
F A L L  2 0 0 9
V O L U M E  7  •  N U M B E R  5

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

12

24

16

32

40

16

FROM THE EDITOR-IN-CHIEF
The Greening of Qualitative • David Van Nuys
reinforces the call to “go green.”

FROM THE PRESIDENT
Telling the Stories of Real People • Chris Kann
reflects on the unique privilege that QRCs are given
when respondents share their unfiltered — and often
emotional — concerns, joys, thoughts and stories.

COVER STORY
Sustainability Segmentation:
Using the LOHAS Segmentation
as a Window to the Green 
Marketplace • While the new green
marketplace is full of opportunities,
consumers of green products are not a
homogeneous group. The Natural Marketing
Institute shares its LOHAS segmentation
model, which divides consumers into
five segments and offers an established
vernacular about the green market.

QUALITATIVE TOOLBOX
Leverage the “New Consumer” to Update
Methods for Testing Advertising Materials •
Matthew Singer explains how to breathe new life into
methods for evaluating advertising concepts.

QUALITATIVE TOOLBOX
Diary of an Online Focus Group • Jennifer Dale
gives VIEWS readers a day-by-day insider account of
an online focus group project.

QUALITATIVE TOOLBOX
Understanding Consumer Decision-Making with
Means-End Research • The means-end approach
using the laddering interviewing technique allows
researchers to dig deeper into the psyche of consumers
to determine the emotional triggers that actually drive
their decisions.

4 QRCA VIEWS FALL 2009     www.qrca.org

•  TABLE OF CONTENTS  •

T H E  O F F I C I A L  P U B L I C A T I O N  O F  T H E
Q 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

F A L L  2 0 0 9

Editor-in-Chief: David Van Nuys, Ph.D., david@e-focusgroups.com •  Managing Editors: Monica Zinchiak, monica@zresearchservices.com,
and Sharon Livingston, Ph.D., sharon@tlgonline.com •  Design/Art Direction & Publishing: Leading Edge Communications, LLC
(615) 790.3718   views@leadingedgecommunications.com

FEATURE EDITORS
Book Reviews: George Sloan, gdsloan@yourcustomer.com • Business Matters: Kay Corry Aubrey, kay@usabilityresources.com • 
Humor: Joel Reish, joel@nextlevelresearch.com • International Research: John Storey, john.storey@categoryconsulting.com •
Qualitative Toolbox: Laurie Tema-Lyn, laurie@practical-imagination.com • Schools of Thought: Lana Limpert, lana.limpert@ipsos.com •
Tech Talk: Michael Mercier, mercierbradleymichael@hotmail.com • Travel & Leisure: Nicole Nehrig, njnehrig@gmail.com •
Trends: Shaili Bhatt, shaili.research@gmail.com





•  TABLE OF CONTENTS  •

6 QRCA VIEWS FALL 2009     www.qrca.org

C O N T I N U E D

T H E  O F F I C I A L  P U B L I C A T I O N  O F  T H E
Q 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

F A L L  2 0 0 9

visit QRCA online at
www.qrca.org

92

91

82

84

64

INTERNATIONAL RESEARCH
Research, Korean Red Ginseng Style • Frank
Jellinek and Jeeeun Seo describe the important cultural
elements that influence conducting qualitative research 
in South Korea.

ONLINE RESEARCH
The Virtues of Virtual Focus Groups and
Webcam Technology • Tonya Jiles outlines the
advantages of conducting focus groups online with
visual support through webcam technology.

TECH TALK
Qualitative Research in Virtual Worlds •
A pioneer in conducting research using virtual worlds
discusses opportunities for using virtual worlds for
qualitative data collection and gaining insights into
real-life attitudes and behaviors.

BUSINESS MATTERS
Partner or Performer? How to Expand Your
Business Opportunities by Offering Quant
Research • In this tough financial climate, some
QRCs have considered adding quantitative research 
to their company’s product offerings. The benefits are
clear, but what are the challenges?

QRCA NEWS
2009 Annual QRCA Conference Program
Preview • Communicate, rejuvenate and celebrate!
Learn how to meet the challenges of today’s economy
and create new opportunities for business growth with
workshops and seminars by the best in the industry,
October 7–9, in Palm Springs, California.

TRAVEL WISE
15 Tips for Staying Energized, Centered and
Otherwise Sane on the Road • QRCs share ways
to keep energy up and maintain a sense of normalcy
while traveling.

QRCA VIEWS PODCASTS
Your Online Introduction to Today’s Thought
Leaders • QRCA members interview some of the top
names in industry, sharing tips and insights to help
QRCs in their businesses.

BOOK REVIEWS
This month, we have reviews of two books that will help
QRCs understand the need for establishing an online
presence. One of them is The Findability Formula: The
Easy, Non-Technical Approach to Search Engine Marketing
by Heather Lutze. The other book, The Little Black Book of
Online Business: 1001 Insider Resources Every Business
Owner Needs by Paul Galloway will become a well-
thumbed reference book for you as you delve into
establishing or increasing your online presence. We have
also reviewed a non-business book for you: The Survivors
Club: The Secrets and Science that Could Save Your Life
by Ben Sherwood makes an enthralling read about who
survives in life or death crises, and how you can increase
your survival instincts.

HUMOR
What Qualitative Research And Humor Have In
Common • This edition of the Humor column steps
out a bit and becomes serious. Serious about humor,
that is.

EDITORIAL GUIDELINES

INDEX OF ADVERTISERS

50

46

54

88

78

64

60





•  FROM THE EDITOR-IN-CHIEF  •

8 QRCA VIEWS FALL 2009     www.qrca.org

the chorus from the current Broadway revival of Hair goes, “Let the sun 
shine in, let the sun shine in, let the sun shine in!” It may not be the Dawning 
of the Age of Aquarius, but as our cover article suggests, it is definitely 

the dawning of the Green Revolution, especially for qualitative market research.
The time is ripe for consultants to take advantage of the growing interest in

sustainability and to dive into this new market opportunity. Many traditional
business sectors are in the doldrums as a result of the current economic cycle. There 
is plenty of evidence, however, that the “green” sector is poised for growth.

For tips on how you can gain an edge and win new business in this emerging
market, be sure to read “Sustainability Segmentation: Using the LOHAS Segment-
ation as a Window to the Green Marketplace” by Gwynne Rogers. In her article,
Gwynne suggests that familiarity with the LOHAS segmentation model as it applies 
to “green” attitudes and behaviors can help you establish your expertise in this hot
new market. For example, she estimates there are 36 million consumers in the
LOHAS sweet spot who are eager to purchase green products and services. By
learning how to take advantage of this opportunity, you will do good not only for
yourself and your clients but also for the planet. How often do we get to say that?

The Green Revolution is a vision that more and more of us — researchers, clients
and respondents — aspire to. “Laddering” is a tool that is often used to uncover 
the chain of values and goals to which our subjects aspire. You will find additional
inspiration for using this tool in Regina D. Woodall’s article on “Understanding
Consumer Decision-Making with Means-End Research.”

While we are on the topic of inspiration, you will also find solid hints for keeping
your energy flowing during business trips. Just take a look at Nicole Nehrig’s “15
Tips For Staying Energized, Centered and Otherwise Sane On The Road” in our
newly updated Travel Wise section.

Or, of course, you might prefer the option of eliminating travel altogether and
going virtual instead. If you have not yet taken this leap, you will be particularly
interested in “The Virtues of Virtual Focus Groups Using Desktop Video” by 
Tonya Jiles.

These suggestions only scratch the surface of the riches you will find in this issue 
of QRCA VIEWS.

I should also mention that, with this issue, I am stepping down from the role of
Editor-in-Chief. I feel honored to have served in this role for the past two years, and 
I am proud to say that all the objectives I set for myself have been met: (1) all our
authors now automatically receive a complimentary Adobe Acrobat file of their
article, which they can post on their website or use for promotional purposes; (2) 
we now have QRCA VIEWS podcasts; (3) current and past issues of VIEWS are all
online and fully searchable; (4) we have license to occasionally reprint an important
article that appeared elsewhere and for our own authors to republish elsewhere (with
suitable attribution); and (5) we have seen continued growth of VIEWS distribution
to market research clients.

I could not have accomplished these goals without the support of our all-volunteer
VIEWS editorial staff, especially that of the Managing Editors. I’m pleased to
announce that longtime Managing Editor, Monica Zinchiak, will now move into 
the role of Editor-in-Chief. Monica has the historical overview and the passion for
excellence that will drive this publication forward. In fact, it has been Monica and
her Co-Managing Editor, Sharon Livingston, who have insisted on the updated,
brighter, more contemporary look that you have encountered in the last couple of
issues of this magazine.

Meanwhile, I am also excited to announce that former QRCA President, Jim
Bryson, will be taking over the Co-Managing Editor position vacated by Monica.

By learning how 
to take advantage
of this opportunity,

you will do good
not only for your-

self and your
clients but also 
for the planet. 

How often do we
get to say that?

As
David Van Nuys, Ph.D.

E-FOCUSGROUPS

Rohnert Park, CA
david@e-focusgroups.com

The Greening OF QUALITATIVE
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Jim is a respected, and even beloved,
veteran of this industry, and we 
are lucky to have his talents and
experience on board. 

As for me, I will continue to 
work on VIEWS in the capacity 
of Podcast Editor.

Finally, let me remind you about
our upcoming annual QRCA
Conference, which will take place 
in Palm Springs, October 7–9. This
year’s theme is “Communicate.
Rejuvenate. Celebrate.” And, it 
is being held at the Renaissance
Esmeralda Resort & Spa. Now, that
venue definitely sounds like it has
potential for rejuvenation, which
would be a cause for celebration!
Those who have attended past
conferences typically swear that the
annual conference is the heart and
soul of their QRCA experience. If
you have attended in the past, you
know what I am talking about. If
you haven’t, you definitely should
make every effort to attend and
discover this truth for yourself. See
you in the spa!  
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By Christine
Shields Kann

CSK MARKETING, INC.
RACINE, WI

chris@cskmarketing.com

ast fall, we lost one of the great storytellers of all time when Studs Terkel passed
away. Studs memorably appeared as the keynote speaker at the 2001 QRCA
Annual Conference in Chicago and endeared himself to us all with his self-

deprecating style. Anyone who appreciates the capturing of oral history understands 
the impact that Studs made with the stories he famously and compassionately told of
the working-class American. As the Chicago Tribune stated in his obituary, “Studs
sought the daydreams and 3 a.m. truths of many a person who never made a headline.
They were all somebodies to him. Terkel looked down on none of them.”

Studs Terkel wrote the biographies of average, hard-working Americans. He often
told stories that were difficult for others to read because they portrayed hardship, worry
and struggle that the subjects of his stories had often not shared before. “He drew out
of people things they didn’t know they had in them,” stated the Chicago Tribune.

People expect to see biographies being written about celebrities and well-known
people. Today, the New York Times bestseller list regularly features biographies by
and about well-known people. Readers look to these books to help them understand
the author better and to get a glimpse of how they addressed success and hardship 
in their lives. Occasionally, a biography about an average person gets noticed, but
those stories are generally missing from the “must read” lists.

Instead, we find that the stories of the average person are now readily available 
on television… “reality” television. Non-celebrities become celebrities overnight when
they find themselves in television shows featuring people with oversized families,
those willing to swap wives, be “real housewives” or look for love in all its various
forms. Here, it appears, is where the stories of “average” people now get told.

Those of us in qualitative research, though, might argue that we have the best
front-row seat at hearing the stories of average people. We have the opportunity to
hear the unfiltered, unedited concerns and joys of those who are willing to share their
thoughts and stories with us in our research. I feel privileged to have respondents
trust me enough to say what they are really thinking and to explain why they really
feel the way they do.

Anyone who has conducted or observed qualitative research can probably recall 
a situation where he or she was taken aback by the honesty of a respondent. I have
had colleagues tell me how moved they were when hearing the emotional or physical
pain a respondent confessed to being in, but had not confided to others. This is a
unique situation of trust that we all strive for in building a relationship with our
respondents. This is “real” reality.

For me, this is the life-calling of being in qualitative research… an unending
curiosity to hear people’s stories and to use those stories for a purpose. Studs Terkel
told people’s stories so readers could understand and respect their fellow Americans
better. The stories we uncover in research can help make better products and
improve how companies communicate with their customers.

A special responsibility comes with being trusted with these insights. That respon-
sibility is reflected in the QRCA Code of Ethics: “To treat respondents with respect
and consideration…” It is part of a tradition and expectation that authors like Studs
Terkel made famous, but that is carried out every day by professional qualitative
research consultants in all corners of the world.

Honestly, I think I should have known sooner that qualitative research would be
my life’s work. The pile of books next to my bed is largely of the biographical
variety, and my chief guilty pleasure is watching my favorite “reality” television
shows. The stories entertain me, inspire me and sometimes shock me, but they never
bore me. And I look to the master to educate me with his story… the book currently
on my nightstand is Studs Terkel’s biography Touch and Go.

TELLING THE STORIES 
of Real People

L
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green revolution has reached a
tipping point, and the environmental
movement has shifted from the mar-

gins into the mainstream. Jump-starting this tipping
point was greater awareness of the connection
between natural disasters and global warming,
triggered by Hurricane Katrina and Al Gore’s
Oscar-winning documentary, An Inconvenient
Truth. Since then, consumers have heard dozens of
stories of the rapid melting of Arctic ice caps, air
pollution in China during the Olympic Games and
green tech and green jobs becoming a central
theme in Washington.

In response, many consumers have changed
their behavior in ways both big and small. For
example, consumers have begun to use reusable
shopping bags, and they have rapidly increased
their purchases of eco-friendly products across
industries. This has coincided with a “green wave”
of marketing activity, as marketers rush to take
advantage of unprecedented consumer interest 
in green products and services.

This “green wave” is exemplified by initiatives
such as GE’s Ecomagination effort and the environ-
mental components of Wal-Mart’s sustainability
campaign. This upsurge in green marketing will
lead to a corresponding explosion in green market
research. Market researchers who want to capture
a piece of this new business should begin to build
their green market knowledge. Becoming familiar
with a green segmentation model is the first step
towards gaining green research expertise.

Several existing segmentation models divide
consumers into groups based on their affinity
towards green products and services, but Natural
Marketing Institute’s (NMI) proprietary Lifestyles

of Health and Sustainability (LOHAS) consumer
segmentation model is arguably the most widely
used. Since 2002, NMI has used it to orient com-
panies in the health and sustainability marketplace.
The LOHAS model describes a rapidly growing
market for goods and services that appeal to
consumers who have a focus on personal health
and a meaningful sense of environmental and
social responsibility, and who incorporate those
values into their purchase decisions.

Segmentation Overview

Figure 1: The LOHAS Segmentation Model

The LOHAS segmentation model divides consum-
ers into five segments based on the strength of
their green attitudes and behaviors. Identified as
LOHAS, the first segment may be described as
“the darkest shade of green.” The three middle
segments include NATURALITES, DRIFTERS
and CONVENTIONALS, and all three may be

B Y G W Y N N E R O G E R S

Natural Marketing Institute • Harleysville, PA 
• gwynne.rogers@nmisolutions.com

The
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described as “a lighter shade of green,” as they are
motivated by different aspects of environmental
sustainability. Finally, the UNCONCERNEDS
would be depicted as, quite simply, unconcerned
consumers who are not interested in green products
or not involved in environmental behaviors.

LOHAS Consumers
In 2008, 38 million adults (17% of the general
population) were characterized as LOHAS consum-
ers. Environmental protection is the cornerstone
of the LOHAS lifestyle, as these consumers are
continually looking for ways to do more for the
environment in all aspects of their lives. LOHAS
consumers are more motivated than any other
consumers to act in environmentally responsible
ways, such as practicing conservation, recycling
and being politically active. They have the highest
consumption rate of green products, demonstrate
the strongest loyalty to companies that align with
their values and are less price sensitive than the
other segments.

It is also important to note that LOHAS con-
sumers are not fringe “eco-warriors.” They are
sophisticated, influential opinion leaders whose
behavior is predictive of the other segments.
LOHAS consumers help push new products into
the mainstream by being the first to try new green
products and then encouraging others to use the
products that meet their approval. Given the crucial
role of LOHAS consumers, getting their buy-in
must be integral to the strategy of any company
that decides to offer green products or corporate
social responsibility (CSR) programs.

The NATURALITES
Primarily motivated by their personal health and
wellness, NATURALITES, 38 million adults (17%
of the general population), are a “lighter shade of
green” compared to LOHAS consumers. Their atti-
tudes toward the environment, society and health
are consistently lower than LOHAS consumer but
typically above average. While NATURALITES
consider themselves very interested in protecting the
environment, they are much less active participants
in environmentally conscious behaviors such as
recycling, composting, taking their own bags to the
grocery store or encouraging elected officials to pass
environmental protection laws. NATURALITES
need a personal incentive to turn their interest in
environmental protection into consistent action.

When it comes to purchasing behavior, however,
NATURALITES will often buy green products
because they perceive them to be better for their
own health. Such products include natural and
organic foods, beverages, personal-care products,
cleaning products and even low-fume paint. Mes-
saging that appeals to NATURALITES’ sense of
health and wellness will give them the incentive
they need to purchase green products and services.

The DRIFTERS
The DRIFTERS segment comprises approximately
54 million consumers (24% of the general popu-
lation). DRIFTERS are motivated by the latest
trends, and their commitment to any issue, includ-
ing environmental sustainability, is more superficial
than LOHAS consumers’ or NATURALITES’.
DRIFTERS like to appear to be a part of the eco-
friendly in-crowd, although their bustling families
and lower exposure to environmental problems 
and alternatives often prevent deep involvement.

DRIFTERS tend to look for low-commitment
and highly visible ways to be green, such as taking
reusable bags to the grocery store, recycling and
avoiding or specifically choosing retailers based on
sustainability values. DRIFTERS definitely want to
give the impression that they are doing the right
thing, so low-cost green products or activities are
a perfect gateway for them to the “green” space.
From there, giving them a credible and long-
lasting reason to believe in a brand or a cause will
lead to a lifetime of returns.

The CONVENTIONALS
Approximately 58 million consumers (26% of the
general population), the CONVENTIONALS are
motivated by practicality and frugality rather

Sustainability Segmentation... C O N T I N U E D
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Given the crucial role of LOHAS consumers, getting their buy-in
must be integral to the strategy of any company that decides to offer
green products or corporate social responsibility (CSR) programs.

The LOHAS Segmentation

NMI’s LOHAS segmentation was derived using
a k-means cluster analysis from a sample of
2,000 nationally representative respondents in
the United States. When repeated several times
on the same data set, the LOHAS segmen-
tation replicated well, and the predictive
accuracy of a simplified segmentation used in
subsequent studies is 90%. The segmentation
algorithm is based on general attitudes and
reported behaviors, rather than on demo-
graphics or a focus on a specific industry. The
segmentation is run annually as part of the
LOHAS Consumer Trends Database™
(LCTD), an annual quantitative study.



than an aim to protect environmental
resources. They are well-educated
consumers who need a logical reason
to buy or behave green.

CONVENTIONALS engage in some
green behaviors such as reusing, recy-
cling and energy conservation, and they
buy products like energy-efficient appli-
ances and light bulbs, but they do so
because they are interested in saving
money or materials, rather than due to
intrinsic interest in environmental pro-
tection. Nevertheless, for products and
services that fall into the Practical Green
space (products that allow consumers to
express their commitment to the envi-
ronment while saving money), this is a
viable and potentially profitable segment.

The UNCONCERNEDS
Representing approximately 36 million
consumers (17% of the general popula-
tion), UNCONCERNEDS exhibit little
sense of environmental responsibility.
Their lack of interest is universal: They
do not use eco-friendly products, regu-
larly practice environmentally friendly
behaviors nor participate in community
activities or any number of other things
a consumer might do to be green.

UNCONCERNEDS are a declining
consumer segment whose views are
somewhat out of step with mainstream
America. Consequently, connecting with
this consumer in a meaningful way may
prove challenging.

Demographic Differences
The LOHAS segmentation is not driven
by demographics, although some demo-
graphic differences do exist. For example,
LOHAS consumers are slightly more
likely to be educated females, while the
UNCONCERNEDS tend to be males
with below-average income. NATURAL-
ITES are less educated and more likely
to live in the South. DRIFTERS tend to
be younger, with larger household sizes,
while CONVENTIONALS are slightly
older consumers with higher-than-aver-
age income. But, these tendencies are
not predictive of segment membership.

The size of all segments, with the
exception of the LOHAS segment, has
fluctuated over time and is expected to
continue to do so. For example, as the
recession hit the United States, the size 
of the frugal and practical CONVEN-
TIONALS segment has grown. There

C O N T I N U E D Sustainability Segmentation...

CONVENTIONALS engage in some green behaviors
such as reusing, recycling and energy conservation,
and they buy products like energy-efficient appliances
and light bulbs, but they do so because they are
interested in saving money or materials, rather than
due to intrinsic interest in environmental protection.



has also been a simultaneous market shift towards
Practical Green. Some consumers are even willing
to pay more upfront, knowing that they will
save money in the long run, providing a form of
delayed satisfaction unusual in American society.

While the size of the other segments may fluctu-
ate as the market evolves, NMI has consistently
found (and expects to continue to find) that the
LOHAS segment is a stable portion of the total pop-
ulation. The early adopter and influential LOHAS
segment will continue to embrace new green
product categories and new behaviors, and hence is
becoming “ever greener.” As it identifies these new
products and behaviors, it passes them on to the
more mainstream, lighter-green segments (NATU-
RALITES, DRIFTERS and CONVENTIONALS).

Therefore, although the total population is
becoming greener over time, the green movement
will continue to be led by LOHAS consumers. For
example, LOHAS consumers were the first to
purchase compact fluorescent (CFL) light bulbs and
organic foods, items that have now become main-
stream. Today, LOHAS consumers look beyond
specific categories to a more holistic approach to
sustainability, focusing on their bodies, their homes
and even their pets.

Because this is a lifestyle segmentation, and not
one focused on a particular product or even indus-
try, LOHAS consumers’ motivations also extend to
how they bank and invest, vacation and even heal
themselves. In their mind, any environmental
impact they make could be lightened in some way,
and they are open to learning more about different
ways to do so. Because the LOHAS segment is
predictive of where the mainstream market will
move in the future, NMI’s research allots special
attention to this consumer group.

Using the Model
Understanding NMI’s LOHAS segmentation model
can benefit market researchers in a number of ways.
First, since the model is widely used by consumer-
products companies and the media, it provides 
an established vernacular that can be used when
speaking with clients and prospects. Fluency in
the LOHAS model can give market researchers 
an edge in presenting their expertise and winning
new business.

Second, many companies use the model in
conjunction with a subscription to NMI’s LOHAS
Consumer Trends Database™ (LCTD), which has
been running since 2002. This annual quantitative
study focuses on sustainability, corporate social
responsibility, environmentalism and social issues.
The database provides seven years of trends and
insights in the “green” space, demonstrating how
consumer attitudes and behaviors have evolved.
Several other market research services, including
Nielsen BASES, Homescan and SPECTRA services,
as well as MRI’s database, have incorporated the
LOHAS segmentation model into their list of tools.

The LOHAS model offers clients a single “lens”
to use across various databases and through the
entire research process, from product development
to tracking. Given companies’ comprehensive
usage of the model, understanding it can provide
perspective on how clients and prospects view
their market and help researchers offer more-
targeted project proposals.

One additional way that clients and independent
market researchers have used this segmentation tool,
in partnership with NMI, is as a screening tool for
qualitative client projects in the food, beverage,
household products, packaging, green building and
personal-care product industries, among others.
LOHAS consumers, due to their influential nature,
tend to be very participatory in qualitative set-
tings. The depth of their insight and contribution
always increases the value of the overall consumer-
insight project.

The motivations of NATURALITES, DRIFTERS
and CONVENTIONALS are also important to
capture in focus groups, as they often serve as
secondary targets for new marketing initiatives. For

Sustainability Segmentation... C O N T I N U E D

Article Definitions

Sustainability: The integration of social, economic
and environmental considerations to make sure
that the needs of the present are met without
compromising the ability of future generations 
to meet their needs.

Green: The environmental component of sustain-
ability; may be used in reference to environ-
mentally friendly products, services or practices.

Practical Green: A concept referring to products
and services that allow consumers to express
their commitment to the environment, while
saving money.

Lifestyles of Health and Sustainability (LOHAS): 
A rapidly growing market for goods and services
that appeal to consumers who have a focus on
personal health and a meaningful sense of environ-
mental and social responsibility, and who incor-
porate those values into their purchase decisions.

Corporate Social Responsibility (CSR): The
deliberate inclusion of public interest in corporate
decision-making; includes taking responsibility for
the impact of company activities on the environ-
ment, consumers, employees, communities and
other stakeholders.
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example, a natural personal-care line may be aimed
toward LOHAS consumers, but NATURALITES
serve as a valuable secondary target, doubling the
potential total market share captured by the brand.

Furthermore, because this is an emotional issue for
many consumers, qualitative research on environ-
mental sustainability is critical to understanding the
underlying consumer motivations and reasons to
engage in the green marketplace. While these might
not be specific product benefits, they are emotions
that a product position can ladder up to, fulfilling a
deeper emotional need for the target consumer.

Consumers, of all shades of green, are ready to
navigate the next green frontier, and they are likely to
embrace new services like factory-built green homes,
flights on planes with greener engines and green
beauty salons, spas and restaurants. To take advan-
tage of the green opportunity, however, providing
innovative products and services is not enough.
Companies must understand the consumer landscape
and make sure that their messaging resonates with
LOHAS consumers, who will be key to market
acceptance. Then, they must correctly position the
product to appeal to one or more of the other seg-
ments based on their unique characteristics and con-
tinue to monitor attitudes and behaviors over time.
In this way, segmentation can help companies evolve
to meet the ever-changing needs of the consumer.  

A Day in the Life 
of a LOHAS Consumer

A LOHAS consumer may wake up in the
morning in organic cotton pajamas, step
onto bamboo flooring, jump into the shower
under a low-flow showerhead and use an
organic soap and natural toothpaste. Then,
he or she may proceed to the kitchen to feed
the dog organic pet food and brew a cup of
Fair Trade certified coffee, while cleaning 
up spills with a paper towel made from
recycled paper.

A closer look inside her cupboards and
refrigerator will reveal brands like Kashi, 
Ben & Jerry’s ice cream, Stonyfield Farm
Organic Yogurt, Gardenburger and Silk
soymilk, as well as lots of fresh produce.
Also, expect LOHAS consumers to produce
more recycling and compost than trash, and
to spend more time walking or riding a bike
or on public transportation than driving.
Stepping outside his or her house, you would
likely find a hybrid car parked close by,
native species in the landscaping and perhaps 
a solar water heater or rainwater collector.

C O N T I N U E D Sustainability Segmentation...
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process of developing a new print advertising campaign typically
requires marketing research to assess the combinations of imagery
and copy that have been assembled by an agency. These advertising

or creative concepts tend to juxtapose pictures or graphics with statements or data
in an effort to convey a message to the consumer. The goal of marketing research
is to help identify an execution that attracts and engages the consumer, as well as
communicates the desired message for the campaign. The practice of qualitatively
assessing these creative executions has been around for many years, but in my
opinion, it could be updated.

In this new age of digital media, consumers are not waiting to be surveyed
about their experience with a company or brand. In fact, with the proliferation
of social networking, self-publishing and blogging websites, consumers are
putting their own ideas out there to initiate dialogue and even generate com-
pany response. Commentary pertaining to marketing tactics and advertising is
becoming more commonplace, especially in situations where consumers are
disappointed or offended. Because opinions are usually unfiltered and full of
emotion, these consumer insights can be invaluable.

Thus, marketing researchers should seek to embrace today’s “new consumer” who
is more willing, comfortable and better equipped to offer opinions. Current method-
ologies to qualitatively evaluate advertising concepts tend to rely on structured,
cyclical questioning. However, when a moderator is too specific regarding the type of
feedback desired or the order in which it is provided, some of respondents’ insightful
and impassioned reactions may not be expressed. I suggest that by providing respon-
dents greater ability to influence the flow of conversation in a qualitative interview, a
researcher may uncover deeper insights, as well as relieve some of the boredom that
has set in among marketing professionals with current research methodologies.

While I am proposing a less-structured qualitative interview, I am also proposing
more clear-cut reporting, supported by well-planned and structured analysis.
Standard reporting is effective in summarizing likes/benefits, dislikes/drawbacks,
main message(s) conveyed and suggestions for improvement. Unfortunately, this
type of subjective feedback leaves agencies and clients at a disadvantage when it
comes to making critical decisions about advertising concepts that are: polarizing;

TheExploring reaction 
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way of thinking and
emotional response
(versus a numbered

discussion guide)
will promote a more
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vers in the backroom.
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aesthetically liked, but not entirely “on message”;
or those that communicate a clear message, but
elicit some negative emotions. In these situations,
objective reporting on the performance of adver-
tising concepts across critical factors that impact
communication effectiveness can be more valuable
for determining suitability for further development.

Accept the Challenge
As a qualitative researcher, you can add value to
the process of evaluating advertising concepts by:
first, pursuing conversation that avoids dull repeti-
tion and is more engaging for both participants
and observers; second, deriving more from the
analysis of qualitative data; and third, summarizing
findings in a more visual format that supports
decision-making.

“How can I embrace this challenge?” The
answer is easy! Develop an understanding of funda-
mental themes that define a successful advertising
concept (see Figure 1 below).

By knowing which topics are important to
pursue, as a moderator, you can be freer in the
methods you use to explore reactions to creative
materials. Rigid discussions of repetitive questions
can be a thing of the past! Exploring reaction to an
advertising concept by following respondents’ own
way of thinking and emotional response (versus a
numbered discussion guide) will promote a more
exciting discussion and higher levels of participa-
tion. Further, the resultant process will be more
interesting for you, as well as for observers in
the backroom.

By knowing what type of comments to look for,
as a researcher, you can review the collective free-
flowing dialogue from respondents, all the while

keeping a lookout for indicators of these funda-
mental ideas. Through the use of coding, you can
track the relative frequency that an advertising
concept prompts respondents to make a comment
that can be linked to one of these fundamentals. A
“concept scorecard” can then be generated. This
scorecard can serve as a visual summary of each
concept’s performance across key factors and
provide tangible direction regarding whether to
further develop or set aside a creative approach.

Learn the Fundamentals
The following 10 fundamental themes should be
considered when analyzing qualitative data.

1. Does the advertising concept capture the
reader’s attention?
Would the advertising concept stand out in a
magazine? Would the concept be memorable
when viewed among advertisements for com-
petitors? What, if anything, about the creative
approach stands out, would cause respondents
to stop and look or prompts closer review? 
• An advertising concept that effectively

garners interest may: use bold/striking colors
or headlines; contain shocking imagery;
capture emotions associated with a hurdle
facing consumers; portray an exaggerated
result; or highlight new information. Res-
pondents will commonly say, “I’d take
another look,” or “It grabs me.”

• If an advertising concept lacks “stopping
power,” be on the lookout for comments like,
“I would blow right by,” or “I wouldn’t even
bother looking.”

2. Do the elements of the advertising concept
(i.e., imagery, graphics, copy) work together to
convey meaning?
Does the imagery tell part of the story? Does the
copy reinforce or complete the story? Successful
integration of written and visual components in
an advertising concept leads to a cohesive feeling
and message.
• An advertising concept that effectively bal-

ances imagery and copy usually prompts
feedback like, “Everything really comes
together,” or “Something about this just
works.” Additionally, respondents may use
descriptions like “polished,” “fully developed”
or “more focused.”

• If an advertising concept relies too heavily
on either imagery or copy, be on the lookout
for comments like, “I have no idea what the
headline has to do with the picture,” or “I
would just read the text.”

• Further, it is not uncommon for a client to
seek to highlight more than one feature/benefit
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Fig. 1: Fundamental Themes for Assessing
Advertising Concepts

1. Does the advertising concept capture the
reader’s attention? 

2. Do the elements of the advertising concept
work together to convey meaning?

3. Is the creative approach agreeable to the
target audience?

4. Is the creative approach straightforward?
5. Is the message clearly understood?
6. Is the intended message delivered? Do any

multiple interpretations help or hurt?
7. Is the message relevant?
8. Are the creative approach and message

unique?
9. Are the creative approach and message

credible?
10. Is the advertising concept likely to prompt

any action?



in a single advertising concept. I have seen this
result in imagery focused on one aspect of the
product, with copy focused on another. Often-
times, the consequence is ambiguity because
respondents are forced to deliberate over
disparate creative elements. In the end, discus-
sions are usually focused around respondent
interpretation of individual creative compon-
ents versus a single, cohesive product message.

3. Is the overall creative approach agreeable to
the target audience?
Effective advertising concepts typically evoke
feelings that draw respondents in or reinforce a
critical idea. Examples include: using humor to
address a delicate subject matter; conveying fear
to prompt action; portraying disappointment
that may result from choosing a competitor; or
highlighting satisfaction from using the advertised
product. Irrespective of the creative approach,
when seeking to capture interest without offend-
ing potential customers, there is an “invisible
line” that advertisers must not cross. Therefore,
it is critical to probe around sensitivities related
to the acceptability of creative elements. 
• A creative approach is usually agreeable

when respondents: are able to see them-
selves in the situation; sympathize with the
problem being depicted; appreciate the humor
because “it is used tastefully”; or find that
the concept demonstrates a true understanding
of their circumstance. Look for comments
such as, “This is exactly how I feel!” or “Very
cute; I know where they’re coming from.”

• An advertising concept that is a “gross over-
exaggeration,” “misrepresents consumer
sentiment” or “lacks professionalism” is
usually a turn-off and may prompt frank
comments like, “This is offensive,” or
“This just misses the mark.” Sometimes the
objection will be a simple and abrupt, “No.”

4. Is the creative approach straightforward?
It is not uncommon for advertising concepts to be
rooted in metaphors or analogies. The suitability
and execution of these comparisons are critical
and affect overall response. Can respondents
easily and quickly interpret these comparisons?
Do respondents have to think hard or make a
leap of faith in order to come away with a clear
message? Realistically, the target audience may
spend just a few seconds reviewing an adver-
tisement. If significant interpretation is required,
the message may be confused or missed. 
• A creative approach that is straightforward

(but not too simplistic) will likely prompt
reactions such as, “It’s pretty clear,” or “I
immediately got it. That’s neat.”

• An advertising concept that requires too much
interpretation may prompt comments like,
“You really need to pore over this informa-
tion,” or “There’s just too much to think
about.” Sometimes respondents will admit, 
“I would never spend this much time trying 
to figure it out.”

5. Is the message clearly understood?
It is imperative to determine whether the adver-
tising concept conveys a clear message, idea or
feeling. If respondents are confused or unable
to verbalize a clear take-away, the piece under
development has failed to deliver on its commu-
nication goal. In this scenario, elements most
responsible for creating confusion should be
identified. This way, it can be determined wheth-
er revisions may improve clarity or the creative
approach is beyond salvaging.
• An advertising concept that is understood

will permit respondents to articulate a clear
message. Also, look for comments like, “It
totally makes sense to me,” or “I know
exactly what they’re saying here.”

• An advertising concept that is confusing
may prompt comments like, “I can’t figure
this one out,” or “I’m a little lost here.”

6. Is the intended message delivered? Do any
multiple interpretations help or hurt?
When evaluating the effectiveness of an adver-
tising concept, a researcher must have a clear
understanding of the communication objectives
for the campaign. Usually, when an advertising
concept delivers the intended message, respond-
ents will be able to play back (in their own
words) the creator’s desired take-away.

In some instances, a creative element may be
subject to multiple interpretations, causing res-
pondents to assume meaning separate from what
was originally intended. While an unintended
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It is imperative to deter-
mine whether the adver-
tising concept conveys a
clear message, idea or
feeling. If respondents 
are confused or unable to
verbalize a clear take-away,
the piece under develop-
ment has failed to deliver
on its communication goal.



message can present a distraction or con-
tradiction, in certain situations, it can also
serve as benefit (e.g., highlights a lesser-
known or frequently overlooked feature).

It is up to a researcher to determine
which elements (or combination of ele-
ments) are subject to multiple interpre-
tations, as well as gauge the frequency
in which any unintended messages may
be derived. It is up to the entire project
team to determine whether unintended
messages also align with communication
objectives for the campaign.

7. Are the creative approach and
message unique?
The uniqueness of an advertising concept
can be analyzed on two levels. First, a
researcher must determine if the creative
approach itself is unique. Are respondents
reminded of other advertisements or pro-
ducts (within or outside of the category)?
Even if the source of the prior exposure 
is unknown, do respondents recognize
graphics or find copy to be familiar?
• An advertising concept that is unique

in design and composition often
prompts enthusiastic comments like,
“I’ve never seen something like this
before!” or “This would definitely
stand out in my mind!”

• An advertising concept that lacks
uniqueness in either design or over-
all composition tends to prompt
comments like, “I’ve seen this before
somewhere,” or “There’s something
familiar here.”
Second, a researcher must verify that

the message conveys an original feature,
benefit or idea that differentiates the
advertised product from its competitors.
Based on the interrelation between crea-
tive elements and the resulting interpreta-
tion by respondents, a researcher must
determine if a unique message is conveyed.
• An advertising concept that delivers

a differentiating message usually
generates feedback like, “No one
has addressed this aspect before,” or
“This provides a different perspective
to consider.”

• An advertising concept that does not
deliver a unique message or strongly
differentiate the product usually garners
responses like, “This doesn’t tell me
the product is anything different,”
or “Nothing here stands out as a
unique benefit.”
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8. Are the creative approach and message credible?
A researcher must recognize that when meta-
phors and analogies are used, some comparisons
will not literally translate into believable state-
ments or imagery. While some respondents are
able to “suspend disbelief” and look at the
“bigger picture,” others will take exaggerations
at face value and criticize the advertising concept
for being too unrealistic. Additionally, it is
important for a researcher to determine whether
key take-aways are credible, given current percep-
tions and any supportive information in the piece.
• Review of a credible advertising concept

usually results in comments such as, “This
seems truthful. I can believe it,” or “I would
not question anything here.”

• An advertising concept that lacks credibility
(due to creative elements that push the
boundaries of believability or claims that
seem to overpromise) often fosters remarks
like, “This so unrealistic!” or “I just find
this difficult to believe.”

9. Is the message delivered relevant?
Relevancy can also be assessed on many levels.
Are there extraneous creative elements that do
not add meaning? Is the take-away pertinent to
determining preference or informing a purchase
decision? The situation or topic central to the
advertising concept should be germane to the
communication objectives for the campaign.
Therefore, a researcher must determine whether
the advertising concept strikes an appropriate
cord with consumers or presents unimportant
information.
• An advertising concept that presents relevant

information tends to prompt reactions such
as, “This is something I would definitely
consider,” or “The importance of this issue
goes without saying.”

• A creative concept that lacks relevancy may
prompt blunt remarks like, “Who cares!” or
“So what!” or “Why bother?”

10. Is the advertising concept likely to prompt
any action?
When an advertising concept is being developed,
it is usually because a company is seeking to
increase awareness, consideration or use of its

product (or service). With these intentions in
mind, it is imperative for the researcher to deter-
mine what, if any, actions that respondents
would take upon reviewing the advertising
concept. Depending on the marketing challenges
facing the client, success could be defined by
increasing respondents’ willingness to learn
more by reviewing the company’s website or
calling to request information, or by increasing
purchase intent.

In order for a researcher to determine whether
an advertising concept is motivating to the target
audience, the desired response or reaction must
be known. This way, if “next steps” are not pro-
actively addressed by respondents, appropriate
probing can occur.
• An advertising concept that generates unaided

comments about consumers’ willingness to
take the desired next-steps is likely to prompt
action. For example, “I’d read more,” or
“I’d definitely give it a try.”

• An advertising concept that lacks the ability
to motivate tends to receive critiques like,
“There’s not enough information here to be
compelling,” or “This doesn’t change my
opinion or willingness to try the product.”

Create a Scorecard
“How do I go about generating a scorecard?”
First, review respondent feedback, and make note
of comments that address the fundamental themes
for effective advertising communication. Next, tally
the frequency in which an advertising concept
receives favorable remarks pertaining to each
fundamental theme. Finally, present the tally data
in an easy-to-interpret visual format like a bar
graph. [Since we are discussing qualitative research
with small sample sizes, I would also recommend
eliminating any numbers (scale or data labels) so
as not to give the appearance of quantified results
that have statistical significance.]

“What happens if a respondent doesn’t address
each of the fundamental themes in our discussion?
Won’t the scorecard be inaccurate?” Another good
question! This is where you earn your keep as a
moderator! Learn the fundamentals so that, when
needed, you can carefully guide the conversation or
respond with a direct probe. By forming a mental

When metaphors and analogies are used, some comparisons
will not literally translate into believable statements or
imagery. While some respondents are able to “suspend
disbelief,” others will take exaggerations at face value and
criticize the advertising concept for being too unrealistic.



(or written) checklist, you will be in a position to collect
critical feedback while avoiding the need to revert to a
routine questioning that follows a strict, repetitive outline.

“What does a scorecard look like?” Let’s take a look at
a few examples that visually describe the performance of
advertising concepts across fundamental themes. Figure 2
depicts the performance of Concept A, an advertisement
that shocks the reader into looking, but fails to portray
the consumer in a realistic light and over-exaggerates the
benefits of product use. Because the creative approach is
perceived to be “too juvenile” and “lacking in credibility,”
it fails to motivate.

Conversely, Figure 3 portrays the performance of a
Concept B, an advertisement that is slightly less “attention
getting,” but that delivers an important message about an
often-overlooked product feature.
The straightforward approach
lacks some uniqueness in design,
but it is easy to understand, quite
professional and highlights a
differentiating feature for the
product. Although there is some
question as to whether the
advertisement would stand out, 
it presents a message that would
increase consideration of use. (In
this example, media planning
would also likely factor into the
ultimate decision about whether to
pursue further development/refine-
ment of the advertising concept.)

Apply the Process
The next time you are asked to
qualitatively evaluate advertising
concepts, ask yourself if you are
embracing a methodology that is:
engaging to all involved; can iden-
tify whether creative components,
independently or collectively, con-
tribute to the overall message; and
provides objective feedback needed
to make critical decisions that
guide ongoing development efforts.

By learning the fundamental themes outlined in this
article, you will become more confident and skilled 
at conducting interviews (or moderating focus groups).
This will lead to discussions that are more interesting
and fruitful. Through experience, you will become
more adept at utilizing a multi-layer technique for
analysis of qualitative data. This will allow you to
identify emerging themes across the sample of respon-
dents, as well as assess the performance of multiple
advertising concepts across fundamental areas for
successful communication. Finally, you will be able 
to present actionable results in a unique, easy-to-
interpret visual format. Like everything else in life, 
you will get better with experience, so continue to
apply the process!

Figure 2: Concept A’s Performance Across Fundamentals Figure 3: Concept B’s Performance Across Fundamentals
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decade ago, it was a lonely world for an
online qualitative researcher. Back in 1997, I
worked for an enterprising market research

firm in New Jersey, moderating focus groups in
public AOL chat rooms. Those were the days…
the loud hum of the office servers, my shiny new
386 PC with its microwave-size monitor taking up
three-fourths of my desk, wires protruding from
every conceivable location, the constant ringing of
telephones. My, how things have changed. 

Today, with less overhead and programming
knowledge required, online qualitative research
offers QRCs and their clients a very real solution
in a challenging economy. The internet also affords
the innovative QRC the chance to really shine,
from organizing creative bulletin-board discussions
to conducting personal IDIs with text and video
via instant messenger programs.

The core skills required to be a good QRC
are the same for online as they are for in-person
research. Clear objectives, effective screening, an
unbiased discussion guide and insightful analysis
are the foundation of any good qualitative research
study. With online studies, these valuable elements
become the focus, while ancillary project expenses,
like travel and transcription fees, get the heave-ho.

Whichever online data-collection method(s) you
choose, most will provide fast access to a digital
record of the interview, helping you get your analysis
to the client faster. A few innovative research com-
panies have developed hybrids of the methodologies
listed here, offering even greater customization to
meet your research needs. Besides InsideHeads, you
can shop for online qualitative research services

from 20/20 Research, Artafact, Focus Forums,
itracks and QualVu, just to name a few.

Debunking the Myths of 
Online Moderating

You need to be able to “program” code.
Many qualitative research applications today
have simple interfaces that do not require any
programming knowledge.

You need to be a fast typist.
You do not need to don a cape and be a Super
Typist to moderate online focus groups successfully.
Some facilities even provide for a pre-loaded
discussion guide, eliminating the need to type

A
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C O N T I N U E D Diary of an Online Focus Group

every question separately and making your follow-
up probes more responsive.

No facial expressions is a problem.
People convey emotion with typed words every
day via email, IMs, text messages, tweets, social
networking posts, you name it. In an online
focus group, participants are aware of their
environment and frequently use emoticons and
familiar abbreviations to clarify their opinion.

Putting Online to Use
Making it happen does not require magical talents.
Skilled QRCs already have the tricks they need to
conduct successful qualitative research studies
online. Take a look inside the diary of one online
focus group project and learn how you can apply
what you already know.

Day 1
� Project awarded.

Weeks earlier, InsideHeads provided a client a
proposal to conduct a website evaluation among
prospective graduate students. The client team
was developing a new website and needed feed-
back on desired site layout and features to direct
its design recommendations. The research
proposal included handling the recruiting, mod-
erating two online focus groups and providing
the transcripts along with a written report.

For this study, we proposed text-based online
focus groups, which would maximize the volume
of data collected in just two groups. Since multi-
ple participants respond simultaneously, nobody
waits to speak, and the conversation proceeds
briskly. Compared to in-person groups, text-
based online focus groups can provide for twice
the number of participants and yield exception-
ally “meaty” transcripts (15,000+ words).

Although this study was clearly appropriate
for online administration, other qualitative
research objectives can be successfully achieved
online. Sensitive or personal topics are espe-
cially well suited for online research because
of the inherent freedom and anonymity the
environment provides.

What kind of qualitative research studies
work well online?
❑ Advertising and message tests
❑ Concept tests and new-product development
❑ Brand image and positioning research
❑ Website evaluations, including content,

layout, design, navigation and features
❑ Name and logo tests
❑ Ideation / brainstorming
❑ Establishment of consumer vocabulary 

for questionnaire development

� Emailed the InsideHeads research team and
alerted it to new project & schedule.
Since our client had a presentation to his client in
less than three weeks, both online focus groups
were scheduled to occur two weeks later at 7
p.m. and 9 p.m. EST, providing reasonable meet-
ing times across the different U.S. time zones.

� Confirmed the proposed recruiting resources.
An email address list of prospective students
was available from the client, so the plan was
for InsideHeads to prepare the online screening
questionnaire, and the client would distribute
the emails with the screener link.

Although in this situation, we had an avail-
able pool of students from which to recruit,
many traditional screening and recruiting
methods, like phone or direct mail, can also be
used for online focus groups. As with in-person
research, recruiting the right participants is
critical to the success of the research study, so
you will want to consider recruiting costs and
timing carefully before submitting your proposal.

If you, or your client, do not have available
access to a sample source from which to recruit,
you can consider outside panel companies, opt-in
email lists and customer databases, in addition to
traditional recruiting methods. Check within your
existing network of recruiters and focus facilities,
as they may handle online recruiting or work with
a partner who does. You may want to recruit
from multiple sample sources for some projects.

Each provider has competencies in different
markets, as well as different identity verification
and reward methods. ESOMAR’s recently up-
dated “26 Questions to Help Research Buyers 
of Online Samples” (at www.Esomar.org) is 
a great reference when selecting the proper
recruiting resource for your study.

When selecting a recruiter for your online
focus group projects, they’ll need to know 
the following in order to provide you an
accurate quote:
• Total number of groups
• How many qualified participants you expect

to have in each group

Making online focus groups
happen does not require
magical talents. Skilled
QRCs already have the tricks
they need to conduct suc-
cessful qualitative research
studies online.
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A big advantage of setting up your own online
screeners is that once you have a template, 
you need only modify it for future studies.

• Duration of each group discussion
• Participant requirements and group

segmentations, if any
• Project timing
• Incentives (amount and who has

distribution responsibility)
• What you want the recruiter to

handle (sample only, online screener,
incentives, etc.)

• Any special instructions

� Confirmed virtual focus facility.
For this study, we used the InsideHeads
virtual focus facility. Know which 
facility resource you will use before
submitting your proposal, since costs,
timing and the level of your involvement
will vary depending on the platform 
you choose.

� Drafted written screening
questionnaire; emailed client 
for review/approval.

Day 2
� Received client approval on written

screening questionnaire; began pro-
gramming for online administration.
Although we used proprietary survey
programming software to program the
screener for this study, you can do it for
little to no cost on your own, or you
can hire a company to manage it for
you. Often, the recruiter and/or facility
provider you choose will also handle 
the online screener administration as
part of their service.

Some great do-it-yourself (DIY)
survey tools exist online for free,
with low costs for added features (e.g.,
SurveyMonkey.com, SurveyGizmo.com,
etc.). They are relatively simple to learn
and enable you to gather screener data
and manage recruiting on your own.

DIY survey tools are handy when 
you already have an email address list 
of people you need to screen further. A
big advantage of setting up your own
online screeners is that once you have 
a template, you need only modify it for
future studies.

To actually send out invitations to 
an email address list of recruits to be
screened, you can use the merge mail
features of your existing email program,
or consider a bulk emailer program like
WorldMerge, eMerge, MailWorkz or
King Mailer, to name just a few.
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❑ Be sure to name your screening question-
naire something unrelated to your client 
or the research topic (often, the “name” 
is visible in the resulting url link).

❑ When inviting people to take your online
screening questionnaire, be sure to include 
a response deadline, as well as clear incen-
tive rules and a clear explanation of the
time investment that will be required.

❑ Remember to screen for “available internet
access” at the scheduled group date/time, 
as well as other standard industry screening
and past research participation.

❑ If you are recruiting children to participate
in a research study online, be sure to
comply with the Children’s Online Privacy
Protection Act (COPPA). You can find 
more information at www.coppa.org.

❑ To catch people who disqualify appropriately,
consider adding a hidden programming ques-
tion in your survey (not visible to the respond-
ent) that will secretly tag those who do not
qualify (that way, respondents who go back to
a page and change their answers in an attempt
to qualify are still tagged as disqualified).

❑ Throughout your online recruiting, keep a
keen eye on responses. Within two days of
sending the email invitations to the screener,
you should have at least half the groups
filled. By the end of the third day, you
should be confident that you can fill all the
groups with enough qualified participants.
Expect a significant drop-off in response
after three days of sending the invitations to
take the screener. If you have any concerns,
act quickly to supplement recruiting efforts
and ensure fulfillment.

Day 3
� Screener posted online; emailed client 

the link for final review/approval.
� Drafted discussion guide; emailed client

the file for review/approval.
The purpose of this research was to gauge reac-
tions among students to specific website features
and content, as well as to review three competi-
tive websites. Participants were questioned about
their decision-making process and how infor-
mation contained within a website could add
value and enhance their school-selection process.
Questions for competitive sites focused specif-
ically on site navigation, layout, design, ease
of use, preferred features and appropriateness
of content. 

The discussion guide for this project
covered approximately 50 questions across 
5 topic changes. 

Introduction (5 minutes)
Warm-up Questions (5 minutes)
Competitive Website #1 (20 minutes)
Competitive Website #2 (20 minutes)
Competitive Website #3 (20 minutes)
Reactions to Specific Features (15 minutes)
Wrap-up (5 minutes)

There is no guaranteed formula, but on aver-
age, figure you can get through approximately 1
question (and probing participant responses) in
about 1.5 to 2 minutes. You will also need to
figure time at the beginning, to welcome partic-
ipants and give them instructions, and at the end,
to wrap things up. Finally, every time you tran-
sition to another topic/slide/line of questions,
estimate a couple of minutes to explain the
transition to participants. If you are used to
preparing discussion guides for in-person focus
groups, you will be able to get through a lot
more questions online.

Day 6
� Received client approval of the screener

posted online.
� Tested receipt of respondent data from the

online screening questionnaire one last
time before launching.

� Notified client to release emails inviting
potential recruits to complete the online
screening questionnaire.

Day 7
� Monitored recruiting.

Day 8
� Monitored recruiting.
� Made discussion-guide edits requested 

by client; new version sent via email for
review/approval.

Day 9
� Recruiting completed, final participant

selections made for each group; instructions
sent via email.
We were able to find enough qualified students
from the email list provided by the client, and
both groups filled up quickly.

You will want to invite a sufficient number of
qualified participants to each online focus group,
but still be able to manage the text conversation.
We typically invite 25 fully qualified recruits to
each group, since about half will show up to par-
ticipate online. Situations do vary, so consider all
factors (incentive amount, participant relation-
ships, etc.) that may affect show rates before
deciding how many people to actually invite.
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Some experienced online moderators can
manage up to 18 or 20 participants at a time in
this environment, while others are more comfor-
table moderating groups of 6 or 8. We strongly
recommend that if you are new to online moder-
ating, consider inviting fewer people to each
group, or hire a backup moderator to attend
your groups for support.

As the moderator, you want to be able to focus
on probing participant responses. Distractions,
like whether or not “Bob” has responded to your
last question, can be alleviated if you have a
group administrator. In addition to monitoring
participant responses, a good group administra-
tor will also field questions from participants and
client observers during the discussion, leaving
you free to focus entirely on the scrolling conver-
sation. It is best to establish clear responsibilities
with your administrator ahead of time. 

Day 10
� Emailed instructions to qualified

participants who were selected.
Each of the 25 recruits who qualified after
completing the screening questionnaire received
an email with further instructions. As with most
of our online focus groups, we assigned anony-
mous usernames to participants to be displayed
during the group discussion as a way of encour-
aging more open and honest responses.

Typically, the online recruiter or the facility
provider will manage sending instructions to
qualified and invited participants, although you
could manage this yourself using a mail merge
program (previously mentioned).

� Emailed instructions for observing the
groups to client.
Observing a group online is a slightly different
experience for the client than watching a group
behind real glass. Clients observing your groups
should attempt to access the facility before the
group date/time to ensure that they do not have
any connection problems.

Most online facilities allow observers to send
private messages to the moderator during the
live discussion. Asking one person to be the
spokesperson for all observers can prevent
conflicting and contradictory direction coming
from multiple observers during the group. Send-
ing observers a copy of the discussion guide,
noting the timing allotted for each section, can
also help boost the observer experience, as the
conversation can seem rather speedy to those new
to online chat.

� More discussion-guide edits requested;
sent new version of the file sent to client
via email for review/approval.

Day 13
� Discussion guide finalized and uploaded

into the online facility.
A brief excerpt from the project’s discussion
guide is shown below.

Discussion Guide excerpt…
� Send competitive site #1 to whiteboard.
Please take a moment to look at this page
carefully. I will ask you the next question
once you have all had enough time to review 
it effectively.
❑ Have you visited this page before?
❑ What information on this page, if any, is 

most useful to you? Please explain.
❑ What information on this page, if any, is 

not at all useful to you? Please explain.
❑ What information is NOT on this page, 

but it would be helpful to you as a
prospective applicant?

❑ Do you get the sense for the school’s neigh-
borhood from this site? Why/why not?

❑ How do you feel about the testimonials
shown here? Please explain.

❑ How, if at all, do testimonials on this
website affect your interest in the school?
Please explain. [MODERATOR NOTE:
Probe desired source of testimonial]

� Visuals created and uploaded into the facility.
For this study, the visual stimuli being tested were
actual websites, which were displayed on the
whiteboard during the discussion. Participants
could enlarge the site and view it in a full frame
as we talked about different elements.

When preparing slides for your online focus
group project, consider including topics of dis-
cussion, or section headers, in addition to the
visual stimuli being tested, to help keep partici-
pants focused on the current subject. Too many
topic changes can be disorientating to participants
and yield confusing transcripts.

Your virtual focus facility provider will let you
know the slide requirements you should follow,
and many will create the slides for you. You can
create slides yourself using an html editor or even
MS Word in some cases. Use slides to change
topics, explain concepts, display images, show
print ads, surf websites, show videos or even
post a web survey. 

� Accessed online focus facility to practice;
confirmed that the uploaded guide and
visual slides were functioning as expected.

Day 14
� Sent reminder emails to all invited

participants.



� Made reminder phone calls to all
invited participants.
Calls were made to each recruit in the
early afternoon, about six hours before
the scheduled groups that evening.
Reminder phone calls help further estab-
lish a connection with invited participants
prior to the group discussion and can
greatly increase show rates.

� Moderated two groups online.
Each focus group in this project was 
90 minutes in length, and attendance
averaged 14 participants per group.
During the group, the moderator sent
prepared questions and probed responses,
as well as posted slides to the whiteboard.
The group administrator fielded last-
minute participant phone calls and
ensured that each person in the virtual
focus facility was actively participating
online. Six members of the client’s team
observed the groups remotely.

As the moderator, you will want to
know how much time you have allotted
for each “section” in the guide so that
you can keep the discussion on track as
much as possible. I have found that 90
minutes online is enough time to obtain
quality data and still maintain respondent
interest. The only time I have ever sched-
uled a shorter group was with 8–10 year
olds, and as it turned out, they would
have chatted with me for hours.

Remind participants at the start of
the conversation to respond to each 
of your questions, as well as react to
other participant comments as they
see fit. Since all participants can res-
pond simultaneously, the exchange of
information online is both dynamic
and interactive. 

It is a good idea to follow up your
introduction and explanation of the
ground rules with some warm-up ques-
tions to get the participants comfortable
responding in the facility. The warm-up
questions also allow you and the admin-
istrator to see immediately if anyone is
having trouble.

Reconfirming key participant qualifica-
tions at the start of the group discussion
can also be beneficial, as any inconsist-
encies can be addressed immediately.

Reconvening with the client after
each group by phone can help clarify
and confirm any guide adjustments that
should be considered for future groups.

Day 15
� Emailed transcripts to client.
� Printed transcripts and began analysis.

Day 21
� Delivered report to client via email,

with a conference call follow-up.
The results of this research study proved
very useful to the website design team,
who “went into the research with a pre-
conceived idea of appropriate content
and left with a completely new under-
standing.”

Findings were organized to address
each research objective, and participant
comments were extracted from the tran-
scripts and pasted directly into the report.

� Incentive checks printed and mailed.
Participants in this study each received
$50 for their time and opinions. Mailing
addresses were collected at the end of the
group discussion, and checks were pro-
cessed and mailed two weeks later.

If the communication and relationship
established with participants throughout
the research process is genuine, they are
typically very satisfied with their expe-
rience and accepting of the fact that they
will receive their incentive checks by
mail within a few weeks of the group
discussion. With outside recruiters, some-
times their fee also includes the cost of
incentives and distribution. In those cases,
they need only a list of the recruits from
their panel who participated in order to
fulfill the honorariums.

With the internet today, QRCs can
experience project efficiencies and creative
solutions without sacrificing quality stand-
ards. This online research study took three
weeks from proposal to report, utilized a
small support staff and required no travel.
The findings were clear and actionable and
of great value to the client. 

I have found that 
90 minutes online 
is enough time to
obtain quality data 
and still maintain
respondent interest.







of the toughest, yet most important, aspects of marketing is under-
standing why consumers make decisions. Why does a soccer mom
drive an SUV instead of a minivan? Why does a teenager drink

Coke instead of Pepsi? In these examples, product features rarely drive consumer
choice. Consumer decision-making goes much deeper than that. Marketers need
to know what moves consumers at an emotional level in order to create a per-
suasive message.

So, how do you identify these emotional triggers? Market researchers have a
powerful technique that can be used to dissect consumer choice, yet most don’t
know enough about it to use it effectively. The technique is laddering and has been
around for decades, but it may be one of the best-kept secrets in the industry.
Laddering can give marketers the information they need to connect with consumers
and persuade them to buy their product or service.

The Traditional Research Paradigm
To understand why consumers make product choices, researchers usually conduct
qualitative research to explore consumers’ decision processes, and then they
quantify the results in a long attribute-laden survey with a large statistically precise
sample. Sometimes, this approach is effective, but other times, managers just
scratch their heads and ask the researcher, “So what will finally get consumers to
stop wavering and buy our product?”

The traditional approach often focuses on product attributes and basic benefits,
but it fails to dig deeper into the psyche of consumers to determine the emotional
triggers that actually drive their decisions. The research results in communications

One
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CONSUMER DECISION-MAKING
with Means-End Research
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Laddering has been
around for decades,

but it may be one 
of the best-kept
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the information 
they need to 
connect with

consumers and
persuade them 

to buy their pro-
duct or service.
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and marketing efforts that are not sufficiently
persuasive to capture the hearts and minds of
buyers. So, how do you get consumers to open
up and tell you what really drives them?

The Means-End Approach 
Using Laddering
Means-end is a rigorous research method that
employs the laddering interviewing technique. It is
used to uncover the underlying emotions, conse-
quences and personal values that drive consumer
choice. It is a hybrid of qualitative and quantitative
research approaches. Highly trained interviewers
gather data qualitatively through in-depth inter-
views using the laddering technique, but the output
is structured and coded for quantitative analysis.

Market researchers use the approach to under-
stand consumer choices and to design advertising
and communications messaging to influence buyers
to choose their product or brand. The result of
a means-end research effort is more-persuasive
communications that drive consumer behavior. An
excellent reference on the subject is a book edited
by Thomas J. Reynolds and Jerry C. Olsen,
Understanding Consumer Decision-Making: The
Means-End Approach to Marketing and Adver-
tising Strategy.

The means-end approach is based on a theory
that product and service attributes are associated
with consequences (or product benefits and risks)
and even the personal values that the product can
help consumers fulfill. The result is a value chain
(Figure 1) linking a product attribute to its function-
al consequence, to the psychosocial (or emotional)
consequence, to the underlying personal value.

To illustrate, consider the example of a con-
sumer choice mentioned previously: why does a
soccer mom drive an SUV instead of a minivan
(Figure 2)? The value chain begins with a product

attribute, such as the SUV “does not have sliding
doors.” The functional consequence of not having
sliding doors is that an SUV “has a more stylish
design.” The psychosocial, or emotional, conse-
quence of having a stylish design is that “I feel
trendy driving it.” Finally, the underlying per-
sonal value that feeling trendy might appeal to
is “acceptance of me personally by my peers.”

Building Value Chains 
through Laddering Interviewing
As you can imagine, building these value chains
with consumers takes special skill and highly train-
ed facilitators. The interviewing technique used to
identify the value chains is called laddering. It is a
qualitative method requiring facilitators to encour-
age respondents to describe in their own words
why something is important to them by filling in
each “rung” of the ladder, which ultimately forms
the value chain.

To begin building a ladder based on our previous
example, the facilitator asks a broad question such
as, “Why do you drive an SUV instead of a mini-
van?” Through a series of probing questions, the
interviewer takes the respondent up the ladder,
step by step. It is critical to get specifics at each
level of the ladder, and sometimes respondents
challenge the interviewer by jumping around
different levels of the ladder. The ladder is not
useful to the analysis unless each step is com-
pleted with a single specific response. It is then
helpful to confirm the ladder with respond-
ents to ensure that their thought process was
accurately captured.

Below is an example of an interviewer/respondent
dialogue that builds the value chain where driving
an SUV leads to social acceptance.
Interviewer: What is the primary reason you

drive an SUV instead of a minivan?

Figure 1.

Figure 2.
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Respondent: An SUV just looks better than a
boring minivan. 

Interviewer: What do you mean, “It looks better”?
Respondent: A minivan looks like a sedan, and

it has those ugly sliding doors.
Interviewer: Why is it important to you not to

have sliding doors?
Respondent: Because I want to drive a vehicle with

a more stylish design, like an SUV.
Interviewer: Why is it important to you that

your vehicle has a stylish design?
Respondent: Because it makes me feel trendy

and more cutting-edge to drive it.
Interviewer: OK, so the stylish design of your SUV

makes you feel trendy. In the end, why
does feeling trendy matter to you?

Respondent: It makes me feel good! My friends
like what I bought and think I’m
trendy because I drive it instead of
a minivan.

Interviewer: Just to make sure I understand you…
you drive an SUV because it doesn’t
have sliding doors, making you feel
like you are driving a stylish vehicle.
Since it has a stylish design, you feel
like you are trendy for driving it.
Feeling trendy makes you feel good
because your friends like what you
bought. Is that correct?

Respondent: Yes.

If this was a common value chain among 
the target group of soccer moms, it suggests that
advertising for an SUV should focus on linking the
attractive styling to feelings of being trendy and
up-to-date. The personal value of social acceptance
should be inferred, but not directly portrayed, as it
is the state-of-mind the advertising should reinforce.

The laddering interviewing technique has tradi-
tionally been conducted in-person in a one-on-one
interview due to the intensive probing required to
elicit each rung on the ladder. However, it can be
successfully completed by phone, as well as online
using sophisticated software that augments the
ladder-building process and summarizes it on the
screen for respondents.

Case Study: Online Channel Adoption
A major financial services provider wanted to
increase adoption of its online self-service channel.
The company had successfully attracted early
adopters to the system, but it didn’t know how to
encourage the next generation of adopters. This is
a common issue among technology products and
services, and it is a tough one to address by simply
adding new product features, since the next gener-
ation needs more than just new bells and whistles.
Customers are being asked to make a major shift
in how they interact and conduct their personal

business. What will trigger these customers to
make the change from in-person or telephone
service to the online channel?

To address the issue, a means-end approach was
used that included 75 laddering interviews. Approx-
imately 50 interviews were conducted with non-
users of the online channel, and about 25 interviews
were conducted with current users of the online
channel to draw comparisons. As a rule of thumb,
at least 25 laddering interviews are needed per
group to conduct a conclusive analysis of the data.

Lasting 30 minutes on average, each interview
was conducted online using Voice over Internet
Protocol (VoIP) which allowed the facilitator to
talk to the respondent through his or computer
while the respondent typed answers on a web page.

The interviewer asked each respondent about
his or her reasons for using or not using the online
channel to conduct personal financial management.
The interviewer built a positive ladder based on
an initial question, such as “What do you think
is the key advantage to using the online channel?”
The interviewer also built a negative ladder to
understand the barriers to adoption using a
question similar to “What do you think is the
key disadvantage to using the online channel?”
Not all laddering studies include negative ladders,
but it was highly relevant to do so in this case,
given the research objectives.

Interpreting the Results
Analysts code the ladders from a means-end study
to provide quantitative data for the analysis. The
primary output from the analysis is a Consumer
Decision Map (CDM), which reveals the most-
common decision paths, or value chains, that
explain consumer behavior.

An example of a CDM showing two primary
decision paths for users of an online service chan-
nel is shown on the next page. As you can see in
this example, two general paths emerge from the
interviewing, one oriented around achieving peace
of mind and one around quality of life gains from
using the online channel. In the decision path on
the left, the major feature of the online channel
that leads to adoption is the ability to access infor-
mation and conduct personal business in real time.
This keeps users in touch with their finances, which
gives them a feeling of being in control of their
money and a freedom from worry. Ultimately, this
gives them peace of mind and the ability to be
financially secure.

Putting Means–End Research
to Use in Marketing Efforts
CDMs provide the roadmap for crafting communi-
cations and branding strategies. Marketers can lever-
age key attributes and consequences of the product
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and draw connections between
them. In the online self-service
channel example, suppose it was
found that non-users avoided
the online channel for the same
reasons users turned to it:
increased security. In this case,
messaging that focused on how
the online channel can help you
“find peace of mind” would be
appropriate. Again, the personal
values at the top of the value
chain should be portrayed indi-
rectly or symbolically in the
context of communications.

The means-end approach
using the laddering interviewing
technique provides a proven
method for researchers to
uncover underlying motives and
decision processes. The result is
powerful communications that
move consumers to action and
build brand loyalty.  

Example of a Consumer Decision Map
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you think you know what research would
be like here in South Korea (e.g., at least
all countries have some similarities), then

you are right to a degree. However, I would
encourage you to think again.

As always in life, the little things and under-
lining meanings make all the difference. And this
is certainly the case on the Korean peninsula. We
have a saying here — “Yes means no, and yes
means no again, and only the third time, does it
mean yes.” To the Western mind and culture, this
makes no sense, but in this part of the world, it
sums the culture up in one simple sentence.

You may now wonder, if that is the case, how on
earth can a Western company do any research here,
let alone interpret and make sense of it? Well, as
with martial arts, one element is the style, and the
other is the secret in the technique. Most impor-
tantly of all, however, is the philosophy behind it all.

In Korea, the famed Korean red ginseng is very
important. Many shops are dedicated to this one
herb, with expert masters selling it and advising on
its usage. To a Westerner, red ginseng is just an
herbal remedy. To a Korean, it is a magical ingre-
dient holding secret life energy that is capable of
keeping the body and mind in balance, turning this
rather unusual-looking herb into a way of life.

Impressions of Korean Research Culture
Trying to apply Western thinking to the Korean
research world is probably the most difficult
undertaking — and the biggest mistake — a
Westerner can do. Assuming that the Western way
is better and making no effort to understand the
Korean culture will quickly lead to a dead end. So
much is so deeply ingrained in the Korean culture
that unwary Westerners will quickly find themselves
exposed to the unwritten rules of a society that
proudly looks back at a very long and eventful
history. One example is that you always respect the
eldest or most senior person and ask for his or her
opinion first. By doing so, you give permission for
the others to speak and take part.

Another concept, which is at the heart of Korean
society, is “the loss of face.” This is commonly
unknown in the West, but what you should never
do is put anyone into a difficult situation or criticize
a person publicly and hence cause humiliation and
embarrassment. That goes for personal life and
especially in the business world.

This is where the Korean red ginseng and the
balance (or the Yin and the Yang, as it is known
here) come into play. Disturbing this sensitive
equilibrium — one that has been the cement of
this society for millennia — can cause unwanted
and unnecessary frustrations and dismay.

In qualitative research, this becomes very much
apparent while conducting focus groups and when

compiling the data. Seniority, hierarchy and a
general shyness among focus group participants
become apparent, but there are unique ways of
breaking the ice.

Some consider Korea to be a homogeneous
society, with no room for personal expression and
individual freedom. On the surface, that might be
true. To a careful observer, however, Koreans can
be as lively, forthcoming and caring as your best
friend. Qualitative focus groups can be considered
a microcosm of this rather unique society, whose
main population of around 12 million people lives
in a comparatively small area of Seoul (South
Korea’s capital) and neighbouring Incheon.

Most groups take place in the evenings, and 
the quite formal setting — boardroom-style round
table, writing pad and nametags — is softened by
the moderators themselves. Personal introductions,
speaking about their personal lives and the offering
of food and drinks suddenly turn the (to the
untrained eye) ubiquitous formality into an open
and productive discussion. Even sensitive issues can
be discussed in depth, and the participants happily
share their own experiences, knowing that they
have the mutual support of the group and that
there is a collective effort to “save face.” This is
where Korean society and Korean red ginseng go
hand in hand in a careful balance of Yin and Yang,
cementing together what belongs together for the
greater good of the whole society or, in this case,
the focus group.

Putting the research findings of those groups
together is, in comparison to the way Westerners
collate data to provide insight, a different exer-
cise altogether. Again, the fine balance between
providing clients with insight (regardless of
whether the results are encouraging or not) and
showing respect towards the client becomes very
much apparent. Whereas clients in countries like
the U.S. or in most parts of Europe consider a
30-page PowerPoint presentation with a top line
of the key findings and action points suffi-
cient (providing they get the complete set of data

If There is a saying in Korea:
“Yes means no, and yes
means no again, and only the
third time, does it mean yes.”
To the Western mind and
culture, this makes no sense,
but to the Asian world, it
sums the culture up in one
simple sentence.
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in a separate document), Korea has its own
unique ways.

Reports and presentations are very thorough.
Several hours of presenting the client with a full
report, including detailed data, is not uncommon.
This is not to catch out the researcher but is seen as
a reassurance of the relationship between client and
research agency. By observing the rules of Yin and
Yang, those relationships can last for years.

Holistically Connected
We may all have heard about the technological
advances of Korea during the past two to three
decades and those big conglomerates (or chaebol,
as they are called here). But, how can corporations
with their brands become so omnipresent in every

Korean household, so indispensable in Korean
day-to-day life, and how can they become so big
and powerful in such short time?

A simple answer would be nationalism and
pride. Whereas this might be true to a degree, as
you dig deeper (with the desire to find the root
cause of this behaviour), you will soon find out
it is the same collective adhesive that joined our
qualitative focus group together from earlier on.

Did you know that Korea is one of the best-
connected places on this planet? It has the highest
broadband penetration per capita and one of the
most advanced electronic systems in the world. For
example, the Korean government recently started 
to back a scheme that allows any form of payment
— and I do mean any, from taxi fare to grocery
shopping to personal or business banking — to
be made using one’s mobile phone. Not only does
Korea have probably the most advanced mobile-
phone system, but also it strives to constantly
do better in a variety of other fields. One of those
fields is qualitative research.

Internet research or research using SMS (short
message service) or MMS (multimedia messaging
service) technologies are common, and research
agencies are constantly improving and fine-tuning
those techniques, which allow researchers to gauge
feedback even on highly sensitive issues from a wide

Several hours of presenting
the client with a full report,
including detailed data, is
not uncommon. This is
seen as a reassurance of
the relationship between
client and research agency.



range of respondents. With Korea (and
particularly the capital of Seoul) being a
truly 24/7 society, the respondent rates are
phenomenal and speak for themselves.

Offering a great opportunity to the
Western qualitative researcher or Western
company to get a foothold in this market,
these technologies make Korea a unique test-
ing ground for other qualitative techniques.
Some of those techniques might still be in
their infancy and relatively unexplored.
However, the existing technical infrastructure
and the openness of the Korean people to
participate will make it an easy task to push
those techniques further and further.

Korea is a unique place to conduct
research, not only because it offers a testing
ground for new ideas but also because the
insight the people provide (with their ability
to think collectively with an unusually strong
communal spirit) should be an inspiration.
And using the power of the Korean red gin-
seng and remembering the principles of Yin
and Yang, the sky is the (research) limit.  

Did you know that 
Korea is one of the best-
connected places on this
planet? It has the highest
broadband penetration 
per capita and one of the
most advanced electronic
systems in the world.
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is 8:00 a.m. on a Tuesday, and a senior researcher from Boston is off to Logan
International. After weeks of collaborating with his clients, Jack is ready to
gather feedback from their target consumers on a series of ad concepts. With

six focus groups in two cities, the next couple of days will be pedal to the metal!
This project has definitely had its challenges along the way. Since the product is

new to the market, trying to recruit respondents who have already tried the product
was tough. Finally, the clients were able to settle on Chicago and Los Angeles. And
though it came down to the wire to fully recruit the sessions, they are now set. It
will be a long couple of days, with the time change and the groups, but Jack knows
it is all part of a researcher’s life.

This is a familiar scene to those of us in the research world. Today, though, life is
very different than it was five years ago. Research design is more complex, respond-
ent criteria are more targeted, turnaround timing is tight, and research budgets
are limited, particularly in today’s economic climate.

On the upside, these challenges have created a welcomed environment of crea-
tivity and development. Specifically, advances with internet-based methodologies
have created the means for researchers to have an ongoing connection with
consumers. They have opened up new ways to quickly engage targeted consumers.
In some instances, research questions can be fielded and reported within hours! In
effect, technology has given rise to endless possibilities in marketing research.

However, this creative environment has also taken us down a path that tends
to support research methods that lack a vital in-person component. Regardless of
how engaging an online survey or bulletin-board discussion may be, there is still
tremendous value in going face-to-face with consumers. While online focus groups
have been in practice for several years, today’s webcam technology allows us to
preserve that face-to-face connection with consumers. “Virtual” focus groups
enable us to capture the spirit and energy of traditional focus groups without the
traditional limitations.

Before we return to the hypothetical example of our moderator Jack, let’s
take a look at the benefits of today’s focus groups utilizing webcam technology.

No Geographical Restrictions
One of the primary advantages of online focus groups is that researchers, clients
and consumers are able to come together despite their physical location. All parties

ItThe tried-and-true
nature of focus

groups and one-on-
one interviews has

not lost its power as
a means to gain a

full-picture read on
consumers. “Virtual”
focus groups enable

us to capture the
spirit and energy of

traditional focus
groups without 
the traditional

limitations.
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join the group from their office, home or hotel
room anywhere in the country, without the costs
and hassles associated with travel or specialized
videoconferencing equipment. Respondents no
longer have to fight traffic or allow extra time
to get to an unfamiliar location for a two-hour
focus group. They settle at the computer for their
discussion from the comfort of their own home.
Furthermore, webcam technology allows us to reach
beyond our borders when the project calls for it.

Expanded Consumer Reach
Recruits are no longer limited to a 20-mile radius
of a facility’s database. Recruiting on a national
level and the opportunity to interact with low-
incidence targets in hard-to-reach areas is endless.
As well, the concern of over-sampled, professional
respondents is diminished due to the significantly
larger sample base.

Enhanced Respondent Engagement
Because consumers are able to participate from a
location most comfortable to them, they are apt to
be more open and honest with their feedback. Since
group members can see and hear each other, the
dynamic of the discussion is much richer. The
moderator can observe facial expressions and other
voluntary and involuntary cues to assess the full
read of the respondent, as well as further clarify
ambiguous responses. Clients can offer their input
or ask questions to the moderator in real time
rather than wait for a message to come in from
the back room.

Multidimensional Feedback
Respondents also provide written feedback, which
can be done openly to the group or privately to the
moderator. Typed responses to questions, concepts
or other stimuli can be gathered through chats,
ratings, polls and multiple-choice selections.

Cost Savings
Travel expenditures make up a large piece of the
budget with traditional focus groups. When such
costs are omitted, virtual focus groups are nearly
30% to 40% less expensive to conduct. In addi-
tion, productivity is not lost from endless hours
waiting in airports and sitting on planes.

Easy Access to Research Results
Using a browser-based platform, multidimensional
insights are captured in real time. Video snapshots,
written notes, polls and discussion chats are
instantly recorded online. Discussions between
the moderator and client team are also preserved
for documentation purposes. Waiting for deliv-
erables such as DVDs to share with colleagues
are replaced with online viewing capabilities
within hours of the session.

Now, let us check back with Jack.

Due to the client’s travel-budget constraints, only
two vital team members are able to be on site 
for the groups. As Jack arrives at the airport, his
thoughts drift to the morning’s staff meeting at the
office. But he just cannot be two places at once.

Things move quickly once Jack arrives at the
facility in Chicago. He greets the group in the
lobby, and after a short round of introductions, it is
time to gather feedback on the concepts. The
clients have comments, and a few notes are passed
from the back room into the group. All in all,
things go well. However, the clients are concerned
that a local event in Chicago might be skewing
consumer reactions. They will have to complete
the groups in Los Angeles to know for sure.

To help illustrate the nature of virtual focus
groups, let us consider the same set of groups
conducted by our moderator Sara, who is using
a webcam-based focus group platform.

A senior researcher and moderator in Atlanta, Sara
logs into her computer to start her day. It is 8:30
a.m. on Monday, and she spent the entire weekend
with her family. It will be a busy day — morning
staff meeting, client lunch and concept-evaluation
focus groups in the evening. The goal of tonight’s
groups will be to finalize the positioning for the
client’s new product. Thankfully, since the sessions
are online, the sample was national, and the recruit
came together easily.

Getting familiar with the software and installing
her webcam were quite simple, and the platform is
very user friendly. All of the key clients will watch
the groups, so they will hear first-hand what
customers say about the new product.

It is 6:00 p.m. and time to begin. With their
webcams streaming and the conference line locked,
the clients can see and hear Sara and the respond-
ents. Introductions commence, and the discussion
moves seamlessly to the concepts. The private client
chat room was different than she was used to, but
in the end, their “live” input is invaluable.

It is easy to see how Sara, her clients and the
participants were able to experience the benefits of

One of the primary advan-
tages of online focus groups
is that researchers, clients
and consumers are able to
come together despite their
physical location.
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the virtual focus group. It allowed Sara
to maintain her routine at the office and
enabled her clients to cost-effectively
connect with targeted consumers.
Participants were able to impact the
development of future products from 
the comfort of their own home.

The Added Value
Perhaps the most understated advantage
to conducting virtual groups versus
traditional groups lies in the desire to
maintain work/life balance. Researchers
and clients have personal lives outside of
questionnaires, tabs, discussion guides
and advanced statistical analysis! They
too are spouses, parents and friends with
additional interests. Traveling city to
city, with time only to admire the views
between the hotel room and focus group
room, greatly disrupts that balance.

Let us take one last look at our mod-
erators as they wrap up for the evening.

Jack finishes his sessions and heads back
to the hotel. The night was a success,
and the groups for tomorrow seem ready
to go. He gathers his things for the
night and clothes for tomorrow before
repacking his suitcase for the flight in the
morning. He makes one last check of the
day’s email and phones his wife to say
good night. He will be home the day
after tomorrow, and he is looking for-
ward to hearing how school conferences
went. It is hard to miss them, but with
the tight timing, this was the best week
to conduct the groups. The lights go out,
but falling asleep in a strange hotel room
always seems to take longer.

As for Sara, her groups draw to a
close, and the team signs off for the
night. The sessions produced some great
feedback, and a couple of clear sug-
gestions are emerging. The groups
tomorrow will help to direct the final
recommendations. She checks her email
one last time and shuts down her
computer. After a short drive home, she
finds the kids asleep, but she kisses them
and heads to the living room to catch up
on the day’s events with her husband.
There are conferences at the school in the
morning, and then she will conduct the
last groups from home in the afternoon.
It will be a busy couple of days, but the
client is happy, and that is what we strive
for! Sara crawls into bed, sets her alarm
and quickly falls asleep.

While there is certainly a case for virtual focus groups to
replace traditional focus groups, traditional focus groups are
by no means going extinct. There are, in fact, limitations to the
virtual focus group process. There is always risk in transferring
highly confidential materials over the internet; therefore, collab-
oration with an integrated IT team is highly recommended. As
well, highly detailed design concepts and schematics often need
to be presented and viewed with hands-on detail. Results are
best achieved when evaluated in person.

In order for virtual focus groups to be successful, there are
important considerations and matters to take into account.
They include the following: 
• Ensure that the client’s product or service can be

accurately represented online.
• Determine if the customer target requires a national reach.
• Enlist strong recruiting support.
• Keep the group length reasonable – 90 minutes is

recommended.
• Maintain video compression limits when presenting 

video concepts.
• Utilize experienced technical support throughout the

entire process.
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society changes, researchers
constantly need to consider
new ways of gaining insights.

With that in mind, my company, Market
Truths (www.markettruths.com), began
conducting research in the virtual
world Second Life in 2006. (Second
Life is operated by Linden Lab, and
the name Second Life is one of their
trademarks.) We operate a research
panel of Second Life users, and we
conduct qualitative and quantitative
research in Second Life as part of
proprietary research projects and
also to produce a series of publicly
available reports (see: http://sl.market
truths.com/reports/default.asp). This
article provides an overview of virtual
worlds and discusses the opportu-
nities and challenges they present to
qualitative market researchers.

Introduction to Virtual Worlds
Virtual worlds are interactive 3-D
spaces on the internet. There are many
virtual worlds, and they are used for
a wide variety of applications.

For example, Second Life is the
most popular virtual world for adults.
Individuals use Second Life in many
interesting ways. Some people

use Second Life to socialize in the
way that others might use a social-
networking site. Other people use
it for entertainment in the way that
some use TV. Still other people
use it for education in the way that
others may take an online course.

Organizations also make use of
Second Life. For instance, hundreds
of colleges and universities offer full-
credit courses that are conducted
within Second Life. Businesses, rang-
ing from entrepreneurs to large multi-
national corporations, also operate
within Second Life. For example,
companies such as IBM, Intel,
Microsoft and Sun Microsystems use
Second Life to sell real products,
train and recruit employees, and
interact with software developers. 

There are virtual worlds for adults
(e.g., Second Life, Active Worlds and
Kaneva), virtual worlds for kids (e.g.,
Whyville, Club Penguin and Barbie-
girls) and virtual worlds for teenagers
(e.g. There.com, Habbo Hotel and
Gaia); see next page. For a more com-
prehensive list, see: www.virtualworlds
review.com/info/categories.shtml.

People participate in virtual worlds
using avatars. An avatar is a three-

dimensional image that represents the
physical person in the virtual world
in the same way that a game piece
represents a physical person in a
board game such as Monopoly,
except that avatars walk, run and,
in some cases, drive and fly through
the virtual world. Avatars may appear
as humans, animals, human/animal
hybrids, robots or even normally in-
animate objects such as a coffee cup.

Virtual worlds and the avatars
that inhabit them may be similar 
in appearance to cartoons or video
games, but they are different in func-
tion. Video games and virtual worlds
are both distinct from cartoons in that
the user helps to shape the action
rather than simply view it. Virtual
worlds are distinct from video games
in terms of how people can use them.
Within the context of a specific video
game, users are limited in terms of
the rules they must follow, how they
can interact with other players and
the types of rewards they may receive.
In virtual worlds, users may play
games that others have created, but
they can also make up their own
games with their own rules or do a
variety of other things such as shop,

As
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take a class, interact with friends or
colleagues, attend a performance, etc.
They can also modify the environment.

Virtual worlds offer experiences that
are not available on the rest of the
internet. First, they offer a greater sense
of social presence — a feeling of being
in the same “place” as others. Second,
they offer the ability to create, view and
interact with three-dimensional content.

An example that illustrates both of
these points would be students taking a
class in a virtual world. They could do
the same things that students taking
a class through a distance education
program could (e.g., participate in asyn-
chronous discussion forums). However,
they could also meet “together” as a
class (using their avatars, as shown in
Figure 3) and then go explore 3D repre-
sentations of the things they are study-
ing. For example, a class studying the
planets could fly around a solar system
using their avatars and, in doing so, get
a better idea of the position and size of
the planets relative to one another.

Who Uses Virtual Worlds? 
The demographics of virtual-world users
are much broader than many people
think. For example, as of January 2009,
over 21% of Second Life users were age
45 and over, with some in their 70s.
Forty-one percent were women. As with
other forms of media, different virtual
worlds appeal to different types of
people, so demographics such as age,
gender and geographic distributions
vary across virtual worlds.

Our findings suggest that the psy-
chographic differences between those
who use virtual worlds and the general
population are decreasing, but psycho-
graphics are also likely to vary across
virtual worlds.

Our research also shows that today’s
adult virtual-world users do differ mean-
ingfully from the general population
in terms of their use of media. Adult
virtual-world users tend to use digital
media more than the general population.
Conversely, they tend to use traditional
media, especially TV, less.

Why Do People Use 
Virtual Worlds?
As the following quotes indicate, many
virtual-world participants view watching
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Figure 2. IBM’s Second Life location.

Kids
Barbie Girls
Club Penguin
Disney’s   

Toontown
Mokitown
Neopets
Nicktropolis
Virtual Magic
Kingdom
Webkinz
Whyville

Teens
Coke Studios
Dubit
Gaia
Habbo Hotel
The Manor
The Palace
Playdo
Second Life 

for Teens
The Sims
Online
Sora City
There
TowerChat
Virtual MTV
whyrobbierocks

.com

Ages 
20s – 30s
Active Worlds
Cybertown
Dreamville
Keneva
The Manor
Moove
Muse
The Palace
Second Life
The Sims 

Online
Sora City
TowerChat
There
Virtual Ibiza
Voodoo Chat
VP Chat
VZones
Worlds.com

Ages 40+
The Manor
Moove
The Palace
There
Traveler
VP Chat
Voodoo Chat
Worlds.com

Virtual Worlds for All Ages

Figure 1. Market Truths’ Second Life reception building



TV as a very passive, lonely experience. By
contrast, they perceive using virtual worlds as
a much more interactive, social experience.

“Second Life is definitely a large part of
my life, because it's my hobby. I work, I
hang out with friends... but rather than
come home and do something like watch
TV or whatever, I play here. It’s a wonder-
ful way to interact with people.”

“You can only watch on TV what someone
else created, plus the story has an end
on most shows, whereas you can make
your own story here [in Second Life], even
choose the background music.”

Others are attracted by the ability to learn
new things, meet people they would not
otherwise encounter in their day-to-day lives
and interact with distant friends and family.

“I have a group of really good friends from
around the world, and we all know about
each others’ rl [real lives] and talk to each
others’ family members.”

“My husband… travels a lot, and when he
is gone, we spend time together. ...It [both
participating in the same virtual world]
has given us a chance to be together that
is a bit better than talking on the phone
when he is out of town.”

One thing that attracts users to Second
Life in particular is the opportunity it pro-
vides for creative expression. Second Life
users are provided with the tools to help them
create nearly any object they can imagine.

“I have learned to build things and find that
as an awesome creative outlet for me.”

“I get a warm glow inside knowing I have
built airships or planes, or created jewelry
or structures.”

Opportunities for 
Qualitative Researchers
The unique characteristics of virtual worlds
and virtual world participants offer oppor-
tunities for qualitative researchers. 
• Virtual worlds can be used as a venue for

qualitative research. Researchers can con-
duct focus groups within a virtual world
by gathering participants in a virtual room
and carrying on a discussion (see Figure 4).
Thus, virtual worlds combine the benefits
of both online and face-to-face research
methods. As with online methods, people



can participate from the conven-
ience of their homes or offices. As
with face-to-face methods, however,
participants can interact with one
another directly in real time. 

• Market Truths has examined
connections between consumer
behavior in virtual worlds and the
physical world. These connections
have been present in every area of
consumption that we have investi-
gated so far, including brand atti-
tudes, entertainment preferences,
real-estate purchases and apparel
purchases. For example, we have
identified associations between the
clothing that women choose for
their Second Life avatars and for
themselves. This connection creates
potential to study attitudes and
behaviors in the virtual world in
order to draw inferences about
likely attitudes and behaviors in
the physical world. This could be
extremely valuable in situations
in which it is difficult to study
the attitudes and behaviors of
interest in the physical world. For
example, it would be valuable in
conducting research on a physical
product that does not yet exist.

• Virtual-world participants possess
qualities that make them enthusi-
astic research participants. They
tend to be interactive and social,
and they enjoy the opportunity to
learn something new (e.g., about a
new product) or meet new people.

• Virtual worlds also make it possi-
ble for research participants to
“show” as well as to “tell.” Most
virtual worlds allow users to cus-
tomize their avatars, and simply
by doing that, research participants
can convey particular types of infor-
mation (e.g., “What would an ideal
work outfit for you look like?”).
Many virtual worlds allow users to
customize their environment, and
that can communicate different
information (e.g., “What would
your ideal living room look like?”).
Some worlds, such as Second Life,
allow users to create nearly any-
thing they want, and that allows
for even more visual expression
(e.g., “What’s your vision for the
types of vehicles people will be

using in 2025?”). In worlds that
support such user-customized or
user-generated content, it is some-
times possible to build that content
creation/customization process into
the research methodology. For
example, rather than having par-
ticipants describe the type of person
who would buy brand X or shop
at store Y, researchers can have
participants make avatars actually
displaying their perceptions of
brand-X buyers or brand-Y shop-
pers. Figure 6 shows avatars that
are interpretations (by the people
“piloting” the avatars modeling
them) of three different styles of
women’s apparel available in
Second Life.

Challenges for Qualitative
Researchers
It is important to understand the
challenges associated with conduct-
ing research in a virtual world. 
• There are hundreds of virtual

worlds, so researchers must select
the one that is most appropriate for
a given project, considering things
such as user demographics and
the extent to which a virtual world
is open to researchers. In some
worlds, no permission from the
world owners is required to do
research. In other worlds, permis-
sion and probably some form of
payment would be required. Yet
other worlds do not allow outside
researchers to use their worlds at
all. Researchers also must under-
stand that the suitability of differ-
ent virtual worlds for particular
types of research varies depending
upon the building tools that are
available, communication tools, the
extent to which avatars may be
customized and other factors. 

• Researchers must ensure that their
computers meet the technical
requirements of the virtual world
and that they have the technical
skills to operate within the world
or are willing to invest the time
to develop them. Getting good
performance from some virtual
worlds requires having a high-end,
dedicated graphics card, and it
requires a lot more learning time
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Figure 3. A Babson MBA class meeting in
Second Life

Figure 4. Some of the participants in a focus
group conducted in the Second Life virtual world

Figure 5. An avatar and her shoes

Figure 6. Interpretations of three Second
Life clothing styles

C O N T I N U E D Qualitative Research in Virtual Worlds



than is the case for many other
types of software. These barriers
are one of the things that have
prevented virtual-world usage
from growing faster than it has.

• Each virtual world has its own
unique culture, and that can influ-
ence methodological choices and re-
search designs and instruments. For
example, some participants in some
virtual worlds dislike voice chat and
strongly prefer text chat. Exclusive
reliance on voice chat in a situation
like that could result in a biased
sample. Violating cultural norms,
or failing to understand some
essential component of culture,
could result in a backlash against
the researcher and his/her client.

• Virtual-world research often crosses
national boundaries, and research-
ers must ensure that they comply
with laws in all affected jurisdic-
tions. This includes laws governing
privacy, the age at which people
can consent to participate without
parental permission and laws gov-
erning contests and sweepstakes if
they are being used as incentives. It
is also important know the terms
of service of the virtual world being
used, especially regarding privacy,
confidentiality, jurisdiction, etc.
Terms of service of some virtual
worlds limit the use of some tech-
niques that qualitative researchers
may wish to use.

• The challenges of sourcing partic-
ipants in a virtual world tend to be
extreme versions of the challenges
of sourcing participants in other
forms of online research. These
include ensuring that the person is
really part of the target audience,
that he or she will provide valid
data and that he or she is partici-
pating only once. Addressing these
challenges is more difficult in
virtual worlds since (1) people
participate using their avatars, (2)
their real-life identities are typically
unknown, and (3) many people
have multiple avatars.

• A challenge associated with Second
Life specifically is the large number
of researchers. This presents two
possible problems. One is satura-
tion of requests and invitations to
participate in research and, with it,
the danger that some people are
being over-researched. Researchers
themselves are often very enthusi-
astic about participating in other
peoples’ research projects, and that
gives rise to the second potential
problem: truly professional res-
pondents whose responses may be
influenced by knowledge of the
particular hypothesis being tested
or a particular research technique
being used.

Concluding Comments
Currently, only a small percentage of
internet users participate in virtual

worlds. Consequently, many research-
ers may not yet be willing to commit
the time required to overcome the
challenges associated with conduct-
ing research in virtual worlds. How-
ever, given the growing popularity
of virtual worlds among today’s
children, as well as the advantageous
qualities of virtual worlds, we remain
excited about the potential of quali-
tative research in virtual worlds.

We have yet to come across 
a research methodology that we 
have not been able to adapt for 
the virtual world. Additionally, we
have been able to use the unique
characteristics of virtual worlds to
develop some new approaches. We
have even been able to reapply
some of what we have learned in
the course of doing that to our
non-virtual world research. 
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Virtual-world participants possess qualities that make them enthusiastic
research participants. They tend to be interactive and social, and they
enjoy the opportunity to learn something new or meet new people.
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company focuses on the medical device/life sciences industries, where
clinical research and statistical analysis are the norm. However, product-
design challenges plague our industry. Our R&D teams are prohibited
by law from human use of the products in the design process, and we

rely heavily on qualitative research with MDs, RNs and other clinicians to get the
in-depth feedback we need to be sure that we have identified unmet customer needs
and desired clinical outcomes.

That should be followed up with quantitative research to rank and statistically
measure unmet needs and desired outcomes. We typically use web surveys designed
to provide a statistically significant level of response that we can project out to the
entire population of end users, something qual research cannot do. Quant research
is necessary for companies that are making large financial investments in a product
and need to know that they will have a high probability of success.

My

B Y M A R I A S H E P H E R D

Data Decision Group • Belmont, MA • mshepherd@ddecisiongroup.com

PARTNER OR PERFORMER?
How to Expand Your Business Opportunities
by Offering Quant Research

Providing full
qualitative and

quantitative service
to my clients

ensures that they 
get the maximum
value out of the
research process 
and that they see 

my company as the
sole provider of a

high-value product.
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For example, one finding in my last web survey
was that 67% of the respondents agreed that
the value of the device was high enough to pay
$300/device (confidence level 95%; confidence
interval +/- 6.5%). This means that the data said
that 95% of the end-user population had a high
probability of paying about $300 (within the range
of $293.50–$306.50). In a market worth $500
million, this is an important finding.

Using Qual to Design Quant
In my industry (medical devices and life sciences),
quantitative and qualitative are closely linked. This
field can be very complex, and qualitative IDIs
are often critical to the design of follow-on quan-
titative research. Providing full qualitative and
quantitative service to my clients ensures that they
get the maximum value and that they see my com-
pany as the sole provider of a high-value product.

For example, our last web survey was for a life
sciences company, and we conducted eight IDIs to
use as the base for the web survey, to be sure that
we were on track with key end-user needs. This
combination was essential to design a good pro-
duct for my client, and I was able to do it because
I have the good fortune to be a left-brain thinker in
the left-brain world of medical devices/life sciences,
with just enough right-brain thinking to make the
intuitive leaps required for qualitative research.

But, the need for both qual and quant is not
always the case in other industries or other projects.
David Van Nuys, of e-Focusgroups says, “I do
both, but hardly ever on the same project. Most
of my clients can’t afford to do both and will
choose one or the other.”

Quant Is Not Always the First 
Career Choice for a Researcher
“My background may be different from the average
qual researcher,” David says. “I came to market
research after getting a Ph.D. in clinical psychology,
where I took courses in statistics and test design.
I can’t say it was my favorite part of my Ph.D.
program. But then I got a job with my mentor, who
did qual research. After he retired, I went out on
my own. When I found that I needed more business,
I decided to launch the quant side of my business,
and for me, it was a good decision. It supple-
mented my income. Sometimes the qual business
is slow, and then there will be some quant work.”

He continues, “It is important to note, though,
that I wasn’t a novice and that my educational
background gave me the foundation to do this. And,
even with my training and because quant was not
my first love, I tend to take on fairly basic projects.
I don’t want to re-educate myself to become a quant
expert in subjects like factor analysis, conjoint
analysis and other advanced analytic techniques.

I think, for the average qual researcher, it may
be challenging to develop even the most basic
quant techniques.”

Which to Choose: 
Partner or Perform?
Susan Saurage-Altenloh, of Saurage Research, Inc.,
started with quantitative research and added qual-
itative in 1987. “Quantitative was accepted then (I
was in Louisiana), but qualitative was not,” Susan
recalls. “But we knew that there were chunks of
information that we were not getting. Qualitative
was tough to learn, and it did not come naturally. I
am a hard-core quant person, and qualitative was
not my nature, not at first.”

Susan points out the difference between offering
quantitative research through a relationship you
have formed with another researcher and learning
the quantitative skill set yourself. “To offer it, you
need to educate yourself to understand things like
significance testing, and not just frequencies. You
need the capabilities to do a sub analysis,” she says.
“For example, in a survey of movies seen by 1,000
individuals, what are the top 10 movies of the year?
If you analyze the results by people in their 30’s,
40’s and 50’s, you will get three top ten lists, and
that is just based on their age. What about gender?”

Furthermore, she says, “In a sub analysis, you
look at the differences between beliefs, behaviors
and demographic variables. For instance, we can
look at the example of car security devices, which
are devices that parents can buy to put in their cars
to be sure that their teens cannot drive above a
certain mph. Who is more likely to install the
device — the ‘my way or the highway’ directive-
type parent, or the parent who is uncomfortable
talking to his or her kids about the subject because
it might hurt their feelings? It has to do with
parents’ belief systems and how they run their
families. This is a non-demographic example (belief
behavior). Having the quantitative skills to design a
survey that can yield these answers and then to be
able to extract that data after the survey is complete
takes training, experience and skill.”

Skill Sets You Need to Start Quant
“Another need is to understand how to test for
significance,” Susan continues, “and understanding
that a reported result of 42.53% on a sample of
500 is inappropriate. What are the rates of error
that are associated with certain sample sizes? What
is the level of value you can apply to this data?
Survey instrument design can always be improved.
Questions for quantitative surveys cannot be
written the way they are for IDIs or focus groups.
They need to be clear and concise. Also, you need
to know what quant can and cannot do, and what
kind of quant to use.”
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When Is It Appropriate 
to Use Quant vs. Qual?
Choice of the type of quantitative analysis depends
on the needs of the client. For example, conjoint
analysis requires respondents to make a series of
features’ trade-offs that are analyzed to reveal the
relative importance of these features (or benefits).
This helps companies decide which features to
develop or which to market most aggressively.
Key Driver Analysis helps to target marketing
activities at identified drivers or to focus product-
development initiatives.

Sometimes, clients ask for qual, when they
really want quant, or vice versa. It takes careful
questioning and listening to get to the real customer
issue and to then design the research around those
needs. Quant is very valuable when you have run
a series of focus groups and clear segments have
emerged. Further definition and validation of
customer segments can be gained by quant, which
is something qual cannot do.

Forming a Qual/Quant Partnership
Julie Francis of BellaVia Research recommends
forming a partnership. “I started doing both, then
did quantitative exclusively (I joined a firm that
segmented its practices that way), and then I
switched to qual,” she comments. “I have stayed
with qual because I love it. I can do quant, but I
don’t have the same level of passion for it.”

If she were forming a quant partnership, what
would Julie look (and look out) for? “It is all about
the relationship,” she answers. “It is trust and high-
quality standards, plus delivery on time and on
budget. I expect good client-management skills
from all my partners. I have to know that any
partner will make any problem right for my client
and handle the situation correctly, to make my
client happy. Generally, quant researchers come to
me for my qual skills, not the other way around.
The way I see it, you can focus on your expertise,
and we can focus on ours, and the client gets the
benefit. I think you have to be ambidextrous to
do both forms of research — one is left brained,
one is right brained, and it is a rare researcher,
in my opinion, who can do both equally well.”

How to Build Your Quant Skills
For qualitative researchers who decide to build
their quantitative research skills, there are ways
to proceed without a huge financial investment.

One well-respected institution, the Burke Institute,
offers introductory courses like “Tools & Techniques
of Data Analysis.” Courses like these review the
basics of quantitative market research and are a
thorough and cost-effective way for the qualitative
researcher to see if he or she has a true interest
in quantitative research. They also provide a way
for the qual researcher to learn quant basics, 
in order to discuss quant business with clients.
Once past the introductory course, the American
Marketing Association, The Burke Institute or
local universities and graduate schools offer more
advanced programs.

Is Knowledge of Statistics Required?
Before making the leap into quantitative research,
there are some things all researchers should know.
Quantitative research can be complex and employs
techniques that some consider broader in scope
than qualitative research. While expertise in
statistical science is not required (statisticians can
be hired for expert advice to confirm sample size
and methodologies, review surveys prior to launch,
assist in designing programs or review results, when
needed), a basic knowledge of it is, in order to
choose the best methodology to meet the client’s
needs. In addition, if something is wrong, this same
basic knowledge of statistics should indicate that a
deeper dive is needed to double-check the numbers.

Another way to go is to use one of the multiple
ad-hoc vendors that provide online survey tools
(like Zoomerang or Survey Monkey) that may
be great for consumer-based surveys. In our
experience, however, they have not performed
up to our standards for identifying the quality of
respondents that our clients expect.

What about Programming Skills?
Another area of quantitative research complexity
is survey programming. At my company, we do
all survey programming in-house, to avoid addi-
tional cost for our clients. Programming can be
tedious, highly detailed and time consuming, and
it requires rigorous checking and double-checking.

Web-survey providers like Survey Monkey or
Zoomerang offer services that are deceptively easy,
but the needs of our clients require a higher level
of respondent quality, greater flexibility in
programming tools (like skip logic), the ability
to insert videos and other large files and a high
degree of security. We start with a base product

“I think you have to be ambidextrous to do both quant and
qual. One is left brained, one is right brained, and it is a rare
researcher, in my opinion, who can do both equally well.”



from a more sophisticated web-survey
vendor, and we then use its tools to pro-
gram the survey based on customer needs
and to make respondent survey time as
short as possible.

An Experienced Qual Researcher 
Offers Her Opinion
Not every qualitative researcher has the desire
(or the time) to develop a quantitative skill
set. But, in these interesting and challenging
financial times, it is good business policy to
be sure that you can meet as many customer
needs as possible, to prevent them from
looking elsewhere.

“Frankly, I would form a simple partner-
ship,” says Susan Saurage-Altenloh. “It
doesn’t have to be a lifelong partnership —
just a get-together to pitch a project col-
laboratively. For example, I offer clients
competitive intelligence, but actually per-
forming the work is not a good use of my
time, and I contract with other companies
to do it. It makes me look like a hero when
I work collaboratively. That’s why people
call me — because I have qualified profes-
sionals in my network who provide talent
for just about anything you want to do in the
research world. Clients expect collaboration;
it brings excellence to the game. But you
have to release control to a certain degree.”

What Is Your Choice?
So which is the best choice? In the end, it
depends upon you, your motivation and
your own skills. Performing quantitative
research (and learning it!) is a big under-
taking, so unless it meets a special need of
your own, or your clients’, the easier path
may be to partner.  

“Frankly, I would form a
simple partnership. It
doesn’t have to be a life-
long partnership — just 
a get-together to pitch a
project collaboratively. I
contract with other com-
panies to do it. It makes
me look like a hero when 
I work collaboratively.”



•  QRCA NEWS  •

64 QRCA VIEWS FALL 2009     www.qrca.org

year is both a challenge 
and an opportunity for all
qualitative researchers.

Our clients are reassessing their needs and
setting new priorities. This year’s QRCA
Annual Conference has been planned to
help us all both meet those challenges and
create new opportunities for business
growth. To thrive, not merely survive, in
this “new” economy means we must all
be at the top of our game.

More than ever, this year’s Conference
will give you the chance to:
• Ride the cutting edge of qualitative

research and learn “how to do it” from
both QRC and non-QRC experts.

• Sharpen your skills and qualitative
approaches by sharing tips and tech-
niques with other QRCA members.

• Build and maintain a useful quali-
tative research network by renewing
friendships and making new contacts.
In addition to the workshops and

special presentations, we invite you to
attend the special events we are planning
for you at the conference, including
“Healthy Connections,” “Desert Ren-
dezvous,” “Night of Classic Hollywood
Stars” and “Dine Arounds.” These
events are a fun way to reach out and
communicate with your peers, as well 
as with QRCs you have not met.

All of this will take place in the remark-
able resort location of the Renaissance
Esmeralda Resort and Spa in Palm Springs,
California. This year — especially this
year — it is time for all QRCA members
to join together at the 24th QRCA Annual
Conference: a time to Communicate,
Rejuvenate and Celebrate. For more
detailed Conference information, and to
register online, visit the Conference website
at www.qrca.org. 

This

B Y K I R K B R I D G M A N

QRCA 2009 Conference Chair
• kirk@ps-research.com
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C O N T I N U E D Conference Program

This Year’s Tracks

NEW TECHNOLOGIES

Online and high-tech tools continue
to evolve rapidly. These presentations
will demonstrate how to integrate
these new tools into your research.

NEW INSIGHTS

Delivering learning that clients can
really use is core to our business. These
presentations provide ways to generate
meaningful insights, as well as the
most effective ways to present them.

NEW TECHNIQUES

To keep both clients and respondents
engaged, it is important to stay fresh
and creative. Presentations in this cate-
gory include an array of new techniques
and greater depth on familiar ones.

NEW BUSINESS

This year, more than ever, many QRCs
are looking for ways to build and
bolster their businesses. The presenta-
tions in this category provide hands-on
advice to help increase revenues.

WEDNESDAY, OCTOBER 7, 2009

Afternoon Workshops
2:30 p.m. – 4:30 p.m.

Online Social Networking: 
A Current Revenue Source 
for Qualitative Research
Track: New Business 
Presenters: Ricardo Lopez and Dorrie Paynter
Competencies: 10, 11
How can you use the internet to create new
business relationships and increase sales? In this
interactive workshop-style presentation, Ricardo
Lopez and Dorrie Paynter demonstrate how
internet networking can translate into real clients
and real jobs. Both presenters have been highly
successful in landing new clients through online
networking. You will learn which online tools are
more suitable for our line of business and get tips
on how to better use them to your benefit.

The presentation covers:
• The benefits and use of LinkedIn (the premiere

social network for business), from setting up a
profile and getting recommendations to using
Answers and leading groups

• The business benefits of Facebook; how seeing
the personal side of our business world opens
up a new level of connectivity

• How QRCs are using Twitter to enhance their
brand image and expand their network

• Why you may also want to use other social
networks like Plaxo Pulse, Spoke, Naymz, etc.

• How incorporating RSS feeds, forums, videos
and blogs can add content to your networking
This presentation goes in-depth on the intricacies

of business networking on the internet. It focuses
on tools and key features that you can tap to really
drive new research business your way.

Tell Me a Picture: 
Presentation Boot Camp 
Track: New Insights 
Presenters: Liz Van Patten and Bev Thompson
Competencies: 1, 6, 7
Do you ever get the jitters when you have to present
research findings? Have you ever found yourself
fielding questions because your presentation wasn’t
clear? Do you ever wonder if you are holding lis-
teners’ attention in a phone presentation? Enlist in
“Presentation Boot Camp” and learn to overcome
these presenter challenges.

“Tell Me a Picture” is the companion session
to Liz Van Patten’s highly regarded 2008 QRCA
Conference session “Show Me a Story.” In this
session, you will learn to deliver concise, concrete
and well-organized research presentations, resulting
in improved listener comprehension and actionable
takeaways. The primary focus will be on in-person
presentations and meetings, but Liz and Bev will
also offer proven tips for remote (phone or web-
based) presentations.

Several participants will be selected in a ran-
dom drawing and videotaped to evaluate vocal,
verbal and visual effectiveness. Through lively
discussion, concrete exercises and useful handouts,
you will learn skills and techniques you can use
immediately to increase the effectiveness of research
and sales presentations.

You will leave the session with enhanced
abilities to:
• Project confidence
• Formulate a compelling narrative
• Organize content
• Customize presentations for a particular audience
• Enhance presentations with an effective

delivery style
• Integrate visuals for increased memorability
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How to Win Business Using
Telephone and Internet IDIs
and Focus Groups
Track: New Technologies 
Presenters: Rebecca West, Kate Xenelis, 

Irene Olegario and Annie McDonald
Competencies: 2, 3, 10
Today’s harsh economy, combined with the rapid
cultural shift to virtual communication, means you
must become comfortable with the methodology of
telephone and internet focus groups and be able to
explain their advantages to clients and prospects.
This session will give you a greater comfort level
and more in-depth understanding of how these
technologies work, what their advantages are and
how you can use them to win business. The pre-
senters will create live telephone IDI and focus
groups with several QRCA members, both with
and without internet and webcams, to illustrate
how a virtual IDI or focus group looks and feels.

Attendees will come away with a clear under-
standing of how research findings from telephone
and internet IDIs and focus groups can match or
exceed the quality derived from in-person studies.
The session will include techniques for winning stud-
ies using financial comparative analysis of telephone
and internet focus groups versus in-person studies.

Session attendees will emerge with a greater sense
of confidence in engaging these methodologies and
will know how to present their financial advan-
tages to clients who want to accomplish significant
research but are now on more-limited budgets.

The Wild Idea Club: 
Capturing Collective Creativity 
through Strategic Illustration
Track: New Techniques 
Presenters: Linda Krall and Janine McDonald
Competencies: 4, 5, 7
Discover the benefits of working in tandem with 
a strategic illustrator. Strategic illustration is a
powerful visual system that captures information,
ideas and documents and interactively supports
group process. The essence of strategic illustration is
the ability to listen, quickly take accurate notes and
draw. This enables the group’s ideas to come to life
via graphic illustrations done instantly (in real time).
Every idea is expressed, captured and visualized.

Benefits of this session include:
• More engaged respondents
• Better consumer grasp of the concepts you 

are testing
• Improved moderator productivity and effective-

ness, focused on drawing out the respondents,
not capturing the words

• Visuals that support post-focus group 
client debrief

• Ready-to-deliver reporting, same day; the
ability to instantly lay your visual findings into
PowerPoint presentations, saving you time
This session will demonstrate how to foster great-

er creativity among group members as well as the
opportunity to organize the best ideas into an excit-
ing, easy-to-understand, results-oriented template.

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 accom-
plishments over the past year will be given.

Buffet Dinner
6:00 p.m.

Desert Rendezvous and QRCA Cabaret
7:45 p.m. – 10:00 p.m.
Watch the sun set over the mountains at reserved
QRC lounge areas on the outdoor poolside patio
(bring your flip-flops). As the temperature drops,
you will enjoy the cozy comfort of sitting around
the Renaissance Firewoks. It is a perfect location
to kick back, catch up with old friends and have
some great QRCA conversations.

In the QRCA Cabaret, you will want to share 
in the fun with Rudy de la Mor. You never know
what to anticipate from Rudy! At the start of the
evening, this classically trained pianist may provide
some casual dinner music, but as the evening
continues, you can count on the unexpected, as he
delivers more and more of what cabaret audiences
(such as those at Mandalay Bay in Las Vegas)
enjoy when they “party with Rudy.” You will
agree with critics who say, “He’s the Cabaret Artist
Extraordinaire” and “one of the most outrageous,
lovable personalities in the history of nightclubs.”

THURSDAY, OCTOBER 8, 2009

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 better) by sharing experiences, ideas
and/or questions about topics of common interest
in an informal, quasi-leaderless discussion. There
will be a list of discussion topics to choose from
in advance, and the idea is that all QRCs can
contribute on their chosen topic(s), given the
diversity of our research experiences.

Conference Program C O N T I N U E D
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Morning Workshops
10:15 a.m. - 11:45 a.m.

Mobile Market Research
and the Trend of Texting
Track: New Technologies 
Presenters: Shaili Bhatt and Shamsu Bhaidani
Competencies: 3, 4, 11
Web-enabled phones are becoming more prev-
alent, and text messaging has never been more
affordable. Micro-blogging and texting trends
are transforming the landscape of social media.
Far more than a passing trend, mobile commu-
nications are here to stay!

This workshop explores how QRCs can use
mobile SMS communications (text messaging) and
more advanced options to stay connected with
on-the-go targets and capture real-time infor-
mation. A case study in conjunction with The
University of Oregon will exemplify a hybrid
methodology with a mobile component.

During this workshop, we will share tips for
conducting mobile market research, how QRCs
can personalize mobile communications and
encourage respondents to interact with their cell
phones, and how to review findings online instead
of over the phone. We will also delineate key differ-
ences between “outbound” and “inbound” mobile
SMS questions, and which technique is valuable for
qualitative researchers today. Audience members
will participate in real-time demonstration of these
techniques to help differentiate them. In
addition, we will work in groups to discuss ideal
situations for proposing mobile research as a
satisfying option to clients and discuss how mobile
research can enhance their studies.

Professionalism: Has Technology 
Changed What Clients Expect? 
What You Need to Know to 
Build Business Success!
Track: New Business 
Presenter: Diane Harris
Competencies: 8, 10, 11
You have heard someone’s behavior, demeanor or
general persona described as being “very profes-
sional.” But what does that mean to clients and
consultants, and does it really matter to clients,
especially when choosing suppliers? Is profession-
alism important in this age of virtual business, and
how is it defined in today’s fast-paced, less-personal,
electronic business world?

We questioned both clients and our members
about what professionalism means to them
regarding cultural trends in business, and in this
interactive session, you will learn how important

professionalism is in this time of economic down-
turn. Or is price the only consideration? Attendees
will also assess their own level of professionalism
and develop a personal action plan to address
areas where they wish to improve.

Some tangible and intangible areas that will be
addressed are:
• How do your business actions affect your image?
• Phone etiquette: Is it okay to take a cell phone

call or text in the presence of clients? (Even if
they do it?)

• What to wear or not to wear to look profes-
sional. Does it matter?

• How do you make a great impression when
taking a client to lunch or dinner? 

• How does written correspondence affect your
professional image?

• Travel questions: Do you upgrade without
upgrading your client?

What Are the Real Trends 
in Qualitative Research? 
Ask Our Field Service Panel
Track: New Insights 
Moderator: George Sloan
Panelists: Jim Bryson, Andrea Schrager,

Mollie Fleischman, Christine Cook
and Diane Trotta

Competencies: 1, 9, 10
Through new methodologies and new ways of
doing business, our business is changing faster than
ever. To keep up, consultants need to know what is
really happening and what is truly considered to
be new. QRCs are not the only qualitative practi-
tioners traveling the focus group circuit; there are
many qualitative practitioners using field focus
group facilities.

Expand your knowledge, and learn from the
experience of a panel of highly respected facility
owners as they share what they have learned from
the wide variety of fieldwork they oversee, and the
trends they see in qualitative research, including:
• Types of studies being booked and the shifts

happening as clients move closer to the customer
experience: focus groups, depth interviews,
ethnography, usability, online, etc.

• Changes that technology has introduced 
to the process: recruiting through email,
MySpace and Twitter

• Changes that are influencing “traditional”
facilities – shifts to living-room set-ups, in-home
interviews and shop-alongs outside the facilities

• Recruiting in an era that is tougher than ever –
“everyone is busy,” cell phones are taking over

• The right and wrong ways to cut fieldwork
costs without cutting quality

• Feedback that facilities get from participants
and clients on the research process today
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From Learning the “What” to 
“Now What?” — Using Creativity 
to Enhance Qualitative Research
Track: New Techniques 
Presenter: John Holcombe, MA
Competencies: 2, 4, 5
Are you still researching and dutifully reporting
the “what,” as in what consumers think about,
what they use and what they say they want in a
product? Do you think like Don Draper? If so,
you might be stuck in an industrial-age market-
ing paradigm!

Part salon and part interactive workshop, this
session will give you an understanding of current
trends in the client world and what is driving their
need for deep insights to fuel a new marketing
paradigm with their consumer. Insight, innovation
and agility are the new core capabilities, and that
means that qualitative research is king. QRCs will
need to develop skills so that they not only give the
“what” but also the “so what” and “now what.”

Participate in discussions with your peers to
creatively envision the future of qualitative research
and ways to incorporate techniques from other
fields into key areas of your qualitative practice
including: consumer anthropology, consumer (and
client) co-creation and action/strategic planning.
See the promise and a way to get from “What Is”
to “What Could Be.”

Luncheon 
12:00 p.m. – 2:00 p.m.
Speaker: Louie Gravance
There’s No Business But Show Business
Ever wonder how a place like Walt Disney World
maintains service excellence on a daily basis? In his
lively and humorous presentation, Louie Gravance
will share a daily matrix for success that can 
be used by any qualitative research consultant
dedicated to providing the finest in client service.
Experiences from his 30-year career in entertain-
ment and corporate training at the Walt Disney
Company serve as the backdrop, and Louie is not
to be missed!

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

Taking Qualitative Research 
to the Next Level by Incorporating 
Elements of Social Media and Web 2.0
Track: New Technologies 
Presenter: Ben Smithee
Competencies: 2, 6, 11
The social-media revolution has swept the online
world and the way companies market to their
customers. As market researchers competing in this
“new” environment, we must understand these new
tools and innovative technologies in order to pro-
vide the most up-to-date solutions for our clients.

This session will uncover the mystery of social
media and discuss a variety of the available technol-
ogies and their effective application to qualitative
research. In addition, attendees will hear case
studies involving social media and Web 2.0 and
will learn how to effectively communicate their
value to end clients.

Myths will be dispelled, common missteps will
be overcome, and attendees will leave with a clear
understanding of how they can compete in the
“new” market research arena.

What Clients Want You to Know
Track: New Insights 
Presenter: Chris Shields Kann
Competencies: 1, 8, 10
Are you a “research partner” to your clients, or do
they see you as a vendor? Is it important to know
the difference? What impact does the status of that
relationship have on your pocketbook?

This session will explore the relationship
between researchers and their clients, and it will
specifically inject the client’s perspective to discuss
strategies to maximize that relationship to build
loyalty and increase billings.

Specific challenges to be explored include: What
should you do when you clearly know more about
research than your 23-year-old client? What easy
marketing strategies should you and every inde-
pendent researcher use to help a client to see you
as an important partner and resource? How do
you improve your chances that your first project
with a new client is not your last? Role-playing
exercises will help you find the right words to use
in challenging situations.

Chris Shields Kann worked for nearly 11 years
on the “client side,” in marketing roles at large
consumer-products companies. She has used her
knowledge of what clients need from their research
partners in building her business for the last 12 years,
and she will share those insights with you. This ses-
sion may give you a different perspective on how to
communicate with your clients and potential clients.



How to Sell It: Practical 
Sales Techniques that Work
Track: New Business 
Presenters: Jay Zaltzman and 

Cyndi McKinney
Competencies: 2, 10, 11
Marketing efforts have become more
important than ever in this tough economy,
but many QRCs are finding the act of
selling to be a daunting task. In this pres-
entation, Cyndi and Jay describe various
practical sales techniques that have worked
for them and enabled them both to build
thriving companies that keep them busy,
even in this slow economy!

More than a theoretical discussion of
marketing and sales efforts, this session will
present detailed information on successful
sales approaches, ideas and tips to help keep
your own business thriving. Topics will
include networking, cold-calling, relation-
ship marketing, the use of social networks
and more. Cyndi and Jay will provide
many specific examples: what each of them
did, how they did it, and the results that
followed. Let them inspire you. If they
can do it, you can, too!

Fresh Techniques to Enhance 
the Concept Development Process 
from Cradle to Grave
Track: New Techniques 
Presenter: Martha Guidry
Competencies: 3, 4, 5
Concept development for new products
or services should be fun and engaging,
but sometimes it can become routine and
repetitive. In the worst case, a client just
hands you the “finished” concepts and says,
“We just need a few groups to convince
management that we’ve got it right.”

What you really want is to become a
partner with your clients so they rely on
your expertise throughout the entire devel-
opment process. If you do any type of
concept research — including new products/
services, marketing positioning, package
design, advertising or collateral materials
— this workshop is for you.

The session will focus on immediately
applicable ways to supercharge your efforts
to help clients produce better concepts at
any stage in the product’s lifecycle. Through
a combination of lecture, mini-case studies
and demonstration, Martha will show you
new ways to use “old” techniques, as well
as some novel approaches to enrich your
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output. Embracing a number of these tools and
techniques will liven up your ideation sessions,
create better concepts and gain richer insights and
feedback from respondents.

Collaborate with your client for better strategic
concept development ”from cradle to grave.” Beef
up your personal toolbox with “The Concept
Queen” in 90 minutes!

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

Create Powerful Questions & Activities 
for Online Qualitative Research 
Track: New Technologies 
Presenter: Steve August
Competencies: 1, 3, 5
With online becoming an increasingly prominent
feature of the qualitative research landscape, design-
ing insightful and engaging activities in the online
medium is now a crucial part of the researcher’s skill
set. Whether you have already been doing online
qualitative projects or are just beginning to explore
this exciting methodology, the session will give you
a solid conceptual understanding and instantly
applicable examples to power up your online
research practice.

Attendees will learn how to:
• Adapt offline discussion guide skills to truly

take advantage of the online medium.
• Create activities that simultaneously engage

respondents and deliver deeper insights.
• Work with participants to co-create

understanding.
• Layer activities to give a 360-degree view of

participants’ experiences.
• Identify sources of inspiration for new activities.

Attendees will walk away with not only a library
of activities that capture participant behaviors,
experiences and emotions, but also a new dimension
to their qualitative practice.

Throw on Your Scrubs! 
Practical “How To’s” and “Don’t Do’s” 
for Observational Research 
in a Clinical Setting
Track: New Techniques 
Presenter: Kendall Nash
Competencies: 4, 5, 8
In today’s period of increasing regulation, clients
are still looking for a way to get an inch closer to
the actual clinical environment. Listen to a panel
of fellow QRCs discussing their recent experiences
in conducting observational research in hospitals
and physician offices. These projects range from
observing physician-client interactions, all the way
to observing actual surgical procedures.

Gain knowledge and practical insights from
many lessons already learned in this arena and
share your own experiences in this interactive
session. As clients request more creativity and
deeper insights, this session will provide participants
with an opportunity to brainstorm and share ideas.
Attendees will leave with practical solutions for
making clinical observations and unique inter-
viewing circumstances more successful.

Networking Your Way to More Business
Track: New Business 
Presenter: Hank Blank
Competencies: 8, 10
Networking is one of the most powerful marketing
tools available to us. Although 75% of all jobs and
projects come through relationships and referrals,
most of us know little about how to maximize
networking. Hanging around the bar with our
buddies is not considered networking!

Come and learn how to develop your business
by building relationships and creating a strong
referral pool through your network. Hank will
outline how to build a powerful network that can
lead to personal and business success. The theme
of this presentation is how to get more by asking
for less and doing more for others. Hank considers
networking a way of life, and in this session, he
will outline the most common mistakes made in
networking and how to avoid them.

In this session, you will learn the benefits of
networking, how to get the most out of a net-
working event and how to properly follow up
to build hundreds of contacts quickly and stay
top-of-mind.



Meanings, Metaphors and Maps: 
The Power of the Visual Summary
Track: New Insights 
Presenter: Barbara Egel
Competencies: 3, 6, 7
As qualitative researchers, we use metaphors to
help respondents access untapped opinions, ideas
and feelings. In this workshop, you will learn how
metaphors can also be powerful communication
tools to use in reports and presentations, offering
the audience an easy way to grasp the subtleties
of a finding without resorting to an avalanche of
words. As reports move from Word to PowerPoint,
and from lengthy to terse, visual metaphors 
— portraits, landscapes, diagrams — become
increasingly useful.

This presentation will demonstrate the discovery,
creation and execution of visual metaphors that
neatly summarize key findings and entire reports,
leading to new vocabularies and new ways for
clients to envision challenges and opportunities.
Clients love the brevity and ease with which
these memorable summaries condense, clarify
and communicate findings. In this session, we
will discuss how to find a 
useful visual metaphor within 
the information, how to create
visual summaries and how
to avoid crucial missteps in
making such metaphorical
presentations.

Thursday Gala
7:00 p.m. – 10:00 p.m.

A Night of Classic
Hollywood Stars
The relaxed, upbeat atmosphere
of our Thursday gala is an
excellent opportunity to
Communicate, Rejuvenate 
and Celebrate with colleagues
you have known for years 
or have just met. It is yet
another opportunity for QRCs 
to socialize, network and
cultivate even more ideas 
for the coming year!

This lavish soirée will 
take place on the Renaissance
Esmeralda’s Rose Lawn, a
fabulous outdoor setting.
Come dressed as your favorite
classic Hollywood star who
may have attended a fabulous
Palm Springs party of
yesteryear.

FRIDAY, OCTOBER 9, 2009

Morning Workshops
8:45 a.m. – 10:15 a.m.

Deeper Digs, Sharper Insights: 
Using Theoretical Models to 
Find Truth Below The Surface
Track: New Insights 
Presenter: Dona Vitale
Competencies: 4, 6, 7
With clients demanding more value from every re-
search dollar, it is no longer enough to report what
consumers say and do. To dig deeper and provide
more useful insights, QRCs need to understand:
• How to find and interpret deep metaphors
• How to break cultural codes
• How to apply theories from psychology,

economics, sociology and anthropology to
explain consumer behavior
This session will explain how using theoret-

ical models as a framework for study design,
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interviewing approaches and analysis can lead
to more meaningful, concrete and actionable in-
sights and recommendations. It will draw on well-
established models of consumer behavior, and it
will incorporate ideas and approaches — described
by noted researchers and authors Gerald Zaltman
and Clotaire Rapaille — for incorporation into
traditional qualitative research projects.

Attendees will come away with an under-
standing of basic theories that can be used to
interpret consumer behavior, as well as ways to
incorporate a theoretical framework into their 
own analysis in order to produce richer and more
meaningful insights.

Handling Sensitive-Subject Research 
and Riding the Emotional Roller Coaster
Track: New Techniques 
Presenter: Kirk Bridgman
Competencies: 5, 8
Think about an experience you would normally
keep private, something extremely personal you
would be uncomfortable talking about with
another person, much less sharing with a group
of strangers. Sensitive-subject interviewing is all
about helping people overcome that discomfort
so they feel safe and secure about openly sharing
personal and private information that may be
deeply moving and/or emotionally significant.

Sensitive-subject research typically focuses on
the areas of health, sexuality, lifestyle or money.
Although sensitive-subject interviewing has long
been a mainstay of healthcare, medical, pharma-
ceutical and social research, it is now increasingly
part of the research needs for a wide range of
industries including fashion/personal care, financial
services, real estate, recreation/sports, tourism/travel
and technology.

This session will provide those with no-to-
moderate experience in sensitive-subject interviewing
with specific techniques and tips for planning and
conducting appropriate sensitive-subject qualita-
tive research. Topics to be covered include distinctive
recruiting issues, developing the sensitive-subject
discussion guide, ethical considerations and other
aspects unique to sensitive subject IDIs or focus
groups, such as dealing with emotions.

Workshop participants will take part in a
hands-on, interactive experience that will include
developing a sensitive-subject discussion guide
and conducting a mock 15-minute sensitive-
subject IDI.

Consulting with Online Communities: 
A New Research Model
Track: New Technologies 
Presenters: Dana Slaughter and Sean Holbert
Competencies: 1, 9, 11
Online-insights communities are the fastest-
growing area of qualitative research today,
outpacing online-insights growth overall, and they
are increasingly being seen as an efficient and
effective substitute for traditional qualitative
studies. So, how do they really work in practice,
and how can a moderator-consultant be part of
this trend rather than competing with  it? Get an
insider’s look at how one QRC partnered with 
KL Communications, a specialty community
provider, to create an online-insights community
for a major snack-food manufacturer.

In this workshop, Dana and Sean will begin
with the fundamentals — the key components 
of online-insights communities, their benefits,
current and emerging formats, and their role
within the client’s insights toolkit. Then, they will
walk through a case study of UberSnackers.com,
a “high-touch” community designed to support
the launch of new products in an emerging mar-
ket for the client. See examples of insight-
generating methods employed and the range of
work executed within the online community.
The session will also include tips for QRCs
considering this field, how to carve out your role
in the project and hands-on exercises for spot-
ting a community opportunity and envisioning
the “calendar” of potential insights studies.

The Face Tells All: Assess the 
Emotional Power of Product Features 
by Analyzing Facial Expressions
Track: New Techniques 
Presenter: John Habershon
Competencies: 5, 6, 7
How do consumers decide which product features
are real benefits? Recent work in neuroscience
points to two elements: the key role of emotions
in making decisions, and the immediacy at which
decisions are made. Facial expressions, lasting
sometimes less than a second, reveal what Jonah
Lehrer calls “the surprising wisdom of our emo-
tions.” Using video footage of interviews, this
session will demonstrate how to capture the very
moment that critical emotions are experienced.
Learn how to recognize ten facial expressions of
engagement; conversely, identify reactions that
indicate when there is little emotional response.

Participants will be asked to look at videos of
respondents as they are exposed to advertising
stimuli and identify what emotions they see revealed
in the facial expressions. Attendees will work in
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groups to assess which of the seven product features
(taken from a press ad for a bank) have a positive
impact and which do not.

Gain a greater appreciation of what non-verbal
information can add to our understanding of the
emotional power of product features, propositions
and visuals such as logos.

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

The Best Balance of Traditional 
Qualitative and New Technology: 
Digital Applications for 
Contemporary Collage-Making 
Track: New Techniques 
Presenters: Carey Rellis and Jessica Ricco
Competencies: 3, 5, 6
For decades, collages have enhanced the insights
and depth delivered by traditional, in-person
focus groups. Yet, collage homework can pose
certain challenges, such as being costly and time
consuming for participants to create and difficult
for moderators to incorporate into reports.

Come and explore how technology can enhance
the value of collages, streamline the process by
allowing respondents to focus on their feelings
and offer greater insights without expending all
the energy in searching for suitable collage material
and then cutting and pasting pictures. Creating
collages digitally before in-person groups saves
time, expense and frustration throughout all
phases of qualitative projects — from pre-work
to fieldwork to analysis and reporting — all while
allowing researchers to capture the deep, emotion-
ally rich insights from consumers in a simple,
effective way. Clients will be impressed with your
creativity, innovation and technological savvy.

Participants will explore applications and
approaches for digital collage-making and image-
based metaphorical techniques. They will walk
away with an understanding of the use of tech-
nology in conjunction with projective techniques 
to enhance the research process for clients, res-
pondents and researchers. Case studies will be
incorporated to bring these discoveries to life!

New Game, New Rules: 
Researching the Evolving Ethnic 
and Multicultural Segments
Track: New Insights 
Presenters: Monique Madara and 

Elisa Dominguez
Competencies: 2, 5, 9
This is an exciting time when many cultural
parameters are being discarded by young, self-

defined multiculturals. In our ongoing research,
we are witnessing game-changing shifts in the
mindset and behaviors of African-Americans 
and U.S. Hispanics. Immigrant Hispanics today
are savvier upon arrival than many of their
predecessors. The values and attitudes of middle-
class African-Americans are shifting in surprising
ways. The savvy QRC must shake off some of
the old notions about African and Hispanic
Americans and approach these evolving ethnic
communities with a fresh perspective and
open ears.

In this workshop, we will discuss recruit-
ment strategies, non-traditional research
venues, cultural competency in moderating and
pitfalls to avoid. This will be an interactive,
storytelling session in which we update our
thinking about multicultural consumers and
inspire some creativity in reaching them where
they are. Researchers will leave this session
with fodder for savvier discussion guides and 
a renewed enthusiasm for research in non-
traditional venues.

Pre-Work: Please come prepared to share an
example of a non-traditional venue in which 
you have conducted research, along with its
associated wins and challenges.

When Getting the Truth Is Critical: 
Interviewing Techniques Used 
by Law-Enforcement Professionals
Track: New Techniques 
Presenter: Donna Pence
Competencies: 5, 6, 8
Qualitative researchers are not the only ones
who worry about whether or not respondents
are telling the truth. It is an issue of critical
importance in law enforcement. Since the 1990s,
progressive law-enforcement professionals have
applied a research-based process to investigative
interviews. In situations where the stakes are
high and some interview subjects may have a
motivation to deceive, law-enforcement officers
must use structured protocols to build rapport
and gain accurate information.

While there are separate protocols applied to
adult and child information gathering, the princi-
ples used to encourage truthfulness in the face of
“uncomfortable” subject matter or questions are
very similar. These techniques can also be applied
to market research interviews. 

This workshop will cover the basics of a five-
step law-enforcement forensic-interview protocol
and the cultural issues influencing the accuracy of
responses. We will then discuss specific examples
of how this process can be used in the context of
qualitative market research.
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Don’t Bore & Don’t Titillate: 
Qualitative Research Proposals 
for the 21st Century
Track: New Business  
Presenter: Michele B. Zwillinger
Competencies: 3, 7, 10
Have you had enough of writing proposals that
never come to fruition? Are you thinking that this
is a big waste of your time? Michele can help!
This will be an interactive session for QRCs who
resist writing proposals because they are time
consuming and because the benefit for the QRC
is not always obvious. This session offers a
different attitude toward investing in proposal
writing, plus some tools to speed up the process.

Michele will address the following issues:
• The world of proposals is colored by who wants

it, how they request it, what they expect and
what you are willing to deliver.

• The ROI on proposals: deciding if you want to
participate in the proposal process... and to what
extent... to charge or not to charge.

• The difference between an Estimate and a
Proposal, and when to offer each; rescreening
prospects for guidance; helping the client get in
touch with company reality.

• Going beyond the request and dealing with
multi-modal proposals.

• Initiating and maintaining communication with
the decision-maker.

• Do’s and don’ts: what is enough, and what is
too much.
Take home a workbook as a starter for your

own Proposal Procedure Guide.

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

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

Idea Swap for Advanced Users 
of Online Qualitative Research
Track: New Technologies 
Presenter: Kristin Schwitzer
Competencies: 4, 6, 11
At last, a chance to bring together QRCA’s online
qualitative research pioneer and advanced users for
a true idea swap! In an open, structured environ-
ment, with no PowerPoint presentations, a relatively
small group (limited to 40 eligible participants) will
convene in an interactive exchange of ideas related
to conducting online research. Topics will include:
• Trends
• Tricks (including time savers!)
• Troubleshooting (problems with or without 

a solution)
• Innovative study designs

Prior to attending the conference, interested
attendees should visit the session description on
QRCA.org to pre-submit ideas and suggestions for
each topic no later than Monday, September 14.
While this session is designed for advanced online
researchers who have conducted 10+ online pro-
jects, a post-session recap will be made available
to all conference attendees.

A New Economy Action Plan 
for Researchers
Track: New Business 
Presenter: Barry I. Deutsch
Competencies: 2, 10, 11
It is increasingly clear that our old way of doing
business may no longer work in the new
economy. Yet, it is also clear that, in turbulent
economic times, those with understanding, insight
and the right outlook will be the ones to succeed.

This presentation will focus on the new talents,
new approaches to business and new opportun-
ities that exist within the current environment. In
small group discussions, participants will have a
chance to describe their recent business experiences
and share with others the nervousness or uncer-
tainty that many feel in these troubled times.

In a larger group discussion, we will consider
the most-pressing economic issues that face us
and review what steps businesses are taking to
protect themselves. The session will then turn to
consideration of a “plan for planning,” a blueprint
that can be used to help you chart a course for
success by creating your own personal
marketing plan for the new economy.

The New Economy is a global issue, so this
presentation should benefit QRCA members
regardless of where they work.

Focus Blogs: Be Among the First
to Learn About This 
Valuable New Methodology!
Track: New Technologies
Presenter: Frankie Johnson
Competencies: 3, 4, 11
Want to offer your clients a fresh approach to
online qualitative? Want to add value and depth
to traditional focus groups? Then join this mini-
workshop on how to set up and manage your own
focus blogs through a lively, hands-on demo of this
valuable new methodology.

A focus blog is a dedicated site on a blog plat-
form with its own unique web address. Each blog
is custom designed to meet the objectives of the
study. The private site address is provided to pre-
recruited respondents and clients. As with any blog,
the moderator “posts” questions, and respondents
post “comments.” Video, photos and text can be



uploaded and downloaded. The moderator adds
probes in the form of comments and encourages
a threaded discussion of the topic. You can set
up a focus blog to stand alone, or you can wrap
one around classic focus groups, so respondents
can interact both before and after your in-
person research.

You will learn the various applications of focus
blogs and their benefits, including how inexpen-
sive a DIY focus blog can be. No previous
experience required!

Warm Up Your Warm-Up Skills
Track: New Techniques 
Presenter: Holly O’Neill 
Competencies: 1, 3, 5
Want to add exercises to your warm-up tool kit? In
this interactive session, you will discover engaging
warm-up exercises designed to set the desired tone
and start your focus groups right. A combination
of tried-and-true techniques, twists on perennial
favorites and new exercises will be demonstrated.
Included will be warm-ups for research, as well
as for brainstorming sessions. When you need
to boost your discussion
guide, just dip into your new
toolkit to ready your respondents
for participation. In this work-
shop, you will explore and
experiment as a participant, as
well as a moderator. 

In this hands-on session,
you will:
• Participate in a fast-paced,

interactive training session.
• Refresh your warm-up

moderating skills.
• Take away warm-up

exercises to add to your
toolbox and use right away.
Don’t miss these crucial starts

to great groups. This session is
best suited for newer moderators
or intermediate moderators
looking to refresh their skills.

Town Hall Meeting
5:00 p.m. – 6:00 p.m.
Here is your chance to share
thoughts and suggestions regard-
ing QRCA. In this town hall-
style meeting, the microphones
are turned around. Members
are given an opportunity to
speak to the membership and
the board. Typically, members
share news, accomplishments,
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. 
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ife on the road is tough. For QRCs,
days can be a blur of airports,
hotels and focus group facilities.
Nights are often spent in the

back room or at a hotel bar, debriefing
with the client, before crashing in a
strange bed, then waking up, not
knowing where you are, and starting
the cycle all over again. We are basi-
cally rock stars without roadies.

Unlike rock stars, though, passing
out onstage would not increase our
success. We must stay coherent enough
to follow a discussion guide, man-
age difficult respondents and deliver
insightful interpretations of data to
the client at 10 p.m. after eight hours
of focus groups. We have to quickly
learn ways to keep up energy, remem-
ber what project we are working on
and retain as much of a sense of nor-
malcy as possible while on a sold-out
tour of four cities in four days. Here
are 15 excellent tips from QRCs who
know how to manage life on the road.

1. It’s as simple as H20.
For every hour in an air-conditioned
or recirculated air environment, (think
focus group facility and airplane) drink
8 ounces of water. Breathing is one of
the primary ways a person expends
body fluids, and when you lose hydrat-
ion, your mental focus diminishes and
physical fatigue occurs. Being exposed
to long periods of air-conditioned or
heated air can dehydrate you without
you even realizing it. In addition, keep-
ing yourself hydrated on an airplane
or hotel room reduces your risks of
catching a virus. When your nasal
passages, eyes and throat are moist,
they act as your first defense against
cold and flu germs — moisture (in the
form of mucus) in your sinus cavity

creates a barrier from germs entering
your body. (Monica Zinchiak)

2. Keep important
documents organized.
Take along a poly file folder to hold
all of your important documents, such
as airline tickets, hotel reservations,
directions, etc. The folder is easy to
find in your briefcase or carry-on bag,
so it can be quickly removed to get
what you need. You can also use it to
keep receipts for easy reconciliation
after the trip. (Nancy Hardwick)

3. Get help.
Use a travel agent who is available
24/7 to help manage flight delays
and cancellations or just last-minute
changes of plan. An agent can save
you the frustration of waiting in lines.
(Jacquie Leppert)

4. Double up.
Keep two sets of toiletries at home,
including one that is just for travel so
that you are always ready to go. Be
sure to restock it after every trip.
Include all those items that you fre-
quently realize you need only after you
are there, such as tweezers, Excedrin
PM and sunscreen. (Judy Galloway)

5. Be prepared for
anything and everything.
In case of flight delays or other “what-
ifs,” keep a small “ready-to-go” pouch
full of necessities in your carry-on.
Include an extra fully charged cell-
phone battery, a calling card, $20 in
cash, Tylenol, antacid, a fully charged
iPod with the latest QRCA podcasts
and family photos, reading materials

and Shout wipes for unexpected stains.
It is also handy to have along a
Pashmina shawl or extra sweater for
cool meeting rooms and planes and
a travel candle in a soothing scent in
case your hotel room smells unpleasant
or you need a little extra help relaxing
at the end of the day. (Chris Kann)

6. Decide on a travel
wardrobe color scheme.
Packing becomes so much easier when
you don’t have to wonder what to
wear. Settle on a color scheme such as
“black and tan.” Then, you need to
bring only one pair of shoes and one
belt, and everything goes with every-
thing. It may seem boring to you to
wear the same colors all the time, but

it is efficient, and your respondents
and clients just think you look pro-
fessional. (Joel Reish)

7. Press the reset button.
Being energized and alert for clients
and respondents until 10:00 p.m. is

B Y N I C O L E N E H R I G
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“Press the reset
button” by taking a
30-minute power
nap at 3:00 p.m.,
followed by a
shower and fresh
clothes. You will
feel like it is a new
start on the day.



Travel Wise… C O N T I N U E D

80 QRCA VIEWS FALL 2009     www.qrca.org

a challenge after a full day of travel
and managing projects on the go. It
is a special challenge for a morning
person. “Press the reset button” by
taking a 30-minute power nap at 3:00
p.m., followed by a shower and fresh
clothes. A Diet Coke at the facility is
the final touch. You will feel like it is
a new start on the day. (Russ Nehrig)

8. Ask nicely.
We are all putting in long days on the
road. There are often travel delays,
mixed-up reservations and late-night
check-ins at hotels. We are often
tired, exhausted, and cranky — for
good reason!

Well, usually the representatives
that we deal with are, too. Gate agents
have a hundred angry people yelling
at them because their flight was can-
celled; harried desk clerks at the hotel
have a huge line in front of them;
and taxi drivers do not want to
make the short trip from the airport
to the airport hotel just because it
is raining.

When it’s your turn, start with a
smile. Commiserate with the person:
“Wow, what a night! I bet you can’t
wait to go home.” Then ask nicely
for what you want: “I am so happy
to be staying at this fabulous hotel.
Is there any chance of getting a room
with a view?” A simple act of empathy
makes so much difference in how you
are treated because the representatives,
agents, clerks and taxi drivers are not
used to it. Kindness, empathy and ask-
ing nicely can yield amazing results
and help you appreciate the big pic-
ture on the road. (Eileen Doyle)

9. Stay in shape.
It is important to exercise and main-
tain a healthy eating routine on the
road. If exercise is difficult for you
when traveling due to time constraints,
consider a Workout room (available
at Starwood’s Westin hotels). It is nice

— and more convenient — to exercise
in the comfort of your own room…
and who can skip the treadmill when it
is staring you in the face? If you don’t
have time for a workout, try to pop
into the Jacuzzi to let off some steam.
(Lauren Goldberg)

10. Take a “Zen walk.”
It is often difficult to sleep on the
road, and sleep is key to remaining
centered. It helps to have a routine
before going to bed, which includes
taking a “Zen walk” at the end of the
day. After checking with hotel person-
nel to make sure it is safe, walk around
the hotel parking lot for fifteen minutes
or so. Try to shut down all thoughts,
and put the day out of your mind.
After spending the day inside office
buildings and airports, that little bit
of time outdoors can help you leave
the business of the day behind and
prepare you mentally and physically
for a good night’s sleep. (Mike Flynn)

11. Timing is everything.
When setting up the project, think hard
about timing, and try to avoid having
to fly on the same day that you are
conducting focus groups. Not only is
it tiring, but it is also risky with flight
delays and security issues. Taking the
worry and pressure out of arriving in
time for groups can help lower stress
levels while traveling. (Jay Zaltzman)

12. Put your research skills
to use.
Do as much research ahead of time as
possible. Check out the layout of the
airport where you will arrive (usually
found on the airport’s website). This
is especially helpful if you have to go
to another terminal to connect to an
onward flight. Read traveler reviews
and recommendations on TripAdvisor
to determine where to stay and what
you might like to do with any leisure
time. In general, schedule as much as
you can ahead of time, and get written
confirmation of all arrangements.
Forewarned is forearmed, as they
say! (Manuela Fletcher)

13. Make your credit card
work for you.
Airline clubs are a great (and thrifty)
place to relax with free internet access,
newspapers, magazines, snacks and
refreshments. With an American
Express Platinum card, you can use
almost any airline club, as long as you
are booked on a flight with that carrier.
A Continental Visa card not only helps
you earn Continental miles for pur-
chases, but it also now waives the lug-
gage fee for its holders. (Joel Raphael)

14. Explore!
Turn your trips into opportunities for
exploration whenever possible — visit
the aquarium in Chicago, the zoo
in San Diego, the riverfront in San
Antonio. Schedule your travel so that
you can see and do things that com-
plete you as a person. (Many times
your client can be sold on an extra
morning or afternoon to experience
the city.) (Larry Tobias)

15. Collect stories.
Make business travel fun by collecting,
and possibly even recording, humorous
stories to remind yourself about the
experience in a positive or interesting
way. Then every business trip becomes
an opportunity to add new adventures
to your repertoire — even if it is a war
story like being stuck in Chicago with-
out luggage or contact solution for an
extra day! (Sharon Livingston)

It is nice — and
more convenient —
to exercise in the
comfort of your own
room… and who can
skip the treadmill
when it is staring
you in the face?

Kindness, empathy
and asking nicely
can yield amazing
results and help
you appreciate the
big picture on
the road.
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ver the past year, QRCA has
brought you several podcasts of
interviews conducted by QRCA

members with influential leaders from
qualitative research, strategic consult-
ing, 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.

New! Interview with
Kenneth Gronbach
Kenneth W. Gronbach is a nation-
ally recognized expert in the field of
demography and generational market-
ing. A marketing guru, he regularly
provides counsel to Fortune 500 com-
panies as well as large and small pri-
vately held businesses across the United
States. In his new book, Age Curve:
How to Profit from the Coming
Demographic Storm (published by
The American Management Associ-
ation), Ken takes readers through a
fascinating understanding of shifting
demography and the related opportu-
nities and challenges.

Andrew Kent
Andrew Kent is a researcher turned
fiction writer. His first novel, Spam
& Eggs: A Johnny Denovo Mystery,
has been hailed as “a masterpiece of
deductive challenge, engrossing read-
ing and engaging entertainment.”

Scott Berkun
A software-industry veteran, Berkun
has shared his wisdom on topics
ranging from “how to manage smart
people” to “good, evil and technol-
ogy.” He is the author of two best-
sellers: The Art of Project Management
and The Myths of Innovation.

Bill Buxton
Buxton is a designer and a researcher
concerned with the human aspects of
technology. His recent book, Sketching
User Experiences, was named by
Strategy+Business Quarterly as “the
best innovation book of this year.”

Stephen Covey
An internationally respected leadership
authority, organizational consultant
and author, Dr. Covey is author of The
7 Habits of Highly Effective People
(named the #1 Most Influential Busi-
ness Book of the Twentieth Century),
First Things First, Principle-Centered
Leadership and The 7 Habits of
Highly Effective Families.

Judith Glaser
Glaser, CEO of Benchmark Commu-
nications Inc., considers herself an
“organizational anthropologist” who
works with corporations to help them
focus on competitive challenges in a
world of moving targets. Two of her
books were named top business books
of 2005 and 2006.

Paul Gillin
A veteran technology journalist,
Gillen was founding editor-in-chief of
TechTarget, one of the most successful
new media entities to emerge on the
internet. His recent book, The New
Influencers, chronicles the changes
in markets being driven by bloggers
and podcasters.

Jackie Huba and
Ben McConnell
The Wall Street Journal called their
latest book, Citizen Marketers: When
People Are the Message, “an insightful
explanation of how the internet has
armed the consumer… against the
mindless blather of corporate
messaging attempts.”

Linda Kaplan Thaler
and Robin Koval
Kaplan Thaler and Koval have moved
to the top of the advertising industry
by following a simple but powerful
philosophy. In The Power of Nice:
How To Conquer The Business World
With Kindness, they demonstrate why
nice people finish first.

Jim Loretta
QRCA member Jim Loretta, owner
and president of the Loretta Marketing
Group in Miami, FL, is adept in trans-
ferring key insights and hot buttons
generated from qualitative research
into actionable copy points in
creative execution.

Dr. G. Clotaire Rapaille
Dr. Rapaille is author of the recent
book, The Culture Code: An Ingenious
Way to Understand Why People
Around the World Live and Buy as
They Do. One of his books, Creative
Communication, has become the
standard reference for the French
advertising industry.

David Vinjamuri
Founder and president of ThirdWay
Brand Trainers, Vinjamuri is editor
for the ThirdWay Advertising Blog.
Publishers Weekly calls David’s book,
Accidental Branding: How Ordinary
People Build Extraordinary Brands,
“compelling” with “a lively flavor.”

QRCA members who have ideas for
interviewing a thought leader should
contact David Van Nuys, editor-in-
chief for QRCA VIEWS (david@e-
focusgroups.com).

O
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ike most consultants who have built their busi-
ness by referrals, attending conferences, net-
working events and repeat business, I have

paid little attention to my presence in the digital
world. Reading The Findability Formula: The
Easy Non-Technical Approach to Search Engine
Marketing awakened me to the fallibility of such
a strategy and educated me on how to go about
establishing an online presence.

Heather Lutze explains clearly the importance
of search engines and how a small business’ pres-
ence is dictated by its ranking in the results from
those search engines. According to Heather, Google
has a 79.9% share of the search-engine market, so
much of what she has to say references Google.

Most consultants are probably practicing their
craft rather than thinking about SEO, PPC, SEM,
keywords, landing pages or search-engine place-
ment. Heather will teach you how all these terms
fit into your online marketing campaign and do
it in a non-technical, easy-to-understand way.

In one of the chapters, she explains that a
searcher looking for a product or service goes
through three phases in his or her search: informa-
tional phase, shopping phase and buying phase.
The words that searchers enter into a search engine
vary according to the phase they are in. Basically,
the longer the phrase they enter, the closer they are
to buying something. Buying phrases are known as
longtail keywords and are important for a small
business owner to know.

Heather pushes readers to be proactive while
reading the book. She encourages them to think
like the buyer they are trying to attract and to think
about the words, terms and phrases that buyer is
likely to enter. “We are often too close to our own
field and marketing materials to figure out how
customers search for our products and services,
especially the words they use when they are ready
to buy,” she says.

This book is clearly written, making it easy for
you to understand what the author is discussing and
to follow along as she takes you along the path of
doing the work yourself. Heather gives you all the
tools to get going on your own, along with plenty
of references to other websites for helping you.

This is not a book written primarily to promote
the author’s services, the way so many books writ-
ten by consultants tend to be. You will definitely
come away understanding far more about search-
engine marketing after reading this book. It is,
however, a book written for newcomers to the field,
so if you are advanced in SEM (search-engine
marketing) and SEO (search-engine optimization),
then this book is probably too basic for you.

For those who are seeking a national or interna-
tional audience, I might suggest skipping the short
chapter in the book about location. This chapter
takes the reader through exercises to think about
getting found locally, and it relates more to local
small businesses getting found by a searcher.

Heather will do a masterful job of teaching you
aspects of the search-engine world that most con-
sultants are unlikely to be aware of. She will teach
you the importance of not only getting discovered
above the fold (the top ten choices) in search-
engine results, but how to do it. She will also teach
you the importance of your landing page — the
page where a searcher arrives after clicking on the
link in the search results. Basically, you need to
think like a buyer and not like a consultant.

This is a book well worth getting if you have any
interest in having a digital presence. If you end up
not doing the exercises in the book, you will likely
realize by the end of the book that you need a well-
considered digital presence if you want to take any
benefit at all from online searches that buyers of
your services conduct on a regular basis. And if you
don’t do the exercises yourself, you will be better
informed when you hire someone to do it for you.

L
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espite my initial reaction to the title and
description, this book is one of the most useful,
accessible and valuable books that has shown

up in the business reference category in the last five
years. At first glance, Little Black Book sounds like
it is designed and written for the micro-business
online retailer; I was actually reluctant to go through
it after the initial thumb-through based on an erro-
neous assumption that it was written for, well,
someone besides a highly professional consultant
who relies on reputation and referrals over online
sales. Sigh. I was wrong. This is a great book.

Three very different components of the book
made me a believer on the night I cracked it open:
the foreword by Mike Joyner, the easy-to-navigate
content and the brevity of the text. I inhaled the
entire book in less than two hours with the same
enthusiasm I normally invest in a glass of stellar
Carménère or Malbec, leaving a wake of under-
scored references and dog-eared pages for immedi-
ate and near-future use. The resources listed in Little
Black Book are invaluable to small-business owners
and professional consultants who have any reliance
on a website or any form of online presence.

The foreword served as a significant encourage-
ment to move through what initially looked like
mere reference text (have you ever looked at the
index in the back of a book?). The foreword is a
recommendation not “given thoughtlessly, like can-
dies to patients in a waiting room.” Instead, Joyner
graces Galloway with remarkably kind words: while
there are many books in the online business world
that are each “nothing but a self-serving collection
of commissioned recommendations for shoddy serv-
ices,” he proclaims that Galloway has “taken this
sacred trust quite seriously and brings… a collection
of resources that can shave the equivalent of a
year’s time off the learning curve of your business.”

After being unable to put down Little Black
Book for a full hour, Joyner immediately offered to

introduce Galloway to his publisher, which was
a tremendous favor and compliment in the world
of writers and publishing houses. As I committed
myself to that same single hour as Joyner had done,
I wondered if I might be as enamored of the con-
tent. In a word, yes.

Galloway has organized Little Black Book alpha-
betically, from Advertising through Google, Mind-
Mapping Software, Newsletter Services, RSS,
Referral Marketing Tools and Spam to Your Reader
Rewards Site. There are 78 very short chapters in
this 235-page reference book: each one offers a
fascinating or factual review of what is really avail-
able, accessible or usable for those who are present
on the internet. Each chapter explains the topic in
a simple and understandable way before listing
websites, resources and providers. This is insider
information at its best.

After reading this book (having been a voracious
reader of encyclopedias as a child and of diction-
aries as an adult, this was a truly light reading
romp for me), the condition of the pages revealed
several areas to revisit. Perhaps you will find some
of these at least interesting if not enlightening.

• Voice-to-Text: translates voice message to
text and emails it.

• Marketing Forums and Newsletters: listed
are forums where you can bounce ideas and
get feedback, as well as newsletters that will
expand your knowledge and give you
new ideas.

• Appointment Scheduling: on the web,
how divine!

• Blacklist Checker: see whether your website
is on an email blacklist.

• Metasearch Engines: these simultaneously
query several search engines and compile results
for you when you need to research a topic.

• Screen Capture: when you need manipulation
and editing features (and don’t we all need

D
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these at one time or another?). The text offers
resources for video and still images.

• Website Monitoring: avoid those broken
links, performance degradation, incoming
link changes and more.

Other topics include Web-Hosting Sites, Widgets,
SEO and more. If you don’t know what these terms
mean, this might be your opportunity to come up
to speed on critical issues that affect your position-
ing, and success, in the digital universe.

Ultimately, this is a lightning-fast, interesting read
with lingering value as a reference text. You will
not only learn much from the topics listed, but also
you will be fully aware of those areas in which
you might want to spend a little education time.

According to his bio, Paul Galloway has spent
the last ten years working in online marketing. He
currently consults and executes online marketing

technology, particularly affiliate propagation
and tracking systems for new product launches.
Galloway’s blog at www.biztoolsbrief.com provides
some useful and very current information on online
marketing tools and resources.

Bottom line: Time spent reading through the
several dozen chapters motivated me to reconsider
our firm’s SEO and SEM strategies (which were
minimal, frankly) and move in a new direction to
optimize our web space. The succinct explanations
and tactics combined with relevant web addresses
make this Little Black Book a real keeper for those
who are interested in gaining an edge in business.

How will you change your positioning in the
digital universe? Hopefully, you will employ a few
tactics gleaned from reading this delightful refer-
ence, the newest and most valuable Little Black
Book on the shelf.

ou’ve settled into your seat in business class.
You open your briefcase and remove Ben
Sherwood’s The Survivor’s Club: The Secrets

and Science that Could Save Your Life to escape
the boredom on your flight home. The plane begins
to gather speed down the runway. You kick off
your shoes and place your jacket on the vacant
seat next to you, happy that, for once, you get an
entire row to yourself. The plane smoothly rises
off the runway and heads for the sky. You recline
your seat and breathe deeply as you begin to relax.
A deafening thud breaks your reverie. For a split
second, you try to convince yourself that the sound
you heard was thunder. As the cabin fills with thick,
black smoke, you panic. The plane is going down.

While this scenario sounds like something you
would read in a fiction suspense novel, instead, it is

an example of the survivor stories offered in The
Survivor’s Club. Sherwood’s book is full of first-
hand documented accounts from people from all
walks of life who have survived life or death crises,
including aerial disaster, automobile accidents, bicy-
cle and boating accidents, cancer, the Holocaust.

The book delves into the question, “Why do
some people bounce back and others give up?”
How can you become the sort of person who sur-
vives and thrives? While we are all born with sur-
vival instincts, Sherwood’s research informs the
reader that there is a potential “survival gene” with
which some people are born. This “survival gene”
gives those people an extra edge necessary to sur-
vive in extreme circumstances.

The book is written in concert with a psycho-
metric test to help you identify if you have the
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“survival gene.” The test, which takes
around 15 minutes to complete, pinpoints
your existing strengths and weaknesses
that would enable you to survive a crisis.
It also identifies the tools you can use to
put those strengths to work to navigate
your next challenge. You can find the
test, as well as survivorship information
and professional resources, at
www.TheSurvivorsClub.org.

Sherwood is a master storyteller, artfully
weaving a combination of scientific research
and statistics with survivor stories, making
this book a true page-turner. Throughout
the book, Sherwood reminds the reader
that experts advise that it is not what you
know that makes a difference, but instead
it is how you apply your knowledge that
is the true key to survival. Now back to
your flight.

A jolt wakes you from a deep sleep.
Startled, you open your eyes. A flight
attendant asks if you would like something
to drink. You order a club soda, open The
Survivor’s Club and begin to read.  



•  HUMOR  •

this issue of the Humor col-
umn, I thought that I would
step out a bit and become

serious. Serious about humor, that
is. If we are going to have a column
in our qualitative research magazine
about humor, then it seems natural to
examine what, if anything, qualitative
research and humor have in common.

First, we must take a brief moment
to examine an even more fundamental
question: What is humor? And what a
can of worms I opened with that one!
This question is one for the ages, hav-
ing been pondered and given scholarly
study since at least the ancient Greeks.
Humor is a universal currency, present
in all nationalities and all cultures.
Humor can be found in everyone,
from centegenarians to babies too
young to understand words.

There are dozens of theories about
humor, with no consensus on any of
them. Instead, there is more of a sense
that many (or all) of these theories
coexist, explaining different aspects of
humor or as different ways of looking
at humor. This leaves the initial ques-
tion — “What is humor?” — either
unanswered or unanswerable. And yet,
to paraphrase former U.S. Supreme
Court Justice Potter Stewart, even
though no one can definitively define
humor, we know it when we see it.

Through many of these theories,
some commonalities ring true, not just
for understanding humor but also for
finding parallels to qualitative research.
At its most basic level, humor repre-
sents a form of observation — not just
any observation, but a particular type
of observation that springs from an
eye-opening appreciation or different
perspective that lends a new under-
standing by looking at something in
a different way. Often, this different
perspective comes from an incongruity,
juxtaposition, contradiction or paradox
in the story being told.

The concept of a “story” is also
fundamental to humor. Even classic
“one-liners” — jokes of just a few
words that go straight to the punch
line — work because they conjure a

larger set of beliefs, experiences and
dynamics. In other words, they tell a
story. And humor is the result of how
that story is resolved, usually in an
unexpected way or requiring a shift in
perspective. Invariably, the context of
the story is crucial to its humor; just
telling the facts probably isn’t so
humorous. Fleshing out the subtle fla-
vors and textures of the situation, the
sidebars and detours, the color and the
character — that is what makes a story.
That also is where the incongruities,
juxtapositions, contradictions and
paradoxes can be found that can lift
the experience to humor.

To shed further light on this subject,
I spoke with QRCA member Kirk
Bridgman. In addition to being a qual-
itative research consultant, Kirk also
has a professional track record with
improvisational comedy; he has per-
formed in, founded and managed mul-
tiple improvisation revues, and he has
even taught acting and improvisation
at the university level.

“Humor can be created by imagery
and imagination,” he says. “Humor is
one lens through which to perceive
(through our feelings and emotions)
and ‘make sense’ of life experiences.”

Humor is a natural response —
when we appreciate humor, we imme-
diately “get it.” The unexpected reso-
lution or juxtaposition jumps out at us
immediately, spontaneously, automat-
ically. But if asked what makes a par-
ticular story “humorous,” we are
stumped because when something is
humorous, it is not the result of ana-
lyzing it. Humor is, in effect, a natural
action or reaction.

For example, nothing ruins a good
joke more than having to explain it.
All the dynamics of the “story” are
still there, but that natural quality, that
spark, is gone. And so this must be
where the real essence of humor lies. In
fact, at least one of the theories offered
about humor is that it is simply an
extension of “animal play,” just part
of our hard-wired natural behavior.

Humor exposes the truth, or at least
a truth. Humor relies on what I will

call the “fulcrum” — it is the point of
leverage, where the understanding
bends to new learnings. It is the sight
gag and the punch line, but it is also
the “a-ha” moment of a new insight,
maybe even a paradigm shift. Both
humor and qualitative research have
this “fulcrum” — even more accurate,
are this “fulcrum” — that opens
doors to a new perspective and a
new understanding.

And now we really start to see what
humor and qualitative research have
in common: they both have the ability
to reveal something about a subject
and, at the same time, about ourselves.
Kirk Bridgman sees many parallels,
with both requiring you to:

• Accurately access the needs of 
a current situation.

• Take action to address
relevant issues.

• Continually move forward in
a positive new direction.

• Work with your intuition
toward useful results.

• Operate clearly in chaotic
situations.

• Take risks.
• See delight in the “new.”
So, as it turns out, humor and qual-

itative research actually have quite
a lot in common. Both humor and
qualitative research are about or are
concerned with:

• Truth, and specifically getting
at the truth through stories,
and revealing not just the surface
appearance of “the truth” but the
deeper roots and interconnected
relationships of the truth to
other truths.

• Humanity. Arguably, there is
nothing more human than humor,
and nothing closer to the customer
than sitting down and talking with
him or her. Humor is a mechan-
ism for human connection, part
of being a member of and nurtur-
ing a social circle, a means of shar-
ing a common experience. Qual-
itative research also connects with
the “humanness” of the respond-
ent, sometimes in the process itself

For
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(“focus group” can equal “social
circle”) and always in the
insights it mines.

• Emotion. Humor and qual-
itative research both serve as
conduits for empathy and
sympathy, for touching on
deeply held feelings, for con-
juring experiences and for
associating one thought
with another.

• Perception and, more to the
point, a shift in or a revela-
tion about perception.

• Context, which frames the
facts into a story that pro-
vides the springboard for
deeper understanding.

• Play, which is elemental to
both humor and qualitative
research. As noted earlier,
many consider play to be a
natural behavior in many
animals, and humor is seen
as one human expression of
that behavior. In qualitative
research, through play we
not only establish rapport
with respondents that helps
them to be more at ease and
forthcoming, but also specific
qualitative research tech-
niques are themselves forms
of play that spark deeper
understandings and reveal
hidden truths.

• And, of course, insights. All
of the other points and com-
monalities between humor
and qualitative research lead
ultimately to insights. A joke
isn’t really funny unless it
reveals something, that “ful-
crum” for breaking through
the limits of pre-conceived
notions, that triggers the nat-
ural, spontaneous reaction
we call humor. Likewise,
qualitative research is all
about insights, finding ways
to weave together threads
into a fabric or tilt the
angle of perception just
enough to be able to see
around the corner.

Well, thank goodness we have
found so much that humor and
qualitative research have in

common; could we have a Humor
column in QRCA VIEWS otherwise? 

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?  

C O N T I N U E D Humor
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•  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 David Van Nuys, at david@
e-focusgroups.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
republication, 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 David Van Nuys, 
at david@e-focusgroups.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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