of research services
have to be willing to take the time and ask questions
about panel respondents and how they were recruited,
etc. Indeed, as MacElroy said, “The more we as re-
searchers visit, observe, track and ask questions, the bet-
ter the quality will be.”

Offutt has tried to ask questions but reported hearing
replies such as, “You’re the first person who has ever
asked about this” when she has raised data quality ques-
tions with prospective suppliers. In other cases, the
phone has simply gone dead when she has asked about
validation. A vendor could go a long way toward earn-
ing Offutt’s business by mentioning not only that it has
a panel of 2.5 million respondents but by also then de-
tailing what it has done to confirm and profile those re-
spondents, she said.

O’Reilly said researchers have to maintain attention and
awareness of what can go wrong. She said the third-party

suppliers she works with have welcomed her scrutiny.
MacElroy said he has seen a huge change on the

client side and that many are now much less focused on
price and more focused on quality. “As more and more
clients ask more questions about quality, the research
firms who provide low quality will be weeded out,”
Miller said.

Miller noted a change in research company advertis-
ing since the events in Chicago last fall. Ads used to tout
a company’s speed of data gathering and now they
trumpet data quality.

Alienate respondents
Panelists also spoke of taking steps in the questionnaire
development phase to avoid fielding overlong or confus-
ing surveys that alienate respondents and cause even the
most sincere survey takers to lose interest. “It’s hard to
label someone as a problem respondent who straight-
lines during the last five minutes of a 20-minute survey.
They are simply tired and we have done that to them,”
said MacElroy, drawing a spontaneous burst of applause
from the audience.

(Similar opinions expressed at other respondent coop-
eration/data-quality discussions have inevitably drawn
the same type of confirmatory response from onlookers,
which has always made me wonder: If everyone is so
committed to making surveys shorter, who are the peo-
ple still doing the half-hour surveys?)

While much of the current focus is on the quality of
online data-gathering and the makeup of online panels, as
O’Reilly noted, quality should always be top-of-mind, no
matter what the methodology.“You have to go into your
research knowing that there are limitations to each
method and plan for them and work with them,” she said.

Courage and commitment
Lederer is to be commended for championing data
quality and helping bring it to the fore. And kudos go
as well to client-side people such as Dedeker for hav-
ing the courage and commitment to speak out and en-
gage their peers in discussing - and acting on - this is-
sue.With an entire industry thinking about and
working toward solutions, I’m confident real progress
can be made. As P&G’s Carol Teter said in San Francis-
co, “This isn’t something that one person, organization
or company can solve.” |Q

Trade Talk
continued from page 94
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By Joseph Rydholm
Quirk’s editor

Data quality takes 
center stage

trade talk

My November 2006 Trade
Talk focused on a confer-
ence I attended in Chica-

go last fall on the topic of respon-
dent cooperation.The event was
organized by Bob Lederer and the
staff of RFL Communications Inc. -
publisher of Research Business Report
and its associated newsletters - and
the Council for Marketing and
Opinion Research and conference
coordinator IIR.

Among many newsworthy mo-
ments at the gathering - which in-
cluded a panel discussion with 33
industry figures, including client-
siders, providers and research associ-
ation heads - were expressions of
concern about data quality from re-
searchers at prominent consumer
companies such as Procter & Gam-
ble’s Kim Dedeker.

While much of the discussion
stayed focused on respondent coop-
eration, the public comments of
Dedeker and others drew attention
to the topic of data quality and got
the industry talking about this im-
portant issue.

To keep the momentum going,

Lederer and RFL have organized the
upcoming Client Summit on Re-
search Data Quality, which will be
held on September 19-20 at the
Gleacher Center in Chicago. (For
more information visit www.rflon-
line.com/clientsummit/index.asp.)

As the title suggests, it will be a
client-only affair - clients in the au-
dience, clients as presenters. Atten-
dance will be limited to 70 partici-
pants. “There is real power in one
client talking to another,” Lederer
says. “They are not trying to sell
anything or pitch a project.

“The idea for [the client-only
summit] came from the respon-
dent cooperation meeting last
year. We got tremendous feedback
from McDonald’s, GM and other
people, who said they learned a
lot from Kim Dedeker and the re-
search-on-research that P&G had
done. Many said they were un-
aware of this level of concern over
data quality,” he says.

Lederer has speakers lined up
from firms such as General Mills,
Washington Mutual, ESPN, East-
man Kodak, P&G, Capital One

and CBS. Scheduled topics in-
clude issues related to moving
telephone research online, dealing
with professional respondents and
implementing quality checks into
online data-gathering. “Our aim
with every presentation will be
to conclude with bullet-points
for the audience: What are ques-
tions you need to ask internally?
What are questions to ask suppli-
ers in order to alleviate these
problems?” Lederer says.

Expecting cries of foul from re-
search firms, Lederer has spoken to
many company execs to gauge
their reaction to the client-only
nature of the event. Only one per-
son expressed reservations. “Every-
one else said go and do it because
[suppliers] are having a hard time
getting through to clients about
the issues surrounding data quality.
Suppliers feel that this will elevate
education and awareness and make
people at the client companies re-
alize that there are problems fac-
ing the industry.”

continued on page 93
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