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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
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Think Virtual FieldworkO:O

“Your online data collection partner.”

Think Fast, Think Smart,
Think Virtual Fieldwork

Multiple panel solutions

Access to over 15 million
panelists worldwide

“300 or more panel
profile dimensions”

Flexible and fast
programming
capabilities

Real time reporting
capability

Data files delivered in
a variety of formats

Complete data
processing
services

We are experienced in conducting marketing research online.
Our staff is passionate about online...all we do is Think Virtual Fieldwork!

For more information or for a custom quote,
please email: research@thinkvirtualfieldwork.com or call 212-699-1901.
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We cordially invite you to
experience our unequalled
commitment to excellence.

© Burkelnstitute.com

© 800-543-8635 or

© 513-684-4999

© Fax 513-684-7733

© E-mail:
register@Burkelnstitute.com

For additional information or details
about our seminars please contact:

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

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 Jul17-19

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

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

202 | Focus Group Moderator
Training $2,495

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

504 | Advertising Research $1,595

Cincinnati Jan 23-26
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Cincinnati Apr 17-20
Cincinnati Jun5-8
Cincinnati Jul 17-20
Cincinnati Aug 27-30
Cincinnati Oct 23-26
Cincinnati Nov 27-30

203 | Specialized Moderator
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Applications $2,495

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

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

New York Jan 30-Feb 2
Los Angeles  Mar 27-30
Chicago Jun5-8
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
New York Feb 8-9
Los Angeles  May 29-30
Chicago Sep 6-7

802 | Linking Customer,
Employee and Process Data to
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Baltimore Mar 8-9
Los Angeles ~ Jun 21-22
Chicago Oct 11-12

Cincinnati Mar 5-8
Cincinnati Jun 11-14
Cincinnati Oct 30-Nov2

207 | Qualitative Nuevo:
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Philadelphia  Mar 13-14
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Chicago Oct 16-17

507 | Analysis and Interpretation
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Loyalty Data $1,595

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

Please check our Web site or
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© 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'

—
_ VW O R L D wW I D E

You put together a
great focus group...

More people should see it.

Corporate Headquarters.

Regional Office.

Anywhere he wants.

Marketing
Manager
Seattle

Research
Analyst
Seattle

PRODUCTS & SERVICES FOCU SVl Sion

® |ive Video Transmission

® Collaboration & Storage

= Digital Video Recording

= Transcripts With FocusVision VideoStreaming important team members everywhere will be able to view and participate

® Online Focus Groups in your focus groups from their office, home... anywhere. We'll transmit your project live, archive it for
on-demand viewing and collaboration, and even send you a CD you can use to make video clips. Now more

of your team can stay involved while saving time, money, and avoiding the uncertainties of travel. It's already
great research. FocusVision just makes it better.

Great Research Made Better

To learn more call 203-961-1715 or +44 1892 521075 opt. 6, email info@focusvision.com or visit www.focusvision.com

STAMFORD " CHICAGO “ LOS ANGELES “ LONDON
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FocusVision™ Member Facilities

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

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)
Fresno
Nichols Research, Inc. - GroupNet™
San Francisco
Ecker & Associates Downtown & South San Francisco
Fieldwork San Francisco
Fleishman Field Research, Inc. - First Choice Facilities
Focus Pointe Global
Greenberg Studio
Nichols Resarch, Inc. - GroupNet™
Nichols Resarch, Inc. - GroupNet™ - Freemont
Plaza Resarch™
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. - GroupNet™ - Beverly Hills

Adept Consumer Testing, Inc. - GroupNet™ - Encino
Adler Weiner Research - Westwood

Advanced Marketing Perspectives

Assistance in Marketing

Assistance in Marketing - Long Beach

Atkins Research Group, Inc.

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 LA, 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
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 of Tampa - 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 - O'Hare
Northfield
Oakbrook Interviewing Center
Smith Research Oakbrook

INDIANA

Indianapolis
Herron Associates / First Indiana Plaza - GroupNet™
Walker Information
Herron Associates / The Idea Center - GroupNet™

KANSAS

Kansas City
The Field House

MARYLAND
Baltimore
Assistance in Marketing
Baltimore Research — GroupNet™
House Market Research
Observation Baltimore

MASSACHUSETTS

Boston (Downtown)
Bernett Research
Boston Field & Focus Performance Plus — GroupNet™
Copely Focus Centers
Focus on Boston
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 of St. Louis

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, J. Reckner Associates - First Choice Facilities

Meadowlands Consumer Center 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
New York Focus
Schlesinger Associates, Inc.
SIS International

New York (Suburban)
Access Metro NY - New Rochelle
Fieldwork NY - Westchester
Focus Room
JRA, J. Reckner Associates - First Choice Facilities
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

Assistance in Marketing

Delve

OREGON
Portland
Consumer Opinion Services, Inc. - GroupNet™

PENNSYLVANIA
Philadelphia (Downtown)

Focus Pointe Global
JRA, J. Reckner Associates ~ First Choice Facilities
Schlesinger Associates
Philadelphia (Suburban)
Delve
Focus Pointe Global
Focus Suites of Philadelphia
Group Dynamics in Focus, Inc. - GroupNet™
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
Delve
Fieldwork Dallas, Inc.
Focus Pointe Global
Murray Hill Center
Opinions Unlimited, Inc. - GroupNet™
Plaza Research Dallas
Savitz Field and Focus
Schlesinger Associates
Houston
CQsS Research, Inc.
MRS Houston
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. - 2 locations
Gilmore Research Group - First Choice Facilities

WISCONSIN
Appleton
Delve

Milwaukee
JRA, J. Reckner Associates - First Choice Facilities

Lein/Spiegelhoff, Inc.

WASHINGTON, D.C.
Washington, D.C.

House Market Research

Shugoll Research, Inc. - GroupNet

CANADA
Montreal
Contemporary Research

Toronto
Consumer Vision

Toronto Focus
Vancouver
Consumer Research

Plus Over 115 International Facilities




in case you missed it...

P&G finds it makes sense
to target Latinas with
scents

Based on research showing that its
Hispanic consumers are eager to use
scented products throughout their
homes, Procter & Gamble formed its
first multicultural partnership with
Target, creating a “Touch of Scent
For Every Room,” as MediaPost re-
ported.

P&G created special end caps dis-
playing a number of scented P&G
products for use in Target stores that
serve larger numbers of Hispanics.
The month-long promotion grew out
of the success of Tide’s Simple Pleas-
ures line with Hispanic consumers,
and the realization that they wanted
even more scent options.

A P&G spokeswoman said the com-
pany worked with scent expert Alan
Hirsch, who has previously developed
nine aroma-based personalities for
P&G’s Hispanic research division.

The products in this promotion in-
cluded Tide, Dawn, Febreze, Downy,
Gain, Bounce, Cascade and Mr. Clean
products, and fragrances included
lavender, jasmine, roses, violets, lilies
and cinnamon.

While P&G said there is no clear rea-
son why Hispanic consumers are so
much more enthusiastic about scents
than other groups, there is no doubt that
scent matters. “We have learned that
while our Latina customer buys a slew
of scent products for her home, the
scent experience is intrinsically impor-
tant in how she rates the detergent she
uses,” the spokeswoman said. “She is
really motivated by freshness and goes
out of her way to provide it. A fresh,
new scent is something even the family
will notice and appreciate.”

The company has developed specially
tailored versions of products such as
Tide with Febreze Freshness and Downy
Tropical Bloom “'that include product
and packaging attributes that meet the
preferences of Hispanic consumers.”

“P&G Seeks Scent-Sensitive Hispanics
In Target Stores,” MediaPost, June 22,
2007. Also see “How P&G Led Also-
Ran to Sweet Smell of Success,” Wall
Street Journal, September 4, 2007.
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Trend-tracking helps Jimmy Dean cook up breakfast success

As reported by MediaPost, food maker Sara Lee’s aggressive focus on “disciplined innova-
tion,”” driven by its new, multimillion-dollar research facility outside of Chicago, has helped
put it on top of the shifting trends affecting the breakfast meats category.

The rapid growth of one- and two-adult households - up 21 percent and 17 percent, re-
spectively, between 1995 and 2005, and now accounting for nearly 60 percent of all U.S.
households - is driving a wider variety of single-serve and portion-controlled packages.

Quick preparation and portability represent by far the biggest growth opportunities. Re-
gardless of family size, frozen sausage consumption is rising for products that allow users
to readily consume just the amount needed, according to Chicago research firm Mintel.

Sara Lee’s recent breakfast convenience innovation, Jinmy Dean Breakfast Bowls, neat-
ly tie into all of these trends. These prepared medleys already include scrambled eggs or
pancakes, take just three minutes in the microwave and eliminate dirty dishes.

Sales since their launch in July 2006 have exceeded expectations by more than 100 per-
cent, forcing the company to increase production capacity to keep up with demand, said
Tim Smith, senior brand manager for Jimmy Dean. The product has passed Sara Lee’s core
success metrics with flying colors, he said: It’s creating new, incremental customers for the
company and it’s bringing incremental customers to the category for retailers.

“Quick-Prepare Breakfast Offerings Boosting Jimmy Dean’s Performance,” MediaPost,
May 11, 2007

Selling the experience, not just the brand

As reported by Financial Times writer Jonathan Birchall, twice a week, 30 or more people
gather at the Nike store in Portland, Ore., to go for an evening run. Afterward the members of
the Niketown running club chat in the store over refreshments. Nike’s staff tracks their perform-
ances and hails members who have logged more than 100 miles.

Meanwhile, at the Whole Foods supermarket in Seattle, shoppers attend a “'singles” night the
first Friday of every month. The store’s marketing staff organizes a wine tasting or sets out
snacks in a room used to stage cooking classes. Customers can opt to wear a red or blue ribbon
to indicate whether they are looking for a male or a female partner.

Both events are examples of “experiential” branding — corporate efforts to make companies
into more than just sellers of commodities. A host of consumer brands are creating similar com-
munities, with retailers in particular augmenting events at their traditional stores with online
efforts aimed at striking up a conversation with customers.

Nike is restructuring its entire branding operation because of the enormous response to two
online initiatives it launched last year. More than 200,000 runners are using the Nike Plus site,
which Nike set up last year after launching a running site that can communicate with Apple
iPods. The site allows runners to upload and compare their performances, and more than half
visit the site at least four times a week.

Nike’s joga.com social-networking site, which was created in partnership with Google to run
for eight weeks during the 2006 World Cup, was used by more than 1 million people to establish
personalized World Cup pages.

Charlie Denson, president of the Nike brand, said the response to both projects helped per-
suade the company to divide its Nike brand operations into six categories - running, basketball,
soccer, men’s fitness, women’s fitness and sports culture - with teams that would develop rela-
tionships with specific customer categories.

Joga.com, Denson said, was “a compelling platform,” but it traditionally would not have been
incorporated into a sustained effort to develop customer relationships. *When the World Cup
was over, our brand teams who had built that whole platform moved on to the next thing. And I
thought, *Whoa, whoa, whoa, you just dropped the keys to the kingdom in the moat,””” he said.

In a similar vein, Procter & Gamble launched the Capessa site with Yahoo in January, an at-
tempt to set up an online community “where women can share inspirational stories as well as
practical tips and information relevant to the various aspects of their lives.” But the site will
also enable P&G to gain insights into the “interests and product needs” of women - providing
the company its own version of Nike’s running clubs.

“Just Do It, Marketers Say,” Financial Times, April 30,2007
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Your data collection partner with the across-the-hall feel.

Opinion Search is 180 9001:2000 certified

At Opinion Search we pride ourselves on
functioning as an extension of your firm.

We provide you with a dedicated Project Manager who understands your
standards, needs & requirements — and through our dataCAP the conve-
nience of secure online 24/7 access to all project status metrics, current data
sets and tools to run simple crosstabs on your partial data.

With Opinion Search as your partner, you can be as responsive to your
clients' questions as you would be with your in-house phone room.

Call us or visit our new website today:

1-800-363-4229

e " OPINION

responsive service, reliable results
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survey monitor

Phone surveys skewed by cell-only homeowners

According to government statistics
released in a recent Pew research
study, 12.8 percent of U.S. house-
holds cannot now be reached by the
typical telephone survey because
they have only a cell phone and no
landline telephone. Twenty years ago
the survey research profession wor-
ried mostly about the roughly 7
percent of U.S. households that

/

/
/

/

A

——

could not be interviewed because
they had no telephone.

If people who can only be
reached by cell phone were just like
those with landlines, their absence
from surveys would not create a
problem for polling. But cell-only
adults are very different.

The National Health Interview
Survey found them to be much
younger, more likely to be African-
American or Hispanic, less likely to
be married and less likely to be a
homeowner than adults with land-
line telephones. These demographic
characteristics are correlated with a
wide range of social and political
behaviors.

In early 2003, just 3.2 percent of

households were cell-only. By the
fall of 2004, pollsters and journalists
were openly worrying about the
potential bias that cell-only house-
holds might create for political sur-
veys. The National Election Pool’s
exit poll found that 7.1 percent of
those who voted on Election Day
had only a cell phone, and these
cell-only voters were somewhat
more Democratic and liberal than
those who said they had a landline
telephone.

Given the speed with which the
number of cell-only households has
increased, there is growing concern
within the polling business about
how long the landline telephone
survey will remain a viable data col-
lection tool, at least by itself. At the
annual meeting of the American As-
sociation for Public Opinion Re-
search, a government researcher told
the audience that the size of the
cell-only group could approach 25
percent by the end of 2008 if the

consumption, political and social at-
titudes and electoral engagement.
Comparing the cell-only respon-
dents with those reached on land-
lines allowed an assessment of the
degree to which traditional surveys
are biased by the absence of the
cell-only respondents.

The good news, says the report, is
that none of the measures would
change by more than 2 percentage
points when the cell-only respon-
dents were blended into the landline
sample and weighted according to
U.S. Census parameters on basic de-
mographic characteristics.

However, while the cell-only
problem is currently not biasing
polls based on the entire population,
it may very well be damaging esti-
mates for certain subgroups in
which the use of only a cell phone
is more common. According to the
most recent government estimate,
more than 25 percent of those un-
der age 30 use only a cell phone. An
analysis of young people ages 18-25
in one of the Pew polls found that

Comparisons Between Landline Samples

and Cell-Only Samples

Number of survey questions compared

samples across all 46 questions

Range of differences (absolute value)

cell-only sample is blended in

cell-only sample is blended in

Source: Pew Research Center, June 2007

46

Average (mean) difference between landline and cell-only

7.8%

0% - 29%

Maximum change in final survey estimate when

2%

Average (mean) change in final survey estimate when

0.7%

current rate of increase is sustained.
The Pew Research Center con-
ducted four studies that included
samples of cell phone numbers as
well as landline numbers. The sur-
veys covered a wide range of topics,
including use of technology, media
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the exclusion of the cell-only re-
spondents resulted in significantly
lower estimates of this age group’s
approval of alcohol consumption

and marijuana use.

continued on page 86

www.quirks.com
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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: Unrivaled service and delivery:

. Proprietary panels in North America, o Technical excellence with industry leading
Europe and Australia programing and hosting capabilities

o Asian and Latin American panels launching o Highly experienced, research-literate,
soon multi-lingual teams in all client service offices

. Research-only, multi-sourced, frequently o Delivery from Toronto, San Francisco,
refreshed and carefully managed panelists London and Sydney - all locations close to

our clients and not off-shore

o Extensively profiled panels for targeted, o Consultative and easy to work with team
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)

The International Online Data Collection
RESEARCH & Panel Specialists

New York | SanFrancisco |  Chicago | Toronto | London |  Paris | Hamburg |  Frankfurt | Sydney |  Melbourne
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names of note

Tom Danbury, retired co-
founder of Fairfield, Conn.-based
Survey Sampling International
(SSI), died in his sleep on July 11
while visiting family in Kansas
City, Mo. He was 71.

Danbury is credited with a num-
ber of innovations for the market
research industry. He co-founded
SSI, the first commercial sam-
pling company, in 1977 with
Beverly Weiman, who also retired
earlier this year.

‘While under the direction of
Danbury, SSI introduced com-
mercially available RDD samples,
SSIs sample screening service,
“LITe” (low-incidence targeted)
samples, and the SSI-SNAP on-
line ordering system. Danbury
also conceptualized and was in-
strumental in developing World-
Opinion, a Web site dedicated to
supporting the market research
industry, in 1995. Memorial con-
tributions may be made to the
Carter Center
(www.cartercenter.org) or Care
(www.care.org). Online condo-
lences can be made at
WWW.Imem.com.

The NPD Group Inc., a Port Wash-
ington, N.Y., research firm, has
promoted Martine Ringwald to
vice president, beauty tracking
service; Natalie Seidman to vice
president, financial services business
development; Julie Stewart to
vice president, custom research
services; and Karl Werner to vice
president, commercial technology.

U.K.-based InterContinental Hotels
Group has named Regina Lewis
vice president of consumer insights.

Randi Felton has been named
senior director, ad sales research for
Hallmark Channel and Hallmark
Movie Channel.

Fieldwork, Chicago, has promoted
Kellie May to director and named
Felicia Waters and Natalie Ret-
tberg project manager.

Cincinnati research firm MarketVi-
sion has named Marsha Calloway-
Campbell and Michelle Ogren
research director.

Campbell

Norman

Synovate announced that Nicos
Rossides, CEO for Cen-
tral/Eastern Europe and the Mid-
dle East (CEEME), left the compa-
ny in September. Kurt Thompson
has been appointed the new CEO
for Synovate in CEEME. Separate-
ly, Synovate promoted Mary Beth
Lake to MarketQuest CEO in
Chicago. In India, Synovate an-
nounced three senior appointments
for its Indian operation to be based
in Mumbai: Mulraj Gala has
joined as the new finance head;
Sanskrati Sail has been named
head of human resources; and
Pranay Dankedar has rejoined
Synovate as a senior project direc-
tor in the quantitative research di-
vision. In London, Michelle Nor-
man has been promoted to CEO
of Synovate’s U.K. business. Syno-
vate has named Andreas Zachari-
ou managing director of Synovate
Gulf, with responsibility for the
company’s business in UAE, Iran,
Kuwait, Qatar, Bahrain and Oman.
In addition, Zachariou will serve as
acting managing director for Saudi
Arabia. He replaces Andreas Gre-
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goriou, who has accepted a senior
position on the client side.

Digital Research Inc., Kennebunk,
Maine, announced that its senior
research services staff has been cer-
tified by the Marketing Research
Association’s Professional Re-
searcher Certification program.
Those certified are: Nicole
Devine, associate research direc-
tor; Stephanie Fraone, senior re-
search associate; Meredith Gil-
feather, associate research
director; Kristine McNeil, senior
research associate; Jane Mount,
vice president; Karen Peterson,
research director; Nancy Vogt,
senior research associate; and Mar-
cia Wood, research director.

Carfax, Fairfax,Va., has named

Philip Moore director of insights.

Horsham, Pa., consulting and re-
search firm LRA Worldwide Inc. has
named Daniela Piacenza senior
research consultant.

At the London office of TNS Ker-
ry Brown and Jonathan Brown
have been named directors of the
company’s U.K. media division. In
New York, Shari Morwood has
been named executive vice presi-
dent of technology, telecom and
media, TNS North America.

TVG Marketing Research and Con-
sulting, Dresher, Pa., has announced
several promotions: Karen Fender
to senior vice president and general
manager; Scott Lauder to senior
vice president, marketing training
and consulting; Barry Davis to
executive director; Glenn
Sokaloski to executive director;
and Kathy Darmody to director,
tech operations.

continued on page 98
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product and service update

Site offers market and

company reports for free
U.K. information firm Vertical
Edge Limited launched its new
market research service, Free Re-
search, at www.free-research.com.
The site provides free access to
more than 5,000 market and com-
pany reports across 27 global sec-
tors, in addition to country guides
and other sources. The site current-
ly contains over 3,000 market re-
ports covering 27 sectors globally.
Company information is provided
in the form of annual reports,
10Ks, 20-Fs and investor presenta-
tions. Country guides provide in-
formation on the economic and
political situation in many coun-
tries. Market Insight reports con-
tain market news, regulatory up-
dates, new tender notices, product
standards and other market- and
product/service-related informa-
tion. Lists of the most significant
country-specific trade associations
for each sector are also provided.

New tools from MarketTools
focus on virtual shopping,

online moms
San Francisco research firm Mar-
ketTools Inc. is now offering
Shopper Impact, a suite of tools
incorporating virtual shopping
technology, research methods and
sales knowledge to provide cus-
tomer management solutions to
help brands achieve their business
objectives. Shopper Impact is de-
signed to improve retail perform-
ance by quantifying and under-
standing consumer behavior, not
just tracking movement.
Separately, MarketTools has also
introduced the Moms Insight Net-
work, which synthesizes input
from millions of moms’ online
conversations to let marketers en-
gage directly in ongoing conversa-
tions with moms to uncover needs
and new ideas and turn those find-

ings into products and services.
The solution draws from a hosted
proprietary community, ZoomPan-
el Moms. For more information
visit www.markettools.com.

ORC services assist

employers, electronics firms
Opinion Research Corporation,
Princeton, N.J., has launched its
Employee Research Practice, which
offers tools for mid-size companies
to measure employee engagement
and alignment along several dimen-
sions by assessing multiple drivers of
performance.

Separately, the firm is also now of-
fering its Out-of-Box-Experience
service, enabling R&D engineers,
product managers, software design-
ers, support personnel and marketers
to witness consumers’ first impres-
sions of electronic equipment -
ranging from computers, cameras
and handheld devices to home en-
tertainment products - as they are
unpacked, assembled and put to use.
Using a series of focus groups to test
initial consumer opinions of new
products, the service enables compa-
nies to modify or correct product
prototypes before a public launch.

With guidance from Opinion Re-
search Corporation, focus group
participants are recruited according
to a client’s pre-defined criteria,
which typically include experience
with the technology in question,
whether theyre professional or con-
sumer users and whether they are
owners of particular technologies.

The sessions are conducted in a
purpose-built viewing facility where
clients observe the session behind a
mirror and see firsthand how poten-
tial customers would fare with the
company’s product. Moderators fa-
cilitate focus groups to understand
how consumers navigate their way
from opening the package to using
the equipment. For more informa-
tion visit www.opinionresearch.com.
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Center provides ad word

feedback from mobile kids
Regulus Communications Inc., a
Lincoln, Neb., information research
company, has created the Word-
CHECK Center for the study and
analysis of key words associated with
brands and products marketed to
kids. The goal of the center is to
provide advertising and consumer
research companies with ad word
feedback for evaluating message
copy and marketing content meant
for the mobile youth marketplace.

Studies will focus on measuring
the positive or negative words kids
associate to specific snack food, fast
food, soft drink and energy drink
brands to help determine the success
or failure of online marketing mes-
sages. Data from the studies will be
formatted into word association
trend reports for media content de-
velopers, media buyers, marketing
directors, advertising agencies and
brand managers. Special reports will
also be developed for parents, nutri-
tion education professionals and
consumer advocacy groups.

Word associations will be studied
among kids from the more than 30
countries participating in the Young
Author’s Magazine Anthology pro-
gram for Internet classrooms. For
more information visit
www.regulus.com/wordcheck_cente
r.htm.

Synovate practice focuses on

market potential

The Chicago office of researcher
Synovate has introduced a suite of
models and simulators for quantify-
ing the market potential of a prod-
uct or service. The launch of the
MVP - or Market Value Potential -
solutions coincides with the creation
of Synovate MarketQuest, the com-
pany’s newest practice, which

continued on page 90
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research industry news

News notes

Scarborough Research, New York,
announced in July that it had donat-
ed consumer research data to en-
hance the eftorts of the Advertising
Council’s mission to effect positive
social change. The Ad Council will
use the Scarborough data to better
target and promote local campaigns
and extend the impact of their mes-
sages. Scarborough contributed its
core syndicated databases and soft-
ware to the Ad Council: 81 Top-
Tier Local Market Studies, Scarbor-
ough USA+ (a national database),
the Scarborough Multi-Market
Study, and PRIME NEXT (Scarbor-
ough’s proprietary data analysis soft-
ware). Scarborough will also provide
training and support for all of the
services contributed.

Interviewing Service of America,
Van Nuys, Calif., is celebrating the 25th
anniversary of its founding this year.

G & S Research, Indianapolis, is
celebrating the 10th anniversary of its
founding this year.

Researcher Synovate announced a
new organizational structure for its
Asian business in which its Asian op-
erations will form the three smaller
business unit groupings - called
strategic units (SUs) - of China,

North Asia and South Asia. Synovate
China will form one of the new SUs
with Synovate China’s managing di-
rector Darryl Andrew being promot-
ed to CEO of Synovate China. Jill
Telford has been promoted to CEO
of Synovate North Asia, another new
strategic unit comprising Hong
Kong, Korea and Taiwan. Tim Bal-
birnie has been named CEO of Syn-
ovate South Asia, the third new
strategic unit comprising India, In-
donesia, Malaysia, the Philippines,
Singapore and Thailand.

In late July, Wilton, Conn.-based
Greenfield Online Inc. announced
that the company and certain current
and former corporate officers have
been named as defendants in a pur-
ported class action lawsuit filed in the
United States District Court for the
District of Connecticut.

As reported by mrweb.com, the
complaint, against Finance Chief
Robert Bies and former CEO Dean
Wiltse, has been made by investor the
Plumbers and Pipefitters Local
Union No. 650 Pension Annuity
Trust Fund. The Fund says that state-
ments made between February and
September 2005 deceived investors
and pushed up the company’s share
price. It claims to have suffered “real
economic loss” as a result of purchas-
ing shares during the period.

The plaintift is seeking to recov-
er damages on behalf of all those
who purchased Greenfield Online’s
common stock during the period.
Greenfield said in a press release it
believes that the allegations in the
lawsuit are without merit, and it
intends to vigorously defend itself
against all allegations.

Acquisitions/transactions
Greenfield Online Inc. announced
plans to start the process of separating
its Ciao Internet survey solutions
and comparison shopping business
segments from an operational and le-
gal perspective. “This decision is con-
sistent with the steps already taken in
the first quarter of this year to sepa-
rate these business segments from a
financial reporting perspective,” said
Al Angrisani, president and CEO of
Greenfield Online, in a company
press release. “We expect the process
will be completed over the next six
to nine months and believe it will
help facilitate the growth of each
business.”

The company also announced that
Ciao GmbH’s two managing direc-
tors, Max Cartellieri and Gunnar
Piening, resigned their positions with
the company. Cartellieri co-founded

continued on page 93

Calendar of Events November-December

IIR will hold a research industry
summit on data quality on November
5-6 at the James Hotel in Chicago.
For more information visit
www.iirusa.com/dataquality.

IIR will hold its FutureTrends conference
on November 11-14 at the Ritz-Carlton,
Key Biscayne, Fla. For more information
visit www.iirusa.com.

IIR will hold a conference on marketing to

men, women and Boomers on November 12-
13 at the Marriott East Side, New York. For
more information visit www.iirusa.com/mwb.

The American Marketing Association is
sponsoring the 2007 Market Research
Masters Consortium on November 12-16
at the NYU Torch Club in New York City.
For more information visit
www.schmalensee.com.

Salford Systems is offering training in data
mining on December 3-7 in San Diego. Atten-
dees may register for one, two, three, four or
five days. For more information visit
www.salfordsystems.com/us_registrations.php.

IIR will hold a conference on marketing re-
search for the financial services industry on
December 12-14 at the Trump International
Sonesta Beach Resort, Miami. For more in-
formation visit www.iirusa.com.

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.
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Creating a new scale of

brand prestige using
latent class modeling

This article provides a conceptual
framework and measurement tool
for the study of brand prestige con-
structs, useful in marketing practice.
Results provide evidence that two
consumer value constructs - brand
excellence and status conferral -
may be reliably and universally
measured, irrespective of a brand’s
product category. This is a consider-
able challenge, since for some cate-
gories, possession may be more im-
portant than functionality, while for
others scarcity may be more critical
than trendiness, etc. Brand excel-
lence and status conferral constructs
have been conceptually clarified and
shown to be necessary dimensions
for the explanation of brand pres-
tige. The measurement scale devel-
oped is sufficiently sensitive to dif-
ferentiate and classify brands by
consumer joint profiles on the
construct dimensions.

Research method

Descriptions of prestige brands
were developed by a panel of
marketing faculty judges who

agreed on a subset of descriptive
items that specifically indicated
concepts of brand excellence and
status conferral.

Survey respondents were exposed
to four brands within a single
product category. They were invit-
ed to state which of a series of
brand descriptions especially ap-
plied to specified brands in the cat-
egory under investigation. Each of
the indicators was evaluated for its
contribution to the latent class
scales for brand excellence and sta-
tus conferral, based on its signifi-
cance for the model fit. Signifi-
cance was tested by means of the
maximum likelihood ratio chi-
squared statistic (L*) with and with-
out the indicator. The items were
analyzed for the fit to latent di-
mensions, in order to assess the
discriminant validity of the con-
structs. Questionnaires also con-
tained a seven-point rating scale to
obtain overall prestige ratings for
the same brands presented. These
prestige ratings were used as the
criterion for external validation of
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Editor’s note: Melvin Prince is president
of Prince Associates, a Darien, Conn.,
research firm, and professor of marketing
at Southern Connecticut State
University, New Haven, Conn. He can
be reached at 203-327-2097 or at
melvinprince@sbcglobal.net.

the multidimensional scale.

Product categories in the present
study were diverse, consisting of what
judges viewed as prestige brands of
golf equipment and wine. Brands of
golf equipment analyzed in the study
were TaylorMade and Titleist. Brands
of wines analyzed were Kendall-Jack-
son and Robert Mondavi.

Data analysis used exploratory la-
tent class factor analysis a) to ex-
plain correlations between nominal
indicators of brand excellence and
status conferral, and b) to classify
consumers by factor levels for the
constructs assigned to prestige
brands. The analysis was replicated
for two brands in each of the two
categories, to test for scale test-retest
reliability. Each product category
was presented to an independent
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sample. The latent class factor analy-
sis used Version 4 of the Latent
GOLD computer program (Ver-
munt and Magidson, 2005).

The study was conducted within a
25-mile radius of a public university
located in the Northeast. The sample
frame consisted of adults, 25-49, who
were aware of the prestige brands to
which they were exposed. Purposive
sampling was employed from Septem-
ber 2005 to April 2006. Two surveys
were conducted: n=120 for prestige
golf equipment brands and n=130 for
prestige wine brands. Personally con-
ducted interviews were obtained from
respondents who were qualified and
agreed to be interviewed.

Results
Overall model fit
In a first stage of confirmatory la-
tent class factor analysis, a two-fac-
tor measurement model was used to
test for inherent scalability. This
confirmatory model constrained in-
dicators unrelated to a concept to
zero values. Probabilities from this
analysis indeed demonstrated the
existence of a two-factor model fit.
The latent class confirmatory factor
analysis was then replicated with a
latent class factor solution involving
no constraints on indicators. This
unconstrained model provided a
slightly better fit. Unconstrained re-
sults are shown in Table 1.

Looking at the table, it’s clear

Table 1: Two-Factor

Latent Class Models

Bootstrap
Model L? df p-Value
Prestige Golf
Equipment
TaylorMade 15.47 14 .30
Titleist 19.23 14 .20

Prestige Wines
13.40 14 .42
22.30 14 .10

Kendall-Jackson
Robert Mondavi

Table 2: Loadings for

Two-Factor Models

Prestige Golf Equipment
Brand Status

Excellence Conferral
Indicators (F1) (F2) R?
TaylorMade
Envied .2782 .3918 .2979
Feelgd .0702 .8158 .6814
Highest 6561 .2689 .5074
StrongRp 6412 1961 .4518
Quality .6109 3139 4781
Titleist
Envied .1486 6168  .4143
Feelgd 2476 .6500 .6181
Highest .5896 .2020 .3886
StrongRp .6320 .2993 4891
Quality .7542 1330 .5872

Prestige Wines
Brand Status

Excellence Conferral
Indicators (F1) (F2) R?
Kendall-
Jackson
Envied .0556 9042 .8246
Feelgd .2151 .6896 .6782
Highest .6619 1632 4652
StrongRp .6399 .0741 .4153
Quality 5696 .0623 .3284
Robhert
Mondavi
Envied .0847 8752 7734
Feelgd .1309 7793  .6247
Highest .6829 4117 .7935
StrongRp .4955 .1400 .2686
Quality 4657 3739 3761
Brand Prestige Scale Items”
Envied: “Brand users are envied by others.” *
Feelgd: “Brand users feel good that others cannot

afford it.” °

Highest: “Its products meet the highest standards.” ©
StrongRp: “*Has a strong reputation for excellence.”
Quality: “Known for superior quality products.” ©
“If it was felt that the item especially applied to
a brand, the answer was coded yes. If not, it was
coded no.
P Status conferral subscale
“%¢ Brand excellence subscale

that the two-factor solution also
consistently fits the measured
brands. The fit for the brands is may

be seen by the relative correspon-
dence of degrees of freedom and L*
values. A more rigorous statistical
test completes the argument. Boot-
strap L* values are calculated to
minimize the effects of sparse data.
For all brands, bootstrap p-values
>.05 were found. This robust result
provides strong and reliable evi-
dence of a scalable model involving
two latent factors.
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Factor structure

Factor loadings for the two-factor
solution are shown in Table 2. For
all brands, highest (“products meet
the highest standards”), strong rep-
utation (“has a strong reputation
for excellence”) and quality
(“known for superior quality prod-
ucts”) load primarily on factor 1,
while envied (“brand users are en-
vied by others”) and feel good
(“brand users feel good that others
cannot afford it”) load primarily
on factor 2. Interpretatively, factor
1 is labeled brand excellence, and
factor 2 status conferral.

To illustrate the factor structures,
TaylorMade prestige golf equip-
ment loadings for highest, strong
reputation and quality are .66, .64
and .61 on factor 1 vs. loadings of
less than .30 for factor 2. Kendall-
Jackson prestige wine loadings for
envied and feel good are .82, and
.68 on factor 1 vs. loadings of less
than .20 on factor 2.

Communalities (R?) of indicators
are consistently significant for the
four brands. As cases in point, these
values for the contributions of fac-
tors to the variance of each of the
indicators range from .39 to .62 for
Titleist prestige golf equipment, and
from .29 to .79 for Robert Mondavi
prestige wines. Finally, the explained
total variance of each of the two fac-
tors is substantial for each brand, al-
though it differs somewhat between
product categories. Explained vari-
ances for prestige golf equipment for
factors 1 and 2 are 55.6 percent and
44 .4 percent (TaylorMade), 56.5 per-
cent vs. 43.5 percent (Titleist). For
prestige wines, explained variances
for the respective factors are 47.7
percent vs. 52.3 percent (Kendall-
Jackson) and 36.3 percent vs. 63.6
percent (Robert Mondavi).

Factor comparisons were made
between pairs of prestige brands to
assess reliabilities of comparative in-
dicator loadings. Correlations of fac-
tor loadings were calculated for all
five pairs of brands, regardless of
product category. In every case the
correlation was very strong, with p<
.05. From Table 3 we see correlations
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Table 3: Factor Comparisons Between

Pairs of Prestige Brands

Correlations of Loadings

TaylorMade Titleist

Kendall-Jackson  Robert Mondavi

TaylorMade 1.00 .81 73 72
Titleist 1.00 91 73
Kendall-Jackson 1.00 .89
Robert Mondavi 1.00
All correlations significant at p <.05.

between Taylor vs. Titleist, Taylor vs.  Classification

Kendall-Jackson, Taylor vs. Robert
Mondavi, Titleist vs. Kendall-Jackson
and Titleist vs. Robert Mondavi
scoring .81, .73, .72, .91 and .73, re-
spectively.

Predictive validity

Factor scores for each brand rated are
assigned to respondents. An overall
brand prestige rating given on a sev-
en-point Likert scale is used as the
criterion of predictive validity for the
two subscales of brand excellence and
status conferral. These brand prestige
ratings are regressed on the subscales,
by multiple stepwise regressions
(Table 4). The regression fit 1s signifi-
cant for each of the prestige golf and
prestige wine brands, with p < .01.

Each respondent is also classified for
each brand by levels of brand excel-
lence (factor 1) and status conferral
(factor 2). These levels are ascribed
based on the respondent’s response
pattern and the associated probabili-
ties for each level of each factor.
There are four types: 1) utterly banal:
low brand excellence, low status con-
ferral; 2) baselessly ostentatious: low
brand excellence, high status confer-
ral; 3) unaffectedly fulfilling: high
brand excellence, low status confer-
ral; and 4) irrefutably prestigious:
high brand excellence, high status
conferral. Segments of respondents
for these types for each brand are
shown in Table 5.

For TaylorMade and Titleist golf

Groups 4 Brand Dominance

s Market Research & Focus

Call 617-734-2000 or email

Qual'i‘Quan'tive®(l<\vol'e°kwon'dv)
n. A powerful method that combines the art

of focus groups with the science of surveys

in the same cost-efficient study.

Learn why savvy consumer and B-to-B marketers
choose QQ Research over ordinary focus groups.

SmarterResearch@STAT-Resources.com

QualiQuantive is a registered trademark of STAT Resources, Inc.

[euy [ednisnels »

s1sk

STAT

RESOURCES

;%
é

'+ Customer Satisfaction 4 In-Depth Interviews a Employee Surveys

> SINSEIP DUEBWIOG ¥

22 | Quirk’s Marketing Research Review | October 2007

equipment brands, the largest seg-
ments are types of consumers who
see the brands as utterly banal (low
on both dimensions, 52-54 per-
cent). Differences in segments be-
tween TaylorMade and Titleist are
seen for the baselessly ostentatious
type (low brand excellence and
high status conferral classes, 22
percent vs. 12 percent). For the un-
affectedly fulfilling type (high
brand excellence and low status
conferral) it is the other way
around, 18 percent vs. 27 percent.
However, for both brands, the
smallest type found is that of re-
spondents who score the brands ir-
refutably prestigious (high on both
dimensions, 6-7 percent).

For Kendall-Jackson and Robert
Mondavi prestige wine brands, the
most frequent types also see the
brands as utterly banal (scoring the
brands low on both dimensions,
42-33 percent). Differences in
prevalence between Kendall-Jack-
son and Robert Mondavi are seen
for the baselessly ostentatious type
(low brand excellence and high
status conferral classes, 12 percent
vs. 19 percent). For unaffectedly
fulfilling type (high brand excel-
lence and low status conferral) seg-
ments the reverse is true, 36 per-

Table 4: Regression of Overall

Brand Prestige Rating on Factor
Scores for 2-D Factor Models

Prestige Golf Equipment

Model ss df ms F sig
TaylorMade

Regression 25.813 2 12.907 8.508 .0
Residual 177.487 117 1.517

Total 203.300 119

Titleist

Regression 87.963 2 43981 23.189 .0
Residual 221.904 117 1.897

Total 309.867 119

Prestige Wines

Model ss df ms F sig
Kendall-

Jackson

Regression 31.576 2 15.788 13.740 .0
Residual 145932 127 1.149

Total 177.508 129

Robert

Mondavi

Regression 36.819 2 18.409 17.039 .0
Residual 137.212 127 1.080

Total 174.031 129
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Eastman, J. K., Goldsmith, R. E., Flynn,
L. R.“Status Consumption in Consumer
Behavior: Scale Development and
Validation.” Journal of Marketing Theory

Table 5: Joint Profile Class Sizes of Prestige Brands

and Practice 1999; 41-52 [summer].
Class Prestige Golf Equipment Prestige Wines Holbrook M. “Introduction to
Excellence  Status TaylorMade  Titleist Kendall- Robert Consumer Value.” In Holbrook M. editor.
Conferral e Mondavi Consumer Value: A Framework For
Analysis and Research. New York:
low low .5225 .5433 .4150 .3339 Routledge; 1999. p. 1-27.
Magidson, J. and Vermunt, J. “Latent
low high 2233 1248 1198 1915 Class modeling as a probabilistic extension
high o 1781 2698 3610 3016 of k-means clustering.” Quirk’s Marketing
Research Review, March 2002.
high high .0761 .0620 .1042 1730 Oliver, R. L. “Value as Excellence in the
Consumption Experience.” In Holbrook M.

cent vs. 30 percent. For both
brands, the smallest type found is
the irrefutably ostentatious type
(respondents who score the brands
high on both dimensions). The dif-
ference is noteworthy (10 percent
vs. 17 percent). In sum, classifica-
tion and cluster assignment appear
to be quite sensitive to measured
brands and product categories.

Building blocks

Brand prestige constructs can be
building blocks embedded in more
comprehensive models of prestige
brand motivation and consumption.
For example, causal relations be-
tween such variables as consumer
sensitivity to status symbols, pres-
tige brand values and consumer ter-
minal values, e.g., hedonism, be-
longing, etc., may be explored in
future research.

The present research on scale
development was based on two
quite different product categories:
wine and golf equipment. While
seemingly robust, the scale may be
further tested and validated on
prestige brands in a number of
other product categories, such as
fashionable lingerie, upscale auto-
mobiles, super-premium spirits,
luxury food and beverage suppli-
ers and higher-end appliances. In
the course of such testing and
continual development, the instru-
ment may be refined and upgrad-
ed with new items, measurement
levels and techniques. The general-
izability of the scale should be es-
tablished by conducting research
that includes demographic and be-
havioral segments, as well as other
geographic locations where cul-
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tural differences may be at work.

Finally, the scale should be uti-
lized in real-world settings where
marketing problems of prestige
brands need to be solved. Strategic
and tactical applications will permit
the ultimate validation test. They
also will generate new, important
streams of research on this critical
and neglected area. |0
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by the numbers

Ad recall trends:

over, under, sideways, down?

Advertising agency executives have
long been wary of recall testing.
They worry that single-exposure re-
call tests do not represent the im-
pact of multiple advertising expo-
sures and that guidelines for
generating high recall inhibit cre-
ativity. They contend that advertis-
ing recall is less important than per-
suasion. They fret that recall scores
are lower for new products and
services. Some agency executives
complain that low recall scores lead
to uncompensated agency labor on
new, clutter-busting campaigns that
clients demand. In addition to these
concerns, NUIMEToUs agency execu-
tives and many clients believe that
recall scores have edged downward
recently. Executives attribute this
movement to the distractions of the
Internet and video games, increasing
advertising clutter and demands on
consumers’ attention in the first
decade of the 21st century.

If advertising recall has declined
over the years, comparisons with
historical databases must be adjusted
or databases must have a limited

time frame with norms that reflect
only the past five to 10 years of
data. If recall has remained constant,
such adjustments, and the attendant
worries, are unwarranted. If recall
has increased over the years, the in-
dustry will need to adjust expecta-
tions upward.

We decided to examine the data-
base of television commercials that
we recall-tes