
F A L L  2 0 1 0
V O L U M E  9  •  N U M B E R  1

I D E A S  &  T O O L S  
F O R  Q U A L I TAT I V E  R E S E A R C H







8

10

13

22

28

28

34

40

16

FROM THE EDITOR-IN-CHIEF
It’s the Most Wonderful Time of the Year —
Conference Time! • Fall is a special time for QRCs.
Monica Zinchiak reflects on her excitement and anticipa-
tion of the upcoming QRCA gathering in Philadelphia.
Conference preview in this issue.

FROM THE PRESIDENT
Moving On • Abby Leafe shares two humbling experi-
ences before passing QRCA’s presidential torch.

SCHOOLS OF THOUGHT
Co-Creation: Not Just a Method… a State
of Mind • A co-creation mindset applied to qualitative
research can lead to category-busting insights by open-
ing the researcher’s mind to a new way of thinking.

TRENDS
Blogger for Sale? • Shaili Bhatt explores the trend
of freebies in marketer-blogger relationships and how
this phenomenon is affecting the industry.

QUALITATIVE TOOLBOX
I Hear You; I Do… Moderator Tips for
Validating the Voices of Customers • Judithe
Andre proposes guidelines to help moderators who
conduct Voice of Customer (i.e., needs assessment)
research to effectively appreciate respondents and
validate their voices, while gaining actionable, useful
information in the process.

QUALITATIVE TOOLBOX
Looking for Recruits — Going Beyond Google •
Learn how you can mine social-networking sites to
recruit high-quality candidates and avoid professional
survey takers.

QUALITATIVE TOOLBOX
How Do You Tell Your Client that Their Product
Is So Good that No One Wants to Use It? •
Sometimes QRCs must take responsibility for tempering
enthusiasm of both clients and potential users for
products that are extremely appealing but still may
not be used.

GLOBAL RESEARCH
Vietnam Market Research: Talking to the Next
Asian Tiger (Part 2) • John Storey takes a closer
look at the unique culture that drives how research
techniques are applied in Vietnam.
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I am not unlike
my friend’s four-

year-old child
in how excited I
become, knowing

that the QRCA
conference is

just a few weeks
away... I will refer

back to this issue
of VIEWS a dozen

times before I
finally arrive at
the conference. 

Monica Zinchiak
Z. RESEARCH SERVICES

SAN DIEGO, CALIFORNIA

MONICA@ZRESEARCHSERVICES.COM

niversal truth: the holidays are a magical time for children. I bet you all have some
special deeply imprinted memory of how it feels to wake up on a cold winter
morning to find gifts waiting for you from some mythical spirit. For those of you

with your own children now, you probably have another memory of trying to recreate
that experience for your own children. Special planning, little secrets, weeks (maybe
even months) of creating excitement and anticipation for them.

I do not have children of my own, but I do take great pleasure in watching my friends’
children bother them, day in and day out, about what they want from Santa. Add to
that the advertisements on children’s cable program stations, and it becomes months
of “I want. I want. Can I have?” I witness these endless exchanges and the behavior-
modification techniques employed by my friends, such as “Don’t hit your brother, or
Santa will move you from his list of nice to naughty!” 

One friend in particular found a brilliant way to deal with this. For the last 12 years,
Toys “R” Us has produced a catalog, called the BiG Book, that contains everything that
children have been eyeing in the commercials. The toys go on sale starting on Black
Friday, the day following our Thanksgiving in the U.S., which is our biggest shopping
day of the year.

The BiG Book is basically a nicely merchandised store inventory of all that is hot and
highly desired by children — gaming devices for big kids, Barbies for youngsters, Thomas
the Train sets for toddlers, soccer balls and shin guards for aspiring professional athletes,
plus thousands more games, books, clothing, novelties and accessories. One of my friends
hands her son the BiG Book as soon as it arrives in the mailbox, and this keeps him
busy. He spends weeks with it under his arm, until the edges are frayed, pages are
ripped and juice stains freckle the cover. With a crayon, he circles everything he wants
from Santa. I have seen him flipping the pages and double-checking his selections while
he eats his cereal in the morning or watches afternoon cartoons. For the weeks leading
up to the “big day,” he is never without it and makes sure to show his selections to
anyone who will entertain his enthusiastic explanation of what this or that toy does
(maybe he thinks some of us have a special “in” with Santa Claus).

This is how I feel about the Fall issue of VIEWS. This is the BiG fabulous issue that
contains the annual QRCA conference schedule with the session descriptions. I am not
unlike my friend’s four-year-old son in how excited I become, knowing that the con-
ference is just a few weeks away. I study everything in the schedule and try to decide
in advance which sessions I want to attend. I circle the lengthy descriptions, underline
key words and write notes in the margins. I base my selections not only on the descrip-
tions and the presenters, but also on what aspect of my business or research skills need
attention. Of course, I also talk to other QRCs and ask them what sessions they will
be attending. I will refer back to this issue a dozen times before I finally arrive at the
conference. You get your first peak at this material on page 56. With the variety of
content and presenters, there is something for every QRC at every skill level.

But wait – there’s more! This issue also contains a wonderful selection of Toolbox
articles: “Looking for Recruits — Going Beyond Google” by Scott Swigart and Sean
Cambel, who provide direction on how to mine social-networking sites for high-quality
respondents; Dylan Johnson and Michael Freehan help you manage client enthusiasm
and expectations; and Judithe Andre reminds us how our innate skills of listening and
validating respondents should remain top-of-mind for all qualitative researchers. Else-
where in the magazine, Betsy Leichliter explains how she has changed her mindset to offer
her clients better insights; business coach Mary Ellen Bates gives us guidance on selecting
a compatible coach to achieve your professional goals; we learn more about Morae™
usability software from Steve Gissin; Shaili Bhatt explores the trend of free merchandise
and how this affects the blogger/marketer/reader relationship. This issue also contains
some wonderful reviews of books you might even want to add to your holiday wish list.

So keep this issue (and your crayons) close by as you prepare for your next research
project or make your plans to attend the annual QRCA conference, Innovation Instinct
Vision, in fantastic Philadelphia, Pennsylvania, USA, October 13–15, 2010.  

IT’S THE MOST WONDERFUL TIME OF THE YEAR —

U
CONFERENCE TIME!
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By Abby Leafe
CUSTOMER STRATEGY

CONSULTING, INC.
PRINCETON, NJ

ALEAFE@CUSTOMERSTRAT.COM

last few months have been humbling for me. On the home front, my four-
year-old son has discovered the word “whatever” and uses it with impu-
nity whenever I put forth an idea that he doesn’t like. And after 15+

years of living on my own, I have moved back home with Mom until our new house
is complete, bringing my husband and kids along with me. There is something about
eating dinner off of the same Mickey Mouse plate you used when you were six that
keeps the old ego in check.

My challenges have not been confined to the home front, however. Although I have
been a qualitative research consultant for about 11 years now, I had two incidents with
clients recently that made me rethink what I do and how I do it.

Incident number one happened a few months ago in Dallas. I had a project for an
advertising agency that wanted to test concepts for a client in the health insurance
industry. Given that the American consumer rates health insurers right up there with
root canals and property taxes, I knew I would have to be on top of my game to get
them excited about a series of fourteen concepts. After the first set of groups, my end
client (who was not able to attend the groups), called with some feedback.

“I heard everything went great,” she started with. Phew, I thought. “The planners
thought that you did a really great job of using energy to keep the respondents engaged.
And it helped that you were using humor, too.” We continued along a list of little
changes that they wanted to make to the concepts and the flow. “Oh, and there’s just
one more thing,” she added, pausing.

“Okay…”
“They thought you were a little too… ‘perky.’”
My heart sank. I can definitely respond to comments about question phrasing, effec-

tiveness of a variety of techniques or even ways of changing up the room to change the
dynamics. But how does one respond to “too perky”? Those who know me personally
know that this is pretty much, well, who I am. And it is a personality trait that I think
(hope?) my other clients value me for. (As another client responded when I told her
this story, “Thank god you’re perky. Who wants a bitchy moderator?”)

Incident number two happened only a few days ago, so it is a recent blow to my
thankfully strong self-image. The same agency client was now working with a large
investment bank. The bank wanted a qualitative researcher with experience in both
finance and technology, which fit my skill set very well. There was only one catch: They
doubted that a young-ish female moderator would be “strong” enough to manage a
room full of investment bankers. The agency, though, had a lot of confidence in me
and wanted to convince the bank otherwise. Could I possibly come in to meet with
the bank so that they could interview me about my skills and experience?

I should have trusted my instinct and walked away from this project, but I knew that
I could handle investment bankers and that I would love the opportunity to work with
this target audience. And frankly, I am not usually in the position of being able to turn
down jobs. I assumed that if I met with the decision-maker, he would see right off the
bat that my perky self was just what he was looking for.

The meeting went great. I dug out some conservative shoes and even a blazer, and
we brainstormed about the project at length. Leaving the meeting, he appreciated my
time and seemed to look forward to working together. It was only several days later
that I got a very apologetic voicemail from the same agency client who had to deliver
the “perky” message: “Apparently Joe Client decided that you would not be able to
manage the group effectively, so we have to go in a different direction.”

Unlike the feedback from several months ago, this time I was just hopping mad. There
was nothing that I could do without risking the relationship with my end client, so I had
to let it go, but it left me thinking about how research buyers connect with qualitative
researchers, and vice versa. For example, some readers of these two anecdotes might
suggest that I move on to clients who don’t put me through the emotional wringer on
every project. But I have also done some award-winning work with this agency, and I
like my end client there very much. So, fellow research pros, I ask you, how can we

MOVING ON

The

There was
nothing that I
could do with-
out risking the

relationship with
my end client, so
I had to let it go,

but it left me
thinking about

how research
buyers connect
with qualitative

researchers,
and vice versa.
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do more work with Ms. Right and
leave Ms. Good Enough by the
wayside?

Research buyers who are looking to
engage Ms. Right for their next project
have a number of QRCA resources at
their fingertips.
• QRCA.org: Did you know that you

can post projects or jobs right on our
website for members to respond to?
There is no better way to connect
directly with over 900 QRCs with
hundreds of specialties who conduct
research in dozens of languages.

• Our publications: QRCA publishes
articles on every facet of qualitative
research in a variety of formats. You
can search archives of this publication
online at qrca.org. Perhaps there is a
QRCA author who does exactly what
you need.

• Our events: Every year, QRCA hosts
one conference that is open to the
wider research community, where you
can talk with our members up close

and personal, just in case you want
to avoid “perky” moderators… or
maybe even find someone perkier than
me. Our Symposium on Excellence
in Qualitative Research will be held
in Spring 2011 in Chicago and again
promises to highlight the best qual-
itative case studies from the end-
user perspective.
And perhaps there is a lesson in my

long-winded tale of humbling experi-
ences this year for qualitative research
consultants as well: Trust your instincts.
I knew going into my meeting at the
investment bank that there was some-
thing not quite “right” about the situa-
tion. Perhaps I might have done every-
one — me, the bank, my end client — a
favor by making a referral to a QRCA
colleague who would have fit their
initial criteria, rather than trying to
force fit myself into the situation. My
time could then have been better spent
focusing on developing other new client
relationships, and I would have built

up positive equity with the colleague
to whom I referred the business.

Or maybe the lesson is actually one
that I have been learning from my son.
Sometimes, you just have to throw your
hands up, say “whatever” and move
on to the next thing.

Endnote: Speaking of the next thing,
this column marks my last as President
of QRCA. I have so enjoyed the role
and this column, and I want to person-
ally thank those who have reached out
with ideas, comments and suggestions.
VIEWS continues to be a flagship of
QRCA, showcasing some of the most
forward-thinking perspectives on qual-
itative research, and I have been proud
to be a part of it. I am also delighted
to be passing the presidential torch
to Nancy Hardwick in September.
I know the association will continue
to thrive under her leadership, and I
look forward to reading her thoughts in
this space.





CO-CREATION:
NOT JUST A METHOD… A STATE OF MIND

B Y B E T S Y L E I C H L I T E R

Leichliter Associates • New York, NY • betsy@leichliter.com

thing I love about the qualitative research profession is that it
always feels like a work in progress that continually evolves to
meet the changing needs of the clients it serves. 2010 has felt

like a watershed year: many fresh approaches are emerging, and strong classic
approaches are adapting to survive.

For decades, the post-World War II population boom fueled the rise of con-
sumer-goods marketing and branding that turned qualitative research from a tiny
craft into a recognized profession. Then, late 20th-century technology innovation
spawned entirely new types of service businesses and client-user relationships.
These developments stretched our qualitative skills to better understand (with
the help of usability and new forms of ethnographic research) how interactive
and in-the-moment experiences work and what they can mean for marketers.
Rapid adoption of new interactive and mobile communications, including social
media, is now pushing us to sharpen our abilities to observe, interact and engage
with our clients’ targets qualitatively — one at a time or millions at a time, for
a moment or for a lifetime.

The biggest driver of change today, however, is the fact that we live in a world
of economic uncertainty. That uncertainty is changing the drivers of business
growth. So, clients are asking us to help them find the new drivers, help create
them or both. They want to stay closer than ever to their customers — to test
hypotheses, detect needs, diagnose behaviors, generate ideas and other traditional
functions that qualitative research can perform so well. They are also asking us
for new and creative ways to share experiences with their customers that will
help clients discover new customer-defined values that lead to new sustainable
competitive advantages.

Since successful qualitative researchers tend to be a curious, resourceful and
open-minded lot, many will consider these challenges quite inspiring. Many of
us, though, sometimes fail to think big enough or holistically enough about what
our clients really need from us. In the current flurry of new methods and tech-
niques, we may channel more energy into the “how” or “craft” aspects of our
work than we put into the ultimate purpose and value of the research we do;
we sometimes spend more time experimenting with and refining new ways to
expand our qualitative “toolkits” than detecting, interpreting, evaluating and
sharing meaning and actionable insights with our clients. Our clients sometimes
fall into the same trap, forgetting how important it is to make sure we fully
understand the ultimate goals of the qualitative work they ask us to do.

After a recent qualitative project yielded insights that were satisfactory but
not very inspiring, I wondered, “What can we do next time to help us think
bigger and better about the meaning and value of the research we do?”

Searching through my pre-iPad book collection for inspiration, I re-
connected with The Future of Competition: Co-Creating Unique Value with

OneI had assumed
that “co-creation”
was, at best, a new
buzzword for idea
generation or con-

cept cultivation
and, at worst,

corporatese for
“cool ways to
make up cool

stuff.” Not so.
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Customers (C.K. Prahalad and Venkat
Ramaswamy, Harvard Business School
Press, 2004). I recalled how, when I
first read this book, it gave me a new
way to think about the potential power
of qualitative research.

Before reading this book, I had
assumed that “co-creation” was, at
best, a new buzzword for idea gener-
ation or concept cultivation and, at
worst, corporatese for “cool ways to
make up cool stuff.” Not so.

In this book, Prahalad (who, with
Gary Hamel, pioneered the “core com-
petences” concept — the unique abil-
ities that give a company its competitive
edge) and Ramaswamy define a mar-
keting and corporate organizational
model based on co-creating unique
value with customers.

In traditional product or service-
based business models, a firm defines
the value it sells and delivers to its cus-
tomers. Some “customization” options
may be available to customers, typically
from a range of choices pre-defined by
the firm. In contrast, the authors of the
co-creation model view products and
services as simply artifacts around which
users co-create unique value through
compelling individual experiences they
have with a product or service.

For example, the music industry for
many years persisted in forcing cus-
tomers to buy music in the form of
albums produced by the industry,
whether or not users wanted those
particular song collections or playlists.
When Napster made it possible for con-
sumers to download single songs and
arrange them the way they wanted to
experience them, customers redefined
the value they get from their music-
enjoyment experiences. New services,
such as iTunes, that recognized and
cultivated this new customer-created
value have been able to sustain unique
competitive advantages, resulting in
extraordinary growth.

The birth of this co-creation-based
business model coincided with the rise

of high-speed-internet penetration and
the advent of Web 2.0, which forced
many marketers to reduce their reliance
on one-way push media and embrace
more interactive two-way communi-
cations. In turn, this helped spawn
insights communities, innovation or
co-creation networks and other rapidly
evolving research environments and
processes to enable unique and com-
pelling co-creation experiences that
include high-quality interactions
between customers and (1) products
or services, (2) other users and (3)
the firm.

Since co-creation’s introduction, many
firms have embraced it to define entirely
new value propositions (especially in
innovative technology-based categories)
or to feed the need for continuous value
creation in categories where opportu-
nities for fundamental product or serv-
ice innovation may be more limited.
Co-creation, however, does not happen
by merely using new research resources.
Firms that seek unique new customer-
created value must go beyond being
“customer friendly” and not just
“listen” when it is convenient to do so.
As Prahalad and Ramaswamy note,
companies need to fundamentally
change the way they interact within
their organizations and with suppliers/
partners so that high-quality interaction
across functions and with target cus-
tomers is inevitable.

Over time, co-creation as a business
model has had its share of detractors.
Even Prahalad acknowledged that it
takes time for industries, companies,
systems and people to adapt to the
changes it requires. For many, “collab-
oration is a lot harder than competi-
tion.” Advocates, however, continue to
believe in the value that firms receive
from taking the holistic, inclusive and
experience-focused view of their cus-
tomers that this model requires.

So, how does keeping “co-creating
unique value with customers” in mind
as a business model (not merely as a

research method) help me be more val-
uable as a qualitative research consult-
ant? When working with firms that are
built around this model, adopting a
“co-creation mindset” helps me stay
focused on what clients are ultimately
trying to gain from their targets through
the research they request: customer-
defined value derived from unique cus-
tomer experiences. When working with
clients not on a co-creation business
model, my co-creation mindset helps
me stay focused on understanding how
research participants experience value.
It also helps me be more open to dis-
covering clues that may lead to unique
new value advantages. In either case,
using this model as a backdrop for
designing, conducting and, especially,
interpreting qualitative research has
become a useful way to help me deliver
on my own belief that “Open Minds
Open Minds.®”  

1. Define clear objectives
for the project.

2. Identify the right cus-
tomers to involve in
the process.

3. Work with customers to
discover what they really
want to include in a
product or service.

4. Design products or sys-
tems jointly to meet
those customers’ needs.

5. Decide how to share
the value.

6. Overcome internal resist-
ance to change within
seller, buyer and part-
ner organizations.

Adopting a “co-creation mindset” helps me stay focused on what
clients are ultimately trying to gain from their targets through the
research they request.

Typical Steps Involved 
in Co-Creating Value
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oday’s savviest marketers under-
stand the role of blogs and the
importance of communicating with

bloggers. The most successful and widely
followed bloggers, authors and editors
consistently update their blogs and have
an easy-to-read blogging style. They
embed images, links and videos without
the slightest exertion. Bloggers have a
significant influence over what readers
learn about products due to the inform-
ative, yet informal and intimate nature
of blogs.

It is easy to find general product
reviews on the internet, but consumers
are also turning to category-specific
blogs for trusted product reviews. There
are popular blogs for techies, foodies,
politicos, fashionistas, moms — the list
goes on. Entire communities of personal
blogs, like those found in the BlogHer
publishing network, are flourishing
with members trying to enhance their
presence online.

Blogs present a variety of direct and
indirect platforms for marketers to han-
dle product promotion in effective and

extraordinary new ways. Mainstream
books and movies, such as the recent
Oscar-nominated film, Julie and Julia,
are inspired by blogs. The success of
Julie and Julia resuscitated public hunger
for Julia Child’s cookbook, Mastering
the Art of French Cooking; the cook-
book’s sales soared, topping bestseller
lists 48 years after it was first published,
simply because of a frustrated amateur
cook, Julie, and her blog, “The Julie/
Julia Project.” Julie started the blog to
detail her yearlong quest to prepare
every recipe in the aforesaid cookbook;
her blog subsequently inspired its own
book and the now-famous film.

Blogs can also feature direct links to
product purchases. Bloggers are the
newest third-party merchants in the
marketing mix. Affiliate programs from
retailers such as Amazon help make the
purchasing process more seamless and
convenient, for both consumers and
bloggers. Online retailers reward blog-
gers with a small portion of the pur-
chase price for each sale that linked
through their blog.

How Do Testimonials and
Reviews on Blogs Impact
Qualitative Researchers? 
Not everyone has a blog, nor does every
blog review every brand; however, pro-
fessional qualitative researchers use
blogging and blogging technology as
effective research tools. Private blogs
are not open to the public and can be a
very effective way to conduct research
with crowds or individuals in a moder-
ated online environment. In projects
that are set up and moderated by qual-
itative researchers, private blogs can
offer more one-on-one interaction and
perhaps more flexibility in participa-
tion among respondents than online
discussion boards and research forums.

The background and development
of a qualitative research study can also
be enhanced by the individual insights
harvested from existing public blogs. For
an existing product, marketers can col-
lect valuable testimonials and first-
hand reviews from bloggers (and their
readers’ comments). Some research firms
offer “webscraping” services to collect

T
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and summarize opinions from blogs and
social media. This allows marketers and
brands to weigh the incoming informa-
tion in bulk and on a regular basis.
Furthermore, marketers can substantiate
and balance their findings from unstruc-
tured online resources like blogs with
professionally moderated interviews
and ethnographic observation.

Freebies Entice Bloggers
Marketers actively seek outstanding
bloggers to promote their products, and
freebies are fair game. Former magazine
editor Dianne Jacob has written exten-
sively on this subject in her blog, “Will
Write for Food.” She speaks directly to
bloggers about their power as reviewers
and endorsers, saying, “According to
Business Week, many advertisers have
turned to the blogosphere as an inexpen-
sive way to get publicity, offering cash
and products in exchange for glowing
reviews. ‘Bloggers are cost-efficient,’ says
Sean Corcoran, an analyst at Forrester
Research. He titled a recent report, ‘Add
Sponsored Conversations to Your Tool-
box: Why You Should Pay Bloggers to
Talk About Your Brand.’”

“That’s right,” says Jacob. “Some
companies pay bloggers to write about
products in their own blogs, and accord-
ing to the survey, 87% of bloggers
think that’s fine.”

A simple search on the how-to’s of
blogging reveals that content generation
is a genuine concern among bloggers,
second only to blogging frequency or
achieving a regular posting schedule.
Many of the bloggers that receive and
accept freebies view them as a way to
add new content; this, in turn, helps
them facilitate the informational, edu-
cational and sometimes promotional
nature of their blogs to gain readership.

Pair the bloggers’ compulsions to
author fresh content with the pressure
to publish on a regular basis, and it is
the perfect opportunity for marketers
to step in with freebies that they hope
the blogger will promote with first-
hand reviews.

The BlogHer Publishing Network
is an excellent example of an online
community and ad network set up to
“empower the most influential women
in social media,” citing that 70% of its
members write or update their blogs

themselves. Entire conferences, such as
the BlogHer conference, are built around
the premise of marketers meeting influ-
ential bloggers in person, communicat-
ing their needs, introducing them to
their brands… and exchanging freebies.

Truth in Blogging?
Positive reviews of freebies by popular
bloggers have the potential to leapfrog
the influences of traditional marketing.
The trend of gifting freebies for expo-
sure is nothing new; film and television
celebrities have been famously accept-
ing bags of freebies for years. Celebrities
are often paid to promote particular
brands, and if they are famous enough,
they receive presents to dazzle red-
carpet reporters and excite paparazzi as
they leave their favorite store or walk
to their favorite coffee shop.

The excitement around courting
bloggers and treating them to freebies
like celebrities makes online banner
advertising seem pretty conventional.

The situation seems win-win, but
when marketers give away freebies, are
the reviews really free and truthful?
Freebies and coupons for free services
arrive in the mail for influential and
lucky bloggers, but what are some
of the dangers and guidelines for
these freebies?

The Federal Trade Commission has
new guidelines that require bloggers,
and even celebrities, to disclose when
they are being compensated by an adver-
tiser to promote a product. According
to the agency’s new guidelines, blog-
gers who are not forthright about
paid reviews or freebies can face up
to $11,000 in fines from the Federal
Trade Commission (text of the FTC’s
“Revised Endorsement and Testimonial
Guides” can be found at http://www.ftc.
gov/opa/2009/10/endortest.shtm).

For example, MamaBuzz (http://
www.mamabzz.com) has given market-

ers promoting kid-related books and
products access to “quality blogging
mamas” since 2009. For a fee, market-
ers can have placements in Mama news-
letter “buzz blasts,” tweets and blog
reviews in the form of “blog tours.”
According to the MamaBuzz website,
reviewers “receive no compensation for
buzzing these products. They do, how-
ever, receive the products at no cost to
them, which they are then allowed
to keep.”

Even so, MamaBuzz encourages blog-
gers to disclose freebies in their reviews
to comply with FTC regulations. The
site also suggests, “Take the extra step
to write a thank you somewhere on
your review to the author/publisher/
creator/company of the product for
allowing you to review the product.”

Similarly, Booksneeze (http://www.
booksneeze.com) openly facilitates
book reviews of free books given to
consumers, a perk usually reserved for
the press and other opinion leaders.
Self-selected “Booksneeze bloggers”
can register and request titles from a
short list of available books in exchange
for writing reviews on their blog or
consumer retail websites. Members are
encouraged to disclose that they are
reviewing “a complimentary copy of
this book” or an “advanced reading
copy” on every review.

Many other sites promote blogging
for freebies such as Social Spark (http://
socialspark.com/), BzzAgent (http://
www.bzzagent.com/) and Pay Per Post
(https://payperpost.com/).

This is old territory for Dianne Jacob,
who has made and enforced rules about
reviewing products. On “Will Write
for Food,” she advises bloggers about
accepting freebies. Here are her recom-
mendations to her readers:

“Ethics rules have existed for years
but are hardly uniform. At my maga-
zines, I thought I knew which reviewers

The Federal Trade Commission has new guide-
lines that require bloggers, and even celebrities,
to disclose when they are being compensated
by an advertiser to promote a product.



received and returned which products,
but I probably never had the whole pic-
ture. I hired a full-time editor whose job
was to sift through press releases and
write up products. He often hid from
me the expensive gifts companies sent
him during the holidays. At another
magazine, I inherited a severely under-
paid staff accepting tons of freebies as
compensation and then never running
the stories. I reorganized the department,
paid them what they were worth and
got rid of that system.

“One critical difference is that all the
reviewers and writers were professional
freelance writers and employees paid for
their work. But most bloggers aren’t
paid. Perhaps some feel that freebies
are justified, that they’ve earned them
somehow. At last year’s BlogHer confer-
ence in Chicago, Liberty Mutual sur-
veyed 175 bloggers on responsible
blogging and found:
• 98% believe it is acceptable to receive

a free product.
• 87% believe it is okay to write com-

pany-sponsored posts.
• Most mentioned transparency, dis-

closure and honesty as key caveats to
receiving free products and writing
sponsored posts.
“Independent bloggers represent their

readers, not just themselves, and cer-
tainly not the companies they review.
Product reviews, even on blogs, are
guides to tell readers whether it’s worth
their money and time. What can bloggers
do protect and respect their readers?

“I decided to do a little research of
my own and contacted a few top food
bloggers to ask questions. I was a little
shocked when I spoke privately with a
blogger whose ‘star is still ascending.’
She said she gets so much free stuff that,
were she were to write about it all, she
would never need any other content.
Ford offered her a free Mustang con-
vertible for the weekend if she would
just take a photo of it and put it in her
blog. (She declined, only because she
was too busy, but another blogger took
Ford up on it.)

“Marketers have offered this food
blogger free restaurant meals, free hotel
stays and hundreds of dollars worth of
free food and kitchen equipment. She
says she only writes about things she
likes. The reality is that, like restaurants,
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most products and foods fall into the
gray area between poor and excellent.
I think it’s her responsibility to talk
about the gray area, and to occasionally
slam a product when deserved. Maybe
she’s afraid that if she does so, the door
will close on the freebies. If so, her
priorities are skewed: what should
matter most is her relationship with her
readers. She has to earn their respect,
and then keep it.”

Below are Dianne Jacob’s five rec-
ommendations for food bloggers that
can be applied to any blog. Each also
includes the author’s corollary tips
for marketers:

1. If marketers offer
products, bloggers should
have a clear policy.
Take only what is appropriate and rele-
vant to your blog. For example, a Mus-
tang is not food related. Some bloggers
refuse to accept anything, but I do not
think that will happen in the future.
Don’t promise in advance that you will
write about the product or experience.
Do not succumb to pressure. Do not ac-
cept products where strings are attached.

Tip #1 for Marketers: Do your
homework. Try to read a variety of
posts by the blogger to get a feel for
who they are and what is their subject
matter. Reach out to bloggers, but do
not pressure them. Avoid advertising
or spamming the comments section
on any blog.

2. Ditto about free trips. Don’t
go if it is not relevant to your
blog, but do go if it’s something
you need to learn.
Again, don’t promise anything. Here’s
an email a top food blogger sent to me:
“I have accepted trips… not to review
a place, but for educational or social
reasons. For example, Kingsford Char-
coal sent me to ‘grilling university’ in
Arizona for a weekend. I didn’t know
how to grill, but wanted to learn. After
I got back home, I bought a gas grill,
a kettle grill, and started grilling and

experimenting. Wait a minute, they gave
me a kettle grill ([after] I asked for one),
but that was three years ago. If this
were today, I wouldn’t have asked for
the grill. I would still accept the trip if
I thought I could learn.”

Tip #2 for Marketers: Consider offer-
ing educational and social experiences to
bloggers that both relate to your prod-
uct and can add value to their blog.

3. If you do write about
products and trips, be honest
with your readers. All you have
is your reputation.
If a company pays you to write about
their products or sends a freebie for
review, disclose it every time — not just
in a separate page about your policy,
but within the actual review. It doesn’t
hurt, and it makes you appear ethical
and upstanding. Otherwise, you look
suspicious. For example, a food blogger
Twittered about a particular resort. I
wondered why she mentioned it by
name. Did a company send her there
for free?

Also, be clear about product sections
on your blog. Having an Amazon store
is self-explanatory, and I like that. But
other listings can play coy. If you’re
going to list products with titles
like “Shop” or “Recommend,” your
readers won’t know whether it’s code
for “Someone gave this to me for free,
and now I’m writing about it.” Make
clear whether the company sent you
these products or whether you discov-
ered them on your own. Readers have
a right to know.

Tip #3 for Marketers: Look for
disclosure statements. Does the blogger
disclose the receipt of gifts, discounts
and freebies?

4. If you don’t write about
products, don’t take them.
Assume that all products should be
returned, unless the marketer says to
keep it… or you ate it. (Okay, the latter
applies only to food blogs.) Have a
policy about what to keep. For example,

at the New York Times, reporters are
not allowed to accept anything worth
more than $25.

This point seems obvious, although I
heard that a well-known food blogger
accepts products all the time and never
blogs about them. What is that about?
Her mailing address isn’t on her blog,
so she is telling marketers where to
send the bling each time? Some mar-
keters are eternally hopeful and will
keep sending products when it’s clear
there’s no outcome, but it seems greedy
to keep taking it. Do not take products
you don’t write about, want to pass
along as gifts or want to sell.

Tip #4 for Marketers: Be aware that
some bloggers will accept and keep
gifts without writing about them.

5. Don’t always love everything.
It makes you look like a shill, and after
a while, readers won’t need to read the
post to know what you wrote, because
it’s always a rave review. Plus, it looks
like you can be bought. Professional
restaurant reviews are good examples;
most of the time, they are positive, but
they also have pros and cons. Every
once in a while, a reviewer slams a
place. They likely won’t target a mom-
and-pop shop, but if an expensive res-
taurant opens with tons of hype, review-
ers will let them have it if the experi-
ence doesn’t match up with the cost.
Be balanced.

Tip #5 for Marketers: Don’t expect
bloggers to love everything you
give them.

Food for Thought
for Marketers
These are general rules for bloggers, but
what can marketers learn from these
guidelines? No marketer wants to begin
relationships with bloggers who lack
readership, loyal followers and basic
integrity. The impact of bloggers’
reviews over their total readerships is
still a gray area, but there is no doubt
that bloggers are worthwhile affiliates.
The right combination of a trustworthy

[As a blogger,] “It’s her responsibility to talk about the gray area and to
occasionally slam a product when deserved.”
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and powerful blogger, a good product
and a positive review can lead to online
and offline sales.

There is value in developing a marketer-
blogger relationship, but how can mar-
keters get bloggers on their radars?
FoodBlogAlliance.com identifies two key
hurdles to building this relationship.
First, it is easy for bloggers to ignore a
“generic” pitch or press release. Second,
bloggers are an independent lot, and
many want to “discover everything
for themselves.”

Marketers can build relationships with
bloggers by providing detailed contact
information on product websites. Though
this may be standard practice, consider
taking it a step further. Encourage blog-
gers to complete an online form to share
who they are, the type of blog they write

and what interests them. Allow bloggers
to get to know your company and what
kinds of products you work on. If pos-
sible, ask if bloggers would like to be
introduced to new products or invited to
exclusive opportunities, especially “for
free” or at an attractive discount. All of
these can be valuable and meaningful
ways to connect with bloggers.

As the marketer-blogger relationship
evolves, our understanding of the pro-
motional guidelines, policing of freebies
and enhancement of the getting-to-know-
you process can assist this marketing
model to succeed.

Many thanks to Dianne Jacob for her
contributions to this article. She blogs
at, “Will Write For Food,” http://
diannej.com/blog/ and can be reached
at dj@diannej.com.
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am, admittedly, an Oprah Winfrey fanatic, a fact known to very few of my fel-
low QRC colleagues, until now, of course. Recently, in celebration of the 10th
anniversary of Oprah’s O Magazine I, along with thousands of other fans,

took advantage of the special occasion and traveled to New York to see Oprah
“live.” During her performance, she mentioned a familiar phrase — one that
she has echoed countless times before on her show. However, this time hearing
it again while on the heels of completing a project where I moderated interviews
with chronically ill patients, Oprah’s statement resonated more profoundly. In
close paraphrase, she said, “I’ve learned that we all want to be validated, to
know that what we say matters, that it means something.”

I like to think I know a thing or two about “validating” what people say. After
all, I am in the business of eliciting and dissecting the feedback and opinions
of consumers, patients and other professionals to inform many of the product,
service and communication plans that are out in the marketplace today, contrib-
uting to our economy. If that does not mean I validated what they said, then I
am not sure what does.

However, hearing Oprah’s statement this time led to my own “Aha moment,”
as I was left pondering: just how well do we as moderators “validate” the voices
of our respondents who, presumably, like all other human beings, want to believe
we truly care about what they say when they share their unique and, at times,
very personal needs, opinions and emotions with us?  It reminded me that the
soft, intangible skills of moderating, although at times taken for granted by
newcomers to the field and even us seasoned researchers, are critically necessary
to retain and master in order to “validate” our respondents during an interview.

Over the years, I have witnessed the detrimental impact that a moderator’s
lack of empathy can have on research in general, and specifically the impact it
has on research aimed at understanding and uncovering the stated and unstated
needs of respondents, such as Voice of Customer research. Lack of moderator
empathy plays itself out in a number of ways, such as poor communication of
the introductory remarks, failure to establish and maintain rapport, over-relying
on scripted questions and overall lack of preparedness and confidence. Whether
one or several of these symptoms are enacted, they portray lack of regard, and

I
The soft, intangible
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although at times taken
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they often mitigate respondents’ ability
to fully share their individual opinions
about a product, service or idea. The
impact is results that yield very little new
and actionable insights that a client
team can then execute.

In this article, I do not intend to
preach to the choir by reviewing the
reasons why it is important to promote
an attitude of care, appreciation or
interest (i.e., validate), while moderating
to elicit an understanding of customer
needs. Instead, I will address how to
effectively moderate in a manner that
validates — and to use terms less com-
mon in our industry — care about or
appreciate our respondents when con-
ducting voice of customer research.
Before I share these tips, I want to say
a few words about developing rapport
with respondents. 

A Word about Rapport
Rapport building, the catch-all phrase
for the process of developing — through
varied words and actions — both a
sympathetic relationship and an atmos-
phere of comfort with respondents,
may be top-of-mind when you think
about the notion of exhibiting care
while moderating. Indeed it should be
top-of-mind. I believe that developing
rapport with respondents is the most
important step when conducting these
interviews, and it should be nearly an
organic part of the Voice of Customer
exchange. Given its significance in the
work that we do as moderators, let us
just consider rapport building a “given,”
already accounted for in our arsenal
of moderator “must do’s” during an
interview. It is just that important.

Tips for Validating
So, moderators, are you ready to care?
Here are a few guidelines for how to
project authentic interest and (in other
words) appreciate respondents while
moderating. These tips are based on an
accumulation of hands-on experiences,
trainings and observations I have had

over the years. They have worked
supremely well for me, and they will
help draw out your respondents’
true needs.

Appreciate.
Besides not forgetting the obvious —
that is, sincerely thanking your respond-
ents during your introduction for their
willingness to participate in your project
— there is no greater way to show
appreciation while moderating than
through your actions. Your nonverbal
behavior should make respondents feel
respected and acknowledged. Giving
them eye contact, sitting or standing
with shoulders relaxed with a slight
leaning towards the respondent and
nodding occasionally to indicate that
you understand or need more informa-
tion are all subtle, yet impactful ways of
being attentive to your respondents.

Plan.
This goes without saying, but prepara-
tion is a must, particularly as it relates
to the discussion guide. Before your
interview, prepare and review both an
outline of questions and a strategy for
asking those questions. You should
prepare enough so that you are not
reading your topic guide verbatim, as
this will stifle the natural fluidity of the
discussion and cause you to lose eye
contact with respondents. Your prepa-
ration will breed confidence, which is
a surefire way to establish greater
rapport with respondents.

Perceive.
Multitasking is an inherent part of our
job as moderators. Engrossed in our
moderator “duties” during an inter-
view, however, we run the risk of not
being fully aware of our present envi-
ronment, and we may even lose sight
of key information, innuendoes
and nuances. To combat this, I have
learned to do what I typically require
from respondents, and that is
to perceive.

For a moderator, the practice of per-
ceiving requires making a concerted
effort to block out thoughts or distrac-
tions that are unrelated to your current
discussion with respondents. Distrac-
ting thoughts that can prohibit us from
engaging fully in the moment with
respondents could include self-absorbed
and self-critical thoughts. Self-absorbed
thoughts are the ones that usually
include the word “I” and may reek of
apprehension: (e.g., How am I going
to tie this to what was said yesterday?
What am I going to write in the report?
What else should I ask from my list of
questions?). The self-critical thoughts
can rob even the most experienced and
confident moderators — causing us
during an interview to over-analyze or
critique what we coulda, shoulda,
woulda said or done, as opposed to
assessing matters later at a more oppor-
tune time.

Other types of distractions, such as
traffic, loud noises or constant inter-
ruptions, should also be immediately
mitigated if they occur while you are
interviewing. With the distractions gone,
you are left with a keen awareness that
allows you to notice, for instance, the
rolling of eyes after a new concept has
been read, or a palpating sense of frus-
tration or heavy silence that fills the air
as respondents use a product or describe
an experience. These subtle instances
provide opportunities for you to follow
up and learn more during your dis-
cussion with respondents, potentially
uncovering unspoken needs that could
have been missed.

Reassure.
Respondents want to share their stories
with us, but they may not always be
confident in doing so. Therefore,
whether you sense their doubt or not,
frequently reassure them with positive
and encouraging words, such as “Sure,
tell me more”; “Yes, thanks for that”;
and “Oh, right.”

You should prepare enough so that you are not reading your topic guide
verbatim, as this will stifle the natural fluidity of the discussion and
cause you to lose eye contact with respondents.
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Empathize.
At its core, empathy requires under-
standing another’s situation or feelings.
We can achieve greater empathy
by listening attentively to what our
respondents are saying. Attentive lis-
tening — with both eyes and ears —
enhances our ability to pick up vital
verbal and nonverbal clues, intonations
and mannerisms. In its execution, it
requires that we let respondents speak
freely, in their own jargon or slang,
without correcting them or using our
own words to summarize their thoughts.
It also means we do not interrupt,
judge or focus our attention on other
matters or objects in the room while
engaged with respondents.

Converse casually.
The goal here is to make conversation
without saying too much — after all,
you are primarily there to listen to and
validate what they say. Dialogue should
occur to probe respondents so that
they explain more about their experi-
ences. It should not be an opportunity
for you to run through your list of
scripted questions.

Inquisitive.
The goal of typical Voice of Customer
research requires identifying as many
(or all) of the respondent needs as pos-
sible. Therefore, while perceiving what
is being said and observed during an
interview, we must be very inquisitive

— to the point of near awkwardness
— so that we can identify the relevant
needs that, more times than not, lie
below the surface of what is being said
or seen. Yet, keep in mind that we have
to do this without prodding respond-
ents, but instead in a relaxed and
natural fashion. Using probes — such
as, “Why? Tell me more about that.”
“What was your intention, your expec-
tation?” “What problems or issues
did you encounter?” — will assist the
art of natural inquisition.

Apprehend.
We must not only be inquisitive, but we
must also understand what respondents
are telling us and not assume anything.

Being inquisitive about and seeking to apprehend the experiences that
respondents share help foster natural rapport, empathy and regard.





Making sure we apprehend what we are
hearing enables us to capture the actual
voices of respondents and promotes sin-
cere interest in what is being said. Strat-
egies to ensure apprehension include
paraphrasing what was said, asking
for clarification from respondents or
referring back to what was said earlier
in the conversation and tying that into
a current topic. 

Totally you.
Be yourself. Enough said.

Experience.
Through the years, I have learned that
solely asking respondents what they
need yields vague and inadequate new
insights. Instead, getting respondents to
talk about an experience or observing
them in the process of an experience
reveals significantly more information
that otherwise would go undiscovered.
Being inquisitive about and seeking to
apprehend the experiences that respond-
ents share help foster natural rapport,
empathy and regard.

Closing Thoughts
It is no accident that the key guidelines
described above spell out the word
A.P.P.R.E.C.I.A.T.E. We can effectively
appreciate (i.e., validate) respondents
when conducting needs assessments by
beginning each project with a planned
outline of questions and strategies to
address them during the interview. This
preparedness not only breeds confidence,
but enables us to totally be ourselves,
conversational, empathetic, inquisitive
and reassuring, while engaging respond-
ents to share their experiences. During
the process of hearing or observing the
experiences, we should be especially
perceptive of the verbal and nonverbal
clues, seeking to apprehend as best we
can without making assumptions.

Managing all the above with actions
that show you appreciate what is being
shared by the respondents will reso-
nate care and attentiveness on your
behalf. The above guidelines, along
with rapport-building strategies, are
sure to leave respondents feeling like
what they say does in fact matter and
mean something.  
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has been said, “Wine is only as good as the grapes from which it is made.”
Likewise, qualitative research can only be as good as the participants.
Many researchers, though, find themselves working vineyards infested with

the sour grapes of professional survey takers. For qualitative research, where
the number of participants is manageably low — tens, not thousands — this
need not be the case. In this article, we will lay out the techniques that we use
to handpick each grape that goes into our in-depth interview projects.

You Get What You Incent For
A Google search for “professional survey taker” shows just how pervasive the
problem has become. It has gotten to the point where “professional survey taker”
is listed as a pseudo-career. It is socially acceptable to participate in research,
and supply answers, when you have no knowledge of the areas being researched.
This situation exists for one simple reason. The research industry unintentionally
provides some incentives for it.

From game theory, an incentive is defined as “a payoff provided as a reward
for a person engaging in some activity that does not directly provide him or her
with benefit.” And, in research, we often assume that the participants are getting
absolutely nothing out of the experience except the incentive. If that is the
case, then the incentive equally attracts knowledgeable and not-so-knowledge-
able participants.

In this article, you will see techniques that are designed to raise the quality of
participants, but this does not come for free. These techniques take more time
than a traditional screener approach, but we believe they can significantly raise
the quality of the research product.

A Few Good Great Recruits
Instead of starting with a screener broadcast to an existing panel, or relying on
a focus group facility to supply the participants, we start by thinking of the

It



29Q 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

audience we want to research and where
people in that audience are likely to
be found. In essence, it is more about
establishing a listening post in the right
place than broadcasting with a million
watts of power. While some online ven-
ues target certain niches, there are also
more general-purpose tools that can be
used to effectively find potential partic-
ipants for qualitative research projects.

LinkedIn
LinkedIn made significant headlines
recently by ceasing to provide lists to
certain market research firms. This
change in policy, however, has no effect
on the majority of us who use LinkedIn
to identify and recruit research partic-
ipants. Just as an example, throwing
“attorney ‘environmental law’” into
the LinkedIn search box returns over
6,000 results.

LinkedIn provides powerful filtering
capabilities that let you really home in
on the candidates (at right). This lets
you limit results to people in a certain
geographic area, industry, job function,
organization size and other criteria.
With a free LinkedIn account, you get
access to most of these filters, and with
a premium account, you get access to
additional filters.

The premium LinkedIn accounts are
Business, Business Plus and Pro, which

cost $24.95/month, $49.95/month and
$499.95/month, respectively. The most
significant difference between the
accounts is the number of “InMails”
you can send. On LinkedIn, InMails are
the way that you send a message to
someone who is not part of your net-
work. A Business account lets you send

3 InMails per month, Business Plus
allows 10 per month, and a Pro account
allows 50 per month.

At first glance it may seem that, other
than being expensive, LinkedIn is very
limiting, but in our experience the Busi-
ness Plus account is sufficient to recruit
large numbers of research candidates,



if you know a little about the inner
workings of LinkedIn.

The simplest way to contact people
through LinkedIn is simply to look
at their profile, see which groups
they belong to, and then join one of
those groups:

Many groups will approve anyone
for membership, and once you share
a group in common with someone,
you can usually send them a message
through LinkedIn without it counting
against your monthly InMail limit.
Looking at these groups, “Environ-
mental Law in New York” may be a
good group to join. Also, once you are
in a group, you can look at the group
members and likely identify additional
recruits. Depending on your topic, once
you have joined a handful of groups,
you may have more than enough recruit
candidates at your fingertips.

Groups also have discussion lists, and
you can post a message to these lists
explaining that you are doing research
on a topic and are looking for
participants.

Discussion Groups
LinkedIn obviously is not the only place
where you will find discussion groups.
There are Google Groups, Yahoo
Groups and all kinds of message boards
dotting the internet landscape. Again,
these are generally open to anyone, and
once you join, you can often individ-
ually message someone or post a recruit-
ing message to the group.

SlideShare
If you are looking for someone who is an
expert on a topic, then slideshare.net is
a key resource. This website is essentially
the “YouTube” of PowerPoint presen-
tations, allowing users to upload presen-
tations and other files so that they can
be seen by all. Consider a search on this
site for “environmental law” (below).

SlideShare lets you order the results
by relevance, date or popularity. In
addition, you can filter results to
show only presentations uploaded in
the last year. This is useful because
experts occasionally move on to other
topics, and you want to ensure that
the candidate has recent knowledge.
Most importantly, SlideShare lets you
view the actual presentation, so you
can judge for yourself the depth of
knowledge possessed by that candi-
date and craft a more personal invi-
tation. In addition, presentations
reveal a significant amount about the
bias of the candidate. If you are look-
ing for divergent views on a topic,
then SlideShare helps you know, in
advance, that you have coverage of
certain viewpoints.
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Depending on your topic, once you have joined a handful of groups, you
may have more than enough recruit candidates at your fingertips.
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Twitter
If you thought that Twitter was good for
finding completely useless trivia, like
what strangers ate for breakfast, then
you would be correct. If all that Twitter
contained was breakfast-cereal acco-
lades, though, it is unlikely that the
Library of Congress would be so inter-
ested in archiving every tweet. In fact,
the topics posted to Twitter are so vast
that Twitter is really a stream of con-
sciousness for a vast swath of humanity.
Because of this, a simple search of the
Twitter website can identify people who
are knowledgeable about a topic.

One challenge with Twitter is that for
you to Direct Message (DM) someone,
you need to be accepted as a follower of
his or her Twitter feed. Most individuals
want lots of followers, so your success
rate should be fairly high, as long as
you maintain a real Twitter stream
yourself and have a reasonably filled-
out profile page.

Even in the case where you are not
allowed to follow the user, you may be
able to use other means to uncover his
or her email or profile information on
other sites. In many cases, users may
simply place this type of contact infor-
mation right on their Twitter page.

Blogs
Blogs are another source of knowl-
edgeable recruits. Google offers a spe-
cific blog search (blogsearch.google.com)
that makes it easy to search for blogs
only on specific topics. Using the
Advanced Search, you can limit results
to a specific date range to ensure that
someone has recent knowledge on the
topic. Most blogs provide a mechanism
to contact the blog owner, either
through a feedback form or by listing
the blog author’s email address.

If you are really stumped to know
who owns a blog, you can try a “whois”
search at www.networksolutions.com/

whois. Simply enter the domain name
for the website (for example,
“cascadeinsights.com”), and click
“Search.” You will be provided with
the contact information for the person
who registered that website, including
an email address.

Technorati
If you want to interview people who
are real authorities on a topic or have
some influence, Technorati is a good
search tool. Technorati lets you search
blogs and, more importantly, calculates
an “authority” score for the blogs. Gen-
erally, blogs with a score of 300-600
are in that nice “Tier 2” range, where
the bloggers are real authorities but are
not so popular that they are inundated
with requests and view every oppor-
tunity through their own self-pro-
moting agenda.

Even though Technorati lets you
search blogs, it is sometimes better to
use Google to identify those Tier 2
bloggers with a Google search like
the following:

ipad “authority 300...600”
site:technorati.com/blogs/* –
inurl:directory

This Google search looks for blog-
gers mentioning the iPad with an
authority score between 300 and 600.

Would I Lie to You?
The best thing about these sources is
that there is no incentive to lie. Sure,
someone on LinkedIn may inflate his or
her resume, but no one is creating and
maintaining a fraudulent LinkedIn iden-
tity for the sole purpose of making big
bucks off market researchers. When you
look at someone’s LinkedIn profile, blog,
discussion-group posts and even tweets,
you can have high confidence that they
are who they claim they are and that

they know what they claim to know.
In short, you can eliminate the risk of
professional survey takers and be far
more informed about the people you
will interview.

Building a Better Screener
While we think this recruit method
yields superior results, there are times
that it is not feasible to recruit 100%
of the participants using these methods.
If the profile is very narrow and the
candidates are unlikely to broadcast the
information needed for identification
(for example, environmental lawyers
who drive SUVs), then you may need
to fall back on a screener to recruit
and complete the required number
of interviews.

We have all had the experience of
looking at the results of a screener
and saying, “I guess you matched the
screener, but you are not exactly who
I was looking for.” If you begin with
the techniques in this article, you can
usually find at least some great candi-
dates, and you will find key pieces of
information that let you build a better
screener to recruit the rest.

I’d Be Honored
When recruiting candidates from panels,
you know that you must list the incen-
tive in the initial contact because you
know that the participants expect an
incentive for participation.

When using these techniques, you are
contacting people through affiliations
that have their own intrinsic value, and
you know they have joined without
even thinking about market research.
For this reason, when we contact peo-
ple individually, we generally do not
even mention incentives in the initial
communication. In fact, for phone-
based in-depth interviews, we often
provide no incentive.

When crafting the initial email, we
instead focus on “Why you? Why
now?” and personalize the invitation.
For example, “I came across your
LinkedIn profile, and I see that you
have been developing software for
more than seven years and that you
have worked in some large organiza-
tions. We are conducting research for
a Fortune 500 company, and based on
your experience, you would likely have

The best thing about these sources is that
there is no incentive to lie.



real insights to provide. Would you be
available for a 20-minute phone call
early next week?”

Often, people state they are some-
what honored to be asked. With more-
senior people, they may be more
interested in a summary of the findings
than any financial incentive you could
offer. Occasionally, people will come
right out and ask for an incentive, and
you can offer one at that time.

If you post a message to a discussion
group, you may want to list the incentive
in the message. Remember, they did not
join the group to participate in research,
so it is always good to acknowledge that
with something like, “Sorry for the off-
topic message, but we are conducting
research on…”

Because focus groups require signif-
icantly more effort for the participant
than phone IDIs, you may want to list
the incentive in the initial email, but
the great thing about contacting people
individually is that you can experiment
with different approaches. We will
typically send five emails phrased one
way, and then send another five with a
different phrasing. Sometimes it is not
obvious exactly how an email is being
interpreted, and by tuning the outreach,
you should see the response rate increas-
ing as your research progresses.

Handpicked Grapes
This article began with the quote that
“Wine is only as good as the grapes
from which it is made.” We hope this
article has provided some ideas for
handpicking individual grapes for your
vintage research. We won’t claim that
these techniques are quick and easy.
Recruiting using these methods typically
involves more effort than a screener. But
it is nice to be able to stand in front of
the client and, without disclosing iden-
tities, lay out the rich and authentic
backgrounds of the participants. And
in cases where it is not feasible to
handpick each recruit, it is worthwhile
to use a hybrid approach and search for
the initial recruits using these techniques,
learn more about what might be in the
profiles of the best respondents and
then hone the screener to produce the
best results.  
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How Do You Tell Your Client that
THE PRODUCT IS SO
GOOD THAT NO ONE
WANTS TO USE IT?
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qualitative research con-
sultant is a special role
within the marketing con-

stellation, charged on one hand with
partnering seamlessly with a client by
taking on the company’s interests and
becoming an extension of the brand
team. On the other hand, a central
mission of the external consultant is
to provide an objective point of view
on product marketing through the col-
lection and interpretation of data from
customers, often referred to as repre-
senting “the voice of the customer.” In
this customer-focused role, the consult-
ant provides an important “reality
check” on the grand schemes of mar-
keters and plays a role in refining
approaches to meet the needs of the
ultimate product consumers. It can be
challenging to keep this “objective
critic” role at the forefront, as research-
ers are invested in building a relation-
ship with their clients. We are all capa-
ble of getting caught up in the enthu-
siasm of our clients for their products,
especially when respondents seem to
join in and feed the optimism.

Have you ever found yourself in a
situation as a qualitative research con-
sultant where clients’ own enthusiasm
seemed to contribute to inflated hype
regarding the likelihood of consumers
to actually use the product? When isn’t
the customer’s favorite product the best
choice? In some cases, a highly attractive
product may actually be too far ahead
of market demand. At other times, there
are real systemic or functional barriers
to adopting a new product, even if it
is clearly superior to the current choice.

For some consumer products, a prod-

uct innovation may be attractive, yet
not urgently compelling to potential
buyers. For example, a four-wheel-drive
improvement on a popular family sedan
could be an interesting “bonus feature”
for consumers driving the current model.
And in focus groups, they may think
of many reasons why this would be a
desirable option. However, the consumer
segment that is already interested in
sedans may not line up to switch to an
upgraded model with this feature. At
the “moment of truth” of deciding
whether to purchase, they will have to
weigh the actual need for this feature
at that time versus the added cost and
complications (such as lower miles per
gallon) that it brings. It may be that the
fact that they are sedan drivers rather
than SUV drivers indicates less perceived
need for “off-roading” associated with
four-wheel drive.

Another obstacle to uptake of a supe-
rior product is when there are systemic
barriers to making a change. A small
business may consider upgrading its
computer operating system, for instance,
to the latest version of Microsoft Office,
yet will find practical reasons for resist-
ing making a change right away. Even
if employees are demanding the new
capabilities and ease of use, implement-
ing a system will certainly require con-
siderable expense, time and effort.
Leadership may also feel a need to
delay the upgrade to ensure compati-
bility with client systems. The fact
that the current system seems “good
enough” for the present, combined with
potential complications of switching,
suggests that firms may put off the tran-
sition until it becomes a necessity

(i.e., certain system requirements
become essential).

A sophisticated moderator under-
stands the idiosyncrasy of the market
and starts from this perspective to help
clients use qualitative research to deter-
mine how to make the most of this
delicate balance between product appeal
and usage or adoption. This presents an
interesting moderating challenge — to
uncover consumers’ evaluation of a
product, but also their insights into how,
why and when it would be used, given
the current reality. QRCs may need to
focus on tempering clients’ exagger-
ated profit fantasies, even as they hear
respondent after respondent express
admiration for the product.

Understanding Potential Usage
of New Treatments for
Life-Threatening Infections
We have become aware of a type of
systemic barrier to uptake of exciting
new products in our healthcare work
in the antibiotic category. Particularly
in a hospital environment, the stakes
in treating a potentially fatal bacterial
infection are high, and drug resistance
is an added concern, as infections spread
easily across patients. The growing prev-
alence of super-resistant bacteria means
that physicians treating infections often
do not reach for the most effective new
medications when first treating a patient.

Most hospitals limit physicians to one
or two generic first-line antibiotics, with
additional drugs accessible through con-
sultation with an infectious-disease
specialist. These first-line options are
considered “good enough” to handle
many infections, before moving on to

The

QRCs may need to focus on tempering clients’ exaggerated profit
fantasies, even as they hear respondent after respondent express
admiration for the product.



stronger, last-resort choices. These ID
specialists, together with pharmacy man-
agers, actively monitor and control the
agents used throughout the hospital, to
avoid overuse and potential for accel-
erated development of resistance to
newer drugs. In our in-depth interviews,
it has been common for internists and
surgeons to admit that patients who fail
on first-line generic therapy are often
referred to an infectious-disease specialist,
who “takes over” the patient’s care.

In our experience, ID specialists often
are as concerned about how quickly
pathogens will mutate to resist new
drugs as they are about the effective-
ness of the new antibiotics.

Thus, from a marketing perspective,
promoting a superior new agent as a
“silver bullet” or “big gun” will almost
guarantee that it will not be readily used
in the hospital except for the most
extreme cases, when the patient’s need
outweighs the risk of possibly “weak-
ening” the new agent by exposing it to
evolving bugs. So, the real market
opportunity post-launch will be much
less than the patient infection rates
would suggest.

Qualitative research with hospital-
based physicians often elicits strong
enthusiasm for these new “big gun”
products. Respondents can fuel market-
ers’ optimistic expectations for the prod-
uct by finding few flaws with a more
effective agent to combat a resistant
pathogen. The market research consult-
ant is responsible in these cases for
defining the actual prescribing potential,
given the need to preserve the efficacy
of new products.

Implications for Marketing and
Qualitative Market Research
Consultants
Infectious-disease specialists make it their
business to be alert to agents in devel-
opment, and all stages of the R&D and
approval process are often attended to.
Thus, first impressions of key decision-
makers are being formed well before
branded promotional campaigns are
launched. The implication of this phe-
nomenon is that marketing activities,
including market research, may be even
more important in the developmental
phases of antibiotics than in other
therapeutic areas. These respondents
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have taught us a few key lessons about
marketing in these waters, which also
apply to other situations in which the
appeal of a new product may be higher
than real expected sales.

Keep messaging “on point”
for expert audiences.
In the case of antibiotics, the class of
medication and mode of action help
physicians and other decision-makers
to understand how each medication fits
within their current arsenal. These
attributes also benchmark the product
against what they know about cur-
rent agents’ efficacy and potential
for resistance.

A “better mousetrap”
is not always enough.
While efficacy against disease is defi-
nitely a “cost of entry” attribute in
the antibiotic market, promoting an
agent on the basis of superior efficacy
alone will not usually be a sufficient
reason for key decision-makers to add
an agent to their formularies and ulti-
mately encourage prescribing in hos-
pitals. Beyond efficacy, improvements
in convenience of dosing or reductions
in the duration of treatment over current
options can also resonate. Features such
as fewer overall doses required before
someone is cured, need for less equip-
ment (lines), less time for nurses to
administer medications and reductions
in overall time a patient will occupy a
hospital bed due to his or her infection
will also play a role in determining the
value of a new agent. This value prop-
osition may ease concerns raised by
adding an agent to the list of those
to monitor.

All consumers are not equal.
Medical marketers are accustomed to
the natural hierarchy of pharmaceutical

customers, whereby specialists’ expertise
and recommendations can guide the
thinking of primary-care physicians.
This hierarchy is magnified in the hos-
pital antibiotic market, due to gate-
keeping systems where even senior spe-
cialists in their own right (e.g., surgeons)
need to defer to infectious-disease spe-
cialists. ID specialists and pharmacy
administrators are at least consulted on
any case for which the typical first-line
medications do not seem appropriate
or effective.

Similar to IT decision-makers in
small businesses, these specialists ulti-
mately influence or even make the prod-
uct choice. Given all of these consid-
erations, the opinions, priorities and
objections of the ID specialists and
business leaders actually “count” for
more in determining potential share. It
is our experience that other physicians
usually express more enthusiasm than
do IDs about MRSA product profiles
in research, and clients may have to be
reminded that these physicians often
cannot make the ultimate treatment
decision. Similarly, employees are likely
to get more excited about additional
features of the next-generation computer
operating system than are those who
will have to take time to install and
administer these new systems.

Designing and Executing 
Market Research Studies 
When Product Use May Not 
Match the Level of Interest
These perspectives have a direct bearing
on the design and execution of quali-
tative market research studies that assess
market potential and the success of a
new product.

Product Concept Evaluations
These studies should make a point
of highlighting any potential “market

niches” outside of efficacy advantages,
to the point of considering the relative
value of technical and functional details
and what will most likely catch the
attention of gatekeepers or experts, as
opposed to what is of interest to general
users. Infectious disease experts tend
to show interest in novel mechanisms
of fighting infection, as this adds to
the portfolio of treatment options for
patients who have tried multiple
courses of other agents.

Drivers of Use
Studies exploring the relative importance
of product attributes need to drill down
among attributes with the power to
influence broad adoption. Care should
be taken to ensure a balance of attrib-
utes, perhaps testing fewer performance
attributes than in other contexts and
leveraging other dimensions such as the
functional value-add factors. Moder-
ators need to form an understanding
of how products might fit into exist-
ing restrictions and practices, based
on potential product attributes. For
instance, if large companies are increas-
ingly on board with a new computer
operating system, this might drive small
businesses toward the tipping point of
upgrading their own systems.

Promotional Materials Testing
Expert decision-makers tend to appre-
ciate comprehensiveness and detailed
evidence over concise, stylish and
“salesy” presentations. They will be
willing to read through data tables or
technical specs they feel are important.
Market research should approximate
the real-world promotional context
whenever possible, field-testing pieces
with trained personnel presenting the
information rather than the researcher.

Pricing
A goal is to understand the drivers of
a product’s overall perceived value,

Similar to IT decision-makers in small businesses, infectious-disease
specialists ultimately influence or even make the product choice. Given
all of these considerations, the opinions, priorities and objections of
ID specialists and business leaders actually “count” for more in
determining potential share.
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including more practical considerations
that impact the real cost of adoption.
In a small business, features or services
that ease a transition to a new software
platform from the previous system may
be even more valuable than just the
cost of the system itself.

In situations where adoption of inno-
vative new products cannot be directly

inferred based on the product’s appeal,
qualitative market researchers will find
a clearer path to success if they “step
back” from the product’s advantages
“on paper,” and explore the real-life
process of making the switch from
current products. If a strength taken to
excess is a weakness, a promotional
strategy focused on the innovation with-
out due attention to alternative drivers

of product choice can set a campaign
back. An informed moderator, how-
ever, can delve into these issues with
respondents and inform marketing by
layering demand predictions with an
understanding of barriers to uptake.

Expert decision-makers tend to appreciate comprehensiveness and
detailed evidence over concise, stylish and “salesy” presentations.
They will be willing to read through data tables or technical specs they
feel are important.
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part 1 of this article in the
Summer issue of VIEWS, we
looked at the Vietnamese mar-

ket and culture and examined how the
culture has shaped and influenced qual-
itative research and where this may lead
in the future. In this issue, we look at
this strong communal society in a way
you have never seen before — why
Vietnamese women marry for money
and how women’s position in society
influences marketing research, resulting
in some unique approaches.

The Communal Society
The Vietnamese community effort is
seen across different fronts. For exam-
ple, people contribute to a community
kitty, which is then made available for
loans. The funds are distributed via a
local committee to help one another.
People go here before considering going
to a bank or other finance company.

This strength in community has
many advantages. For example, if you
needed to go off somewhere, your neigh-
bors would look after your kids. This

is likely to change over time, however,
as giant apartment blocks are erected.
At this time, most people live in shared
houses, which supports the commu-
nal framework.

Focus Groups Work Well
Most real life in Ho Chi Minh happens
in the little back streets and enclaves
just off the main streets, where natural
communities or “wards” are created.
This community feeling shows itself
in Vietnamese focus groups where

VIETNAM
MARKET
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Talking to the Next Asian Tiger
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respondents quickly open up to one
another, sharing quite personal details
and interacting deeply with each other.
This ease of disclosure and interactive
discussion occur far faster than expected
in an Asian culture.

This candidness is very different from
other Asian cultures, where formality
and the overwhelming desire to “save
face” create a barrier. In those markets,
it is well known and clearly critical to
run qualitative research with researchers
who have local understanding and can
identify the cultural idiosyncrasies. With
an understanding of more typical Asian
countries, research clients are often sur-
prised by how forthcoming and candid
the Vietnamese people are.

In fact, the “directness” in Vietnam
startles most Westerners, especially the
English with their more-reserved nature.
Vietnamese will often outright ask new
acquaintances about their age, marital
status and even when they are having
their next kids.

This is motivated by the need to
establish one’s status. In Asian society,
people generally refer to each other with
family titles such as Uncle or Aunt,
which is a display of respect for some-
one older. The family attitude translates
to interactions in groups where you
might hear a direct comment on people’s
appearance. A question like “Why are
you so fat?” is not considered impolite.
One housewife asked another, “Why
have you got that mole on your face?
Why don’t you get it taken off?” The
other one said, “Because I think I look
like Cindy Crawford.”

Women Still Marry for Money
Most Vietnamese women marry for eco-
nomic stability. Although some marry
for love (and this idea is gradually grow-
ing), it is still considered a Western lux-
ury. While cultural values are slowly

changing, the society is still conserv-
ative, matriarchal and macho. Women
are seen as mothers and household
managers first (before being women).
As with many other Asian cultures,
many still live with the in-laws and
are expected to take care of the kids
and the elderly family members.

A typical warm-up word-associ-
ation question used by researchers in
Vietnam in focus groups is, “OK,
if I say husband, what comes to your
mind?” A frequent and common answer
would be, “Money.” These cultural
mandates have a direct impact on atti-
tudes towards products and purchasing,
since decisions are made from the role
of nurturer rather than from women’s
needs for themselves.

The More You Know about
Something, the More You
Realize You Don’t Know
For most focus groups, there is a simul-
taneous translator along with a note-
taker who provides the real meaning
of the discussion. This is key because
the direct translation may have a dif-
ferent meaning and undertone that
would not be easily identified.

For example, it is quite common and
accepted for men to have mistresses in
Vietnam. However, it is discussed in
code as “going on a fishing trip,” about
which wives will share their anxiety
and concerns. How can they keep their
husbands? Or how they don’t want to
become wealthier as their husbands are
likely to be less family focused. Most
of this is discussed symbolically, requir-
ing someone to decipher the true mean-
ing and impact.

Convenience Is a Tricky Notion
While change is slowly becoming appar-
ent, only a minority of women in Viet-
nam are getting educated and leading

more independent lives. Most subscribe
to traditions and are judged by how
well they follow them. For example, a
“good” mother has well-behaved chil-
dren who do not cry. She will, there-
fore, tend to be over-controlling.

Within this social context, certain
needs may be expressed indirectly. In
a research context, females are more
interested in convenience products, as
these facilitate greater freedom. How-
ever, they may not want to openly admit
this in a focus group since it might be
construed as selfish.

Vietnamese mothers are supposed to
sacrifice everything to the family, which
includes seeing house chores as part of
her duty. This has an impact on how
products are positioned and commu-
nicated. It is not as compelling to say
directly, “This house cleaning product
will give you more free time.” Instead,
it should be positioned as a product
that ostensibly allows more time to
care for kids. What she actually does
with her time is her affair.

Focus Groups & Techniques

Focus groups are conducted in very
much the same way.
Recruiting must be done face-to-face,
not via telephone or internet. In part,
this is a function of limited technol-
ogy. More importantly, it is a cultural
issue. It would be scary and considered
an intrusion on privacy to receive a
call from a stranger with an invitation
to a group.

AND, you can’t just turn up at some-
one’s door and ask questions, as you
might get thrown in jail. Instead, you
need to be either known in the ward
or have been authorized by the local
ward police. Residents bring unrecog-
nized questioners to the attention of
law officials. Nevertheless, a great plus

The strong community feeling shows itself in Vietnamese focus groups
where respondents quickly open up to one another, sharing quite
personal details and interacting deeply with each other. This ease of
disclosure and interactive discussion occur far faster than expected in
an Asian culture.
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about a research market in its infancy
is that people are still very excited to
talk about things.

Ethnographic research is more
important in Vietnam.
It is vital to observe behaviors in Viet-
nam, since product usage may be very
different than one might expect. For
instance, although shampoo has a high
penetration, people do not really know
what to do with it (how much to use,
how often, how to handle a bottle rather
than the more familiar sachet). As a
result of observational studies, sham-
poo manufacturers realized they needed
to abandon the bottle for easier, more-
intuitive packets.

Another example is shaving cream.
Young men were discovered shaving
their whole faces in the same way a
barber does. Their fathers do not shave,
so their only point of reference is the
barber who cleans and shaves the whole
face. At the same time, few have direct

access to water and therefore shave
without it. This might suggest a great
opportunity for an innovative, no-water
shaving product, whereas what is really
needed is to educate the consumers in
everyday product use.

Contextual differences are
important for product concepts.
As in all markets, message language
must be in cultural context. Some com-
munications that seem obvious from the
western POV can have an adverse affect.

For example, “bright whiteness” is
meaningless to Vietnamese, whereas
“white as a feather” is more acceptable.
Vietnamese communication uses “some-
thing like something” to explain a color
or feeling. In addition, directly trans-
lating statements like “It’s a delicious
idea” is meaningless to Vietnamese,
making them scratch their heads.

So, in Vietnam, as in other
countries, it is necessary to translate a
client’s concept in intent, rather than

word for word. By the way, did you
know there is no word for “dolphin” in
Vietnam? It is referred to as a sea pig.

Concepts must be carefully tailored
to the culture. A concept that uses the
imagery “spilling their bowl of noodles”
would be unthinkable to Vietnamese.
NOBODY spills his bowl of noodles,
since this was the one thing that kept
them alive during the war. It should be
noted that, progressive as it is, Viet-
nam still censors certain subjects. Until
recently, couples could not hold hands
in public; ergo, funny, sexy ads will
not work.

Techniques to Match the Market
Vietnamese people tend to be literal.
This, of course, has a direct impact on
research techniques like word associ-
ation or personification. If you asked a
Vietnamese person to explain the per-
sonality of a bottle with a blue bottom,
they are more likely to say, “It is wear-
ing a blue skirt,” thus focusing on the

In Vietnam, you can’t just turn up at someone’s door and ask
questions, as you might get thrown in jail.



visual packaging cues. With this in mind,
it might be better to have a brand party
rather than a personification.

Techniques must match the market.
Ethnography tends to be done with pairs
of consumers, as Vietnamese people are
more likely to open up if they are with
a friend. If you are doing an in-home
visit, be prepared to talk with people
within the multi-generational household,
where parents and others are likely to
want to express their opinion. Because
of this, young people tend to be inter-
viewed in a cafe away from the fam-
ily to get their individual thoughts
and feelings.

Techniques Paradox
Analogies, Chinese portraits, storytell-
ing and drawings are often used to con-
duct qualitative research. Certain proj-
ectives tend to be less productive. An
example is when consumers were asked
about the effect of soaking a person in
milk (as opposed to a glass of orange
juice or soy milk). Instead of more
typical Western reactions (“It will cool
him down” or “It will give him smooth
skin”), the respondents focused on how
they would get him in the glass and it
not being a very hygienic thing to do.
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Once again, the practical and literal
thinking of the Vietnamese comes
into play.

Across the country, internet penetra-
tion is still fairly low; however, in Ho
Chi Minh, it is thought to be as high as
70% and growing exponentially with
the youth. One research company has
created the first online panel specifically
for qualitative research in Vietnam,
which has evolved into an online com-
munity. Its platform has four main appli-
cations: lobby, forum, chatting room
and pictures download. Its success is
based on anonymity, which helps break
through some of the cultural barriers.

To Top It All
Like many qualitative researchers, I just
love experimenting with new techniques
and thinking about problems creatively.
Vietnam and the rest of Asia, for that
matter, are exciting venues for research.
The country combines the energy of
emerging societies and markets, with
cultural idiosyncrasies and undertones
that are both unexpected and delight-
fully intriguing. The opportunity to

learn from “the Asian way” is just
immense, and I hope that this article
has inspired you to question both your
own culture and how different research
techniques could be applied.

Contributors
• TNS Vietnam contact details:

Alison Dexter, research director
(alison.dexter@tns-global.com).
A native of Australia, Alison has
been in Vietnam for roughly four
and half years and is well versed
in the Vietnamese culture and
research environment.

• Cimigo Vietnam contact details:
Graciela Sylva, research director
(gracielasylva@cimigo.com). A native
of Mexico, Graciela (known as Ella
in Vietnam) is currently the research
director in Vietnam, Cimigo.

• Special thanks to Ms. Mai Phuong,
Ha, my Vietnamese advisor and
marketing supremo.
The views expressed in this

article are not necessarily the views
of TNS or Cimigo, but the authors’
interpretation.  

Vietnamese people tend to be literal. This, of
course, has a direct impact on research tech-
niques like word association or personification.
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CREATIVE USES
FOR MORAE

Beyond Website Usability:

™

B Y S T E V E G I S S I N

Customer Experience Labs • Mercer Island, WA • steve@customerexperiencelabs.com

sability testing is a qualitative
research technique that gener-
ates insights into how to design

a product to optimize the experience of
its user. Usability testing can be con-
ducted on any kind of product, whether
it be a coffee maker, an automobile or
a website.

Researchers who conduct usability
testing typically follow a prescribed
methodology that involves observ-
ing a participant while she uses the
product being tested. While observing,
the researcher engages the participant
in a dialogue about what makes the
product difficult or easy to use and
how to improve the product.

Researchers usually video-record the
usability test so they can review the
test during the study’s analysis phase.
Recording also allows them to extract
illustrative video excerpts to embed in
their reports.

When usability testing is conducted
on websites, the researcher follows the
standard methodology described above.
He watches a participant navigate a
web-site and assesses the intuitiveness
of the user interface, the ease of naviga-
tion, the labeling of features, etc. How-
ever, video-recording a website usabil-
ity test can present some challenges.
Morae™ is a software application
created to help website usability testers
overcome those challenges.

Morae™ 101
Morae™ was designed specifically for
website and computer application inter-
face usability testing. It permits the
researcher to video-record a research
participant’s actions as she navigates a
website, while simultaneously video-
recording her feedback about the site.

The participant’s screen navigation
can be recorded electronically and stored

as a video using Morae’s™ screen-cap-
ture feature. The participant’s feedback
is also recorded using a webcam.

Once these two video-recordings are
captured, Morae™ permits editing and
combining them into a single, synchro-
nized video file. This single file displays
the videos as a picture in a picture (PIP).
A PIP shows one of the videos within a
large frame. Embedded within that large
frame is a second, smaller frame that dis-
plays the second video. The two videos
are played synchronously. The PIP video
can be viewed locally on a presentation
laptop or remotely — by clients, for
example — either real-time as the test is
being conducted or later as a saved file.

Using Morae™ for 
Other Types of Research
Although designed specifically for
website-usability testing, Morae™ is an

U

Video-recording a website-usability test can present challenges. Morae™
is a software application created to help website-usability testers
overcome those challenges.



incredibly powerful and flexible applica-
tion that can be adapted to other types
of research. This article will describe
how to use Morae™ with three such
possibilities: traditional face-to-face
focus groups, mobile application usa-
bility testing and Automatic Teller
Machine (ATM) usability testing.

Using Morae™ to Improve
Your Focus Group Research
A common focus group technique is to
project images or video onto a screen,
and then explore the groups’ reactions
to them. Often, researchers simply use
the cameras provided by the research
facility to capture single-frame video of
both the stimulus and the participants’
reactions. While this can capture the
group discussion reasonably well, it typ-
ically does not provide a clear image
of the stimulus, creating problems

during analysis, reporting and client
viewing (Figure 1).

Another common approach is to
use two facility cameras. However,
this approach can be costly because it
requires a camera operator. Also, the
two cameras create two separate video
recordings that can lead to challenging
reconciliation problems during analysis
and reporting.

Using Morae™ solves these problems
by inexpensively capturing good quality
images of both the stimulus and the
group in one video feed (Figure 1).

To capture the group discussion, sim-
ply place an external USB microphone
on the table, and position the first web-
cam on the group. To capture the screen
image, use Morae™ Recorder’s built-
in screen capture feature to easily
record your screen without a second
external camera.

These two video recordings can then
be broadcast as a real-time PIP to clients
in the backroom or around the globe.
The following sample images illustrate
the differences in approaches.

Using Morae™ to
Test Mobile Devices
Mobile devices experienced a renais-
sance in 2010. We witnessed the emer-
gence of the iPad, new ebook readers,
Windows 7 mobile and dozens of new
Android devices. These new devices,
and the applications that run on them,
require usability testing. It can be chal-
lenging, however, to capture both
participants’ comments and the hard-
ware/software interaction when
video recording usability tests on
mobile devices.

To capture the participants’ com-
ments, simply focus a webcam on the
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MORAE’S™ THREE
COMPONENTS

Recorder records two video
feeds with Picture in a
Picture (PIP) video.

Observer transmits the video
feed to observers within
the same firewall or via a
remote meeting application
such as GoToMeeting.

Manager is a video editor
for reviewing notes and
clipping highlight video.

Although it was designed specifically for website-usability testing,
Morae™ is an incredibly powerful and flexible application that can be
adapted to other types of research.

Figure 1

Morae’s™ ability to combine two distinct
video recordings into a synchronized picture
within a picture (PIP) allows the viewer to
clearly see both the stimulus and the focus
group participants. Note that the stimulus
is displayed as the main window for
stronger presentations and analysis.

Typical research-facility video is often out
of focus due to the camera positioning
behind glass. Participants dominate the
video frame, and the projected stimulus is
too small and out of focus for viewing.

Typical Research-Facility Video Morae™ Video



participant’s face. To capture the inter-
action with the mobile device, focus
a second webcam above the mobile
device. It may be helpful to set the
device on a flat surface (like a table-
top) to provide a stable position relative
to the camera (Figure 2).

As with the previous focus group
example, the PIP video feed can be
broadcast to the client wherever he/she
is, as a real-time live feed or as a
streaming video file.

Creatively Using Morae™
To Capture ATM Testing
ATM usability testing can be a signif-
icant challenge because ATMs do
not have an obvious place to secure a

camera to capture the participant’s
facial expressions and comments. The
researcher has to get creative. For
example, consider using use duct tape
to secure the camera to the ATM or
the ATM casing molding.

Another challenge is capturing the
participant’s movements and finger
interactions with the ATM. With
ATMs, the participant does much more
than interact with a single screen. He
also touches the screen, presses key-
pads, hears audio cues, puts cash in
deposit envelopes and takes receipts.
Cameras should not obstruct these
actions (Figure 3).

The researcher can meet this chal-
lenge by placing the camera on a tall

boom stand and positioning it behind,
and over the shoulder of, the partici-
pant. This camera setup will simultane-
ously capture the screen and the hard-
ware interactions. The result is video
that shows all interactions with both
the screen and device (Figure 4).

In addition to the examples provided
above, Morae™ can be used to test all
types of physical products, from typical
household appliances to store kiosks.
However, you might come up with your
own ideas for harnessing the power
of Morae.™ Good luck, and have fun
getting better results!  
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Morae’s™ ability to combine two distinct video recordings into a synchro-
nized picture within a picture (PIP) allows the viewer to clearly see
both the stimulus and the focus group participants.

Figure 2 Figure 3

Often a small tripod, a web cam, a few
rubber bands and a roll of duct tape are
the perfect combination to capture every
facet of the mobile device being tested.

Figure 4

Morae™ allows for synchronized capture
of both on-screen and off-screen activity,
without hindering the participant.

The main window shows how the mobile
device is being used.
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HOW TO FIND A
BUSINESS COACH

Ready, Set, Help!

B Y M A R Y E L L E N B A T E S

Bates Information Services Inc. • Niwot, CO • mbates@batesinfo.com

ey, you! Stop slacking! Drop and give me 50 sit-ups, RIGHT NOW!”
Fortunately, I am well beyond the days when my high school coach

would use the threat of extra laps around the track to motivate me.
Unfortunately, coaches — like librarians — get a bad reputation with some of
us because of encounters we had with them in our formative years.

As far as I know, no one has emerged from the womb with all the skills they
need to thrive. We learn through trial and error; we learn from watching others;
we learn from the guidance of our parents, teachers, friends and, eventually,
bosses and co-workers. And while we would all like to believe that we know
what it takes to succeed in the professional world, there are times when we all
need an outside perspective.

Early in the life of my business, I latched on to someone who had been running
a research company for years, who shared my affinity for the Grateful Dead and
who was not afraid to gently tell me the truth. She was instrumental in guiding
me as I started and built my business; I wince when I think of the truly clueless
questions I earnestly asked and she patiently answered. Over the years, I have
had other mentors, coaches and the occasional friend who have had to whack
me upside the head. I would not still be in business were it not for the wise
advisors I have had, guiding and nudging me in the right direction and helping
me discover what it is I want to do with my life.

What Is a Business Coach?
Call them what you will — business coaches, life consultants, mentors or advisors
— they are the people who make their living by helping other people make their
living. And, full disclosure here, I am one of them, at least as one component
of my company’s services.

Business coaches have a wide range of characteristics. Like therapists, most
coaches expect each coaching relationship to have an end, or at least a point
where the client checks in only when a new challenge arises. A coach helps you

“HJust as there is no 

algorithm for selecting a 

mate, there is no single 

formula for identifying

a coach who is com-

patible with you.
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recognize your strengths and weak-
nesses, identify and clarify your goals,
and create and pursue a strategy to
achieve those goals. A coach can help
you figure out if you are self-sabotaging
your professional growth and find ways
to get past self-limiting beliefs. A coach
will hold you accountable after you
have committed to a strategy. A coach
will challenge your assumptions and
help you grow to a new level.

There are some things that a business
coach is not. A coach does not give you
legal or financial advice. A coach cannot
make your business decisions for you.
And you cannot expect a coach to mar-
ket your services or to drive business
to you. A good business coach works
with you to resolve a problem, identify
a goal and create a business plan, but
you are the one who must ultimately
resolve the problem, identify your goals
and create the plan necessary to accom-
plish those goals.

Why Hire a Business Coach?
People hire business coaches in a num-
ber of situations and settings. Before
you bring in a coach, be clear on your

expectations and objectives. The fol-
lowing are some of the reasons people
have given for hiring a business coach:
• I want to start my business and do not

know what to do first.
• I want to move my career forward but

do not know how to do that.
• My career/business has been in

the doldrums. I need to jump-start
it again.

• I need to develop specific business
skills — negotiating with a client or
colleague, building my professional
brand, managing people, closing a
sale and so on.

• I want someone to challenge my
assumptions, shake up my mindset
and get me thinking differently.

• I want to be seen as a leader in my
field. I need guidance in becoming
that leader.

• I need support! I’m trying to manage
my business and personal life, and
nothing’s working!

• I have lots of great ideas, but I do not
know how to put them into action.
When you realize that your market-

ing efforts are not yielding the results
you expected, when you start wonder-

ing whether you are on the right track,
when you feel like you need a fresh
perspective to a vexing problem or when
you would like to know how to fire a
difficult client, you are in the market
for a business coach.

Where Can You Find
a Business Coach?
Finding a business coach is similar to
identifying a therapist or a financial
advisor. Most of their business comes
(or should come) from word of mouth
rather than advertising or traditional
marketing. It can be challenging to
find someone with whom you enjoy
working and who has the perspective
and experience to offer you truly
useful guidance.

Ask your colleagues and QRCA
chapter members for their recommen-
dations. Ask industry leaders for sug-
gestions. Is there someone within
QRCA that you particularly admire?
That person may be willing to serve
as a mentor as well as recommend a
more formal business coach. Ask your
accountant, your lawyer and your finan-
cial advisor for recommendations.
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One challenge to finding a coach you
can work with is that anyone can hang
out a shingle that says “Business Coach-
ing: Open For Business.” There are asso-
ciations of business coaches, including:
• International Coach Federation

(coachfederation.com)
• International Coaching Council

(international-coaching-council.com)
• Worldwide Association of Business

Coaches (wabccoaches.com)
• European Mentoring & Coaching

Council (emccouncil.org)
You can find coaches with an alpha-

bet soup of certification initials after
their name. While I respect the work
that goes into these organizations’ cer-
tification programs, I am not convinced
that belonging to one of these groups is
either necessary or sufficient for business
coaches. At least as important are the
less-tangible qualifications and charac-
teristics of a good business coach. 

Identifying the right match for you
involves more than throwing “business
coach” and the name of your city in a
search engine and seeing who shows up.
For starters, consider the possibility of
working with someone who is not in
your local area. With free video calls on
Skype, your experience can be reasona-
bly similar to an in-person meeting,
but without the annoyance of driving
through rush-hour traffic or polishing
your shoes.

Are You My Coach?
Just as there is no algorithm for selecting
a mate, there is no single formula for
identifying a coach who is compatible
with you, as well as someone whose
perspective you will find beneficial.

You will probably need different kinds
of coaching in different periods of your
business. When you just start out, you
may need someone to capture and focus
your enthusiasm into the most profitable
areas and to give you some structure.
Once you have been in business for a
few years, a coach is useful to help you

Your coach must be able to work with you and all your charming quirks

and personality traits.
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sit back, look at the current environ-
ment, re-evaluate your strategic direc-
tion and perhaps get you looking in an
entirely new area. At some point during
your business life, you may find yourself
burned out or, perhaps worse, just no
longer excited or challenged by your
job. A coach who is empathetic and
able to inspire you may be helpful.

In addition to finding someone whose
experience matches where you are in
your business, you must find a coach
with a personality that meshes with
yours. Some people are more comfort-
able with a coach who gives them
encouragement and suggestions on
change. Others prefer a coach who is
focused and analytical, and who pulls
no punches.

The only way you can tell if you
have found a coach you can success-
fully work with is to have a 10- or 15-
minute phone conversation. In order
to make the most of this time, have a
short description of your business ready
(no more than a few sentences) to frame
the conversation. Write up a list of
questions that will help you learn more
about this coach and decide whether
you have a good match. Such questions
might include:

What is your background?
Look for a coach who has experience
in your line of work or something
similar, and who remains active in the
profession. You may not find a coach
whose career path matches yours, but
someone with parallel experience will
more quickly understand your busi-
ness. You want to find someone who
can balance deep experience in busi-
ness with innovative thinking and
new approaches.

What are you doing differently
than you did five years ago?
You want to find out what the coach
does to keep herself up to date. Is
she coasting on her laurels, or is she
evolving her own business to reflect
changes in the business and profes-
sional environment?

How wide a range of clients have
you worked with?
You need a coach who can understand
the unique issues and dynamics of your

business. Make sure he has worked with
enough clients that he can bring a vari-
ety of approaches to your situation.

What do you consider to be your
greatest asset in coaching?
Is it compassion? Straight talk? Encour-
agement and nurturing? All business or
a focus on both business and the rest of
life? A good coach has a combination
of all of those attributes; you want to
learn what this coach’s dominant char-
acteristics are.

What is your coaching process?
Is it a set methodology, based on a prin-
ciple or expert, or is it entirely what the
client wants? How successful has your
coaching approach been? How much
flexibility is there? How much account-
ability is built into the process? You may
prefer a more structured approach
or one that is more self-defined;
each is an effective coaching process
when it matches the learning style of
the client.

Are you available for contact
between coaching sessions?
Most coaches allow, if not encourage,
their clients to contact them on an ad
hoc basis. Find out if you can email or
text a question for a short response. Will
your coach take unscheduled calls for
an urgent question? If you communicate
regularly by email, clarify what your
coach’s turnaround time is (an hour,
same day or next day). If it is critical
for you to be able to contact your coach
on weekends or holidays, be sure he
is available.

Will We Work Well Together?
After your conversation, sit back and
think about the experience. During the
conversation, did your coach talk more
than listen? Granted, you were asking
her questions; but her job is to query
you about what you want in a coach,
what your expectations and goals are,
and so on. How did she react when you
challenged something she said? Do
you feel confident that she will respect
your ethical boundaries, maintain client
confidentiality and look after your
best interests?

Personal chemistry is a crucial part
of any coaching relationship, and your

coach must be able to work with you
and all your charming quirks and
personality traits. Does he respect you
and see you as an individual, or do you
feel that you are being pigeonholed as
“oh, yes, one of those”? And, equally
important, is he able to provide support
and insight that are unique to your
current situation, or does he offer
generic advice?

Do you feel comfortable talking with
this person? An effective coach has a
sense of humor, is self-confident without
being arrogant, is entirely trustworthy
and truly cares about her clients. She is
willing to work with you in whatever
medium works best for you, whether
that is on the phone or video, in person
or in email. She knows that she does
not have all the answers, but that the
two of you together can come up with
a creative approach to whatever is
challenging you.

Do you feel that you can talk with
your coach about financial issues? Your
coach must respect your decisions as
to how much of his time you choose
to pay for and what your budget is. A
small or short-term client should get the
same respect and professional treatment
as a long-term client. Your coach also
has to be someone you are comfortable
talking with about your annual salary
goals, and who can help you expand
your vision of what you can achieve.

A coach should be able to tell you
the truth, whether or not you want to
hear it. A coach cannot be a bully or
try to intimidate you into taking his
advice; rather, he must be willing to
earn your confidence and trust. From
your conversation, did you feel that
this coach could tell you a difficult
truth in a way that you would be able
to take it in?

Coaches should be able to offer both
a strategic, long-term perspective and
practical ideas on how to implement
your business plan. A good coach
should help you set long-term goals
that are both challenging and achiev-
able, and give you guidance on what
path to take to reach your goals. While
you probably did not have time to get
into much discussion of specifics during
this initial meeting, you should have
come away from the conversation with
a sense that your coach can see the
forest for the trees.



Finally, check out the coach’s repu-
tation. Look him up on the web to see
what people are saying about him; visit
his website, blog and other social-media
sites. Does the coach have a good rep-
utation within his field? Do other people
refer to him as an expert in the field?
While a single critical comment is most
likely a fluke, if there is a pattern of
uncomplimentary mentions of the coach,
think twice about this person. If nothing
else, you probably do not want to work
with someone who is a magnet for
dissatisfied clients.

Will You Guarantee
I Will Succeed?
Much as coaches would like to think so,
the success of your business ultimately
rests on your shoulders. A coach can
offer you advice that is intended to
guide you toward your goals, but you
still have to do all the heavy lifting. If
you find that you are not seeing any
progress or feel that you are not getting
the type of advice and help you need,
find a different coach. Most coaches
are deeply committed to helping their
clients succeed, and if the partnership is
not working, good coaches are happy
to refer you to someone else. When a
coach’s personality, approach and exper-
tise match the needs of her client, excit-
ing things happen.  

Coaches should be

able to offer both a

strategic, long-term

perspective and

practical ideas on

how to implement

your business plan.
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When it is time to take a break from all that learning, a host of fun social events
and activities are planned, from the opening “Taste of Philly” reception to our
“Night at the Museum” gala at the renowned Franklin Institute, located a mere
five-minute walk from the conference hotel. You will have even more opportunities
to connect with friends old and new at Dine Arounds in the restaurant city of
Philadelphia or by joining in with the Healthy Connections crowd for yoga or a
walking tour of the city of Brotherly Love.

All this takes place in the heart of Philadelphia, at the Sheraton Philadelphia
City Center hotel, October 13–15. For more detailed conference information or
to register online, visit the Conference web site at www.qrca.org. To get up-to-
the-minute conference updates, follow @QRCAPhilly2010 on Twitter.

Technology: Enjoy demonstrations, best research practices
and case studies to help you confidently incorporate new
technology into your business.

Insights: Learn how consumers think, techniques for better
understanding and frameworks for interpreting findings.

Techniques: Enjoy a range of presentations to fit your
development needs and become the “go to” researcher for
client projects.

Professional Skills: Select from presentations to improve your
leadership and selling skills, help you collaborate with
colleagues and master debriefs followed up by actionable
marketing recommendations.

qualitative landscape looks very different today than even 12 months
ago, and might be almost unrecognizable to someone looking into a
crystal ball five or ten years ago. Clients, consumers, partners and

our peers are constantly changing to adapt to new technologies, new ways of com-
municating and listening, and the “new normal” unpredictability of the economy.
Now more than ever, qualitative research consultants need to draw upon their
Innovation, Instinct and Vision to navigate the waters. The annual QRCA conference
can help.

This year’s conference will feature nearly 30 presentations on the topics of:

The

Photo by Bob Krist, courtesy of Philadelphia Convention &
Visitors Bureau
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WEDNESDAY,
OCTOBER 13
Afternoon Workshops
2:30 p.m. – 4:30 p.m.

The Oprah Factor –
How TV Talk-Show Therapy 
Reveals Women’s Whole Truths
Track: Insights 
Presenter: Mary Lou Quinlan
After 10 years of refining proprietary
confessional-talk-show techniques for
unearthing deep, emotional insights,
Just Ask a Woman’s founder Mary
Lou Quinlan will reveal the GAMES
women play in market research and
teach how emotional espionage can help
you move beyond women’s reflexive half
truths. Relevant cases and provocative
videos reveal compelling techniques to
help you truth-detect your qualitative
research, such as: What one word can
debunk even the oft-heard (but sketchy)
answer, “I try to be healthy”? In this
spirited interactive session, get ready to
risk divulging your personal story to get

to hers and learn to detect when women
say yes but secretly mean no.

Deep Insight Using Storytelling 
and Role Playing
Track: Techniques 
Presenter: Kirk Bridgman
Everyone likes to hear a good story, tell
stories and pretend a bit, to role-play.
The spontaneity of storytelling and role-
playing allows people to share more
openly about themselves, providing
deep, rich insights for the researcher.
Improv works because it encourages
freedom of exploration within carefully
constructed structures.

Improv-based storytelling and role-
playing techniques are highly experi-
ential and involving. They move us
away from just thought, feeling and
response, uncovering the life legends
that drive us to action. These techniques,
based around uniquely designed struc-
tures, help guide the activity and allow
the researcher to customize activities
that can maximize insight and help
achieve research objectives.

This interactive session is not an
improv workshop. Instead, the ses-
sion will:

• Briefly explore the theory behind
using improv-based storytelling and
role-playing techniques in qualita-
tive research.

• Identify the four main categories
of storytelling and role-playing
techniques.

• Demonstrate various improv struc-
tures within each of these categories.

• Discuss how qualitative researchers
can customize structures based on
specific research needs.

• Provide tips on the implementation
of storytelling and role-playing tech-
niques in a variety of actual qualita-
tive research situations.

Get Motivated! Hands-On
Techniques to Understand
Consumers and What Motivates
Them to Change Behaviors
for the Better
Track: Techniques 
Presenters: Janna C. Kimel and
Gretchen Anderson
Increasingly, our products and experi-
ences deeply affect our behaviors. From
brain training to budgeting tools, peo-
ple are using products intended to
help them change for the better. This
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workshop will help researchers
understand the cognitive processes
that surround behavior change, as
well as the design principles related
to them.

To ground participants in the science,
the session begins with background on
behavioral theory and motivation.
Next, Janna and Gretchen will share
a few sample case studies to bring the
principles to life. Attendees will then
break into smaller groups to explore
effective research methods to study
behavior change and answer questions
like: What motivates an individual with
a knee injury to participate in at-home
physical therapy? How can you pro-
mote transit that reduces your carbon
footprint? What helps a household
keep on top of a budget?

Finally, participants will learn, via
sample data, how to take the research
information and create design guide-
lines that are transferable to many
branches of qualitative research. This
session is perfect for those in financial
industries, packaging, usability, trans-
portation, hi-tech and health/pharma-
ceuticals, as well as for other product-
and service-based researchers.

The Qualitative Vision –
Why This Is the Most Exciting
Time to be a QRC and How You 
Can Capitalize on It!
Track: Technology 
Presenter: Ben Smithee
The future of qualitative research is
brighter than ever, and there are several
things you should know to not only
continue being successful, but to lead
the way. Various forms of qualitative
have increasingly become the go-to
methods for brands everywhere, and
their role in the decision-making proc-
ess is steadily growing, for good reason.
The convergence of marketing and
marketing research provides new and
exciting opportunities for the savvy
researcher and puts qualitative on a
new stage where it takes the main event
spotlight. Come, stay relevant, learn
about the future of qualitative research
and see what all the fuss is about. After
all, the best way to predict the future
is to help create it! 

Annual Membership Meeting
4:45 p.m. – 5:30 p.m.
This meeting is a wonderful opportunity

for members to learn about the goings-
on within QRCA over the past year.
The board of directors and staff will
be present. Short presentations on the
association’s finances, PR efforts and
accomplishments over the past year
will be given.

Taste of Philly
6:00 p.m. – 10:00 p.m.
Enjoy cocktails and a sampling of
Philadelphia’s legendary food.

THURSDAY,
OCTOBER 14
Roundtable Discussions
8:45 a.m. – 9:45 a.m.
QRCA Roundtable Discussions are
designed to help members get to know
one another (or know one another bet-
ter) by sharing experiences, ideas and/or
questions about topics of common
interest in an informal, quasi-leader-
less discussion. There will be a list of
discussion topics to choose from in

Photo by Anthony Sinagoga, courtesy of Philadelphia Convention &
Visitors Bureau
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advance, and the idea is that all
QRCs can contribute on their chosen
topic(s), given the diversity of our
research experiences.

Morning Workshops
10:15 a.m. – 11:45 a.m.

Tying Your QR Up with a Bow: 
Turning Findings into 
Actionable Marketing
Implications
Track: Professional Skills 
Presenters: Chris Kann and
Martha Guidry
Each QRC desires to truly partner with
clients to give them the best quality
output for their research dollar. All
of us know how to report back what
we have heard in our research, but
what really differentiates a modera-
tor is the ability to be objective and
add value through insightful market-
ing recommendations.

If you want to brush up on your mar-
keting skills and even learn new ways
to evaluate the findings with the hat of
a marketer, this session is for you. Chris
and Martha, both former brand man-
agers, unite with a combined 42 years
of experience and can speak from both
sides of the one-way mirror — client
and researcher.

The session will focus on evaluating
scenarios from a marketing perspective
for research related to areas such as
brand positioning, concept development
and advertising research, giving you
more confidence in identifying market-
ing takeaways. You will learn insights
that can turn your research findings into
actionable marketing recommendations
so you can tie it up with a bow for each
and every client.

Instinct, Ingenuity and
Imagination:
Moving Beyond Technique to 
Trusting Your Intuition and 
Using Your Innate Talents
Track: Techniques 
Presenters: Barbara Egel and
Elaine Parkerson
The beauty of qualitative is that it can’t
be done by a machine — it requires
listening, responsive, empathic people
like you. But are you using everything

you are and everything you have when
addressing study objectives, overcoming
thorny problems and tapping undiscov-
ered stores of rich insights? In this
session, you will learn how to trust
your gut instincts, open your mind and
blow out the walls of your qualita-
tive toolbox.

Using mini case studies, you will trace
the path from defining the problem to
seeking a solution to ensuring success —
while questioning outcomes, managing
risk and gaining client buy-in. From 87
pieces of stimulus in each group to a
board game centered around sensitive
topics, these examples will help you
grant yourself permission to call on
your full range of talent and ingenuity.
You can achieve not just insights but
revelatory moments in which clients go
beyond listening to participants and
instead begin to witness epiphanies,
not just gathering answers but being
awestruck, not just engaging partici-
pants but creating moments of dis-
covery for them.

Flirting, Dating and Getting
Engaged: The Unsung Love Story
between Quant and Qual
Track: Techniques 
Presenter: Kendall Nash
Let’s admit it… For many of us, the
mere thought of tables, banners, cell
sizes and all those numbers can cause
us to break out in hives! But the reality
is that quant and qual actually love each
other. And who are we to stand in the
way of love, when the insights can be
so rich and impactful?

Come see how bringing these two
together enhances what you do already.
You will experience greater personal
satisfaction in your work, as clients view
you as a strategic partner, increase your
involvement and award you more busi-
ness. This session will focus on the
natural union of qualitative and quan-
titative research and how qual can be
leveraged to better inform its counter-
part and bring quantitative findings
to life!

This presentation will help you to:
• Understand how qualitative research

can serve a larger purpose in overall
research design.

• Identify when qual and quant are
effective partners.

• Walk away with ideas for how to
leverage the two together to deliver
powerful results.

• Uncover ways that an all-encom-
passing design can help you to help
your clients.

• Respect, not fear, what quantitative
research brings to the party.

From Bedrock to MROC – 
Market Research Online
Communities, an Evolution in
Qualitative Research 
Track: Technology 
Presenter: Jane Mount
Just as Web 2.0 has changed the way
we interact with each other, the increas-
ing popularity of social networks and
their applications are also changing the
face of marketing research. This session
highlights how Marketing Research
Online Communities (MROCs) are
being used for conducting marketing
research. In particular, it discusses the
pros, cons and unique considerations
for this new method of conduct-
ing research.

The session will define what an
MROC is and how it differs from
open communities, focus groups or
quantitative online panels. It will then
discuss what is needed to create and
manage a MROC platform and how
you can recruit and utilize an MROC,
as well as cover key lessons for how
to keep community members engaged
and providing deep insights.

The session will include examples of
how MROCs can help clients gather
insights. It will also review how, as a
qualitative researcher, you can work
with clients to enhance the usage of this
technique. In fact, there is a great oppor-
tunity for classically trained qualitative
researchers to engage in this technique
as an extension of their other tools.

Luncheon and Keynote
with Claude Stein
12:00 p.m. – 2:00 p.m.
Claude Stein, an internationally recog-
nized voice and performance coach, has
been teaching for over 25 years. He
studied composition and conducting
at Bard College, vocal anatomy and
physiology at the Voice Foundation,
directing and performance coaching at
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The Actors Institute, and vocal tech-
nique with several of New York’s
premier instructors.

Afternoon Workshops
2:15 p.m. – 3:45 p.m.

Using Video to Make 
Qualitative Come to Life
Track: Professional Skills 
Presenter: Ricardo Lopez 
Video is extremely powerful. No matter
how persuasive a written report can
be, it pales in comparison to a quality
video clip showing the actual consumer
opinion. While many of us have, for
years, used video in gathering insight
and presenting qualitative research
findings, there has always been some-
thing mysterious surrounding video
production. It required technical know-
how and equipment that only a handful
of us were willing to explore. Technol-
ogy, though, has made video production
accessible to all QRCs who are willing
to take a little time to learn. If you have
been wondering about how you can use
video in qualitative research, this pres-
entation is for you.

The session will cover the A to Z
of qualitative video production. It will
start with the very basics of what you
should take into account when you
plan to use video in qualitative. It will
cover the video-gathering basics: from
the need to have an operator for tradi-
tional focus groups, to new video-
gathering tools like Flip cameras, web-
cams and consumer cell-phone video.
Ricardo will also cover video-editing
and using video in PowerPoint presen-
tations, online distribution and DVD
video reports. Part of this workshop-
style presentation will be interactive
and hands-on.

Interviews in Lilliput:
How Grown-Up Interviews Can Be 
Enhanced by Tools Used with Kids
Track: Techniques 
Presenter: Cindy Dell Clark
Every moderator knows the agony of an
unresponsive, undisclosing adult inter-
viewee. Actually, though, the barriers
in adult-to-adult interviews shrink in
comparison to what moderators face
working with children. Experienced

kids’ moderators have developed a
wealth of methods that help engage
the elusive and challenging child.

You will learn concrete activities to
open up adults through methods that
are tried and true with children. These
include situations when:
• You reach an impasse or wall

of resistance.
• The subject matter is delicate

or tricky.
• The product has key dimensions

that are not verbal.
• Grown-up professionals brain-

storm together.
This playshop will help you trans-

plant tasks and tips from working with
kids into your work with adults. These
ideas can lower inhibitions, draw out
creative insight and help plumb greater
depths of knowledge.

New Qualitative Research
Options: How to Choose
Track: Technology 
Presenter: Jay Zaltzman
As media habits and communications
technologies evolve, a widening array
of new methods and tools continue
to become available to qualitative
researchers. In addition to face-to-face
methods, you can now choose from
many real-time and asynchronous meth-
ods, using online or mobile communi-
cations and virtually any combination
of media (speech, text, texting, images,
video, etc.) for dialogues, discussions,
diaries, ethnography and much more.
With so many options, how can you
know that you are making the best
methodological choice for a given
project and client?

Based on his own experiences and
input from those who attended his pres-
entation at the Worldwide Conference
on Qualitative Research, Jay will: 
• Briefly cover a wide variety of new

qualitative methods, including their
strengths and weaknesses.

• Share his latest thinking about how
to make strategically smart research-
design choices.

• Engage attendees in the decision proc-
ess with some sample qualitative proj-
ects, followed by a discussion of the
issues encountered.
Attendees will achieve a familiarity

with many of the new methods currently

being used, as well as parameters for
choosing among them.

Organize, Visualize and
Collaborate: Using Graphic-
Design Frameworks in Analysis
to Achieve Deeper Insights
Track: Insights 
Presenters: Brianna Sylver and
Cori Schauer
Is the idea of reviewing project tran-
scripts/notes a daunting proposition?
Do you want new ways to engage your
clients and yourself in the analysis proc-
ess? If so, then this session is for you.

Brianna and Cori will share five
frameworks borrowed from the graphic-
design field that you can use to analyze
research data. Each framework allows
you to organize and display data in new
ways, and yield fresh insights that
cannot be gained from reading project
transcripts/notes alone. Each frame-
work is highly collaborative and fun,
and gets your clients involved in the
analysis process.

You will see outcomes of past anal-
ysis workshops done for NASA and
others, demonstrating the pros and
cons of each framework. Attendees will
break into small teams to experience
the methods themselves, using one of
these analysis frameworks to slice and
dice data from a project done for
Radio Shack.

Come, see for yourself how each
analysis technique, combined with col-
laboration, extracted deeper insights
and more aha’s than reading alone.

Afternoon Workshops Continue
4:15 p.m. – 5:15 p.m.

What Were You Thinking? 
Understanding Human 
Cognition and Behavior
Track: Insights 
Presenter: Graeme Saruk, Psy.D.
Do you ever feel surrounded by com-
pletely irrational, emotional creatures?
Are you ever frustrated by the fact that
people often say one thing, and do
another? Ever make a decision, only
to later ask yourself, “What on earth
was I thinking?”

The purpose of this discussion is to
explore a possible explanation for the
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inexplicable, irrational and impulsive
behavior that makes human beings so
wonderfully unique, yet frustrates the
heck out of researchers and marketing
strategists. This workshop will intro-
duce a model of cognition that inte-
grates conscious processes such as logic
and reasoning, with less-conscious proc-
esses such as intuition and emotion,
and attempts to explain why one side
often wins out over the other. The dis-
cussion will specifically focus on the
concepts of accessibility and context,
those factors that decide which proc-
esses shape our perception and decision-
making in any given situation. Finally,
attendees will explore how this under-
standing can serve to validate and shape
qualitative market research.

Oh, yeah, Graeme will also talk
about how to improve your sense of
humor or at least make a boring presen-
tation more interesting (hint: bring
a pencil).

Sisterhood of the Traveling…
Researchers!
Track: Professional Skills 
Presenters: Amy M. Winstel and
Carla B. Essen
Whether you have struck out on your
own or work as part of a larger organ-
ization, as a QRC, you may often find
yourself operating as an entrepreneur,
in every sense of the word. While it can
be invigorating to manage projects from
start to finish, the challenge lies in the
fact that none of us are good at every-
thing. Recall Jerry Maguire’s infamous
line, “YOU. COMPLETE. ME.” Who
hasn’t wished for that kind of comple-
mentary sidekick in business?

Drawing inspiration from well-
known resources and books including
The Power of Two, Strengths Finder and
Integrity Selling, qualitative researchers
Carla and Amy decided to pair up as
a duo to offer their clients two heads
instead of one. In just a few short
months, this strategy helped them cast
a wider net in business-building efforts,
increase productivity and decrease turn-
around times for clients, eliminate inter-
nal frustration and provide greater,
deeper insights to their customers.

In this interactive session, you will
learn how a peer partnership can serve
as an invaluable tool in growing and

sustaining your business. Find out
how to leverage another’s strengths
to complement your own, how to sell
this notion to your client and, most of
all, how to have fun doing it!

When Qualitative Research 
and Advertising Creativity 
Collaborate Rather Than Collide
Track: Professional Skills 
Presenter: Dr. Javier Cervantes
Learn the ideal qualitative methodol-
ogy to optimize clients’ communica-
tion material in a fast, confident and
effective way!

Advertising creativity and marketing
research are two different worlds of
specialization that often compete for
the client’s budget. The creative agency
works to develop ads that are supposed
to be persuasive. Marketing research
works by testing ad messaging commu-
nication and appeal.

After doing ad testing by focus
groups or IDIs, the client usually waits
two or three weeks to get the research
results and recommendations. These
provide feedback and direction to the
advertising agency, making them often
unhappy to learn that their ads or cam-
paign need to be modified or dramat-
ically revamped. Here is when market-
ing research and advertising practition-
ers collide rather than collaborate.

The fundamental premise of this pres-
entation is joint collaboration among
the client, the qualitative researcher and
the creative agency in order to save
valuable time and effort for everyone.
The purpose of this presentation is to
allow attendees to experience how to
deliver ad-testing research results almost
immediately in a collaborative way. This
presentation will be informed by a case
study and hands-on demonstration to
show exactly how this approach opti-
mizes qualitative advertising testing
in a quick, confident and highly effec-
tive way.

Tricks of the Trade: Maximizing 
Your Online Research Success
Track: Technology 
Presenters: Rachel Bell and
Elizabeth MacLaughlin
As many of us have already discovered,
online qualitative research can yield
extraordinarily rich, multi-faceted

results. As researchers know, it takes
effort, poise and tactful strategy to
corral and build relationships with
research participants. How do tradi-
tional research engagement techniques
translate to a virtual environment?

Adapting to the time demands of an
online project is crucial. Tricks of the
Trade provides a roadmap for working
through all stages on an online project
from pre-project preparation, steps
to take while in-field and planning in
advance for post-project reporting
and analysis.

As the Revelation project-manage-
ment team, Rachel and Elizabeth have
seen it all. They have provided support
for online studies to countless research-
ers, navigating difficult recruits, end-
client needs and international projects.
Their experience and perspective
will provide tremendous learning
for researchers looking to under-
stand how to apply best practices to
online research.

Attendees will learn ideas for maxi-
mizing the success of their online qual-
itative projects. Takeaways will include
best practices for:
• Understanding recruitment strategies

for online research.
• Developing trust with participants

in your online project.
• Preparing yourself, your participants

and your clients for engagement
and discovery.

• Scoping projects for profitability.

Franklin Institute Party
6:00 p.m. – 7:00 p.m.

FRIDAY,
OCTOBER 15
Morning Workshops
8:45 a.m. – 10:15 a.m.

Leveraging the Power of 
Human Networks to Drive Sales
Track: Professional Skills 
Presenter: Myra Norton
For more than half a century, the Holy
Grail of market research has been the
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ability to predict buying behavior using
demographics. Yet, extensive research
proves that the most influential factor
in buying decisions is personal relation-
ships. In fact, 10% of the members of
any market segment influence the deci-
sions of the rest. The company that
identifies these “opinion leaders” and
leverages their relationships will
dominate the market.

This session will address two appli-
cations of Influence Networks:
1. Teaching you how to uncover the

influence networks within your
market to grow your business.

2. Leveraging knowledge of the influ-
ence networks operating among
the audiences that your clients
want to reach to enhance your
research offerings.
Come find out how uncovering the

Peer Identified Opinion Leaders in your
market and the markets of your clients
can dramatically improve sales and
marketing initiatives for both your
firm and your clients.

From this session, attendees can
expect to:
• Learn the basics of influence network

data and how this type of intelli-
gence integrates with traditional
research methodologies.

• See specific examples of how network
analysis has been used to dramatically
improve sales and marketing efforts.

• Achieve a deeper understanding of
the tools and resources available in
this area.

Smashing Mirrors! Creating Up-
Close and Personal Experiences
for Clients to Learn from
Consumers & Shoppers
Track: Techniques 
Presenter: Laurie Tema-Lyn
When John Naisbitt published
Megatrends in 1982, before the age of
the internet, he posed a duality — the
more high tech that work/life becomes,
the more we need high touch. As mar-
ket researchers, we see our profession
embracing online methodologies, which
is prompting some clients, and longtime
QRC member Laurie Tema-Lyn, to
create opportunities to integrate expe-
riences with data in the form of inti-
mate encounters with their consumers/
shoppers/customers.

This presentation/workshop will dis-
cuss several projects in which clients
and consumers worked shoulder-to-
shoulder to gather deeper insights,
empathy and learning than they might
have if separated by the filters of tradi-
tional focus rooms or cyberspace.

Each initiative presented a unique set
of challenges and required clients to
forgo the comfort and anonymity of the
glass. All required good partnering with
client team leaders, a willingness to
experiment and be spontaneous, enor-
mous attention to planning and proj-
ect details interwoven with creativity.
Two projects were collaborations with
Patricia Sunderland of Practica Group.

Laurie’s presentation will encompass
client objectives, design elements and
activities and process learnings. Bring
your client challenges to the forum to
ideate around possibilities for designing,
delivering and positioning this work.

Speed Dating the Brand:
Using Quant Techniques
in Qual Positioning Research
Track: Techniques 
Presenter: Jim Bryson
Having trouble squeezing 15 brand-
positioning statements in a 2-hour focus
group? It is one thing to test likability
of a brand positioning, but how do you
quickly sift 15 potential positionings so
you know if they are important to the
target audience, highly relevant to the
brand and motivating to the buyer?

This session will provide a practical
and hands-on look at a quali-quant
method for sifting, analyzing and under-
standing multiple brand-positioning
statements based on their importance
to the target audience, their believability
and uniqueness to the brand and their
ability to motivate the consumer.

The session will utilize an interactive
focus group format evaluating the
QRCA brand positioning. Attendees
will serve as the research participants.
Attendees will leave understanding a
structure for brand positioning:
importance, believability, uniqueness
and motivation. In addition, you will
learn a technique for sifting and eval-
uating multiple brand-positioning
statements in a short timeframe. The
session will focus on using the tech-
nique in face-to-face scenarios but

will also touch on applications in an
online environment.

Innovation and Instinct
in Usability Research: You Can
Teach an Old Dog New Tricks
Track: Technology 
Presenter: Saleena Andrea
This session will explore upgrading
traditional usability research techniques
to provide more nimble research that
provides a greater level of insight while
at the same time being more cost and
time effective. Through a case study of
a multi-phased research project, this
session will give concrete examples of
how the effort to build better relation-
ships, coupled with updating traditional
methodologies and innovative uses of
technologies, can foster a symbiotic
relationship between all stakeholders,
leading to better research and a sus-
tained relationship.

By participating in this session,
research consultants will:
• Learn how to work cooperatively

with a variety of clients to conduct
research nimbly and innovatively.

• Act on instinct to identify and
implement new technologies to
accomplish research goals, even on
an accelerated timeline.

• Build trust not only with clients but
also with third-party providers, and
leverage that trust to get buy-in for
your vision for execution.

Morning Workshops Continue
11:00 a.m. – 12:00 p.m.

Stand and Deliver: 
Mastering Client Debriefs
Track: Professional Skills 
Presenter: Liz Van Patten
The client debrief can make or break
a study; a strong debrief makes the
consultant shine, while a weak one can
leave the client team feeling frustrated
and confused. An effective debrief can
help prevent the circulation of misin-
terpreted findings, increase your per-
ceived value as a consultant and sharpen
your final report. This session will help
you take the pressure off with sure-fire
methods for synthesizing key findings
and meeting clients’ information needs
until the final report is delivered.
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The session content will blend
established principles for impromptu
speaking with input from interviews
with experienced QRCs and client-side
research buyers. At 60 minutes, this
presentation will be fast paced and
chock-full of ideas for distilling what
you see and hear into a memorable
debrief, with ample opportunities for
asking questions and sharing favorite
tips. Topics include:
• Understanding the power of debriefs
• Engaging observers in the process
• Communicating key themes
• Managing debriefs: in-person

and remotely
• Handling Q & A

Attendees will leave this session with
(1) a practical template for organizing
impressions into high-impact, high-level
findings, (2) techniques for reaching
group consensus and (3) greater confi-
dence in their ability to lead effective
debrief sessions.

Get a Taste of LEMON…
Understand your Unique 
Leadership Style and Develop 
More Successful Relationships
Track: Professional Skills 
Presenter: Corette Haf
Twist the lemon that life has given you!
This session will introduce a fresh way
to understand your leadership style and
get the best out of your professional
and personal relationships.

Most definitions of leadership focus
on entrepreneurs and managers. Man-
agement consultant Brett Johnson, a
South African who relocated to Cali-
fornia in the mid-eighties, believes
there are other types of leaders about
which we know far too little. LEMON
Leadership distinguishes five types of
leaders: Luminary, Entrepreneur, Man-
ager, Organizer and Networker.

This session will offer an introduc-
tion to LEMON Leadership and high-
light how each of the LEMON Slices:
• Defines reality differently.
• Approaches everything they

do differently.
• Defines work differently.
• Has a different depth of vision

and focus on different things.
• Communicates differently and

attaches different meanings to
the same words/messages.

The insights gained from LEMON
Leadership not only have implications
for how we approach our work as
QRCs, but also can have a positive
impact on all our interpersonal inter-
actions, whether with clients, colleagues,
family or friends.

Attendees will get the most out of
this session if they know their personal
LEMON profile prior to the conference.
Online LEMON assessments must
be completed before September 30.
Email corette@qualonline.co.za for
more information.

When in Doubt: Ethical 
Elicitation Techniques that 
Gather Actionable Intelligence
Track: Techniques 
Presenter: Sean Campbell and
Scott Swigart
Information about competitors, or your
own company’s execution, is essential
for strategic planning, product develop-
ment and sales, and certain critical
information can be obtained only
through direct conversation. In this
session, attendees will learn techniques
to recruit interviewees from a variety
of non-panel sources and draw out
accurate and useful information about
the competition through conversation.
Whether you are interviewing your own
salespeople, customers, partners and
even competitors — or hiring an out-
side competitive intelligence or market
research vendor to do so on your behalf
— this session will arm you with the
knowledge and skills you need to recruit
research participants and ethically
elicit information.

Social Media: A Game Changer 
for the Qualitative Industry?
Track: Technology
Presenter: Kathleen Doyle
Whether we like it or not, social media
is a phenomenon that is here to stay
and has the potential to significantly
change our industry. No longer simply
a recruiting or marketing tool, social
media is changing the way our clients
are listening to, and interacting with,
their customers. So where does that
leave us, as qualitative researchers?

This presentation is intended to
encourage dialogue on this topic and
to address issues including:

• How are clients defining and
using social media in a market
research context?

• Does our clients’ increasing reliance
on social media pose a threat, or
present an opportunity?

• How might its existence change our
future role as qualitative researchers?

• What can we bring to the social-
media phenomenon that will add
value for our clients, and revenue
to our businesses?
Using social media as a listening tool,

this presentation will also provide
insight into how the marketing and
market research communities currently
view social media (and how those views
are changing) and will provide an over-
view of the various market research
services that have sprung up to support
this new marketplace and may provide
partnership opportunities for us.

Awards Luncheon
12:15 p.m. – 1:45 p.m.

Afternoon Workshops
2:00 p.m. – 3:30 p.m.

Over-Stimulated? 
How You Can (Better) Handle 
Lots of Group Stimuli
Track: Professional Skills
Presenter: Siri Lynn
So the brand manager and the account
executive send over their stimuli for
your upcoming project, and the file
practically paralyzes your computer
due to its massive size. After your
dinner break, the file has downloaded,
and there sit 50 beautiful concepts ready
for testing in your 90-minute groups.
Or, halfway through your project, the
newest strategic planner on the team
says, “By the way, can we talk about
names, too? And this new packaging?”
Sound familiar? It has happened to
us all!

Siri will share her expertise and expe-
rience, showing you how to use the
Creative Problem Solving philosophy
to better manage and utilize all the
required stimuli to keep your client
satisfied, deliver usable results and
remain sane in the process. Takeaways
will include valuable tips for:



• Defining or clarifying the objectives
of the project so you are fighting the
right battles.

• Considering different effective
approaches to presenting/using
the stimuli.

• Realizing how smartly thinking
through these areas can deliver the
most useful results.
Come and enhance your qualitative

toolbox in an area that you may have
not considered previously, and learn
skills you can immediately apply when
you return to your office!

7 Steps to Success:
How to Help your Clients
Successfully Introduce New
Products or Services
Track: Techniques 
Presenter: Len Blackstone
Most new product or service introduc-
tions fail miserably, but not due to a
lack of data or information. Rather,
failure typically comes from a lack of
understanding. In an era of information
overkill and disenchanted consumers,
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it is time that researchers look carefully
at the menu of available options for
testing new product launches and new
marketing campaigns.

Len has introduced many products
and services over 30 years and will show
you what you can do as a researcher to
ensure that critical steps are taken and
vital questions are asked to increase your
clients’ odds of success. Learn the seven
critical steps that must be right to
achieve victory for new product and
service launches, understand why most
new product or service introductions
fail and discover what qualitative
researchers can do to think like a con-
sultant and minimize their clients’ risks.

Customizing Qualitative
for the YouTube Generation
Track: Technology
Presenter: Darren Breese
Develop your qualitative toolbox to
become a more-engaging youth moder-
ator. Dig deeper into the emotions of the
savvy millennium generation by con-
ducting research projects utilizing tech-

nology tools representative of their com-
municative world. Use this youth intel-
ligence to enhance your focus groups,
or get out of the facility all together
and conduct research on their turf.

In this multimedia presentation, you
will discover ways to interact with and
research the youth space that lead to
more powerful insights, as well as tools
to help bring your reports to life.

In this hands-on workshop, you will
learn new qualitative methods for reach-
ing the youth space and add new tech-
nological techniques to your arsenal.
You will walk away with a comfort
level using new technologies and unique
study-design methods and incorpo-
rating technological vigor into your
reports, all of which promise to wow
savvy clients.

Discover Your Default:
How Understanding Your Habits
and Assumptions Will Improve
Your Presentations
Track: Professional Skills 
Presenter: Dale Ludwig

This session will provide practical
insights and recommendations that
will help you build on your strengths
as a moderator to deliver more suc-
cessful presentations. It will focus on
identifying and understanding your
default approach to preparation, deliv-
ery and discussion leadership. Your
default approach is the gut-level
response you have to the tension that
lies at the heart of the presentation
process, a tension that must always be
kept in balance for presentations to
succeed. On one side, presenters need
to be organized, thorough and accurate.
On the other, they need to be conver-
sational and responsive. Every presenter
shows a preference for — or defaults
to — one side or the other.

In this session, you will identify your
default so that you can recognize its
strengths and weaknesses. From there,
Dale will explore what you need to do
to adapt to it. This will help you chan-
nel your existing skills as a QRC into
presentations that are more easily
constructed and more comfortably

Photos (Left to Right) by Anthony Sinagoga, Edw
ard Savaria, Jr.,Anthony Sinagoga

and Andrea Golod, courtesy of Philadelphia Convention &
Visitors Bureau
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delivered, all of which will make you a
more interesting and effective presenter.

Roundtable Discussions
3:45 p.m. – 4:45 p.m.

Town Hall Meeting
5:00 p.m. – 6:00 p.m.
Here’s your chance to share thoughts
and suggestions regarding QRCA. In
this town-hall-style meeting, the micro-
phones are turned around. Members

are provided an opportunity to speak
to the membership and the board. Typi-
cally, members share news, accomplish-
ments, make announcements, ask
questions, comment on the conference
and other QRCA events and make
suggestions. Come share your thoughts,
or just sit back and hear what others
have to say.

Farewell Cocktails
6:00 p.m. – 7:30 p.m.

Dine Arounds
7:30 p.m.
Dine Arounds are the perfect place to
relax over a great meal and really get to
know fellow QRCs socially, at a slower
pace than most Conference activities
allow. Sign up at the Conference to join
a group of 8-12 other QRCs for dinner
on Friday night. Make your selection
from the restaurant descriptions posted
on the Dine Arounds board near the
hospitality table.  





•  QRCA VIEWS PODCASTS  •

72 QRCA VIEWS FALL 2010     www.qrca.org

ver the past two years, QRCA has
brought you more than a dozen pod-
casts of interviews conducted by

QRCA members with influential leaders
from qualitative research, strategic con-
sulting, academia and other relevant fields.
You can listen to these interviews right
on the QRCA website as streaming
audio, or you can download the mp3 file
to your laptop or portable player for
listening on the go. You will find the
podcasts under the Publications link
at www.qrca.org.

The newest addition to our podcast
lineup is an interview with Mary Ellen
Bates. Both the beauty and brains behind
Bates Information Services, Mary Ellen
provides strategic business research for
business professionals and knowledge
workers. Before launching her business
in 1991, she worked for many years as
a corporate librarian. She never devel-
oped the quiet Librarian Voice, however.

Mary Ellen offers strategic business
coaching to new and long-time info-
entrepreneurs, and she is the author of
six books, including Building & Run-
ning a Successful Research Business
(Information Today, 2nd edition, 2010).
She is also a frequent keynote speaker.
She, her partner, her dogs and (soon) her
bees live in the boondocks of Colorado.

You can reach her at 303-772-7095
or through her many virtual existences:
email mbates@batesinfo.com; website
BatesInfo.com; blog LibrarianOfFortune.
com; Twitter mebs; LinkedIn maryellen
bates; or Facebook maryellenbateso.

Find this informative podcast
— as well as interviews with Andrew
Ballenthin, Scott Berkun, Bill Buxton,
Stephen Covey, Paul Gillin, Judith Glaser,
Kenneth Gronbach, J. Robert Harris,
Jackie Huba and Ben McConnell,
Andrew Kent, Jim Loretta, Dr. G.
Clotaire Rapaille, Dave Siegel, Jean D.
Sifleet, Linda Kaplan Thaler and Robin
Koval, and David Vinjamuri — all at
www.qrca.org.  

O

Check Out Our Newest Podcast
with MARY ELLEN BATES





their core businesses suffer
from slights of the economy
and consumer apathy, cor-

porations are expanding — innovating
— often into unfamiliar territory. But
innovation is a term widely used and
terribly misunderstood by the C-suite.
The author defines the paradox early
in this book: “With so many companies
focusing on innovation, why are so few
seeing success?”

Innovation X defines a new class of
business problems that challenge tradi-
tional planning but offer tremendous
innovation opportunities. The author
turns conventional wisdom on its head
by showing why, in order to be success-
ful innovators, organizations must begin
crafting solutions before the problem
is fully defined and understood.

In nine well-written chapters, Adam
Richardson, a creative designer and
director at the award-winning global
innovation firm, frog design, reveals the
critical role of various resources, includ-
ing research, in diagnosing an X-prob-
lem and focusing a company’s inno-

vation efforts. Innovation challenges are
most sensitive at the outset of devel-
opment efforts; the author introduces
strategies to reduce risk and increase
efficacy of the solution(s) selected.

Why has risk increased and inno-
vation become nebulous and difficult
to measure? Consider the following:
• Business boundaries have blurred.

With expansion happening on several
fronts, new threats and competitors
are appearing on every horizon.

• Defining and clearly understanding
customer needs is a tremendous driver
of strategy and success.

• Integration of products and services
is a major challenge and elemental
for innovation achievement.

• The optimal answer is not clear, and it
is neither right nor wrong; it emerges
over a period of time, despite compet-
itive pressure to move quickly.
Ultimately, the X-problem world

reveals repeated challenges of risk, ambi-
guity and complexity as experienced
by companies seeking to innovate —
wicked problems, as identified in the

1970s by urban-planning experts Horst
Rattle and Melvin Webber. These two
professors identified several wicked
problem characteristics: no definitive
statement of the problem; each solution
reveals new aspects of the problem;
difficulty in testing solutions because
each problem is unique; many stake-
holders with different perspectives of
the problem and its resolution. Their
definition is not particularly well suited
to the challenges of today’s businesses.

Businesses grasp the concept of
wicked problems immediately upon
definition. To better align the concept
with business needs, Richardson coined
the term X-problems and refined the
term’s focus and definition to address:
• the presence of competition
• the need to satisfy more-

demanding customers
• the requirement of integrating

complex components into
customer-centric systems

• the use of iterative approaches to
solve the problem
The Innovation-X framework is a

simple yet powerful process consisting
of four related components: immersion,
convergence, divergence and adaption.
These four elements happen in parallel
and are front-end biased (discovery) to
inform the strategic-planning process
for new-product development, followed
by ongoing monitoring. All of the ele-
ments rely on core insights and guid-
ance for innovation efforts; in other
words, research has a key role as a
creative, relevant, applicable resource
for the innovation team.

Immersion: A 360-degree view,
termed multi-vector research, evaluates
the X-problem from several directions
(customers, brands, trends, compara-
tives, etc.) before synthesizing those
vectors to uncover insights. Tools
include ethnography, journaling, sur-
veys, focus groups and MROCs.

Conversion: Richardson defines this
as an integration of multiple products
and customer touch points to provide a
customer experience unavailable from a
stand-alone product. Creating a cus-
tomer journey map and touch-points
matrix allows decision-makers to
address customers’ motivations, con-
cerns, unmet needs and more. Also, eco-
system mapping and needs-analysis will
inform the divergence component.

Innovation X:
Why a Company’s Toughest Problems
Are Its Greatest Advantage

Adam Richardson
Jossey-Bass

R E V I E W B Y S U S A N S A U R A G E - A L T E N L O H

Saurage Research, Inc. • Houston, TX
ssaurage@SaurageResearch.com
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Divergence: In the innovation process,
it is necessary to “understand what you
are diverging from. For that, you need
to have a clear understanding of your
business domain.” This is the compo-
nent where the client applies knowl-
edge and insights gathered to under-
stand adjacent markets, value of the
current toolbox, ability/credibility to
expand into another domain and
other opportunities.

Adaption: This component deals with
addressing the changing environment,
while remaining flexible in responding
to changes, all the while incorporating
a feedback loop to understand how the
changes reposition the client firm. Rapid
“systeming” (iterating the system to
understand its behavior and the total
customer experience) requires an ongo-
ing dialogue with customers to under-
stand how each adjustment or change
impacts the target market. Feedback
loops include ethnography, journals,

usability testing, focus groups, surveys,
MROCs and online IDIs, brand-per-
ceptions tracking and onsite behav-
ior tracking.

Richardson explores each component
of the X-problem framework in great
detail, with terrific case studies. Wisely,
he concludes with some cautionary lan-
guage and four truths about “what it
takes to succeed with X-problems and
to carry out the Innovation X methods
effectively.” The four truths are:

1. Customer experience is every-
one’s business.

2. Not everything that counts can
be counted, and not everything
that can be counted, counts.

3. Talent matters; team members, col-
lectively, should be bright, vision-
ary, creative, curious, caring about
customers, play well with others,
flexible, comfortable with ambigu-
ity and good at spotting patterns.

4. It starts at the top.

The importance of engaging qualita-
tive research consulting talent at the
onset of addressing X-problem innova-
tion is evident from the first pages of
this book. It injects fresh thinking into
the researcher’s contributions and places
the research consultant in an undeniably
crucial role. To address X-problems, the
research professional must be part of
the innovation team and comfortably
engaged with others who are in diverse
roles and from different backgrounds.

Adam Richardson makes quite a case
for accomplishing effective innovation
in today’s disruption-packed environ-
ment. He reveals that this approach to
innovating successfully must be derived
from insights about rapidly changing
competitors, customers and technolo-
gies. The text adds a few terms and tools
to the researcher’s lexicon and toolbox,
respectively, and has reinvigorated this
researcher’s thinking about the role of
insights in corporate innovation.

C O N T I N U E D Book Reviews

75Q 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





hen I started reading Qualita-
tive Research — Good Decision
Making Through Understand-

ing People, Cultures and Markets, I was
concerned that this would be a dry text-
book on how to conduct qualitative
research. I was pleasantly surprised to
find that Keegan has made the book
very readable by including plenty of
examples and stories, not only from her
30 years as a qualitative practitioner,
but also from many colleagues around
the world.

The book offers a thorough discus-
sion on qualitative research, beginning
with a general discussion about market-
ing research and the way it fits into
consumer culture today. Keegan then
compares qualitative and quantitative

methodologies before going into a well-
thought-out treatise on qualitative
research, with extensive examples of
different methodologies, using qualita-
tive research for developing new ideas,
writing the proposal, managing the
research, analyzing the results and pre-
senting those results. The book closes
with a chapter that covers multi-
country studies and how to handle
global projects.

As qualitative researchers, we seldom,
if ever, get to see how others conduct
their craft, so it was fascinating to learn
the two styles for conducting groups
— positivist and interpretivist. Keegan
describes the positivist group style as
more “like eight simultaneous depth
interviews orchestrated by the group

moderator.” The interpretivist style is
“an altogether livelier affair,” that comes
across as being more relaxed, with par-
ticipants interacting with each other, but
requiring “a highly skilled moderator, in
order to get the most out of the group.”
She alerts the reader to the fact she is
an interpretivist moderator, and the
book is colored from that perspective. 

The book is full of nuggets of com-
mon sense that many of us have prob-
ably integrated into our styles of man-
aging qualitative projects, such as the
recommendation always to confirm
details of the research in a letter or
email, however informal the arrange-
ment between client and researcher may
be. Another nugget I found myself nod-
ding in agreement with was the chapter
on the business of qualitative research
where Keegan talks about the length of
time it takes to write proposals and her
recommendation never to agree to write
a proposal without an approximate
budget. Many wasted days have occur-
red designing a proposal that seemed
right for the client, only to learn after-
wards that the budget was never there
for the depth of insight I proposed.

As mentioned earlier, the book has
many examples from researchers around
the world discussing projects that
brought new insight. It is always inter-
esting to see how others have used qual-
itative research in gaining greater under-
standing that moved a brand forward.

The book is primarily divided up
into three areas:
• a discussion about qualitative

research in general
• the how-to’s of qualitative research
• the analysis, interpretation and com-

munication of the research
This book needs to be in the library

of every student of qualitative research
and of every junior researcher. It also
offers many new ways of thinking to
those who have been around the
industry for many years.

Qualitative Research - 
Good Decision Making Through 
Understanding People, Cultures and Markets

Sheila Keegan
Kogan Page

R E V I E W B Y G E O R G E S L O A N

Customer Strategy International • Beverly Hills, CA
gdsloan@yourcustomer.com
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As qualitative researchers, we seldom, if ever, get to see how others
conduct their craft, so it was fascinating to learn the two styles for
conducting groups — positivist and interpretivist.



heena Iyengar, Ph.D., a profes-
sor at the Columbia University
School of Business, specializes

in research related to choice. The Art
of Choosing covers a wide range of
issues related to the subject. This review
focuses on three areas that have partic-
ular relevance to qualitative researchers: 
• how culture influences an individual’s

views about, and responses to, choice
• the impact of too much choice on

decision-making
• the difficulty of making choices when

there are no “good” options
Choice is a complex and compelling

topic, made more so when considering
the overlay of culture. Dr. Iyengar offers
insights based on both her research and
personal experiences. In the American
cultural context, choice is typically seen
as unambiguously good. The cultural
narrative says that the more choice
we have, the more we can control our
own destinies and achieve the highest
orders of success and happiness. Often,
choices about education, careers, rela-
tionships and products are made in
the quest to create “the perfect self.”

Dr. Iyengar’s own research, as well as
that of others, shows that the require-

ments placed upon individuals following
this paradigm are challenging. The proc-
ess of finding the “perfect self” through
making personal choices is fraught with
both uncertainty and self-doubt. She
suggests that a more productive way to
view personal choice is as a process:
“We are sculptors, finding ourselves in
the evolution of choosing, not merely
in the results of the choice.”

In one of her interesting examples
about the impact of culture on attitudes
toward choice, Dr. Iyengar describes an
experiment she and her graduate-school
faculty adviser conducted among ele-
mentary school children. The experi-
ment compares the reactions of Anglo-
American students with those of the
children of Japanese and Chinese immi-
grants in a San Francisco elementary
school. In the experiment, both Anglo-
American children and immigrant chil-
dren are randomly assigned to one of
three groups:
• were freely able to choose a category

of word puzzles (e.g., animals, flowers
etc.) and marker color

• had a category and color marker
assigned to them by the researcher

• were told their mother (in a previously

completed questionnaire) had selected
a puzzle category and marker color
for them to play with
In reality, the researchers assured that

each group of students played with the
same category of puzzles and color
marker (the one freely chosen by chil-
dren in the first group).

Anglo-American children who chose
their own category/color marker com-
pleted more anagrams and spent more
time freely playing with them than the
students assigned the same options.
They, in turn, completed more ana-
grams and spent longer playing with
them than students who believed their
mother had chosen the options. In con-
trast, the Asian students performed best,
and spent more time playing with the
anagrams, when they thought their
mothers had made the choice for them.
Awareness of such underlying cultural
issues may be particularly helpful when
researching product or communication
issues in several countries or among
different nationality groups.

As noted earlier, Americans generally
place a premium on having a wide range
of choices available to them. Yet, experi-
mental research, and statistics gathered
from Americans’ real-life decision-mak-
ing, cast some doubt on the benefits of
extensive choice. In one example, Dr.
Iyengar describes an experiment she con-
ducted at a San Francisco-area grocery
store known for its unusually large
selection of merchandise. She and her
team tested whether choosing to taste-
test from a large selection of 24 jam
flavors would lead to more sales of that
brand than being able to taste test only
six flavors. The findings showed that
shoppers typically taste tested two fla-
vors, no matter how many were in the
offered assortment. In addition, 30%
of respondents tasting a jam from the
assortment of six purchased a jar within
a week, while only 3% of those faced
with 24 flavors did so.

In real-life decisions, other research
conducted by Dr. Iyengar and her col-
leagues shows that the number of invest-
ment options available to the partici-
pants significantly impacts participation
in company-sponsored 401(k) plans.
Participation rates are highest for plans
offering only 4 fund options (approxi-
mately 75%), followed by plans offer-
ing 12 to 29 funds (70%), and are

The Art of Choosing

Sheena Iyengar
Twelve

R E V I E W B Y M A R Y H U R L E Y

Shen Research Organization • Cleveland Heights, OH
mbsh@aol.com
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lowest for those offering 30+ options
(down to 61% when a plan reaches 59
options). These examples, and others
in the book, clearly show that a wide
range of choices entails costs for the
consumer, as well as benefits.

In perhaps the most difficult of the
choice arenas that Dr. Iyengar investi-
gates, she considers the reactions of
parents who must make a decision
about removing life support for a new-
born child that is seriously ill. She com-
pares the longer-term reactions of
American parents (who must make the
decision themselves) to those of French

parents. In France, doctors typically
take responsibility for making this type
of decision, explaining their reasoning
to the parents, and only deviating from
their decision if the parents directly
challenge them.

When interviewed about their experi-
ences and feelings about what happened
several months after their children’s
deaths, French parents, while sad,
expressed more acceptance and less
confusion and anger than parents in
America. In contrast, the American par-
ents expressed doubt and even guilt
about what had occurred. Dr. Iyengar

hypothesizes that the added stress of
feeling solely and personally responsible
for the decision weighs heavily on the
American parents. These findings are
thought provoking, given the ever-
changing landscape of our healthcare
system and the expectations placed on
patients and their families.

As researchers, we often address
issues that involve consumer choice. I
highly recommend The Art of Choos-
ing, as it offers much to consider about
the role of choice in our lives and
our work.  

“We are sculptors, finding ourselves in the evolution of choosing, not
merely in the results of the choice.”
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another report to write.
A qualitative research
report can be a thing of

beauty — a masterfully crafted analysis
of a complex situation with break-
through insights that propel a client to
the top of their game, a proud achieve-
ment in any professional’s career. Even
so, it still is… yet another report
to write.

Isn’t there an easier way to translate
the vast wealth of knowledge garnered
from a good qualitative research project
and turn it into an action plan and a
legacy document that will survive the
fleeting memories of the focus groups
and interviews? I was pondering this
riddle recently, in fact, while I was pre-
paring my tax returns. There I was,
sitting in front of the computer, with
the software asking me questions and
then automatically plugging my answers

into the calculations and spitting out
my tax return.

And that’s when it hit me — the new
way to write a qualitative research
report! Ask some questions, plug the
answers into a template and voila!
Instant qualitative research report. And
that is exactly what we have prepared
for you.

Now, the Humor column software-
development budget is pretty slim, so we
are taking more of a low-tech approach.
As a kid, remember those silly comic
books where a friend asked you some
questions and then filled in your answers
on a different page to make a zany
story? That certainly is low-tech and
seems about right for the mental age of
the Humor column staff. And so, with-
out further ado, we present the new (but
not necessarily improved) way to write a
qualitative research report: Qual-Libs!

The New (But Not Necessarily Improved) Way
to Write a Qualitative Research Report

QUAL–
LiBS:
B Y J O E L R E I S H

Next Level Research • Atlanta, GA • joel@nextlevelresearch.com

Yet
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Instructions: Answer all of these questions first, before looking at the following page. Once you have written your answers to
all of these questions, fill them in to the corresponding blanks on the next page. Your qualitative research report will be done.

1 A fringe element of society ______________________________________________________________________________
2 The latest buzzword demographic segment ________________________________________________________________
3 Unintelligent people (plural)_____________________________________________________________________________
4 (Your biggest client’s / your) brand name __________________________________________________________________
5 Some place you would not take children __________________________________________________________________
6 A room in the house____________________________________________________________________________________
7 Someplace you are ticklish ______________________________________________________________________________
8 A way you indulge yourself ______________________________________________________________________________
9 Something you might do that would get your clothes dirty ___________________________________________________
10 A really serious place___________________________________________________________________________________
11 A means of transportation_______________________________________________________________________________
12 A musical instrument___________________________________________________________________________________
13 The strangest brand name you have ever heard of __________________________________________________________
14 The strangest research topic you have ever done ___________________________________________________________
15 A type of food _________________________________________________________________________________________
16 An illicit substance_____________________________________________________________________________________
17 A reaction a person might have to an idea_________________________________________________________________
18 Your favorite superhero _________________________________________________________________________________
19 An exotic animal_______________________________________________________________________________________
20 The biggest brand name that competes with (your biggest client / your own brand) _____________________________
21 A type of medicine sold over-the-counter _________________________________________________________________
22 A skin condition _______________________________________________________________________________________
23 A farm animal _________________________________________________________________________________________
24 A household object_____________________________________________________________________________________
25 A famous villain or crook________________________________________________________________________________
26 A world leader _________________________________________________________________________________________
27 Something a James Bond villain would try to possess _______________________________________________________
28 Something you do to your hair ___________________________________________________________________________
29 Something you commonly find in a qualitative research facility ______________________________________________
30 Something you would find in an art supply store ___________________________________________________________
31 How you feel in the waiting room at the dentist ___________________________________________________________
32 One of the Seven Deadly Sins ___________________________________________________________________________
33 An adjective (describing a person)________________________________________________________________________
34 A grocery store category_________________________________________________________________________________
35 Something you did this weekend _________________________________________________________________________
36 A sports team _________________________________________________________________________________________
37 A luxury item__________________________________________________________________________________________
38 A noun describing a grouping of animals together __________________________________________________________
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As always, I am on the lookout for ideas for this column. So if you have
any humorous stories, observations or jokes related to qualitative research,
whether you are a QRCA member, a client or a reader of another stripe,
please feel free to contact me at joel@nextlevelresearch.com.

If we can’t laugh at ourselves, who can we laugh at?  

Qualitative Research Project Summary of Findings

• Demographically, respondents overall were about equally divided between __________________________ and

__________________________. Several respondents could be characterized as __________________________.

• Respondents shop most often for __________________________ at __________________________ .

This particular outlet is noted by respondents for having a wide variety that meets all of their

____________________________ needs.

• ____________________________ is a consideration for some respondents in ____________________________,

and for those, the motivation tends to be more to save money rather than to ____________________________.

Thoughts of ____________________________ and ____________________________ are top-of-mind for respond-

ents when selecting a ____________________________ product.

• Respondents are all aware of the ____________________________ brand of ____________________________.

____________________________ is known by all respondents primarily for ____________________________ and

____________________________.  Respondents universally feel ____________________________ about it. Many

respondents talked about seeing and hearing this brand’s advertising frequently and how memorable it is for

them. Several commented specifically on a recent ad featuring ____________________________ attempting to

seduce a ____________________________.

• Most respondents are familiar with ____________________________ as a ____________________________

brand. For those familiar with it, ____________________________ is known for ____________________________

and ____________________________. Several respondents noted that this product name reminds them of

____________________________. Respondents have seen advertising featuring ____________________________

playing ____________________________, but they are not impressed by this spokesperson.

• Through shop-along and observational appointments prior to each interview, we noticed that respondents study

labels carefully in this product category before making a purchase decision. In particular, they are concerned

with ____________________________ content. Once in the home, we observed that respondents take extra care

to ____________________________ the product.

• During the interview process, respondents were led through a creative exercise during which they created

collages reflecting the idea of ____________________________. We discovered that they mainly associate

____________________________ and ____________________________ with this experience.

• Through the use of a laddering exercise, we learned that ____________________________ mainly satisfies the

emotional benefit of ____________________________ — respondents say using this product makes them

feel ____________________________ .

• Respondents reviewed a variety of competitive ____________________________ product packages and were

engaged in a product sort exercise. This exercise reveals that respondents view the ____________________________

product category as consisting of three major product clusters: ____________________________,

____________________________ and ____________________________.

#3

#5#4
#2

#6

#7 #8

#9

#10 #11

#12

#13

#13

#16

#19
#20

#20

#23

#24

#26

#27

#28

#29

#31

#4
#30

#32

#33
#34

#35

#36

#38#37

#21

#22

#25

#14

#15

#17

#18

#1







85Q 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

•  EDITORIAL GUIDELINES •

Call for Authors: Publishing Opportunities
ditorial content for QRCA VIEWS is managed
by an editorial team that includes the editor-in-
chief, managing editors, copy editor, contributing

editor and the features editors for each of VIEWS’
regular columns such as Qualitative Toolbox and
Tech Talk.

VIEWS editors welcome QRCA members and
members of the marketing research community to
submit article ideas or manuscripts for consideration.

We review each manuscript on an individual basis to
ensure that the article conforms to VIEWS’ mission and
goals, as well as to the topic mix needed for each issue.
Occasionally, we may save a manuscript to use in a
future issue. We reserve the right to edit any manuscript
or to change the title.

Submissions should be objectively written and
supported by case-study examples. Self-serving articles
or those that promote a moderator’s or a research
company’s expertise will not be published in VIEWS.

Please remember that it takes a good deal of time
for our editors to read through all the submissions.
We will let you know as quickly as possible whether or
not your article has been accepted for publication in
QRCA VIEWS.

Submitting a Manuscript
Please send articles via email as an attached Word 
file to the attention of Monica Zinchiak, at
monica@zresearchservices.com.
• The preferred article length is 1,500–2,500 words. 
• To make sure that your manuscript can be easily

identified and retrieved once it has been down-
loaded in our “Article Submissions Folder,” your
Word document/file attachments should be labeled
as follows:

Brief title.Last name of author.doc

• Please be sure to tag each page of your manuscript
with a left header that identifies the article title
and author’s last name and a right header with
the page number.

• In addition to the title of the article, the front page of
your manuscript should include the author’s full name,
full company name and address, phone number and
email address.

• Please use only simple formats in your Word
documents. Avoid using unusual indentations or
tabulations as well as outline-style paragraphs with
subsets, boxes or other page graphics. When the
editing process has been completed, VIEWS’ graphic
designers will format your manuscript so that it will
be attractive and easy to read.

• Include your full name, company name and mailing
address at the bottom of your manuscript. If your article
is published, in appreciation of your contribution, we
will send you three complimentary copies via U.S. mail.

FAQs about Article Submissions
Will I see my article before it is published in QRCA
VIEWS? Not always, as our tight publication schedule
may not allow for author review of edited manuscripts.

Will I be paid for the time and effort I put into writing
the article? Like most professional association pub-
lications, VIEWS does not pay contributors. However,
since the magazine is distributed broadly in the research
community, you will gain a good deal of visibility as a
result of being published in VIEWS.

Can I submit an outline for consideration before I
submit the completed article? Yes, you may submit 
a 50-100 word description of your story idea to the
appropriate features editor.

My article was published in another journal or 
magazine. Can I send it to VIEWS?  While ordinarily the
preferred solution would be a substantial rewrite, we are
willing to consider articles published elsewhere if, in
our judgment, they seem both relevant and not likely
to have been seen by a significant portion of our own
readership. In addition, you must either assure us that
you are the copyright holder and/or provide a letter of
permission from the previous publication. If VIEWS
publishes the article, the prior publication will be
credited and cited in a footnote.

My article was published in VIEWS? Can I submit it to
another publication? You will need to submit a request
in writing to the VIEWS Editor-in-Chief. If we approve
re-publication, we will notify you in writing, and we
would expect the prior VIEWS publication to be cited
in a footnote.

Writing Style Guidelines
• Write in the present tense and use the active voice

as much as possible. Avoid the use of contractions,
i.e., don’t, wouldn’t, can’t, etc.

• Footnotes, endnotes or lists of references are not
necessary in a trade magazine such as VIEWS.

• Make liberal use of topic subheads to help readers
scan your article and follow your main points easily.

• Please direct your queries and/or submit your
manuscript to Editor-in-Chief Monica Zinchiak, 
at monica@zresearchservices.com.

Electronic Article Reprints
Authors who publish in VIEWS will automatically receive
a free PDF file of their article (including that issue’s cover)
as it appeared in the magazine. For a PDF file of the
article with advertising removed, a company logo added
and text reflowed, authors should contact Susie Barber
at Leading Edge Communications, at susie@leadingedge-
communications.com. The fee for the modified-article
PDF is $35.

We look forward to working with you! 

E
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