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By Laurie Tema-Lyn
Practical Imagination Enterprises

Ringoes, NJ
laurie@practical-imagination.com

his Fall 2012 edition of QRCA VIEWS marks several important events in our 
industry and in the world.

For instance, this year is the 10th anniversary of VIEWS in a magazine 
format. I had the pleasure of speaking with QRCA member Jim Bryson, who was 
a visionary leader behind the magazine at the time of its metamorphosis from 
newsletter to glossy magazine, and below, I will share some of Jim’s recollections.

It is the season of the QRCA 27th Annual Conference, which is themed 
Immerse Yourself and will be held in Montreal, October 3-5. Inside the pages of 
this issue, you will find details of the exciting program, with more information on 
the qrca.org website.

Of course, this fall is a big national election season in the U.S., and political 
talk infuses our news, our daily lives and often our research, even when working 
in non-political arenas.

And this past spring, QRCA joined forces with the AQR for the biennial 
worldwide conference held in Rome, fittingly titled the Qualitative Renaissance: 
Challenge Your Thinking. There were so many outstanding presentations that Pat 
Sabena, VIEWS Global Research Feature Editor, and I invited several presenters 
to translate their works into articles for this issue and future issues of VIEWS.

Now, back to the “launch” of VIEWS in 2002, and my interview with Jim Bryson.

Laurie: Can you tell me a little bit about what led to the creation of VIEWS? 
Your recollections and perceptions?

Jim: Alice Rodgers had been doing a great job and giving her heart and soul to 
create a newsletter. At the time, I was on the QRCA board, and we re-implemented  
a strategic-planning process. One of our strategic initiatives was to position QRCA  
as a leader in the qualitative research industry, and one of the ways to do that was  
to let people know about the amazing amount of knowledge, expertise and talent 
within our membership. Coincidentally, a friend of mine had just gotten into the  
business of creating four-color magazines for associations. We sat down and talked,  
and it seemed a good fit. I took the idea back to the board, and we talked for a 
year or so about it. Moving to a magazine would be a shift for us in how we did 
it, and we would have to find advertisers. After a good deal of discussion, on a 
strategic-planning day, we voted to create the VIEWS magazine, and we entered 
into a contract with Leading Edge Communications, our publisher, in early 2002.

Laurie: What was your vision for the magazine?

Jim: We went into it with the hope that QRCA would produce a high-quality 
magazine in look, feel and content so that people in the qualitative research 
profession would consider it a must-read to stay up to speed; it would stay cutting 
edge and lead the industry. We felt if the magazine could attain that stature, it would 
pay off well for the organization and the industry. From its beginning, QRCA has  
been a pretty generous and supportive group, so we were thinking about what the  
industry needed. At that time, there were some blogs and some small publications,  
but there was no single consistent, dedicated voice for qualitative research.

Laurie: How well do you think the magazine has lived up to those expectations?

Jim: Pretty well. In my view, from a look and feel perspective, it is one of the 
nicest magazines. Generally, the content is good, and it keeps pushing the edge 
with technology and techniques. It is a lot of what we envisioned; it can do more.  
I would love to see it embraced more by corporate researchers.

Laurie: Readership has grown significantly, and it is definitely reaching more 
corporate researchers!

Laurie: In this age of increasing digital communications, when many hard-copy 
magazines are disappearing, what role do you see for a hard-copy magazine?

Jim: For today, I think a hard-copy presence is really helpful. It may change in years 
to come. Today, though, I think there is a significant part of our readership that likes 
to read and save copies for their own archives. Having VIEWS come to your desk is 
a prompt to read it. The fact that it lands on your desk makes a great impression 
of the QRCA and reinforces the brand.

T
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“Every time  
VIEWS arrives 
on my desk, I 

am proud of it. 
It definitely is 
the magazine 
for qualitative 
research and 
a very good 

representation  
of the QRCA.”

Jim Bryson,  
QRCA member
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Laurie: What wishes or words of advice 
do you have for the volunteers who 
continue to work on the magazine?

Jim: I would like to see VIEWS continue 
its path of improvement in content and 
excellence of articles. I would like to see  
us continually push the envelope so that  
more people who decide or manage re- 
search in all levels of the industry will  
find it valuable. I would like to see 
QRCA continue to invest in the mag- 
azine so that the content is continually 
upgraded. Every time VIEWS arrives on 
my desk, I am proud of it. It definitely is 
the magazine for qualitative research and 
a very good representation of the QRCA.

Laurie: Thank you, Jim, for your vision 
and leadership in spearheading the leap 
to this beautiful, “living” magazine. In 
addition, we want to acknowledge your 
ongoing dedication, practical wisdom 
and technological foresight in service 
to the organization, VIEWS and the 
qualitative research industry.

And, thank you, readers. We hope 
you enjoy this special issue as much as 
we enjoyed putting it together, and as 
always, we welcome your comments. 
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today, valid 
research 

requires a 
major time 
investment, 
significant 
skills and 
expertise, 

and an 
understanding 

of the best 
ways to use new 
methodologies 

and tools.

By Susan Thornhill
thornhill Associates
hermosa Beach, CA

susan@thornhill-associates.com

research, or the impression that “anyone can do it,” is a current hot topic. How 
do we as professional researchers respond? I was recently asked to share some 

thoughts for an industry article, so I did a little investigating online and talked with 
esteemed QRCA colleagues to get a sense of others’ viewpoints.

Early in my career, right after I conducted a focus group, a participant excitedly  
told me that she would LOVE to do what I do. I can still picture the scene in Orlando, 
Florida, testing automotive ad campaigns. She sat at the end, next to the man with the 
dark glasses. J Funny how we remember the seating arrangements!

I was pleased that she had obviously enjoyed herself and that perhaps my goal — to  
make everyone feel respected and important and that their time and opinions were valued  
and meaningful — had been accomplished. My other thought was, “WOW! On the surface,  
this looks so easy; we were all having a fun chat.” Then, though, I reflected on the enormous 
amount of time, energy and strategic thought that had gone into preparing the creative 
materials, the discussion-guide decisions to ensure unbiased insights and the efforts to 
make certain that the proper mix of consumers showed up to participate.

And this project was way before today’s myriad of exciting projective techniques, tools, 
online platforms and hybrid methodologies. By incorporating things like detailed journals, 
diaries, collages and other creative “pre-tasks,” research studies can now generate incre- 
mentally more in the way of context and valuable stories to position for richer analysis and 
meaningful insights. Today, valid research requires a major time investment, significant skills  
and expertise, and an understanding of the best ways to use new methodologies and tools.

Below are comments from several QRCA colleagues regarding DIY research.

Susan Saurage-Altenloh shared that, over her 25 years in business, economic downturns 
and healthcare-reform initiatives had led some clients to bring research in-house. After 
wrestling with the time commitment necessary, however, and recognizing that they lacked 
the core expertise required to conduct quality qualitative research, her clients are going 
back to working with research professionals.

Pat Sabena cited the confluence of two key trends favoring DIY research: corporate cost  
cutting and the buzz of social media. However, Sabena cautioned, “You cannot get insight  
without research, but you can get research without insight.” And further, “Data is data.  
Data is not insight. Data needs to be interpreted strategically, which often benefits from 
further qualitative research to enrich the takeaways.”

Betsy Leichliter piggybacked that by saying, “The ability to identify meaningful insights  
often calls on a different skill set. Perhaps more importantly, professional researchers can  
provide objectivity and a protection from bias.” While being close to the customer and 
having an intimate knowledge of the industry can have distinct advantages, it can also 
lead to bias, which could taint the results and invalidate the research.

Nancy Hardwick pointed out, “DIY research is more typically done in the quantitative 
environment than qualitative. Tools like Survey Monkey have made it easy to conduct a  
quick online survey to get feedback on a particular topic. DIY qualitative seems to be a  
less-formal undertaking than conducting a survey. In some cases, organizations may decide  
to hold a meeting to gather feedback from colleagues and call it a focus group. Both 
quantitative and qualitative DIY can be a great way to get some initial feedback, but a  
challenge arises when a major decision or investment is being made. That is when clients 
often decide it’s time to follow up with a study conducted by a professional researcher.”

With new technology and the rate of change happening so quickly, professionals in the  
qualitative research industry must work to stay abreast more than ever. Many QRCA 
members are the pioneers (or certainly early adopters) of the new methodologies and 
tools that are surfacing today. The educational culture of having our QRCA members 
openly share with others their professional experiences, successes and (perhaps even more 
important) the challenges and “watch outs” is, in my view, one of the most critical member 
benefits that QRCA provides today.

The times are certainly changing! Although you can download templates for wills and 
trusts, and you can get medical advice online, the need for lawyers, CPAs and doctors 
will not go away, and neither will the need for qualitative research professionals. The time 
commitment, the potential bias and the lack of knowledge of research methodologies — as 
well as the host of skills required to do insight-rich research — are key reasons why DIY 
research will not replace the professional qualitative researcher. 

diY
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hrough its direct face-to-face 
engagement with consumers 
(think of it as greater “band 

width” that enhances clarity), quali- 
tative research has a unique opportunity  
to negotiate an ethical relationship in 
terms of what respondents are willing 
to share. They are made aware of the 
purpose and uses of what they reveal, 
and guidelines and best practices have  
been developed to ensure that research  
is ethical and that consumers’ confi- 
dentiality is protected. This is one  
of the key functions of QRCA and 
AQR — to be the “conscience” of  
our industry.

This article takes a brief look at 
the changing ethics of qualitative 
research in its widest sense and how 
advertising and marketing agencies 
have used its finding in ways that 
sometimes have been accused of un- 
ethically manipulating the public. Our  
aim is not to be comprehensive, but to  
highlight some issues and perspectives.

Dr. Dichter and the origins
of Motivational Research
The in-depth qualitative research 
methods in QRCs’ current toolboxes 
had their origins in the 1940s and  
1950s with motivational research, 

By Simon Patterson
QRI consulting, ltd.  

london, U.K.   
simon.patterson@qriconsulting.com

Alan Branthwaite
QRI consulting, ltd.   

london, U.K.   
alan.branthwaite@qriconsulting.com

and Jessica Neild
QRI consulting, ltd.   

london, U.K.   
jessica.neild@qriconsulting.com
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which was popularized by psychol- 
ogist and psychoanalyst Dr. Ernest 
Dichter. He laid the foundations for 
exploring the needs and motivations of 
consumers (some of which are still seen  
in in-depth methods and approaches 
used today), and he was partly (or even 
largely) responsible for introducing these 
methods and approaches to Madison 
Avenue advertising and later the U.K. 
and beyond.

Dichter was a sensation. Motivational 
research used psychoanalytic methods  
to reveal consumers’ hidden motivations  
and desires. Dr. Dichter’s work and  
that of similar motivational researchers  
— sometimes known as the “depth 
boys” — underpinned the marketing 
and advertising of Madison Avenue, 
which was one of the main driving 
forces behind the post-World War II 
boom, and with it came a whole new 

Dr. Dichter’s work and that of similar motivational researchers — 
sometimes known as the “depth boys” — underpinned the marketing 
and advertising of madison Avenue, and with it came a whole new era of 
marketing that encouraged indulgence, product desire and replacement 
of the old with the new, even if the old was still serviceable.

Cooper and Patterson asserted that consumers 
enter into a cooperative relationship of mutual 
consent rather than trickery and that they are 
not unwitting in their seduction — instead, it 
is a game played in the modern world between 
consumers and brands.

era of marketing that encouraged 
indulgence, product desire and replace- 
ment of the old with the new, even if 
the old was still serviceable.

Cars became objects of male potency.  
Dr. Dichter empowered the Esso motor- 
ist with his “Put a Tiger in Your Tank”  
campaign. He likened the convertible 
to a mistress and the sedan to a wife, 
and he recommended the development 
of the hardtop car so that men could 
benefit from the feeling of having the 
mistress without straying from the 
safety of the wife. Indeed, consumers 
lived in an exciting new golden age  
of consumerism.

Dr. Dichter and the depth boys 
revealed consumers’ real needs and  
wants by giving objects new meanings.  
By association through advertising 
images, lipsticks became phallic 
objects, and lips adorned with their 
bright colors were a honey trap for 
men. And every woman dreamed of 
walking down Park Avenue in nothing 
but a Maidenform bra!

Critics Sound off
The use of motivational research by 
admen, however, was not without its  

critics and concerns about the ethics  
involved. In 1957, American journalist 
Vance Packard wrote his famous 
exposé, The Hidden Persuaders, 
which sold over a million copies  
and was the top seller for non-fiction 
books for six consecutive weeks. 
Packard claimed that unethical adver- 
tisers were using hidden symbols to 
manipulate the unconscious mind by 
“channeling our unthinking habits to 
influence our purchase decisions and 
our thought processes.”

Packard, however, was too late. 
Far from discrediting motivational 
research, his book was responsible  
for exposing its popularity. The 
public, even if reluctant to admit it, 
was fascinated by the change in con- 
sumer culture that such research had 
brought — advertising became more 
interesting, more exciting and more 
fun. The tide had turned; indeed, most 
consumers were enjoying the narcissism 
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of being the center of marketing atten- 
tion and being seduced, rather than 
sold to in a cold and rational manner, 
as had been the previous way.

Trickery or Mutual Consent?
More recently, in 2000, a paper by 
Peter Cooper and Simon Patterson, 
entitled “The Trickster,” tackled 
this same subject of the ethics in 
marketing and advertising. The 
authors explored the mythology of 
the Trickster and how this ancient 
archetype works in branding and 
advertising to seduce the consumer. 

Is covertly trawling social-network sites 
with cyberbots, unseen and unknown to 
consumers, a violation of data privacy? or  
are participants willingly giving their opin- 
ions and individual data, in exchange for  
the opportunity to expose their lives to 
anonymous and secret outsiders?

only by taking an interest in and engaging with 
consumers, sharing their lives as collaborators 
and partners, can we fully explore their motiva- 
tions, emotions, aspirations and desires, along 
with the pressures and influences that shape 
their decision-making.

Unlike Packard, however, Cooper  
and Patterson asserted that consumers 
enter into a cooperative relationship 
of mutual consent rather than trickery 
and that they are not unwitting in 
their seduction — instead, it is a game 
played in the modern world between 
consumers and brands.

In this viewpoint, consumers are 
actually accomplices in their own 
seduction. They allow themselves to 
be enticed, convinced, seduced and 
dazzled by the Trickster’s charms.

Indeed, the Trickster operates at  
a deep psychological level within the  
more primitive part of our brains, 
appealing to our wishes to be per- 
suaded, by using an array of devices  
to entice, convince and seduce, and 
we are dazzled by its charms. We 
allow our id to have its way and play 
along with the Trickster, who tickles 
our fancy.

We know that Esso will not actually  
put a tiger in our tank and that Axe 
will not give us Herculean pulling 
power; but, as knowing participants, 

we willingly play along as insiders in 
this post-modern joke.

Ethical research requires
an open Conversation
The ethics of contemporary qualita- 
tive research are well integrated into  
current professional practice. They 
rely on an open dialogue between 
researchers and respondents. Only by  
taking an interest in and engaging 
with consumers, sharing their lives 
as collaborators and partners, can 
we fully explore their motivations, 
emotions, aspirations and desires,  
along with the pressures and influ- 
ences that shape their decision-making.

To achieve this, qualitative research  
needs to be a conversation, which gives  
it cultural validity and authenticity.  
By taking an interest in consumers, 
exchanging ideas, hearing their stories 
and actively listening we can come  
to “know” the consumer in an open 
and honest fashion.

Social-Media Monitoring —
a Breach of data Privacy?
A pressing concern for us in the con- 
temporary research culture is the role of  
social-media monitoring and Facebook  
scraping, which some quarters seem to  
consider as a valid alternative to quali- 
tative research. Apart from issues of 
the validity, authenticity, superficiality 
and interpretation of the data, the ethics 
and morality of this method of data 
collection are being called into question.

Is covertly trawling social-network 
sites with cyberbots, unseen and 
unknown to consumers, a violation 
of data privacy? Or are participants 
willingly giving their opinions and 



C o n T i n u E d  Back to the Future? The Legacy of dichter and the “depth Boys”

17Q U A L I T A T I V E  R E S E A R C H  C O N S U L T A N T S  A S S O C I A T I O N

individual data, in exchange for the 
opportunity to share their lives and 
personal opinions with anonymous and 
secret outsiders? In shaping their own 
internet experience, are they engaging 
themselves as participants and partners 
with brands and advertisers?!

It would appear that many con- 
sumers are willing to openly expose 
their views, ideas and personal infor- 
mation through social media, but  
on the condition that they can adopt 
whatever persona they want. This, 
however, poses a serious danger of  
undermining the value and credibility  
of marketing research.

New ESOMAR guidelines on social- 
media research have been produced  
to regulate the potential abuse of data 
privacy, to make sure that consumers 
are willing participants and that their 
data remains private.

Final Thoughts
In conclusion, ethical qualitative 
research is dependent on collabora- 
tion and co-creation with consumers.  
Indeed, it is in our interest for 
consumers to share their thoughts  
and feelings with us in a way that  
is not cynical or jaded from uneth- 
ical practices, by both respondents 
and researchers.

Research should be a democratic 
process in which respondents reveal 
their ideas and feelings on brands and 
services. The journey that qualitative 
research has taken, which was pro- 
voked by Ernest Dichter and the depth  
boys in the 1940s and 1950s, has 
evolved as society, culture and technol- 
ogy has evolved. The essential purpose  
of our task, however, remains the same,  
and the ethical and moral issues are 
still dependent on creating an open 
relationship between respondent and  
researcher to leverage valid and reliable 
insights for our client.

references
The Hidden Persuaders,  
 Vance Packard, 1957
The Strategy of Desire, Ernest Dichter,  
  1960 
“The Trickster,” Peter Cooper &  
  Simon Patterson, 2000,  

www.qriconsulting.com

“The Vitality of Qualitative Research  
  in the Era of Social Media,” Alan 

Branthwaite & Simon Patterson, 
ESOMAR, 2010

“The Power of Qualitative Research  
  in the Era of Social Media,” Alan 

Branthwaite & Simon Patterson. 
Qualitative Market Research – An 
International Journal, 14 (4) 2011, pp.  
430-440 (www.Emeraldinsight.com) 

ESOMAR Guidelines for Social Media  
 Research, 2011, www.esomar.org  







•  TrEndS  •

20 QRCA VIEWS     FALL 2012     www.qrca.org

By Shaili Bhatt • C+R Research • Chicago, Il • shailib@crresearch.com



21Q U A L I T A T I V E  R E S E A R C H  C O N S U L T A N T S  A S S O C I A T I O N

do voters in the 
united States view 
the current state 

of the economy compared with four 
years ago? Which international and 
domestic public policy issues matter 
to voters today? Are race, religion and 
personal wealth viewed as motivators 
or barriers for certain voters to sup- 
port one candidate over another?

Political research in the U.S. is con- 
ducted not only on the candidates 
themselves; often, research is also 
conducted on the issues that drive 
each campaign. As Election Day on 
Tuesday, November 6, grows closer, 
candidates will reinforce and defend 
their positions from the podium, finely  
tuning their messages to reassure ardent 
supporters and reach undecided voters.

invisible research,  
Public Knowledge
In every voting cycle, the latest poll  
numbers, expert commentary on can- 
didates’ recent appearances at rallies 
or press conferences and televised 
debates and “town hall” meetings 
are all we seem to hear and see from 
the field of political research. You may  
encounter or recall the most traditional  
way for politicians to touch base: 
telephone calls consisting of a few 
questions, conveyed by a person or a  
machine. For the love of large samples,  
political researchers in the U.S. have  
used quantitative opinion polls for dec- 
ades. The capabilities to reach registered 
voters have changed, however, due to 
our increasing use of the internet, cell 
phones and mobile devices.

Landing the Line
Accurate sampling is one of the primary  
keys to organizing a successful polit- 
ical poll or research study, according 

After key debates, a familiar sight 
featured on major broadcast and cable 
TV networks in the United States is a  
dozen or more respondents — a diverse 
set of registered voters — seated in rows  
of theatrical risers at a local TV studio. 
The meeting usually takes place in a key  
swing state. A reporter-slash-moderator  
asks questions about their impressions 
of the candidates, giving voters a few  
snippets of time to share their immediate 
thoughts or feelings in this live, televised 
“focus group.”

For the sake of accuracy (and for  
reality-TV fans), this scenario is not a  
realistic focus group, and it typecasts 
the rich array of traditional and digital  
qualitative methodologies that qualitative  
researchers have used for years. Instead, 
the given scenario is like trying to con- 
duct a group interview on roaring river  
rapids with a raft full of tourists.

This depiction is usually cringe 
inducing for qualitative researchers. As 
election years come and go, televised  
focus groups continue to be an inac- 
curate portrayal of professional and 
rigorous qualitative fieldwork, for which 
there is so much dedication and passion 
to understand and effectively convey 
people’s opinions.

how

“ Qualitative research (mostly in-person  
focus groups) is still extremely valuable to  
test messages because messaging is what 
political campaigns are all about.”

to Rick Weitzer, principal of Prell 
Organization, a marketing research 
firm that conducts political research. 
“All quant research — and not just 
political research — has had difficulty 
getting an accurate sampling frame 
since cell phones started to take re- 
spondents away from landline sampling  
files,” Mr. Weitzer explains. “How-
ever, in the political arena, polling 
is absolutely essential, so candidates 
have to spend the extra money to 
include cell phone-only lines in their 
sampling frame.”

The additional cost to reach large 
samples of voters on cell phones and 
mobile devices is significant enough 
to prevent political campaigns from 
pursuing the same quantity and fre- 
quency of quantitative research that  
it once conducted.

Political Qualitative:  
Best in Show
In addition to numbers, there is  
always a need to identify and better  
understand the underlying moti- 
vations and hesitations of registered 
voters, even though it is not always 
the type of research that gets the 
spotlight. Enter qualitative research. 
The traditions of qualitative research, 
used to finely hone the development 
and communications for products, 
services and advertising, are not so  
different from the techniques for 
conducting political research.

With Election Day just weeks away, 
candidates are racing to win with the 
most positively viewed campaign, as 
well as the most positively perceived 
persona. How are registered voters 
feeling and reacting to the key issues 
driving the numbers? What are the 
nuanced non-verbal cues that voters 
pick up from candidates who speak 

Political Focus and “Show”  
of Televised Focus groups

behind podiums at rallies or with diners 
in small-town cafes?

Qualitative researchers specialize in  
methodologies to identify issues and  
capture insights, and a subset of prac- 
titioners specializes in political research. 
With the current cycle well underway, 
we can hypothesize how campaigns for  
today’s candidates and future political 
candidates are taking advantage of 
cutting-edge tools and techniques in  
qualitative research to provide a better  
understanding of the segmentation in 
our current voting population.

impossible to Survey
The scenario is exemplified by a  
recent article in the New York Times 



(May 22, 2012), “Black Mormons and  
the Politics of Identity.” Marguerite 
Driessen, a professor at Brigham Young  
University, was the first black person 
that many of her Mormon students 
had ever met when she began teach- 
ing at the school in the early 1980s. 
Marguerite eventually converted to 
Mormonism herself, and since then,  
she has continued her mission to 
debunk society’s stereotypes about 
African-Americans and presumptions 
about Mormons that she encounters. 
While she is at peace with merging 
these two identities into who she is, Ms. 
Driessen is now faced with the choice 
of a Mormon candidate and a black 
candidate on different tickets in the 
upcoming election.

Many people in the United States 
struggle with blended identities of 
race, religion, ethnicity and a myriad 
of other factors that make them who 
they are, what they believe and how 
they ultimately will vote on Election 
Day. For the candidates, voters who  
continue to struggle with these cultural,  
societal, religious and moral issues 
present an opportunity to craft multi- 
faceted messages for their platforms 
and campaigns, to key in on and 
attract these voters.

Swing Votes with 
Small incidences
For political candidates, addressing 
key campaign issues with tender swing- 

Instead of posting 
comments (e.g., on 
news blogs or even 
Youtube, which  
tend to promote 
singularity), an online 
qualitative approach 
allows voters to have  
a conversation.
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vote populations can be critical. Yet, 
the individuals who form these bonds 
and alliances make up small niches of 
the general population.

These voters may not be members 
of organizations, unions or coalitions 
that represent every aspect of their 
identities, so they can be nearly impos- 
sible to survey across the swing issues. 
Sometimes, even a sample of those who  
would be willing to be surveyed (and  
are currently registered to vote) can be  
too small to be effective and meaningful.

Ms. Driessen’s story is the perfect 
example of a small-incidence population  
that would be impossible to survey. Mr.  
Weitzer points out, “It is fascinating 
to understand how a group like this 
would break out. And this is what 
qual does best.”

If such voters could be identified 
and tapped for qualitative research, the  
insights from such a discussion could 
carry the discourse into more targeted 
messaging, including the candidate’s 
future speeches. “Qualitative research 
(mostly in-person focus groups) is still 
extremely valuable to test messages 
because messaging is what political cam- 
paigns are all about,” Mr. Weitzer says.

Research to support and even defend  
the candidates’ platforms can be con- 
ducted in person, in online surveys or 
over the phone... but that is certainly 
not all.

digital Strategy
Online advertising has grown expo- 
nentially in recent years, and it has  
become an increasingly more acceptable 
way to target specific voters and shore 
up candidates’ platforms with a mix 
of traditional and non-traditional 
messaging. According to U.S. Federal 
Elections Commission reports (http://
www.fec.gov/disclosure.shtml) filed by  
each party, both campaigns have spent  
approximately $15 million for TV 
advertising in the first half of 2012. 
President Obama’s campaign has in- 
vested over $15 million for online 
advertising in the past two years, while  
Gov. Mitt Romney’s campaign is near- 
ing $9 million for the same period of 
time. In a presidential election with 
millions of dollars at stake, it would 
come as no surprise to hear that these 

Fun Facts on uS Election day
•  Election Day for USA federal offices (President, Vice President and 

United States Congress) occurs only in even-numbered years.

•  The U.S. Election Day takes place on the Tuesday after the first Monday  
in November. The next election will be held on November 6, 2012.

•  Election Day was instituted by the U.S. Congress in 1845. At the  
time, the United States was largely an agrarian society, and some  
farmers traveled a full day by horse-drawn carriage just to vote.

•  Many U.S. state and local government offices are also elected on  
Election Day to take advantage of larger voter turnouts and save  
money in regional budgets.

campaigns are conducting qualitative 
research to support digital strategies.

incumbent Qualitative Trends
With today’s cutting-edge online and  
mobile qualitative tools and techniques,  
political candidates can learn even 
more about their loyal constituents, 
interested parties and swing-voters 
— including those on the other side 
of the fence — from online and 
social-media spaces.

Online qualitative research discus- 
sions can be used to gather targeted 
sets of voters to understand their 
motivators and challenges in a long- 
or short-term commitment. With 

online research platforms, researchers 
can post different questions for various 
segments of voters, allowing the online  
community to reflect multiple opinions 
under the guise of a single community. 
(Simple admissions for “no wrong 
answers” and requests to “respect 
each other’s opinions” can go a long 
way in moderating a productive 
discourse.)

Online discussions provide extra- 
ordinary flexibility, as voters can 
participate at their own convenience, 
and the online setting requires no 
travel, only an internet connection. 
Instead of posting comments (e.g., on 
news blogs or even YouTube, which 
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tend to promote singularity), an 
online qualitative approach allows 
voters to have a conversation. There 
is less pressure on participants to 
provide “sound bites,” with more 
time and opportunities for group 
interaction, sharing stories and 
offering thoughtful responses.

Qualitative researchers are also 
using mobile research methods as an 
add-on to online discussions or as a 
stand-alone methodology, to capture 
a range of feedback, from reporting 
on live experiences to insights from 
daily reflection. As people almost 
always carry their mobile devices, 

Social-media research is also useful to explore current communications 
trends in politics, particularly after key debates or events, although it 
does not replace the depth of other qualitative methodologies.

these methods are an easy way to 
get voters involved without too 
much commitment. Voters can be 
asked to share sentiments when they 
are attending political events, to 
continually report observations (such 
as when they have just seen political 
advertising) or share thoughts and 
feelings about topics sent to their 
mobile devices.

For a tighter timeline, campaigns 
can turn to webcam or chat-based 
focus groups with smaller groups of 
voters. These methods can be utilized 
to explore the voters’ feelings around 
specific ballot issues, or even evaluate 

new advertising to understand how 
well the candidate’s message is being 
communicated. Webcams and other 
video-based research methodologies 
are similar to in-person focus groups,  
in that these methods allow research- 
ers to evaluate non-verbal cues, such 
as facial reactions and vocal tonality 
that might suggest emotional or 
intellectual engagement, including 
excitement, tension or boredom, 
which could affect the ultimate vote.

Social-media research is also useful 
to explore current communications 
trends in politics, particularly after 
key debates or events, although it 
does not replace the depth of other 
qualitative methodologies. As a 
supplement to pundits, researchers 
can track incoming status updates 
and hashtags from social-media sites 
like Twitter. For example, hashtags 
like #Romney, #Obama, #GOP 
and #HCR can be followed over 
time to track trending discourse, 
and general hashtags like #2012, 
#jobs, #economy, #healthcare and 
#education are also worthwhile, 
although it is difficult to assess how 
many tweets with these hashtags 
reference non-election news.

Social-media exploration can be 
the least intrusive, and candidates 
can opt to leverage trending political 
topics into updated campaign points; 
its methodologies, however, rarely 
involve in-depth discourse to follow up 
on content. This could be a strength 
that this area of research can offer for 
future campaigns.

Of course, politics is about human 
contact and collaboration, so all of 
the dialogue cannot be on paper or 
even online. These are just a few of 
the qualitative research methodologies 
that can be employed to harvest 
insights needed to inform the digital 
and media strategies driving today’s 
political campaigns, in this voting 
cycle and beyond.  
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By Judithe Andre
Verbal Clue Research • Chapel hill, NC • jandre@verbalclueresearch.com

the When 
and how

ever ask ‘Why?’” is part of our con- 
ventional research wisdom… and 
with good reason. Asking “Why?”

can put respondents on the defensive and 
make them feel a need to justify their 
responses or behavior. Research partici- 
pants may then give us a “socially accept- 
able” answer; in effect, they lie by 
telling us what they think we want to 
hear. On the defensive, our respondents 
might suppress their deep, unadulter- 
ated ideas, which means those ideas are 
not articulated or revealed, and the 
insights that could lead to innovation or 
productivity do not surface. Does our 
research go up in flames, all because our 
interviewing method included the ques- 
tion “Why?”

Why Ask “Why?”
The American Heritage dictionary defines 
the word “why” as both an adverb (for
what purpose, reason or cause; with what 
intention, justification or motive) and as
a noun (the cause or intention underlying
a given action or situation; a difficult 
problem or question). We can be more
effective in using “Why?” and other why- 
type questions when we are clear about 
what we intend to elicit. In other words, 
do we want to figure out all of the influ- 
encers behind a purchase or a person’s 
motivations (essentially, acting on the 
adverb form of the word) or rather how 
someone rationalizes her decision (which 
is determined when we engage in asking 
the noun form of the word)?

As researchers, we know that the qual- 
ity of what consumers say during an 
interview is based largely on the ques- 
tions they are asked (i.e., the content) 
and the tone of voice used when those 
questions are asked (manner of delivery). 
Let us consider when and how to pose
the “Why?” questions effectively during 
the interviewing process in order to elicit 
useful information without leaving 
respondents feeling defensive or pres- 
sured to give us misinformation.

When We Should Ask “Why?”
Just as the definition of “why” suggests, 
there are a myriad of occasions when
“Why?” questions are appropriate. And, 
for those of you with engrained “why 

“n

For researchers with engrained “why phobias,” there are ways to word 
your “Why?” questions without actually saying the word.
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Another occasion when it makes sense to ask “Why?” may be con- 
sidered controversial for some. Use “Why?” when it is your intent to 
push respondents out of their comfort zone or typical spiel.
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phobias,” there are ways to word your 
“Why?” questions without actually say- 
ing the word. For example, if the objec- 
tives of your project include the need to:
• Understand/determine a purpose.
 “Why do you use…?” Instead ask, 
 “For what purposes do you use…?”
• Understand/determine the reason.
 “What are the reasons why…?” or 
 “Why does that matter?” Instead ask, 
 “What influenced you to…?”
• Understand/determine the causes.
 “Why does this cause you to…?” 
 Instead ask, “How does this 
 affect your…?”
• Understand/determine the justification.
 “Why?” Instead ask, 
 “How do you justify…?”
•  Understand/determine the

intentions or motives.
 “Why did you…?” Instead ask, 
 “What was your intention or motive?”
•  Reveal the outcome [of the above

questions] (i.e., the purpose, causes, 
intentions, etc.).

 “Given the outcome of X, how does 
 this impact your decision?”

In the above examples, it is impor- 
tant to point out that, implicit in asking 
these questions, is an innate curiosity or 
desire to make sense of some previously 
attained knowledge about the consumer. 
In other words, what may be driving us 
to ask “Why?” is our need to collect 
more or deeper information than what 
has already been attained. As the adverb 
definition of “why” suggests, we ask 
“Why?” because we received some prior 
information — for example, an answer 
from the consumer to a question we may 
have just asked during the interview, pre- 
collected information from a screener, or 
insights about the consumer’s segment 
designation or characteristic — that 
prompted us to follow up with a “Why?” 
question. And in doing so, we modify
and enhance our knowledge of the infor-

mation so that it becomes more descrip- 
tive, coherent, deep or relevant.

Typical occasions that drive us as 
moderators to modify or enhance our 
knowledge include those times when we 
are seeking to:
•  Become more insightful or familiar with

a consumer type or segment, process, 
behavior, attitude, choice or idea.

•  Uncover and/or enumerate, in as much
detail as possible, the reasons behind
a behavior, event, attitude, choice or  
an idea.

•  Provide an explanation for the sali-
ent outcomes, innuendoes or other 
observed implications (e.g., “Is X the 
reason why…?”).
I describe these types of situations as 

residual occasions for further probing.
During the interviewing process, the 
residual occasions arise only after pri- 
mary information or insights have been 
attained and/or shared. That is, we 
should not ask “Why?” without having 
already attained answers to the primary 
questions. Here are some examples of 
three main types of primary questions 
(the ones that should precede the 
“Why?” questions):
•  Background questions — for exam-

ple, screening criteria, such as demo- 
graphics, segment designation, psycho- 
graphics, a propensity for usage/behav- 
ior or openness toward sharing sensi- 
tive information in an interview.

•  Fact-building questions — such as
those that reveal or confirm how often 
a consumer uses a product/service, 
whether or not he had a particular 
experience, or his mindset or general 
sentiments towards your product, 
message or idea.

•  Initial focused questions or activities
that are designed to get at the heart 
of the insights attained from the fact- 
building questions — for example, 
what are the motivations, deep-seated 

issues, preferences or steps/actions that 
consumers would take toward your 
product/service?
Another occasion when it makes sense 

to ask “Why?” may be considered con- 
troversial for some. Use “Why?” when 
it is your intent to push respondents out 
of their comfort zone or typical spiel. 
This occasion, which I describe as the 
rock-the-boat occasion, is still a residual
one, but what differentiates it from the 
previous examples is its intent. The 
intent behind the rock-the-boat occa-
sion is to provoke tension or discom- 
fort in order to shake loose the full- 
spectrum learning from respondents 
during an interview.

Recognizing a rock-the-boat occa-
sion may be a bit tricky, especially for 
novice qualitative researchers; typically, 
the occasion presents itself when all the 
verbal and non-verbal clues have been 
exhausted. In these cases, while respond- 
ents’ answers seem to satisfy our initial 
inquiries, we intuitively sense that there 
is more. During these moments, we 
should pose the question “Why?” and, 
in doing so, may just get the deep, cre- 
ative feedback that otherwise may not 
have surfaced.

During a recent group discussion with 
physicians, I received repeated feedback 
about why they were not receptive to 
several of the proposed branding con- 
cepts being proposed for a new competi- 
tive service. Their reasons for overall low 
appeal were clear and included concerns 
about how they would be notified about 
the new service, brand-loyalty factors 
and logistical concerns. Fearing that I 
was reaching the point of nearly beat- 
ing the topic over the head, but still 
sensing and observing that there was 
more to what was being said, I felt com- 
pelled to inquire further. After all, usage 
of and familiarity with the service were 
both very high. Bravely, I asked, “I don’t 
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want to dismiss what we just talked 
about, but before we move on, help me 
understand one last time, why do you
feel this way about…?”

At that point, they revealed their real 
feelings about the category. In short, the 
branding strategy was not nearly as 
important to them as the service out- 
put itself. While the services they were 
receiving from the provider were impor- 
tant, the branding was not; and in order 
for them to be more receptive to the pos- 
sible new branding options, physicians 
indicated that the new brand strategy 
would have to include a description or 
depiction of the services that mattered 
most to them. My additional “Why?” 
probe led to a more focused and produc- 
tive discussion about how we could 
creatively implement the important 
service features in a branding strategy 
and the impact this would have on 
their receptivity.

Of note, asking “Why?” in the rock-
the-boat occasion is more useful in group
discussions than in one-on-one interviews 
because, as we know, sometimes we 
need to challenge the status-quo reac- 
tions in a group to determine if there are 
underlying individual differences that 
may not have surfaced because of the 
group dynamics.

now, how?
How we ask “Why?” will make all the
difference in the quality and usefulness of 
the feedback that we receive from con- 
sumers. Here are five advanced tech- 
niques for how to ask “Why” effectively.

How we ask
“Why?” will make 
all the difference 
in the quality and 
usefulness of the 
feedback that 
we receive from 
consumers.
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Probing with indirect “Why?” questions forces consumers to think out- 
side their immediate box and, in doing so, could lead to an uncovering 
of latent, deep or subconscious reactions and insights that could have 
been missed.
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Ask “Why?” as a probe, not as a 
primary question.
As I mentioned earlier, the occasions for 
asking “Why?” are based on the need 
for more information; the moments when 
these needs arise are the residual occa- 
sions. Posing “Why?” at these occasions 
enable us to probe. Probing with “Why?” 
questions helps deepen our understand- 
ing of the consumer or of an experience, 
process or idea that she may have already 
shared with us at some point prior to, 
or during, the discussion.

Vary your why-type probes.
We should minimize usage of the word 
“why.” Yes, I did say we should mini- 

mize (not eliminate) usage of the word 
“why,” as well as any other probes (such 
as “Tell me more” and “Uh huh”) that 
we may find ourselves using repeatedly. 
The repeated use of any one probe is 
likely to cause consumers to feel as if we 
are not listening to what they are say- 
ing or that we are looking for a differ- 
ent response.

Pose “Why?” in an inquisitive 
and non-judgmental tone.
To be inquisitive and not judgmental 
has more to do with our tone of 
voice than with the words we use. For 
example, let’s say you conduct six in- 
depth interviews with respondents, 

who all respond similarly to an 
issue, but then the seventh respondent 
answers completely differently. Respond- 
ing with “Why that?” or “Why did 
you say that?” in a tone of voice that 
suggests you did not expect to hear 
her response could result in her feeling 
judged or defensive. The fact is, even if 
you welcomed the different perspective 
or were pleasantly surprised that new 
insights were emerging after the sev- 
enth interview, phrasing the “Why?” 
probe in an inquisitive and neutral tone 
(e.g., “Tell me about why you…” or 
“Describe why you prefer…”) makes a 
world of difference in how consumers 
will respond.



Say nothing at all.
In lieu of articulating the question 
“Why?” we can engage in non-verbal 
inquiry by using wordless signals — 
our body language, gestures and facial 
expressions — to solicit more informa- 
tion from respondents. Asking “Why?” 
non-verbally entails remaining actively 
silent after a respondent reveals infor- 
mation, while simultaneously commu- 
nicating non-verbally. Examples of non- 
verbal inquiry include providing con- 
sistent eye contact, nodding, leaning in 
or walking towards the respondent to 
show that you are engaged in what he 
is saying, or sharing a smile as a means 
of showing your anticipation of hearing 
more. We can use numerous other non- 
verbal cues to elicit more information 
from respondents, but the key is to 
utilize non-verbal signals judiciously 
and with prudence. Non-verbal inquiry 
requires skill and precise timing, and if 
executed intently, it can go a long way in 
making consumers feel unencumbered 
by our “Why?” questions.

Note: While most non-verbal cues 
are universal across the globe, when 
working with respondents with cul- 
tural or geographic differences of which 
we are unfamiliar, we should be partic- 
ularly mindful of what are acceptable 
and unacceptable non-verbal signals 
to avoid misinterpretation.

Ask “Why?” indirectly with 
“imaginative” questions or 
through projective techniques.
Indirect “Why?” questions are particu- 
larly useful when talking to consumers 
who, because of their deep attachment 
to or close involvement with a product/
service, may not always articulate the 
finer points about how they really feel 
towards that product/service. Therefore, 
probing with indirect “Why?” questions 
forces consumers to think outside of 
their immediate box and, in doing so, 
could lead to an uncovering of latent, 
deep or subconscious reactions and 
insights that could have been missed.

In a recent focus group, for example, 
I had each respondent select images 
from various sources to create a collage 
that illustrated the impact of immi- 
gration on their day-to-day lives. Upon 
probing to understand why respond- 
ents selected their specific images, we 



Why Ask “Why?”  C o n T i n u E d

identified poignant underlying emotional 
content that was not articulated prior 
to our asking “Why?” indirectly. In the 
end, our understanding of the emotional 
consequences influenced the client’s mes- 
saging campaign about immigration.

Examples of imaginative ques- 
tions include:
•  Asking respondents to complete sen-

tences. Instead of, “How does your 
credit card make you feel?” ask, “If 
your credit card were a car, what kind 
of car would it be? Give me three 
adjectives that describe that car.”

•  Asking respondents to describe how
an object or person would respond if 
facing a similar situation or decision. 
Instead of, “What would you do if 
your bank called your credit line?” 
ask, “Thinking of your neighbor, how 
might she react if her bank pulled her 
credit line?”

•  Ask respondents to select images or
words that portray an experience they 
may have had or that express how 
they feel about a certain topic.

Summary
Ask it in French (Pour quoi), Spanish 
(¿Por qué), German (Warum), Chinese 
( , Wèishéme) or, in my parents’
native language, Haitian Creole (Poukisa), 
but ask “Why?” anyway (in the lan- 
guage that suits your market, of course!). 
Let us reconsider the advice of “Never 
ask ‘Why?’” especially since eliciting the 
“Why?” answers from consumers is part 
of our job as research moderators. The 
key is to know when and how to pose
the “Why?” questions so that con- 
sumers do not feel uncomfortable and 
answer truthfully.

On a macro level, we should ask 
“Why?” questions when we want to 

become more familiar with a given 
insight, to uncover and enumerate as 
much information as we can about  
an insight or to provide explanations 
after the primary questions have been 
asked. Asking “Why?” to create an 
atmosphere where respondents will 
feel out of their comfort zone can also 
yield deep insights that may not have 
been discovered had respondents not 
been challenged.

How we ask the “Why?” questions is 
crucial, however. Applying the five tech- 
niques — reserving “Why?” for follow- 
up questions, varying your probes, being 
inquisitive, saying nothing at all and using 
indirect questions — will make a world 
of difference in the quality and useful- 
ness of the feedback we get back 
from consumers. 
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hat is the best way for research- 
ers to leverage smartphones 
that allow research participants 

to leave voice messages, type emails 
and text messages, make videos, take 
pictures and access online forums? We
ran a nutrition and lifestyle study that 
asked young adults living all over Ger- 
many to respond across a variety of 
mobile and computer-based platforms. 
The findings offer insight into how and 
when to integrate multiple platforms 
into one study.

The hybrid multi-platform research 
design served up several key benefits:

•  It reduced our time spent on collect-
ing data (the participants did most of 
the work!).

•  It gave us immediate glimpses into our
participants’ minds before and after 
an activity.

•  It provided reflective insights 
afterwards.
Consumers’ attachment to their 

mobile phones gives us access to them 
wherever they go. They are able to talk, 
text and share videos with us while cook- 
ing in the kitchen, commuting to work 
or buying groceries. Mobile technology 
is helping transform our research pro- 

jects from stand-alone, project-based 
studies to a continuous research process.

The researcher can integrate all com- 
ponents of a hybrid research program 
into one single software platform (for 
our case study, we used FocusForums), 
and respondents can access the platform 
through one device (their smartphones), 
if they choose. Despite the current excite- 
ment about the new mobile and online 
tools available, each communication 
channel faces drawbacks. Researchers 
can tailor their questions, however, to 
take advantage of the relative strengths  
of each of these channels.

W

By ilka Kuhagen and Janina Kuhagen
IKm International Qualitative marketing Research • munich, Germany
ilka.kuhagen@ikmarketing.de and janina.kuhagen@ikmarketing.de

taking advantage of Smartphones

for Responsive, Targeted Findings

36 QRCA VIEWS     FALL 2012     www.qrca.org



Forum

diary

Email

Webcam

SMS

Voicemail

Strengths & Weaknesses of Each 
Communication Channel — 
A Case Study
As you design your research, you may 
want to steer your respondents to one 
method over another. Your preferred 
method will be influenced by:
•  Where the research takes place

(e.g., on the go, at home)
•  The complexity of your question

and/or task given
•  The kinds of answers you expect

to elicit
Each communication channel lends 

itself to answers of varying depth and 
level of detail or precision. Most allow 
respondents to be spontaneous and fast, 
while providing an anonymous atmos- 
phere. The following case study high- 
lights when to use which channel.

our STudY

The participants in this study were young 
people, living on their own in different 
cities across Germany. The study covered 
meal preferences, shopping behavior and 
lifestyle. All of the participants could 
access the internet from home and were 
in the possession of a mobile phone.

Depending on the type of data we 
wanted to capture, we asked these young 
adults to answer our questions by using 
the following channels: online-forum dis- 
cussion, email, text messaging (SMS), 
multimedia text (MMS), webcam 
and voicemail.

online Bulletin Boards
The first set of questions asked about 
respondents’ living situations and style 
of living. Respondents took advantage 
of the asynchronous format of an online 
bulletin board to give thoughtful, 
detailed answers.

Q:  Please describe how you live
and what you like best about it.

A:  “Currently, I am living in an
apartment-sharing community for 
three people with two other girls. 
The location of the apartment is 
perfect, in a nice and calm street 
where every house looks different. 
Moreover, many of my friends live 
in the same neighborhood. What 
I like best about my apartment is 
that we have a balcony upon which 
the sun shines all afternoon. And, 

of course, the lovely, old and creak- 
ing wooden floor. It gives the apart- 
ment a nice rustic charm.”

Email
Up next was a purchase assignment that 
had to be answered by sending an email 
after the shopping took place. The email 
format encouraged detailed responses, 
and the timing “after the event” created 
the opportunity for reflection.

Q:  Please go and buy yourself some-
thing to eat for up to 10€. Send

me an email, and 1) describe in 
detail the shopping situation, the 
circumstance, where, with whom, 
whether it was planned, the brand, 
the product, price, taste, reasons. 
If possible please send me a short 
picture or video clip. 2) Describe 
the consumption situation in 
detail — circumstances, with 
whom, where, taste.

A:  1) Yesterday evening I returned
home from my internship rather 
late at half past ten. The shops 
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were closed already. My two friends 
were still at IKEA: Unfortunately 
the fridge was empty that’s why we 
(had to) have dinner somewhere 
else. We decided to go to a pizza 
place, close to where we live, and 
get 3 pizzas to go. The order cost 
around 20€ and thus 5 – 7€ for
a Pizza. I ordered a Pizza with ham 
and mushrooms. 2) We ate the 
pizza on our balcony afterwards. 
The taste was satisfying since the 
pizza itself had little dough and 
lots of topping.

Texting
We posted questions in the online forum 
and then followed up with text mes- 
sages, asking participants to respond by 
using their mobile phones while at the 
supermarket. Notice that the responses 
are short and capture the respondent’s 
thoughts and mood in the moment.

Q  Forum: Please go today or tomor-
row and buy something to nibble, 
worth around 5 €. I will send you
a few questions as messages that 
I would ask you to reply to while 
buying something. Send a message 
to each of the following questions:

 SMS 1) In which shop are you cur- 
  rently buying something to eat?
 SMS 2) What is the time and who 
  are you with? How do you feel?
 SMS 3) Which products do you 
   chose from? Which three do 

you choose from and why?
 SMS 4) Which product did you 
   choose in the end and why do 

you prefer this?
 SMS 5) Take a picture of the 
   product and send it to me / 

upload it.
 SMS 6) While you eat it, please 
  describe how it tastes.
 SMS 7) How do you feel after 
  having consumed the product?
Answers:
 A SMS 1: Tengelmann
 A SMS 2: 16:40
 A SMS 3: little hungry, having 
    the munchies. Looking for- 

ward to a delicious Ben & 
Jerry’s ice-cream

 A SMS 4: Just noticed that there 
   is no Ben & Jerry’s ice-cream 

and will now buy an ice-cream 
from Mövenpick. There is also 
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a cheaper version from A&P 
but I cannot go there

 A SMS 5: be sure whether it tastes 
   good. I prefer paying a little 

more and have the assurance 
 A SMS6: since it is a product I 
  know already
 A SMS 7: very sweet and creamy, 
   very refreshing for a hot 

summer day!

Voicemails
We asked respondents to leave a voice- 
mail describing their experience, includ- 
ing their decision-making process while 
in the midst of purchasing. The results 
included context-rich descriptions about 
what influenced them to buy.

Q:  Please get yourself something 
salty to nibble, and call this 
XXX number and tell me: At 
which shop are you making your 
purchase? What time is it, and 
who are you with? Describe 

the situation in detail. How do 
you feel? What were the set of 
products that you chose from, 
and which one did you end up 
choosing? What was it about the 
product that made you choose it 
(e.g., brand, price)? When do you 
think you will eat the product? 
How would you describe this 
product to a friend?

A:  I am just buying something at
EDEKA, it is 6pm. I am alone 
and on my way home from work. 
The EDEKA is on the way and 
that’s why I went there. I am feel- 
ing good but a little tired from 
work and happy to be able to go 
home now. When buying, I had 
to make a decision between Peanut 
Flips, roasted peanuts and crunchy 
peanuts — since I don’t like chips 
that much I wanted to get some 
kind of peanuts. I decided to get 

party-nuts which is EDEKA’s own  
brand. They cost 89 cents. There 
are also NicNacs which are the  
same but cost double so I chose 
to get the cheaper one. I will eat 
them probably tonight when watch- 
ing TV — not sure yet but proba- 
bly I’ll eat them tonight when I  
have nothing to do and am sitting  
around… [A detailed product 
description followed.]

KEY LEArningS

After trying each of the different 
communication channels, we allowed 
respondents to choose how they 
answered subsequent questions. All 
discussed their experience and percep- 
tions surrounding the different channels. 
The following summarizes what channels 
work best, depending on your research 
needs and respondents’ comfort.

Voicemail SMS Email Webcam diary Forum

Situation 1on1 1on1 1on1 any / group 1on1 any / group

Answers Longer Short + precise Longer + 
detailed

Longer + 
detailed

Longer + 
detailed + 

precise

Building on other 
respondents is 

possible.

Spontaneous Yes Yes
Limited to 

smartphones and 
contract

Limited to task Yes (if timely) no

detail More details Limited space Yes
Show behavior, 
environment or 

context

Very detailed 
responses

Active discussion 
with other 

respondents

nonverbal Limited to voice Limited to icons Limited to icons

Adds other 
nonverbal 

communication 
to voice

Media add 
details.

Media add 
details.

Spur of the moment oTg oTg
Limited to 

smartphones and 
contract

Limited to task
Limited to 

smartphones and 
contract

Limited to 
smartphones and 

contract

Attachments no Limited to mms Photo, video, 
audio, link

demonstrate 
products upload upload

# of Questions Single Qs Single Qs Multiple Qs Single Qs Multiple Qs Multiple Qs

Follow-up Q+A no Yes Yes Yes Yes Yes

intrusiveness intimidating Less intrusive no intimidating but 
forget quickly no no

Watch out: When voicemail 
is sent.

Can be time 
consuming.

Format of 
attachments

Perspective 
Zoom  

Privacy issues 
Availability

Can be time 
consuming. retrospective

Table 1. Comparison of channels.
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Voicemails
Best used to respond to single 
explanatory question in a 
private location.
We discovered that voicemails delivered 
in the moment (during an assignment) 
tended to be richer in immediate and 
emotional details. Those who responded 
from home (after an assignment) were 
less specific and focused on motiva- 
tional details.

For example, here is a transcript of a 
voicemail made while consuming a meal. 
Note how this respondent spoke directly 
about the food itself — what it is like, 
and what it tastes like — and more con- 
textual details (he is hungry, and it is 
almost bedtime).

I am just eating spaghetti and tomato 
sauce. It is quarter to nine in the evening. 
I am alone at home and quickly cooked 
it since I am hungry and I am already 
really looking forward to eating. It 
is not fresh but a ready-meal from 

Miracoli. It cost around 2, 50€. The
meal is very delicious — of course a 
little tomatoey but not so much as 
when making it oneself.

Those who left the voicemail later 
described less about the food and more  
about why they chose that particu- 
lar meal.

Today, I had lunch at a Chinese 
place close by. Together with a friend  
from school we decided to go there  
spontaneously since we haven’t been 
to a Chinese restaurant for some time 
and we both wanted some fried food 
with spicy sauce. When we arrived 
we ordered the buffet twice and a 
Sprite each.

The mobile device allows respond- 
ents to describe feelings, thoughts and 
details at the point of use or sale, pre- 
cisely capturing their in-the-moment 
emotions. The drawback to voicemail is  
that sometimes participants are intimi- 
dated by having people around them 

who might be listening. Calling into 
voicemail from home has the clear 
advantage of providing more privacy. 
Participants can offer detailed feelings 
and information without fear of being 
overheard, although they lose the advan- 
tage of being able to describe the experi- 
ence as it is happening.

Texting (SMS or MMS)
Best for generating quick, 
simple responses.
The ability of respondents to respond 
quickly to questions and tasks allows 
researchers to collect follow-up thoughts 
and comments quickly. Texting also 
makes it easier to recruit geographically 
dispersed and difficult-to-access consum- 
ers. Our participants especially liked 
being able to capture their experience 
while their memories were still fresh.

One drawback is that respondents 
might incur additional texting costs, 
which might deter them from answer- 
ing in detail. To mitigate this possibil- 
ity, we offered refunds to those respond- 
ents who did not have a flat-rate text- 
data plan. However, these respondents 
still texted less than those with a flat- 
rate plan.

Given rate limitations, expect short 
answers. Our responses were most on 
target when the questions were kept sim- 
ple, short and asked in succession. Other- 
wise, you risk having only some or parts 
of questions answered.

As your questions become more com- 
plex, use online forums.

online Forums
Best for generating thoughtful, more 
detailed and interactive responses.
In this study, participants mentioned that 
they most enjoyed being anonymous in 
the forum. Respondents logged in sev- 
eral times per day and spent a lot more 
time online than initially asked for. Sec- 
ondarily, they enjoyed working on the 
different tasks and reading what others 
wrote. The resulting feeling of being part 
of a community encouraged long-term 
engagement. One participant stated, “I
enjoyed the discussion here a lot. I could 
sit down, relax and work on the tasks; 
also I liked to read the other contribu- 
tions, yet under an anonymous name, 
which made it very pleasant.” The total
anonymity is probably one of the biggest 
advantages of the online-forum discussion 
over a face-to-face discussion.
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communication channels.
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Email
Best for generating longer responses 
from any location.
The advantages of emails are similar to 
the ones we found with online forums. 
The difference is that they are not inter- 
active. Yet, since it is easier to write an 
email with the phone than log onto a 
forum, we found that participants tended 
to write emails on the go. These imme- 
diate, at-the-point-of-purchase emails 
provided rich insight.

A Few Last Pointers
We found that those respondents who 
could access the online forum through 

their phones were more active than those 
who were limited to “only a computer.” 
If your study requires capturing point- 
of-sale or other on-the-go data, consider 
screening participants for those with 
smartphones that have internet access.

Some of our respondents said that 
they found using all the different com- 
munication channels to be somewhat 
confusing. They said that having only 
one kind of communication (e.g., post- 
ing in the forum or emailing with pic- 
tures) would have been easier. While 
you can screen for familiarity with text- 
ing, emailing and using voicemail, your 
respondents will appreciate clear instruc- 

tions on how to access and use the 
online forums and how to email or 
upload photos.

Give your participants flexibility 
in how they communicate with you. 
Respondents’ preferences for different 
communication channels vary almost 
as much as the features on their 
mobile devices.

And last, in your research design, 
build on the strengths of each of the 
communication channels. Mobile phones, 
tablets and the internet have opened up 
opportunities to combine immediate, 
in-the-moment findings with reflective 
research. Take advantage of it! 
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•  GloBAl rESEArCh  •

By Susan Stancombe
Stancombe Research + Planning Pty ltd. • Sydney, Australia • susans@stancombe.com.au

The New 
Renaissance	
child

44 QRCA VIEWS     FALL 2012     www.qrca.org



ike the rest of the world, Austral- 
ians find themselves in a massive 
period of change at many levels 

— economic, social, political, cultural, 
geopolitical and so on. Australia’s links
are increasingly with its geographically 
closer northern neighbors: the booming 
economies of Asia. Today, Australia 
derives much of its income from China,  
Japan and, increasingly, India, and it 
focuses much of its aid on places such 
as Indonesia and Vietnam. Australians 
watch the Neikki, Shanghai, Hang Seng 
and SGX indexes with as much, if not 
more, interest than the Dow Jones or 
FTSE. We eat from our corner Thai res- 
taurant rather than eat fish and chips, 
and our supermarkets stock everything 
from lemongrass and noodles to fresh 
wasabi. After 200 odd years of Euro- 
pean settlement and an Anglo-European 
perspective, we are finally starting to 
see ourselves as part of Asia.

A strange paradoxical context is at 
work in our part of the world. Austral- 
ians have an Anglo-European settlement 
heritage but find themselves geopoliti- 
cally aligned with modern Asia. We have 
a booming and expanding economy (we 
are one of the world’s wealthiest coun- 
tries, depending on whom you ask, 
largely because of mining export sales 
to China), but we also have declining 
levels of spending and low consumer 
confidence (so, we are also feeling very 
poor). Instead of feeling confident about 
our place in the future, we (in spite of 
comparative wealth per capita) are feel- 
ing cautious and are tightening our belts. 
There is a sense amongst Australian con- 
sumers that “it” has all changed, and 
we are ever so slightly worried that, like 
the rest of the developed world, our luck 
may run out.

A new renaissance Child?
At the heart of the idea of the Renais- 
sance was the notion of re-birth and 

re-discovery of knowledge, much of 
which was thought long lost to Western 
eyes and ears during the Dark and Mid- 
dle Ages. There was another dimension 
to the idea and ideals of the Renaissance: 
putting man or human beings, rather  
than God, at the center of knowledge 
and art. The “Renaissance man” was  
seen to be something of a multi-talented  
ideal, a human being who was simulta- 
neously at the center of all forms of 
arts, sciences and philosophies — a 
master of his own universe.

For Australia, this is a relatively new 
thing, a new kind of being and certainly 
a new evolution in what it is to be a 
child or have a childhood in Australia  
in this modern, increasingly Asian- 
aligned era.

While most mum and dad Austral- 
ians are concerned about the future and 
are belt tightening in many areas of 
expenditure, there is one area of really 
big, consistent and prioritized spending
— on children. Parents appear to be 
investing in their children’s schooling 
and particularly in their out-of-school 
activities, ensuring a virtually continu- 
ous level of (largely infotainment, 
“edutainment” and skills development- 
oriented) activity — almost regardless 
of cost — and, like never before! 
In our research, we found this type 
of spending to be a stable phenom- 
enon. It seems that every aspirational 
parent is doing it, and in the process, 
the average mum or dad reports 
spending several thousands of dollars  
a year per child on paid, out-of-school  
activities of learning and develop- 
ment opportunities.

Interestingly, in our recent study, sev- 
eral parents contended they are forego- 
ing the great Australian dream of home 
ownership and investing in the broad 
development of their offspring instead 
of a mortgage. This is very new! Public 
education and home ownership used to 
be the norm.

Australian children are enrolled 
in a constant and dynamic 
program of learning.
The average Australian child’s spare 
time is filled with a minimum of three 
different out-of-school paid learning 
opportunities or classes per week, usu- 
ally with a highly credentialed coach or 
tutor. There are almost endless training 
sessions or tuitions in the humanities: 
music, dance, drama, art, public speak- 
ing, language classes (noticeably Man- 
darin), problem solving and so on. Com- 
bine these with the ubiquitous swim- 
ming and surfing classes that most 
Australian children attend, and add a 
team sport and some coaching on an aca- 
demic subject, and you will get some 
idea of what is taking place in aspira- 
tional Australia.

In addition to benefitting from being 
a part of the switched-on “Screen Age,” 
the average Australian child is some- 
how becoming a beautifully informed, 
capable, technically proficient and 
well-rounded individual. He or she is 
acquiring an enviable array of high- 
level, largely humanistic-based skills 
and continuous opportunities to learn. 
In the process, Australian children from 
aspirational families appear to be becom- 
ing highly aware of their strengths and 
the opportunities for them to improve. 
They are applying themselves to become 
masters and mistresses of their own 
multi-dimensional universes.

So much is being invested in up- 
skilling that some amazing results can 
be observed by turning on the televi- 
sion, that beacon of things current in 
consumer culture. Kids on “Junior 
MasterChef” (a televised cooking com- 
petition showcasing 8 to 12 year olds 
producing 2- or 3-star restaurant-qual- 
ity meals that would be the envy of 
most dinner-party hosts) have been 
investing heavily in learning how to 
cook. They stir fry with aplomb and 

L

A strange paradoxical context is at work in our part of the world. 
Australians have an Anglo-European settlement heritage but find 
themselves geopolitically aligned with modern Asia.
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It appears to be all about “play with benefits” — everything the kids 
are doing is about “serious enhancement” and “up-skilling with a 
purpose,” with a parental eye towards a largely unknown future.

The new renaissance Child  C o n T i n u E d

operate a mean mortar and pestle to 
create their own fragrant curry pastes, 
while carefully slicing sashimi-grade 
tuna and plating up the results with all 
the flair of a three-hatted chef. And, 
this extraordinary talent seems to be 
grounded in a love of food and a desire 
to be in the kitchen, learning from a 
much-loved mother or grandmother.

I find myself pondering… Whatever 
happened to riding your bike up and 
down the road after school, hanging 
around with friends at the park (with- 
out parents and without a learning/ 
enrichment agenda) or just plain going 
outside until your mum called you to 
come inside again to eat a dinner she 
had prepared, which probably did 
not have any of the flair that Junior 
MasterChefs display? 

What is driving all of 
this intense activity?
Part of this trend is practically driven by 
the functional need for supervised care 
and structured activity to fill in time for 
children while parents work to pay for 
the all the things that provide a quality 
lifestyle. (Approximately 60% of Austral- 
ian mothers are in the workforce.) Cou- 
ple this with a growing “you get what 
you pay for,” user-pay mentality (approx- 
imately 30% of Australian children now 
attend a fee-paying school, a 100% 
increase in just a few years), add a degree 
of anxiety about the unknown global 
world of the future, and we are getting 
closer to our answer.

Parents are attempting to future- 
proof their children so that when the 
time comes, they are able to compete 
in what is expected to be a fast-paced, 
highly skilled and competitive global 
(and in Australia’s case, regional) work- 
force. Australian mothers speak openly 
today about the highly competitive and 
much bigger global world we find our- 
selves in. Competition has gotten a bit 
stiffer. Our kids need to be able to com- 
pete on a much bigger playing field and 
in a higher league.
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In preparing the children for this new 
context, every childhood activity now 
must deliver a benefit (no point doing 
dancing lessons at the dusty local hall 
if you can pay the same and get your 
child to learn with a highly qualified 
celebrity dance professional in a 
purpose-built facility). It appears to 
be all about “play with benefits” — 
everything the kids are doing is about 
“serious enhancement” and “up-skill- 
ing with a purpose,” with a parental 
eye towards a largely unknown future. 
Fun for the child is often only a very 
nice bonus, not always the point of 
the exercise.

The growth and achievement 
of the Asia-Pacific rim is 
the new benchmark for 
Australian parents.
Geopolitically and economically, we find 
ourselves part of an Asia-Pacific world 
— the dynamic, growing part of the 
world that in many ways represents its 
future. Parents are increasingly compar- 
ing themselves and their offspring directly 
against near neighbors; the (old) new 
world of economic growth, educational 
and business achievement around the 
Asia-Pacific rim are the new benchmarks 
for an Australian parent. Parents believe 
their children need to do as well, if not 
better, in order to ensure that they flour- 
ish in this new local and global context.

Today’s Australian-born child is as 
likely to eventually work in Beijing, 
Istanbul, Dubai, Tokyo or Singapore as 
in Sydney or Perth. The increasing region- 
alization of the business and employment 
context in Australia means that children 
will also be competing locally against 
graduates from Korea, Malaysia, Viet- 
nam, China, India and Indonesia.

At a social level, many parents are 
concerned that if they do not do enough, 
their child may be left behind. Some  
status is also at play here, as in keeping  
up with the Wangs and Singhs as well 
as the Jones’s (or more importantly, 
not allowing oneself to fall behind in  
the journey to that unknown new world  
in a decade’s time). Perhaps more impor- 
tantly, underpinning all of this is the 
hope that we will have well-rounded 
and highly skilled children who can 
navigate the unknown global world  
of the future.
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So, what inspiration might 
we as QrCs draw from this?
The phenomenon of the New Renais- 
sance Child provides a mirror for us to 
explore the themes occurring all around 
us during our own Qualitative Renais- 
sance Period. We are operating in a 
global world where the economic status
quo of old is vanishing. We could all
benefit by continuous education, by 
up-skilling and multi-skilling and being 
expert generalists able to apply our 
hand to anything that may come our 
way (like the good old days), rather 
than being rigid and specialized. Like 
the children of Australia, we need to be 
multi-skilled, adaptable, resilient and 
prepared to meet any new (and maybe 
as yet unknown) challenge.

Down in the Australasian region of 
the world, we find ourselves in a place 

where a new future is being created in 
the ways we are redefining childhood. As  
much as it sounds exhausting to me as  
an observer, Australians are putting young  
people at the center of things again —  
developing their multi-dimensional, 
intellectual, emotional and spiritual 
capacities and also the means to com- 
municate across cultures in a human way,  
with empathy, emotional intelligence 
and using that old-fashioned thing we 
call social skills. (Note: Children are 
usually placed in team sports to learn 
how to get along with others and how 
to socialize, not how to become the 
world’s best goal shooter or to get fit!)

The way aspirational Australian 
parents are investing their hard-earned 
money in their children is creating 
what we used to value in ourselves 
as researchers:

• Knowledge
• Self-awareness and insight
• Empathy
• Emotional intelligence
• Resilience
• Thoughtfulness
• Adaptability
• Multiple skills
• Confidence

Australian parents clearly understand 
the value in developing their new Ren- 
aissance children to be resourceful and 
flexible enough to be ready to take on 
the world. We suspect that our clients 
are waiting for us as an industry to act 
like the Renaissance man — to redis- 
cover all that is important and valuable 
from the old world and reinterpret these 
in a new and humanistic way. Let’s put 
people and Renaissance-style thinking and 
learning back into the center of things. 
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ecently, i accepted a project that  
seemed like a wonderful oppor- 
tunity to perform some creative 

work around a client’s customer seg- 
mentation. Considering that we are on 
the same time zone, the client’s constant  
calls to discuss the brief after 9 p.m. at  
night should have been a warning sign 
of what was to come.

After five versions of a proposal (and  
twelve versions of a screener), we were  

about to start fieldwork when the first  
curveball came — we had to abort our  
current screening plan of a traditional  
phone-based recruit to accommodate 
an algorithm that could be administered 
only online. The next curveball came 
when we learned that the incidence rate  
for the recruit hovered around the 1% 
mark, a fact not disclosed in the brief 
or in any of the calls educating us on 
the segmentation.

My recruiter and I managed to hit 
those curveballs, but it was not long 
before the next one was pitched to us. 
The client was dubious that their own 
algorithm would give them the actual 
segments they desired, and as a result, 
they began a process of cherry-picking 
recruited respondents. This led to many  
cancellations of recruits and the need to  
continually screen more people. A final  
straw came when, days before the 

r
By Michael Carlon • Vertigo Partners • Stamford, Ct • mcarlon@vertigopartners.com
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first interviews, the client informed us 
that they had a change of scope, and 
instead of interviewing three of their  
six segments, they now needed to inter- 
view participants in all six segments, 
without budging on the timeline or the  
established budget.

This experience was manifesting 
itself quite negatively in my personal 
life; I was grumpy around my kids,  
and my wife was constantly reminding  
me to “leave it at the office.” At my  
wits’ end on one of our multiple confer- 
ence calls to discuss the project, I 
suggested to this client that perhaps 
they might be better off with another 
research agency, as I was burned out 
before the fieldwork even began. I even  
offered to brief that agency personally 
and not bill the client for any work  
conducted to date (except for recruiting  
costs incurred).

I began to wonder if I was alone in 
feeling that sometimes you just want to  
walk away from a difficult project. I 
wanted to know if any of my peers in  
the industry had ever threatened and 
followed through with a threat to end a  
client relationship. I found a few people 
on the QRCA message board who 
shared with me similar desires to walk  
away from certain projects midstream 
and from certain client relationships.

In a business where most of us are  
self-employed and where our repu- 
tations are more valuable than any 
marketing we can do for ourselves, 
the act of walking away from a client 
comes with significant risk (i.e., being 
badmouthed by former clients to pro- 
spective clients). Most can agree that it 
is best not to get to the point where we  
feel tempted to throw up our hands and  
walk away from a frustrating situation.

So, I worked with some other QRCs  
to develop PEWS — Project Early 
Warning System — to detect problem 

projects at the outset. Aptly named, the  
desire is to enable fellow QRCs to smell  
a problematic project from the get-go.

Project Early Warning System
I suggest paying attention to five tell- 
tale signs that signal problems down the 
road. When these clues are recognized 
early, the QRC has the opportunity to 
avoid a potentially problematic situation 
or evaluate whether to continue. Caught 
later on in the project, the QRC will 
require some interpersonal skill to 
rectify the situation.

#1. A client is unresponsive 
throughout the proposal process.
This could be a sign that the client has 
cast a wide net to a variety of suppliers 
and is using a wide number of bids to 
negotiate on price. The bigger concern 
is that it may also mean the project has 
not been fully approved internally but 
that the research team does not want to 
wait for approval to begin the process. 
The watch-out in this latter situation is 
that the scope may change drastically 
from the proposal stage to the exe- 
cution stage.
Suggestion: In this situation you have 
to be clear that deadlines are firm and  
that any delays on their part will impact 
project timelines.

#2. All negotiation is on price, 
not approach.
Beware of clients who only negotiate 
based on price rather than approach. 
There are many different ways to 
address a research problem with qual- 
itative methods, and they all come 
with different price tags. Watch out for 
clients who negotiate only on costs 
because they may not fully understand 
and appreciate the nuances between 
different methods.

(continued on page 53)

   Years ago, I worked on a project 
that involved a large number of 
ethnographies and a comprehensive 
DVD report. The client was difficult 
throughout, but some members of  
the project team became totally 
unreasonable during video produc- 
tion, never satisfied with anything 
I provided and constantly changing 
their mind. I wrote them a letter 
saying I was not willing to continue 
to work with them and stated how 
I felt they were being unreasonable. 
I also said that they did not have 
to pay me for the work I had done 
and to use the video-production 
company they found. 

— Ricardo 

   I can think of two instances where I 
had to ‘walk off’ in the middle of a  
project. Both were cases where sales- 
people at larger research companies 
had sold a new idea to their clients 
and then realized they needed help 
to deliver what they had sold. One 
case was so bad that I had to say, ‘If 
you do not force me to moderate the 
second day of focus groups, you will 
not have to pay me one cent.’ 

— Anonymous

   My worst experience was the client 
who behaved worse and worse 
throughout the day for no apparent 
reason. I finally realized why when 
she returned from one of her many 
trips to the bathroom with white 
powder on her nose.

— Julia

In a business where most of us are self-employed and where our 
reputations are more valuable than any marketing we can do for 
ourselves, the act of walking away from a client comes with significant 
risk (i.e., being badmouthed by former clients to prospective clients).

“

“

“

”

”

”

Tales from other QrCs



When working with qualitative 
research consultants (QrCs), it  
is important to keep the following 
things in mind to prevent projects  
from getting out of hand.

Most QRCs are independent 
small-business owners. Changes in 
scope likely mean that the QRC will 
be charged higher fees by his or her 
suppliers (facilities, recruiters, etc.). 
Please keep in mind that changes in 
scope that are not accompanied by  
a change in project costs will all 
come out of the QRC’s margin for 
the project. Please be considerate 
when requesting a change in scope 
after a project has begun fielding.

As qualitative professionals, 
QRCs have the skills to run not only 
consumer interviews but also internal 
work sessions. To avoid project creep, 
consider asking your QRC to run a 
work session designed to align the 
project team on objectives. Taking 
this simple step up front may prevent  
a lot of headaches later on.

Remember that qualitative 
research is not a commodity business. 
While the same approach provided 
by one QRC may be similar to the 
approach proposed by another QRC, 
there is no real “apples to apples” 
comparison when considering costs. 
For example, one may hire a more 
expensive recruiter than another, 
or one may bring a project support 
person along to take notes. When 
you start the negotiation process, 
take the time to understand the 
nuances that different QRCs will 
bring to the project.

Tips for research Buyers

1.

2.

3.
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and the qualitative craft, it may be 
time to cut the cord and walk away. 
Should you make that tough decision, 
do not feel bad about it. Walking away  
from a client that you simply do not  
enjoy working with can free up your  
time, bring some calmness and serenity  
to your life and make you a happier 
person. In these cases, doors to new 
business opportunities often open, and 
you may be more successful as a result.

Getting back to my recent experi- 
ence, my client did not take me up on  
my offer to walk away from the project.  
They were confident in my ability to 
get the work done and did not want 
to work with someone else. However, 
my frustration level was reaching a 
fever pitch, so I decided to hand over 
the reins of this project to a colleague 
for a few days to fill in while I took 
time to recharge and re-energize myself.  
I came back with a clear head, and we 
found some creative solutions around 
our recruiting issues and a better work- 
flow for identifying desired participants. 
While the project was extremely chal- 
lenging, it was also very rewarding, 
and I learned a lot about myself in 
the process (and it turned out to be  
a really fun project).

When you are being pitched curveball 
after curveball and just want to put your 
bat down and stop swinging, sometimes 
it pays to sit out a few innings and come 
back to the game with a rested body 
and a fresh mind. 

Suggestion: When dealing with a 
client who wishes to negotiate solely 
on price, when you reduce your price, 
make corresponding changes to your 
methodology and research design.

#3. You find yourself in the 
“hurry up and wait” syndrome. 
Sometimes we are asked to turn around 
proposals and other key project docu- 
ments “yesterday,” only to find our  
clients unresponsive to our submissions  
for weeks at a time, even after some 
gentle prodding. While it is natural for  
timelines to shift, an initial urgency 
with which something must be sub- 
mitted, followed by a period of silence, 
may suggest that the requestor is not  
fully empowered to make a final deci- 
sion on supplier or methodology choice.  
Unfortunately, this is typically followed  
by an expectation that the original 
dates in the proposal remain the actual  
dates for the project.
Suggestion: Always draft a timeline in 
each proposal with dependencies for 
key dates, including date of project 
approval. Make it clear that if the 
date of project approval changes, the 
dates of fieldwork and project output 
will be affected.

#4. Key stakeholders are absent 
from critical meetings.
Scope creep happens when key stake- 
holders do not attend critical meetings 
(proposal review, moderator briefing, 
discussion guide review, etc.). When  
a project team is not aligned on re- 
search objectives, core aspects of the 
project may start to unravel (target 
for the recruit, research methodology, 
markets, etc.).

Suggestion: Always insist on and lead 
a kick-off call with the entire project 
team (or at least key stakeholders) 
after proposal acceptance but before 
fielding a screener. Make it imperative 
that all project stakeholders have a 
chance to review and provide input to 
the discussion guide at least one week 
prior to the groups.

#5. the client continually changes 
scope during the project. 
While it is not uncommon for a project  
to evolve over time, there are clear limits  
as to what can change without incurring 
additional costs. Changes to question 
areas in a moderator’s guide are one  
thing, but changes to screening criteria 
after a screener is in the field, changes 
in markets and changes in methodology 
all come with cost implications. Rene- 
gotiate fees when the client requests a  
change that causes you to do substan- 
tially more work than you anticipated.
Suggestion: After project acceptance, 
draft a confirmation letter detailing 
the scope, timeline and fee. Include a 
clause that clearly states that changes 
in scope after proposal acceptance 
may incur a fee and that all changes 
in scope must be agreed to in writing.

Applying PEWS will not prevent 
all future project headaches, but it 
will help reduce the frequency with 
which project migraines will develop. 
However, should you find yourself 
dealing with a client who continually 
pushes you to the limits and who 
continually shows disrespect for you 

Applying PEWS will 
not prevent all future 
project headaches, but 
it will help reduce the 
frequency with which 
project migraines  
will develop.
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11:00 a.m. –  Registration and marketplace opens
2:00 p.m. 

1:00 – 2:00 p.m.  First-timers & Ambassadors 
Speed Dating

2:00 – 2:15 p.m. Welcome/opening

2:15 – 3:15 p.m. The World Café 

3:15 – 3:45 p.m. Break in marketplace

3:45 – 5:15 p.m. Workshops 
 •  Strategies for maintaining a 

thriving Business in a Challenging 
Business Climate

 •  Nurturing Your Creative talents as 
a Qualitative Research Consultant

 •  Demystifying mobile-Enabled 
Qualitative Research

 •  Video Reporting: Swimming  
with the tide

5:15 – 5:30 p.m. Break

5:30 – 7:00 p.m.  Cocktails in marketplace with 
the QRCA Band

7:00 p.m. Dine-Arounds

Schedule At-A-Glance
Wednesday, october 3

25% discount available on conference  
registration fee for all first-time new 
members. Call (866) 674-7722  

to learn more.

Visit QRCA.org/2012 for full workshop 
descriptions and to register!

QrCA AnnuAL 
ConFErEnCE
oCtoBER 3-5, 2012

on or before 9/5 After 9/5

Members $825 $975

Qualified 
non-members $1275 $1425
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7:00 – 8:00 a.m. healthy Connections

8:00 – 9:00 a.m. Breakfast / optional SIG and
 Committee meetings

9:00 – 10:15 a.m. Annual meeting & town hall 

10:15 – 10:30 a.m. Break 

10:30 – 11:30 a.m. Workshops
  •  Red light, Green light!  

on the Road to Becoming  
an Advertising Agency-Favored 
Qualitative Researcher

 •  tapping into our triggers:  
An Exploration of triggers  
and their Impact on Research

 •  Crowdsourcing: turning 
Participants into Co-Creators

 •  Storytelling: how to Actually tell 
an Insights Story to Far-Reaching 
Clients

11:30 – 11:45 a.m. Break 

11:45 a.m. –  Workshops
12:45 p.m.  •  Design thinking meets Qualitative 

Analysis for Added Value
 •  Seven Deadly Sins in Small 

Businesses: how to Avoid the Pitfalls 
and maximize Your tax Benefits

 •  Google+ for Qualis: Do I Really 
have to?

 •  Baker’s Dozen: Recipes for tasty, 
Filling Research Reports

12:45 – 2:00 p.m.  lunch and Awards 

2:00 – 2:15 p.m. Break in marketplace 

2:15 – 3:15 p.m. InterChAngES 

3:15 – 4:00 p.m. Break in marketplace 

4:00 – 5:30 p.m. Workshops
 •  mission Kid Possible: Getting the 

most from Kids in Research
 •  Beyond Words: Conducting Simple 

and Effective observations in Stores,  
malls and other Public Settings

 •  Social-media listening: Finding 
the Needle in the haystack

 •  Creating Jaw-Dropping Proposals

7:00 p.m. thursday Night Under the Stars

7:00 – 8:00 a.m. healthy Connections 

8:00 – 9:00 a.m.  Breakfast / optional Chapter 
meetings

9:00 – 10:00 a.m. QrCATalks 

10:00 – 10:45 a.m. Break in marketplace 

10:45 a.m. –  Workshops
12:15 p.m. •  What Really makes Consumers 

tick? Your Guide to trendsetters 
and Consumers Who Count!

 •  Dear Diary: A Practical Guide  
to Creating meaningful  
Respondent Journals

 •  Social-media Recruiting:  
Way of the Future?

12:15 – 1:45 p.m. lunch 

1:45 – 2:00 p.m. Break 

2:00 – 3:30 p.m. Workshops
 •  Applying Behavioral Economics 

theory to Uncover the truth: Why 
You Can’t Simply Ask “Why?”

 •  Face time: Practical tips for the 
Value-Add of Emotive, Non-Verbal 
Facial Analysis

 •  Pinterest: Why You Should Be 
Interested!

3:30 – 4:00 p.m. Break 

4:00 – 5:30 p.m. Workshops
 •  Digging for an Insightful Story  

in a mountain of Data
 •  Integrating Individual and Social 

Creativity: Using online Bulletin 
Boards, Kindergarten Art Supplies 
and traditional Focus Groups to 
Fill the Product Pipeline

 •  Unleashing the Power of Advanced 
online Qualitative Approaches

5:30 – 7:00 p.m. Farewell Cocktails

7:00 p.m. Dine-Arounds

thursday, october 4

Friday, october 5
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The World Café
World Café is a “conversational approach that uses seven  
principles designed to facilitate a meaningful, large-group 
dialogue.” Our topic: where qualitative research will be  
going in the future. Provocative questions, tablecloth- 
doodling and moving from table to table to shift perspectives 
will make this a high-energy, big-impact way to start our 
time together. It’s also a great way to learn a new technique 
and to network with our peers!

First-Timers & Ambassadors Speed dating
A fun way to kick-off the annual conference for 
First-Timers and Ambassadors alike! Meet your 
Ambassador during the introduction period, and then 
Ambassadors will “move down the line” talking with 
another First-Timer every two minutes. A great way to  
meet a lot of “old timers” and to make new friends!

QrCATalks
The essence of “TED – Ideas Worth Spreading” comes to 
the QRCA conference this year. In this plenary session, we’ll  
focus on the foundational cornerstone for all qualitative 
research: recruiting. In typical TED fashion, each of our 
three speakers will have 15 minutes to talk; in QRCA 
fashion, we’ll allow Q&A for each speaker. Our topics are:

• Recruiting Resources
•  Best Practices for Getting the Best Participants
•  Relationship Management with Facilities,  

Recruiters and Clients

interchanges
An evolution in the traditional one-hour roundtables, 
designed to push thinking and knowledge further in a 
stimulating, open and casual environment, guaranteeing 
unprecedented value.

QRCA 2012 CoNFERENCE INFoRmAtIoN

What’s New at QRCA 2012?
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hotEl AND othER INFoRmAtIoN

The hyatt regency Montreal
Discover this dynamic city from the perfectly situated  
Hyatt Montreal hotel. Offering direct underground access 
to the Palais des Congrès (Montreal Convention Centre), 
as well as Chinatown, Old Montréal, Place des Arts 
(Performing Arts Centre) and the Metro transport system.

Single & Double Occupancy: $209.00 CAD + tax
Wireless internet in the guest rooms is included. 
Rates good for three days pre- and post-conference, 
based on availability. Rates good until September 5, 
2012. Reservations can be made online or by calling 
1-800-361-8234 and mentioning the code: 5985744.

Check Your Passport
Conference attendees from outside Canada will need valid 
passports. Check early to make sure yours is current.

Cell Phone Plans
We suggest that you call your cell carrier in advance of the 
conference to avoid roaming charges during the conference. 
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ver the past two years, QrCA  
has brought you more than two- 
dozen podcasts of interviews  

conducted by QrCA members with 
influential leaders from qualitative 
research, strategic consulting, 
academia and other relevant fields. 
You can listen to these interviews 
right on the QRCA website as stream- 
ing audio, or you can download the 
mp3 files to your laptop or portable 
player for listening on the go. You will  
find the podcasts under the Publica- 
tions link at www.qrca.org.

Our newest podcast is an interview 
with John Hlinko, long recognized 
as an innovator and “buzz czar” on 
the grassroots-marketing front, using 
emerging technologies and creative 
communications to achieve maximum 
results within constrained budgets. 
He has been covered by nearly all 
the major broadcast and print news 
outlets and has been quoted as a 

grassroots expert in more than a 
dozen books.

Hlinko has earned a number of 
awards and accolades, including 
being named one of the “top five PR 
Professionals of the Year” by PRWeek 
and one of the top 25 “individuals, 
organizations and companies having 
the greatest impact on the way the 
internet is changing politics” by the 
World Forum on e-Democracy.

He has worked with some of the 
biggest breakout viral success stories, 
starting with MoveOn.org in its 
earliest days and a “draft Obama” 
effort to build support for Barack 
Obama in advance of his presidential 
run. He has also worked extensively 
on the corporate side with a range 
of Fortune 500 clients, including 
Walmart, Disney and Microsoft.

Hlinko is the founder of Left 
Action, a network of more than a 
million progressive activists, and  

Act for Love. His book — Share, 
Retweet, Repeat: Get Your Message 
Read and Spread — was published 
by Prentice Hall early in 2012.

He is interviewed here by QRCA 
VIEWS Editor-in-Chief, Laurie 
Tema-Lyn.

Find this informative new podcast 
— as well as interviews with Bill 
Abrams, Andrew Ballenthin, Mary 
Ellen Bates, Scott Berkun, Ilse Bunan, 
Bill Buxton, Sean Campbell and Scott 
Swigart, Dorey Clark, Stephen Covey, 
Paul Gillin, Judith Glaser, Kenneth 
Gronbach, J. Robert Harris, Bill 
Hartman, Naomi Henderson, Jackie 
Huba and Ben McConnell, Andrew 
Kent, Jim Loretta, Dr. G. Clotaire 
Rapaille, Dave Siegel, Jean D. Sifleet, 
Susan Spiegel Solovay and Barbara 
Newman, Linda Kaplan Thaler  
and Robin Koval, Liz Van Patten,  
and David Vinjamuri — all at  
www.qrca.org. 

our newest podcast is an interview with John hlinko, long recognized  
as an innovator and “buzz czar” on the grassroots-marketing front, 
using emerging technologies and creative communications to achieve 
maximum results within constrained budgets. 

o
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Speaking PowerPoint, Bruce r. gabrielle provides a wealth of 
information about how to present ideas for maximum receptivity. The 
book primarily focuses on presenting slide decks using PowerPoint, 

but the same principles can be applied when writing Word reports. Gabrielle 
certainly made me think about the way that I present information, both in 
written reports and in PowerPoint presentations.

Gabrielle has done an enormous 
amount of research to back up the  
suggestions in this book. In addition to 
the many other books on presenting, 
design and how the brain processes 
information, Gabrielle quotes from 
countless research studies conducted 
around the world about the best ways  
to present information. I never realized  
there is so much academic research 
conducted on the topic. Gabrielle’s 
book is thorough and very easy to 
read, and it recommends the best 
ways to present information for a 
business audience.

Throughout the book, Gabrielle 
explains how he undertakes the var- 
ious steps along the way to creating 
the ideal slide deck for his audience, 
and he creates explicit examples of a 
typical — and then improved — way 
to display information. By reading 
this book, you will learn how to build 
a slide deck, the best way to present 
information in the slide deck, how to 

use pictures and charts, and the ins 
and outs of how to make sure your 
clients (and/or management) hear 
your recommendations. At the end of 
every chapter, a summary highlights 
the points made in the chapter and 
offers a recommended reading list.

Early on, Gabrielle quotes Steve 
Ballmer, Microsoft’s CEO, calling the 
typical presentation “the long and 
winding road.” This style is typical 
in the business world, where the 
reader is taken through the process 
as it occurred and is presented with a 
summary of recommendations at the 
end. Gabrielle’s recommendation is 
to present conclusions first, introduce 
an inciting incident and then answer 
the audience’s questions.

Gabrielle uses excellent examples to  
explain each topic, which makes under- 
standing the topic far easier. These 
examples, both useful and clear, come  
from his experience as a researcher, as  
well as from business, education and  

government agencies. One classic 
example, presented to NASA manage- 
ment regarding the shuttle Columbia, 
is from the Boeing engineers’ report 
concerning the action needed after 
chunks of foam hit the shuttle’s frame  
on take-off. Because of a poorly written  
slide that breaks the rules in Gabrielle’s 
book, NASA management saw no rea- 
son to curtail any of the astronauts’ 
activities to photograph the shuttle 
to pinpoint the exact location of the 
damage. We all know the sad result 
of that poorly presented argument. 
Gabrielle reformats the slide and shows  
how the argument should have been 
presented to NASA management, so 
that they could have understood the 
engineers’ recommendations.

My only complaint about this 
book is that it has no index, which 
I often like to use to go back to find 
a topic of interest. Gabrielle has an 
extensive bibliography section, which 
I do truly appreciate. Several of the 
books mentioned are intriguing and 
likely to end up in my library.

This book is an essential volume for  
researchers who write up their findings. 
It is a book that I will use as a refer- 
ence for many years to come. With the 
information Gabrielle provides, both 
presentations and written reports can 
be refined so that researchers can find 
themselves “Speaking PowerPoint.” 

Speaking powerpoint:
the New language of business
Bruce R. Gabrielle
2010 Insights Publishing

review by george Sloan
Customer Strategy International • los Angeles, CA • gdsloan@yourcustomer.com

in
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By reading this book, you will learn how to build a slide deck, the best 
way to present information in the slide deck, how to use pictures and 
charts, and the ins and outs of how to make sure your clients (and/or 
management) hear your recommendations. 
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ocial media is a thrilling, and for some, a daunting world. For qualitative 
research professionals, it offers two opportunities: we can “listen in” on 
conversations on a global scope and derive insights for our clients, and 

we can use it to craft and spread messages about our own expertise to build 
our businesses and brands.

John Hlinko — political pundit, 
head of Left Action (a network of 
over a million progressives) and now  
author of Share, Retweet, Repeat. 
Get Your Message Read and Spread 
— offers practical advice and memo- 
rable stories about how to effectively 
use Facebook, Twitter and other 
social-media platforms to launch 
powerful viral campaigns, even on  
a small (or no) budget.

The “secret?” Master the “Viral 
Trifecta” — Message, Messenger and 
Mechanism for Delivery.

•  Craft spread-worthy content (i.e., 
new news, trendy material and 
information that will be of value  
to your intended target audience).

•  Target the spreaders or multipliers. 
These are the people who are 
most likely to find your content 
of interest, have a large number 
of followers and will share your 
message. The secret is to create 
material that will make the 
“spreaders” look good!

•  Get the content out to the internet 
platforms that can reach large au- 
diences and have the big impact 

(such as Facebook and Twitter 
followers, big email lists and 
others. It’s a lot easier for people 
to use the Forward button to viral- 
ize content than it is to print and 
distribute hard copy.)

Three main points — it sounds 
simple, but it is not! Hlinko, takes 
us by the hand, however, and guides 
beginners and seasoned social-media 
users how to strategize and implement 
social-media campaigns.

As in any solid marketing approach, 
successful viral marketing begins with  
the big picture of setting goals and 
milestones that will guide your effort 
and keep you on track. Next, you 
need the right set of tools to make  
a viral campaign possible: a web- 
site, email system and social-media 
presence (Facebook, blog, Twitter, 
etc.). This section of the book has 
excellent suggestions and resources 
to build your tools and includes the 
nitty-gritty checklists and tactical 
tips to make sure that content is 
optimized for searching.

I personally found the stories that 
dramatize the power of social media 

as most delightful. An example Hlinko 
shares is about “the little guy,” the 
Georgetown Cupcake bakery that 
started a morning Twitter campaign 
announcing a “secret flavor” cupcake 
not on the menu. The first 100 cus- 
tomers who came into the bakery and  
asked for that secret flavor got one 
of those cupcakes free. The result 
was that every morning, just after 
the tweet went out, there would be  
a huge line out the door. This sent 
the signal to the market that this  
was a special place, and passersby 
joined the line as well. The buzz 
generated more buzz, and soon the 
shop was the site for a reality TV 
show about cupcakes!

Hlinko is known for effectively 
using humor in the political cam- 
paigns that he orchestrates. He sees  
humor as a serious tool in a viral- 
marketing strategy. Why? Because 
humor is memorable, and it is an 
important weapon against cynicism.  
In an age when many consumers 
do not believe that companies tell 
the truth in advertising, humor is 
disarming and helps break down that 
wall of cynicism so that the message 
has a chance of getting through.

Share, Retweet, Repeat is a 
good read and a practical guide for 
market researchers and our clients. 
While I have not embraced all of 
John’s suggestions, I have found 
myself going back to the book often  
and experimenting in my own 
social-media efforts.  

Share, retweet, repeat.
Get your message read and Spread
John Hlinko
Prentice Hall Press

review by Laurie Tema-Lyn
Practical Imagination Enterprises • Ringoes, NJ • laurie@practical-imagination.com
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QRCA Humor column wants to illustrate a point — literally. We are pleased to welcome 
internationally renowned illustrator Steve Skelton to a collaboration with the QRCA VIEWS 
Humor column to bring you periodic cartoons poking fun at our industry. You’ve seen Steve’s  

work in Hallmark cards and Playboy magazine, and for clients like McDonald’s, Hasbro, Nestlé and Apple 
Computer. He won an illustrators award in 2004. His work is irreverent, funny, unique — and now it graces  
the pages of QRCA VIEWS. Enjoy!

The
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