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EDITOR-IN-CHIEF ■

Introducing QRCA Views
Sharon Wolf, the new Editor-in-Chief of QRCA Views, discusses the new
magazine and recognizes a fallen QRCA member.

I
Sharon Wolf
QUALIDATA RESEARCH INC.
Brooklyn, NY
sharon@qualidataresearch.com

originally intended to use this column to introduce QRCA Views by offering
some background on the publication’s conception, gestation and birth.
However, after learning about fellow member Maryanne Pflug’s sudden death
in a motorcycle accident on September 2, 2002, introducing the premier issue
of Views became secondary to paying tribute to Maryanne. For this reason, the
first issue of Views is dedicated in loving memory to Maryanne Pflug.
A member of QRCA since 1989, Maryanne’s vivacious spirit, boundless
energy and dedicated leadership contributed greatly to QRCA’s vitality for the
past 13 years. She co-chaired annual conferences, presented workshops, served
on the Board and committees and—most of all—always had a teddy bear hug
ready to welcome fellow members at meetings and conferences. May her warm
and loving spirit shine down upon us!
Former QRCA President Pat Sabena, one of Maryanne’s dearest friends and closest
colleagues, has written an obituary from the heart on the pages that follow.

INTRODUCING VIEWS

"Views will be an
industry forum,
providing an
information and
communications
resource for
practitioners and
others involved in
qualitative research.
The content will be
practical, timely
and designed to
promote the
highest standards
of professionalism
and ethics for the
industry..."
QRCA Mission St atement
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Last year, while discussing the implementation of the organization’s newly
formulated Strategic Plan, the Board of Directors, under the leadership of Jim
Bryson, agreed that the creation of an association-sponsored professional
magazine represented an important opportunity for achieving the strategic goal
of building visibility for QRCA. Unlike its newsletter namesake and predecessor,
QRCA Views will be circulated to client-side companies, academics in marketing,
facilities, other members of the larger qualitative research community as well as
to QRCA members worldwide. The magazine will be published quarterly with
issues distributed in Winter, Spring, Summer and Fall of each year. It is our goal
to underwrite all production costs with advertising revenues during fiscal year
2003 and thereafter. Thank you to all QRCA Views advertisers for taking a risk
and investing in the magazine’s premier issue!
On March 15, 2002, the Board approved a Mission Statement for QRCA
Views which defines the publication as follows:
"Views will be an industry forum, providing an information and
communications resource for practitioners and others involved in qualitative
research. The content will be practical, timely and designed to promote the
highest standards of professionalism and ethics for the industry..."
Consistent with its Mission Statement, Views’ editorial content will focus on
authoritative articles of interest to the qualitative research community. As this
issue goes to press, the Editorial Board and Views Committee members (Feature
Editors) will begin editorial planning for the Winter 2003 issue. We welcome
articles written by members, corporate research executives or anyone from the
larger qualitative research community. We are particularly interested in article
submissions that address timely topics for any of Views standing features:
Qualitative Tool Box ■ Global Qualitative ■ Demographic Trends Update
Tech Talk ■ Lifestyle/Travel ■ Business Matters ■ Book Reviews
We hope that you’ll enjoy reading QRCA Views and that you’ll find it to be a
valuable resource! Your feed back is important to us, so feel free to send us e-mail
notes with suggestions and comments for future issues. Please direct all e-mail
correspondence to Managing Editor Timm Sweeney at: sil@silgroup.net.
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In Memoriam: Maryanne Pflug C O N T I N U E D

MEMBER TRIBUTE ■

In Memoriam: Maryanne Pflug
Pat Sabena offers a portrait of the life of beloved QRCA member, Maryann
Pflug, who died on September 2, 2002.
B Y P AT S A B E N A
SABENA QUALITATIVE SERVICES • Westport, CT • psabena@qual.com

T
Maryanne Pflug
was an unique
woman. Her
passion for life, her
outgoing spirit, her
keen intelligence,
her infectious
enthusiasm, her
abundant
generosity, her
ready laugh, were
unmatched by
anyone else I have
ever known.
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he bad news traveled fast by email and by phone among QRCAers
around the world. Maryanne
Kompara Pflug, principal of MKP
Research Group, was killed instantly on
Labor Day afternoon, September 2nd,
when the Harley-Davidson motorcycle
on which she was a passenger
inadvertently swerved left into an
embankment. The driver, her beau of
recent months, Captain Doug Kutina ,
53 years old and a pilot for US Airways,
died an hour later after failing to regain
consciousness. Both Maryanne and her
M A R Y A N N E K O M PA R A P F L U G
companion were wearing protective
8 / 1 / 1 9 4 8 – 9 / 2/ 0 2
helmets.
At least a dozen QRCA members were present to pay their respects at
Maryanne's funeral services held on September 5th and 6th. Memorial
contributions may be made to the Trinity Health System Foundation, 1
Ross Park Boulevard, Steubenville, Ohio 43952.
Maryanne, 54 years old, was born on August 1st, 1948 in Massillon,
Ohio. She graduated from Miami University of Ohio, and did graduate
work at the University of Pittsburgh. She began her career at Procter &
Gamble in sales and marketing for both the U.S. and Canadian divisions.
She held the position of Senior Research Analyst & Project Director at
Calgon Consumer Products (now SmithKline Beecham), and also worked
for Unisys and Memorex.
Maryanne generously served QRCA in many key roles. She was elected
to the Board for two terms (1995-1999), and served on the Executive
Committee, first as Treasurer, and then as Vice President. With Siri Lynn,
she co-chaired the 2000 QRCA Conference and co-chaired the QRCA
Membership Committee in 1994. For the past eight years she has
proofread and supervised the production of QRCA's Membership
Directory.
In 1986 Maryanne founded MKP Research Group. Her many clients
included Amway, US Airways, General Electric, Intel, Procter & Gamble,
Dial, Tyson Foods, Uncle Ben's, Stouffer's, Sara Lee, Nestle, Polly-O,
Tropicana, ConAgra, Domino's, Clairol and L'Oreal. One of her industry

specialties was qualitative research for the food
service industry. She wrote regular columns for
two food and restaurant trade publications and
lectured at food service conferences. Maryanne
excelled at creative ideation, analogies,
metaphors, guided imagery, role playing, lateral
thinking and projective techniques. Maryanne
taught at CPSI (Creative Problem Solving
Institute) as well as at RIVA, and consulted for
Burke Market Research.
For the past several years, she has been on the
Board of Directors of Trinity Medical Center in
Steubenville, Ohio.
Maryanne is survived by her two children,
Richie Pflug, 21 years old, and Katie Pflug, 19
years old, as well as by her
brother, Robert Kompara,
and her former husband,
Richard S. Pflug, Sr.
Maryanne's children were the
lights of her life, and her
friends eagerly looked
forward to the children's
photo on each year's
Christmas card. I personally
learned much about mothering skills from
Maryanne. She was unfailing with her love,
energy and time, always listening to and
advising her children from near and from far.
She managed to practice tough love with gentle
words and reassuring gestures. My own
children call her Aunt Maryanne. Her family
shared our table at Thanksgiving, and
Maryanne took my daughters out for a meal
whenever she visited their respective cities.
Maryanne and I shared projects, clients,
techniques as well as deep personal confidences.
She has been my very best friend. We traveled
all over the world together including London,

Puerto Vallerta, Athens, Istanbul, Paris,
Budapest and Prague.
What many do not know is that last fall, we
made a voyage of discovery to find her family’s
roots in Eastern Europe. Armed only with a
brief record from Ellis Island we flew to
Ljubliana, Slovenia, and drove off into the
mountains. By a series of happy coincidences
we arrived at the doorstep of the oldest woman
in the right village. The woman insisted that
Maryanne's father had been born in that very
building where she lives. With some skepticism,
we entered the woman's home to find
unmistakable photographs of Maryanne's
parents, grandparents, uncles and nephews. We
shared a bottle of homemade
blackberry wine, and Maryanne
charmed the curious neighbors
with her Slovenian vocabulary
and repertoire of Slovenian folk
songs. When we said farewell at
last, there were many hugs and
tears. Maryanne's long-lost
relative insisted that she take
many of her precious old
photographs back to the States with her.
Maryanne Pflug was an unique woman. Her
passion for life, her outgoing spirit, her keen
intelligence, her infectious enthusiasm, her
abundant generosity, her ready laugh, were
unmatched by anyone else I have ever known.
Deeply religious, Maryanne and I were both
fatalists. Whenever something disappointed or
angered her, she trilled, "Oh, well!" A
recurring image for me in the days following
her death has been beautiful blonde Maryanne,
in her St. John's outfit, riding off into the sunset
saying, "Oh, well!" Our friend, our colleague,
our sister, we will miss you dearly.

Maryanne and I
shared projects,
clients, techniques
as well as deep
personal confidences.
She has been my
very best friend.
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FROM THE PRESIDENT ■

Reflections on Research Ethics
Ricardo Lopez, the new President of QRCA, discusses his campaign platform
statement and explains his personal connection to upholding ethical standards.

I
Ricardo A. Lopez
HISPANIC RESEARCH INC.
East Brunswick, NJ
ricardo@hispanic-research.com

QRCA members
are committed to
their profession.
They are passionate
about maintaining
the highest
standards and
work hard at
being the best
and most
knowledgeable
consultants in
the industry.
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t is, indeed, an honor to serve as President of QRCA. When I ran for the
Board I was asked to write a platform statement. This is what I wrote:
"I am extremely passionate about qualitative research and firmly
believe in its value for providing actionable and detailed insight. The
recent bad press about our industry can be countered with good publicity.
If elected, I will prioritize the need for a directed effort to curtail this
negative energy and position QRCA as an industry leader."
As I sat down to write this letter, I pondered over that statement. I
realized that I now feel even stronger about it. I continue to read articles
that unwaveringly speak of qualitative research as a waste of money, yet
am personally convinced of the opposite; qualitative research gives you the
most bang for your money! Some "experts" have gone as far as suggesting
that all qualitative research results are invalid due to fraudulent practices
in our industry. It’s enough to make me feel like banging my head against
the nearest brick wall!
I know many of you share my frustration. How do we curtail this
negative energy? Why are we in this position? It is clear that in order to
stop anything, one must identify its source. What is the source of the bad
press? Well, the fact is that there is such thing as bad qualitative research.
Our industry is susceptible to abuse by unethical practitioners. Yes, there
are bad apples in our midst, and perhaps it is time for us all to sit down
and consider our own views on ethics. How do we turn the current? We
must all become advocates for good ethics in qualitative research!
I meditated on my own ethical perspective. I consider myself a stickler
for ethics, but where do those views come from? Forgive me for indulging
in a bit of storytelling but the results of my reflection may provoke your
own thinking on the subject.
My father was an advertising man. He firmly believed that his client’s
products were the best. In our home you never saw anything from the
"competition." He insisted in selling my mother on every product firsteven before he won the account! I remember him pleading with my mother
to buy into the benefits of a particular brand of detergent… I learned at a
young age that advertising meant telling people about good products that
would benefit them. My father was doing a good thing!
As a teenager, I challenged my father on his views. I saw many
marketers convincing people to buy products that I considered junk. I
started to question the ethics of advertising. To my surprise, my father
agreed with me. He explained that while advertising can truly help our
society, it does lend itself to abuse. He expanded on the concept of ethics
and I became very interested in the advertising business.
Still in high school and working for my father’s ad agency, I was given
my very first marketing research assignment. I was commissioned to
recruit a few friends and briefed on a questionnaire to be administered by
intercepting customers at our local mall. I loved the assignment and really
felt good about getting the public’s opinion! A few days later, my father
called my friends and me for a meeting. Under closed doors, he gave us
one of the most ardent lectures on ethics that I have ever heard. One of my
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friends had cheated by filling out all of the
questions himself… and somehow, my
father knew it!
In his speech, my father explained the
implications of cheating and how it
invalidates the whole research process. He
went on to say that it is easy to be unethical
and that some people choose to live their
life by taking the easy route, but that he
would not tolerate it from any of his
employees. I know that he was mostly
trying to give his son a lesson. The lesson I
learned was that it is important to hold
your ethical principles high, even when it is
often easier to lower those standards.
In QRCA we believe in upholding high
ethical standards. All members must agree
to practice our code of ethics (see sideline),
and advocating ethics is always our priority.
In fact, I am convinced that, as a group, we
are the best role models for our industry. In
a recent Delphi forum thread, members
discussed, in disbelief, the allegations of
unethical behavior on the part of another
member. I am not surprised that finding
unethical behavior in our association is
hard to believe. We pride ourselves of our
high standards! But even if we find a bad
apple in this large tree, we should never
doubt the quality of our produce.
It is important for the marketing research
industry to understand the value of working
with a consultant who is a QRCA member.
QRCA members are committed to their
profession. They are passionate about
maintaining the highest standards and work
hard at being the best and most
knowledgeable consultants in the industry.
Our association is working hard to let
everyone know who we are! How are we
doing this? Many programs are being
executed to increase the awareness of
QRCA. This magazine is a prime example.
This new publication will focus on the
practice, theory, ethics, and new
developments in qualitative research. The
magazine represents our Views on the
industry. All members should take pride in
our new flagship publication!
I want to close by giving a special thanks
to our former QRCA President, Jim Bryson.
During his tenure as President, Jim gave
QRCA the necessary direction to become a
leader in the qualitative research industry.
He was instrumental in establishing the
vision and the strategic plan that guides all
of QRCA’s activities and programs. This
magazine was a part of his dream. Thank
you, Jim!

ETHICS & PRACTICES

QRCA Code of
Member Ethics
QRCA believes strongly that its members must
uphold the highest standards of ethical and
professional behavior, not only in their work, but in
their relationships with clients, field suppliers,
colleagues and respondents. All members therefore
agree to abide by the following principles:
1. To conduct qualitative research in a
professional manner, and to strive at all times to
ensure that respondent recruiting, analysis and
report preparation meet high standards of
excellence.
2. To avoid discriminatory practices in
respondent selection. Unless clearly justified by
the research project, members will not arbitrarily
exclude participants based on age, sex, race,
religion or physical appearance.
3. To represent honestly their professional
credentials, academic degrees, research
experience and client lists when such
information is made available to clients.
4. Not to misrepresent their credentials in order
to secure or maintain membership in QRCA, nor
to assert or imply that QRCA membership is
evidence of accreditation or endorsement.
5. Not to offer or accept kickbacks or other
favors in return for research business.
6. To respect client and respondent
confidentiality, and not to reveal proprietary
research findings to others without explicit client
approval.
7. To use qualitative research procedures only
for legitimate research purposes, and not, for
example, as a ruse for product promotion.
8. To treat respondents with respect and
consideration, and at all times to conduct
themselves in such a manner as to reflect
favorably on the profession which they represent.
9. To support the QRCA Charter and Bylaws,
and to endeavor to further QRCA’s key objective:
to enhance the professionalism of qualitative
research.
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QUALITATIVE TOOLBOX ■

BY L I Z V A N PA T T E N
Van Patten Research, Southhampton, NY
Lvanpatten@aol.com

Liz Van Patten gets “close to the customer”
in an ethnographic childhood obesity study.

O

verweight and obesity among American children has
emerged as a critical public health problem. The
Center for Disease Control has identified a strong
link between the rise in childhood obesity and a
dramatic rise in Type 2 diabetes and gall bladder disease
among children, conditions that previously did not appear
until adulthood. Recent statistics indicate that 14% of
American children and 12% of adolescents are clinically
defined as obese. The problem is receiving extensive coverage
in the press, with governmental agencies and other
institutions developing programs to address this critical issue.
We recently conducted an ethnographic research study for a
not-for-profit social services agency that wanted to address
this American health problem directly by developing
education and intervention programs to help prevent
childhood obesity.

14
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Ethnographic Research Generates Ideas to Prevent Childhood Obesity C O N T I N U E D

The purpose of the ethnographic research was
two-fold:
■ To understand the eating and physical
activity behaviors of children who are above
"normal" weight for their age.
■ To gain insight into the types of
communication that would be the most
credible to deliver healthy lifestyle habits
messages to kids at risk for obesity.

Prior to the ethnographic research, the client had
conducted focus groups among children, parents
and teachers. This first stage qualitative study
helped identify the most promising targets for
more in-depth contextual research as follows:
Kids aged 11-12 who are "somewhat
overweight" for their age (not seriously
overweight). Compared to younger kids,
these middle school kids generally have
more freedom of choice/less structure and
are more highly motivated to change their
appearance and fitness level.
■

Parents of "somewhat overweight" kids
aged 11-12 who are "concerned" about
their children's weight. These parents are
open to learning ways to tackle the problem
and support their children's efforts to
develop healthier habits.
■

In-home Ethnographies
Since our client had a limited budget, our
approach was to observe a total of six youngsters
who fit these criteria and their families. Although
the project was on a small scale, we wanted
some geographic and cultural diversity, so we
decided to conduct the research in three
markets— Atlanta, Minneapolis and Los
Angeles. Of the six homes visited, one was an
African-American family and and one was a
Hispanic family.
The basic goal of ethnographic research is to
understand people's lives, and in this instance we
wanted to understand how kids interact with
their parents, siblings and friends in the areas of
food and physical activity. The challenge was to
cover a lot of ground in a fairly compressed
time frame. Our solution was to spend an
afternoon and evening, from 4:00 p.m. until

16
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just before bedtime, with each of the six
families, and to ask each family to invite up to
four of the child's friends to visit during these
hours. This drove the incentives higher, since we
had to compensate the family for their entire
evening, plus all the friends who visited, but it
also made participation more appealing because
the kids had the chance to "hang out" with their
buddies while being observed.
The recruiters worked from their databases
because we wanted families who were familiar
with research and would trust the idea of having
a stranger in their home for a few hours. We also
made the screening requirements non-scientific we didn't ask consumers to calculate body mass
index or weigh and measure their kids. We
simply asked parents if they thought their child
was "a little chubby" or "somewhat heavy" for
their age and whether or not they were
"concerned" about their child’s weight.

Capturing the Experience
Next, came the challenge of how to record our
observations. The topic was potentially sensitive,
so we wanted to be unobtrusive and avoid the
distraction of a video camera and videographer.
Instead, I used a digital still camera and a small
hand-held audio recorder. In the end, this
approach was very successful because it was easy
to integrate the still photos into a PowerPoint
presentation. The graphic images were so
memorable that and clients who have seen the
presentation remember it as a video presentation.
A small notebook and pencil were very handy
for making notes and jotting down issues that I
wanted to probe later. As soon as I got back to
my hotel each night, I would download all the
still pictures and transcribe my observations and
any emerging hypotheses, plus everything else I
could remember, onto my laptop. This running
commentary later became the backbone of
the analysis.

Ethnographic Research Generates Ideas to Prevent Childhood Obesity C O N T I N U E D
In discussions with the client, we had developed
a very general guide to the issues we wanted to
cover with each family, but the sequence was not
predetermined. I'd arrive each afternoon and
introduce myself to the mother and kids, telling
them we were interested in learning more about
their lives: what they liked to do, what they liked
to eat, and how they spent their time. Then, I'd
just watch the kids play, or tag along with them
when they went to the local 7-11 or the park, or
chat with Mom while she fixed dinner. After trust
was established, I'd ask a question or two which
typically opened up a whole topic to explore.

Some Tips and Techniques
Other approaches I found useful were:
■ After I got a sense of "who's who" in the
family, I'd look for opportunities to talk to one
or two kids alone, or just the Mom alone. This
gave us insight into both sides of the story:
kids who felt that their parents didn't take
their weight challenge seriously and parents
who were concerned but didn't want to make
an issue out of a problem they hoped the child
would outgrow.
■

Engaging individuals in these quiet one-onone conversations also
revealed deep emotions
relating to body image,
exercise and eating. Asking
two girls, "Would you change
anything about yourself?" led
to an extended conversation
about how they were teased
by other kids, how they
couldn't wear trendy clothes
and how awkward and lonely
they felt trying to exercise.
Some of the mothers
reminisced about the family
meals and vegetable gardens
they had when they were kids
and how they missed the
intimacy of family dinners
with their own children.

Ethnographic Research Generates Ideas to Prevent Childhood Obesity C O N T I N U E D
activity and food choices. Often, the normal
weight kids seemed inherently more active. An
example: two boys playing a video game
seemed sedentary, but their activity level was
actually quite different. The one who was "a
little chubby" lay flat on his back and only
moved his thumbs on the game controller. His
normal weight friend knelt or stood and did a
little victory dance every time he scored a
point.

■ Children and parents both need tools for
partnering in the task of increasing kids'
fitness. Both need help setting reasonable goals
and sustaining kids' interest in exercise over
time.

Education and intervention programs must
involve the entire family, with parents taking
the lead and committing to making changes in
food shopping patterns and meal preparation,
for example.

■

Expect the Unexpected
When conducting ethnographies, be prepared for
anything to happen. I got lost looking for more
than one house, and the kids and I were all thrown
out of a store in Santa Monica. In Atlanta, our
walk to the Seven-11 eventually included about
eight neighborhood kids who tagged along as well
as the local auto mechanic who came over to check
out the brakes on grandma's car. These experiences
point to the importance of blending in with the
experience at hand and just letting things happen.

Findings and Strategy Implementation
Several key findings emerged from this
ethnographic research:

■ Since we discovered that all of these
youngsters use and enjoy using websites, a
lively web site seemed to be a starting point
for engaging children with educational
messages about healthy eating and exercise.

Incorporating many of the insights gained in the
research, the client agency launched a website earlier
this year to help kids and families begin the process
of behavior change. The website is fun, colorful and
designed to stimulate interaction, repeat visits and
physical activity. Ultimately, the website will be one
component of an integrated series of school and
community based programs to help families tackle
this important child health issue.

■ Looking for inconsistencies
between what people said and
what they did told us a lot.
Most of the parents claimed,
"We don't watch much TV."
But every child in the study
had a TV set in his or her
room, and one home had a
TV in every room!

Observing body language
often helped explain the
relationships among family
members. With whom is Mom
more affectionate? How does
the older brother annoy his
younger sister? How do the
siblings relate to each other
and to their friends? How do
the kids manipulate their
parents to get what they want?

■

■ Watching kids play and
going to the convenience store
with them revealed the choices
they made about physical
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B Y D O R R I E P AY N T E R
LEAPFROG MARKETING RESEARCH
San Francisco, CA
dorrie@paynter.com
WITH WENDY DODEK
INSIGHTS RESEARCH & TRAINING
Brookline, MA
wendydodek@insightRT.com

T

he outcomes of usability testing
provide clients with valuable guidance for developing
and refining their sites. Properly conducted usability
testing can help clients as well as their web artists and
programmers discover:
■
■
■
■
■
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web site users’ overall experiences at the site
the effectiveness of the site’s navigational tools
how users react to the site’s content
how users perceive web page graphics and design
competitor site strengths and weaknesses

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 AT I O N
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Making the Most Out of Web Site Usability C O N T I N U E D

There are three main website development stages
when clients can benefit the most from this type of
qualitative evaluation:

when the
website is in the
concept stage

1

while the
web site
is in development

2

when the live site,
or a working
prototype has
been completed
and is online

3

For each of these stages, there are different approaches
for gathering qualitative data.

Conceptual Stage
Clients may wish to conduct concept testing
and/or a competitive assessment. The target
audience’s perceptions and attitudes of web site
concepts or prototypes can guide the client in
developing the site. For example, before
designing a their web site and before embarking
any complex programming, an online eyeglass
retailer wanted to learn how potential users
would be most likely to search for new frames
online and what kinds of tools or features
would make the product selection process
easier. For their conceptual stage usability study,
they mocked up several distinct options for
testing. This study’s findings enabled the client
to know which navigational direction would be
most intuitive for users.
By giving participants homework to visit
competitors’ sites and record their impressions
prior to a usability focus group, the client can
learn from competitors’ mistakes. A company
creating an online "wallet" wanted to know
what they needed to do to make it better than
the options that already existed. We asked
participants to use the three competitive
products and record their reactions and
experiences in a diary before coming to the
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group. By listening to their reactions and
analyzing their diaries, we learned what works
and what doesn’t when it comes to online
"wallets." The findings helped this new
company to create a competitively superior
online product.
Often, conceptual stage usability sessions
work best when they are organized around one
and a half to 2-hour mini-groups of three or
four people. If a full group is recruited, the
moderator should split them into two or three
subgroups so that participants can cluster
around computer monitors and explore sites
individually or together.

Web Site Development Stage
Usability research at the development stage
gives clients feedback on the proposed design
and the effectiveness of navigational tools
before the site is fully functional. Respondents
can test out different alternatives to the site’s
architecture and content. When organized as
mini groups, the moderator can guide
participants through the site while also
exploring expectations and reactions to key
areas that are part of the preliminary site map.
Producers of an educational site wanted to

■

QUALITATIVE TOOLBOX ■

Making the Most Out of Web Site Usability C O N T I N U E D

learn which of two menu structures was more
intuitive to teachers, and if their content had
enough depth. To evaluate the menus and
content, they made the two versions available
online and the moderator clicked through a
demonstration to show participants how the end
result might function. What the client learned
from the teachers/prospective users at this stage
saved them a lot of money and time.

Live Site or Working Prototype Stage
Usability testing on a live site involves observing
participants navigate, listening to their comments
on navigation and nomenclature as well as to
their evaluation of the content, graphics and
page design. One-on-one interviews, typically
one hour in length, rather than groups, yield the
best results when your project involves
evaluating a working prototype or "live" site. To
learn the most, the moderator needs to be right
there watching and listening to the participant,

which is not possible if there are several people
going through the site at the same time. After 710 interviews per distinct user segment, you will
have discovered the majority of insights that will
help guide refinement of the site.
Usability testing for prototypes or live sites
uncovers which areas of a site are causing
problems for users. At this stage, there is also an
opportunity to evaluate proposed new features
before they are added to the site. During the
hour-long session, the moderator invites
participants to combine free exploration with
task completion, i.e., make a purchase, find a
specific piece of information, check on
availability, etc. Respondents are encouraged to
"think aloud" and comment on what catches
their eye and what inhibits them. Clients
generally appreciate a debrief or a summary
report, rather than a detailed report of findings
following these sessions as they usually want to
make the changes immediately.

An online book store, for
example, employed prototype
site usability testing because
they wanted to learn how
librarians would use their site,
if the terminology they were
using made sense, and what
additional features would
make it more likely that this
site would become their
primary source for out-ofprint books. In another study,
a major toy manufacturer
wanted to make sure that five
and six-year-olds could master
the online games they had
created for young children.
Were the games fun? Were
the buttons the right size for
clicking by children?, etc. The
moderator’s observations and
attention to each child’s
interaction with the site,
answered all of these
questions and more.

Advice for Planning
Successful Usability
Studies
■ Be sure the selected
facility has previous
experience setting up
equipment for usability
tests. They should own or
be able to rent equipment
for usability research
including new computers
and monitors. For oneon-one testing, use a
standard size monitor in
the front room, and a
larger monitor in the
back room hooked up to
the same computer. For
mini-groups, rent larger
monitors for both sides of
the mirror.

Be sure that the facility
has a high speed modem
connection. If not,
respondents will become
frustrated because of slow
loading of the site and/or
■
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Making the Most Out of Web Site Usability C O N T I N U E D

slow navigation through the site. These frustrations
could effect their perceptions of the site and weaken the
validity of findings. (Qualitative usability testing is not
designed to measure the speed with which a page loads,
so don’t get distracted by this.)
■ During sessions, always watch body language as well
as listen to respondents – their hesitations and facial

expressions and other body
language can be very
revealing
Screen out respondents who
only use e-mail or web TV
(unless they are your primary
targets) because they are
typically not familiar
navigating the Web.
■

During the recruiting
process, ask potential
respondents if there is any
reason that they would be
unable to use the computer
and mouse during the
interview. This can be a
problem for someone with a
broken arm or for women
with very long fingernails.
■

Avoid revealing the client’s
name to respondents during
the recruiting process unless
you want them to visit the
client’s web site in advance of
the usability session.
■

Strongly encourage clients
to observe your sessions —
viewing videotapes after-thefact is much less impactful
than seeing customers "in
action." Clients are usually
amazed at what they learn by
watching someone stumble
through what they assumed
was a perfectly designed site.
■

Encourage clients to start
usability testing at the
conceptual stage and make it
an iterative process. This can
prevent them from wasting
time and money developing
features that may be of no
interest to users.

■

This article is based on a recent
presentation given by Dorrie
Paynter to the QRCA New
England Chapter.
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A Word of Mouth Recommendation… C O N T I N U E D

A Word-of-Mouth Recommendation for
“The Secrets of Word-of-Mouth Marketing”
Jay Zaltzman reviews George Silverman’s newest book, The Secrets of
Word-of-Mouth Marketing.
B Y J A Y Z A LT Z M A N
BUREAU WEST MARKET RESEARCH • San Francisco, CA • jay@cyberscrutiny.com

I

Silverman
starts out with
a simple, yet
powerful point:
the most
important way
of increasing
sales is to
shorten the
time it takes a
customer to
decide to
purchase.
30
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have to admit it: I’m a George Silverman fan. A few months
ago, I got his moderator training course on how to conduct
telephone focus groups, and I was impressed by how wellwritten it was. And now that I’ve read his new book, The
Secrets of Word-of-Mouth Marketing (Amacom, 2001), my
unequivocal recommendation to you is: buy the book. You’ll
be glad you did.
Most of you probably know George Silverman, who
is a long-time QRCA member. I attended a presentation of his
about word-of-mouth marketing a few years ago at one of our
conferences. But even if you don’t believe, as Silverman
sometimes seems to, that word-of-mouth will save the world
(of marketing, at least), you will benefit greatly from his book.
First of all, because word-of-mouth marketing is clearly wellsuited for moderators to market ourselves. And second,
because adding the word-of-mouth perspective to our arsenal
as market researchers can add significant value to what we
offer our clients.
Silverman starts out with a simple, yet powerful point:
the most important way of increasing sales is to shorten the time it takes a
customer to decide to purchase. This particularly resonated with me, since it
can take years from the time I contact a potential client until the first time the
client uses my services as a moderator. Silverman explains that the way to
shorten the decision cycle is to make decisions easier for the prospect by
removing their "decision roadblocks." And he makes a persuasive argument
showing why word of mouth is the best way to do this. Put simply, the greatest
roadblock to potential customers’ decision is their concern about making the
wrong choice. The recommendation of someone they trust — that is, word of
mouth — is the most effective way to alleviate that concern.
This reasoning holds not only for hiring a research consultant, but also for
accelerating almost any other purchase decision – what restaurant to dine at,
which drug to prescribe… even which snow shovel to buy. The book gives
detailed guidance about how to harness word of mouth (which includes getting
friends to recommend a product to their friends, obtaining experts’
recommendations and the endorsement of others that prospects consider trusted
advisors). The book also segments the population according to how they
respond to word of mouth (e.g., early adopters differ from late adopters) and
suggests how to best approach each segment.
A chapter that will be of particular interest is “Researching Word of Mouth.”
Of course, companies need to know what people are saying about their products
before they can harness that word of mouth. Understanding word of mouth can
also play a powerful role in the development of traditional marketing
communications. Silverman describes a valuable technique for helping
participants articulate product or service benefits in focus groups. He
recommends asking respondents who like a product under evaluation to
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persuade undecided respondents
to try it... and pay close
attention to the points that sway
them - that’s the "sweet spot" to
concentrate on.
As I read the book, I was
continually impressed about
how, for a mere $17.95, readers
get detailed information about
Silverman’s trade secrets. The
Secrets of Word-of-Mouth
Marketing repays the reader’s
investment, in both time and
money, many times over.
The Secrets of Word-ofMouth Marketing can be
ordered at Amazon.com or
through Silverman’s company
Website homepage, Marketing
Navigation – www.mnav.com –
the home page provides a link
directly to the order page on
Amazon.
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Targeting Seniors Means
Recognizing Market Diversity
Gail Fudemberg explains why today’s senior market has diverse needs.
BY GAIL FUDEMBERG
GRF M ARKETING • Chicago, IL • grfmarketing@ameritech.net

Not all seniors
age alike,
think alike or
buy alike.

T

he senior market is becoming an increasingly important segment in today's
consumer landscape. Moreover, the senior market is becoming more and
more diverse. Not all seniors age alike, think alike or buy alike. This unique
market is characterized by clusters within the larger segment. People aged 5565 are the "Young Seniors," those aged 65-75 are considered to be "Middle
Seniors" and the 75+ group are the "Older Seniors." The aging of the Baby
Boomers, of course, will fuel the growth of each segment of this rapidly expanding
market.
These three clusters are often lumped together by marketers, but that can prove
to be a mistake. The Young Seniors typically lead active lives and look younger
than their years, while Older Senior face numerous health concerns. The Middle
Seniors are transitioning between the younger, usually more active senior lifestyles
to a stage of decreased health and lessened mobility. From the 60-year-old golfplaying, Arizona-ensconced retiree to the 90-year-old living in assisted living, the
needs and wants of seniors are far from monolithic. Seniors, like other consumers,
are in flux, moving through retirement and changing health conditions. The only
thing that remains the same is seniors' ultimate need for packaging they can read
and open and close easily and for products that meet their changing lifestyles.

Key Facts about the
Growing Senior Market
Growth from 1980 - 1990
for those 65+ was 88% as
compared to a 34% growth rate
for those under 65 years old.
■ 1 in 5 Americans will be part
of the Senior Market by 2030!
■ Currently, there are 35
million+ elderly in the United
States.
■ By the year 2050 –
78.9 Million will be elderly.
■ The "Older Senior" market,
those aged 85+ is also growing
rapidly. This year, there are 4.3
Million in this category, with
18.2 Million expected by the
year 2050.
■
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Targeting Seniors Means Recognizing Market Diversity C O N T I N U E D
Aging Population Impacts Marketers
How do these growing numbers of the age 55+
population affect the marketing world?
Packagers, in particular, will need to get closer to
their customers and learn more about these older
and wiser consumers. Even the oldest of the old,
those over 80-years-old, are increasing at a rate
never before seen. Marcia Mogelonsky, Senior
Research Analyst with the Mintel International
Group, points out that although Americans are
living longer, they are often not in good health.
"These are America's oldest old. People in this
country are living longer than ever before but
they are not necessarily living better than before.
The oldest old in this country, in general, are
elderly, ill and weak."

Review Packaging for
Ease-of-use and Legibility
Although some of the "younger" and "middle"
seniors may be very active and need little
assistance, many other seniors, especially those
over 80, have some physical disability, which
limits their ability to interact with packaging.
They are demanding more of marketers in the
way of easier-to-open packages, different
package sizes and even innovative labeling.
Consumer packaged goods manufacturers and
pharmaceutical companies need to keep physical
limitations such as diminished eye sight and
arthritic hands in mind when designing packages
targeted to seniors.
Many seniors face these daily difficulties.
Current Population Reports' Americans with
Disabilities: 1994-1995 shows that 52.5% of all

34

Americans 65 and over had a disability and
33.4% of Americans over 65 had a severe
disability. As might be expected, arthritis leads
the lists of disabilities, afflicting almost half of
the senior population.
Many packagers are making an effort to create
more ergonomically correct packaging, but
they're not taking it quite far enough. What is
the point of putting a little ring tab on an orange
juice container that an arthritic person couldn't
put her finger in and pull?
Also, as eyes age, seniors perceive colors
differently – whites tend to look yellow. Legibility
is also an issue for seniors losing part of their
sight. Regulations require the inclusion of more
and more type on labels, yet the labels cannot
expand to allow the size of the type to increase.
More type means smaller point size and a greater
chance seniors cannot read the labels.
I would warn packagers to pay attention to
both aspects of the label, color and type. Certain
colors are easier on the eyes for people who have
macular degeneration or glaucoma, conditions
that often come along with increase in age.
Seniors are going to pay attention to the coloring,
not only the package itself but also the lettering.
So you have to make sure the font size is large
enough and that colors chosen promote rather
than interfere with readability.

Older Seniors Need Smaller Portions
Appetites tend to decrease among the older age
clusters, so packagers of all types of foods and
beverages need to factor this lifestage change
into packaging equations. Re-sealable packages

Targeting Seniors Means Recognizing Market Diversity C O N T I N U E D
are extremely important to seniors with decreased
appetites, even if it appears that the re-sealable item
initially costs more. Also, many seniors move from
the larger homes where they raised their children into
smaller living quarters, with much more restricted
space for food or other items. In these situations,
smaller packaging offers added convenience.

Seniors Need New Options
From pharmaceuticals to foods, seniors need new
types of packaging and even new products. They
have strong needs for pharmaceutical packaging
that can help them deal with multiple medications.
Some elderly take so many medications, that it
becomes hard for them to differentiate between
their prescriptions.

Emotional Differences from
Younger Consumers
Beyond the physical requirements of packaging for
older consumers’, there are also emotional
differences between seniors and younger consumers.
Research has shown that seniors react more
strongly to emotional stimuli than to rational
appeals. At the same time, most Senior consumers
also want to take the time to synthesize product
information and not be barraged with it. Maturing
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consumers want to pull information, not have it
pushed at them. As a result, they are responsive to
marketing messages communicated through
techniques such as story telling.
With such a diverse group of consumers, how are
marketers and packagers going to know their
products and packages work for the over 55 set?
Marketing research is critical, both as the product is
being developed and before it ever goes to the shelf.
Recognize the diversity of the senior market
by including participants from each age cluster
in both qualitative and quantitative marketing
research studies.
■

■ Observe similarities and differences among
Seniors in each age cluster as they interact with
products and packaging.

Be sure to evaluate package design,
readability, color, size and ease of opening.

■

Given the current size and projected growth of the
Senior population, marketers can no longer afford
to ignore the unmet needs and wants of Young
Seniors, Middle Seniors or Older Seniors.
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Parent Moderators “Work” Things Out C O N T I N U E D

Parent Moderators
“Work” Things Out
Christine Kann recommends role fluidity as a goal instead of trying to
“balance” the dual roles of parent and moderator.

B Y CHRISTINE SHIELDS K ANN
CSK M ARKETING, I NC. • Racine, WI
cskmtg@aol.com

A

fter the birth of her first child, QRCA Vice President Dorrie Paynter, posted a
note on the "Mom and Moderators" thread on the QRCA Delphi Forum
asking for advice from other parents who have discovered ways to best
manage their dual roles as moderators and parents. Paynter’s query
generated a host of valuable tips, reflections, and stories about experiences about
when things don’t go as smoothly as we would have liked.
Based on my own experience raising my two daughters, now 6 and 10, I would
like to suggest a moratorium on the use of the word "balance" as a goal in life for
working parents. For me, that word implies a binary existence (think a "scale of
justice") with two roles only, worker and parent. It really does not accurately reflect
the complexity of managing all the many hats we wear. I believe the term "balance,"
in the context of work-family life, also implies that there is some magic quotient of time
spent in each role that will lead to a heavenly existence where no one is left feeling
tired, guilty, or stressed. This implication can cause parents to experience even more
pressure to try to achieve someone else’s idea of how their life roles should be blended.
In truth, we play many more than two roles in our daily lives: employee/employer,
wife/husband, daughter/son, friend, spouse, parent, volunteer, etc. The right mix of
these roles is a multi-dimensional, highly individual decision that requires a different
"mix" for each person to achieve fulfillment. Some people will only be happy with a

Some people
will only be
happy with a
high percentage
of their day
spent in their
parent role,
while others
feel fulfilled
with less time
allocated to
their parenting
responsibilities.
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high percentage of their day spent in
their parent role, while others feel
fulfilled with less time allocated to
their parenting responsibilities. This
mix is likely to change daily, weekly or
monthly as well as periodically – as
your children grow and enter different
developmental stages.
The best metaphor I can think of for
the moderator-parent roles takes me
back to my college dormitory at the
University of Wisconsin-Madison.
In this old building, the sinks in the
bathroom had a "hot" spout and a
"cold" spout. When we would wash
our faces in these sinks, we would
turn on both spouts and run our
hands frantically back and forth under
the two spouts trying to achieve
"warm" water to wash our faces.
It was, quite frankly, nearly impossible
to get the right "mix" of hot and cold
water. On those warm days when
only a splash of cold water would do,
then those faucets were just what the
doctor ordered. However, on most
days, getting the right mix was pretty
frustrating.
In contrast, think of the modern
single-handle faucets you often find
now in bathrooms. With one handle,
the water is easily blended between
hot and cold and each person can
make the adjustments they want to fit
their needs easily. Blending the hot
and cold water is smooth…
elegant… effortless.
So, think of your life in all these
roles as using a single-handle faucet.
What mix works for you? How does
this change daily, or at certain times of
the year? What do you need to do to
achieve the right "mix" for your
fulfillment? As you answer these
questions, you’ll discover the right
"blend" that works for you.
41
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Video Phones:

The Future is Here
but Nobody Cares

BY GINA THORNE
efocus.com • Harrison, NY
gthorne@efocus.com

Gina Thorne reviews the newest generation of picture phones.

W

elcome to “Tech Talk”. In this column we will review and discuss
tools, gadgets, and tech innovations, and their relationship to
qualitative research. If any of you hear of a tool or gadget that we
should review, just email me at gthorne@efocus.com, and we will find it, put
it through its paces, and evaluate it for qualitative research applications.

Vialta Beamer

Two videophones
stand out from
the pack:
the Panasonic
VictPro, and the
Vialta Beamer.
The Panasonic
product sports
features that
could be useful
for qualitative
research while
the Beamer
is "fun to use".
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Videophones:The Future is Now
Videophones have always been in science fiction stories. Who can forget
space people, in odd-looking outfits, speaking to small images of people on
flat screens? These were imagined as the telephones of the future — the
way communication was predicted to be when technology caught up.
Well, technology has, in fact, “caught up.” The flat screens are here, but
they are attached to computers, rather than to telephones. The videophones
are here too, some even have flat screens, and they have been around for
several years, but nobody seems to care.
Some visionary qualitative consultants expected that video phones would
be a convenient way to remotely conduct personal interviews in a
respondent’s home or office. They also expected that the video could offer a
way to read body language and facial expressions, thus overcoming the
main weakness of on-line or internet research. There seemed to be clear
advantages of videophones for the research industry, yet videophones are as
foreign to research offices as automatic ironing devices.

The Videophone, a device by many other names….
In reviewing videophones for Views, I was struck by the wide assortment of
services, devices and software included in the category. It seems that
anything that allows people to see one another and talk is called a
videophone.
The two versions of videophones described below require a computer and
use the Internet to power audio and video.

Internet Video Phones & Webcam/software Bundles
The first "phones," introduced in the early nineties, were software/webcam
bundles—small, often egg-shaped videocameras that perch atop computer
monitors. The bundles are available in computer stores and through mail
order houses. They allow users to install software on stand-alone
computers, hook up a microphone, speakers, and the web cam, and dial up
remote computers so that users can talk and see one another with the
camera. The main appeal is the personal contact of visuals as well as the
low cost of the Internet call when compared to regular telephone rates.

Chief among these bundles is 3M’s "Big
Picture."
The video on these products, however, is
often "jerky" and abysmally slow, and the
quality of the audio is such that only foreign
visitors calling home on tight budgets, or porn
aficionados became regular users. The software
bundles gradually disappeared from store
shelves and other brands were discontinued.

Videophones are not a brand new invention.
They have been available for 10 years or longer,
and can be found for sale on the Internet, and
for auction on eBay, some at very reasonable
prices. Prices range from $250 to $950 per unit.
Manufacturers in this category include:
Panasonic, AT&T , PicturePhone, and the
TelevYou500 from VideoPhones UK, to name a
few. AT &T and Panasonic offer the products
for sale at their websites.

Video Chat Services
Another type of "videophone" is similar to the
bundles. It too includes software, microphones,
and web cams, allowing audio and video
exchange. The main difference is that this is a
"service" offered by subscription and requires a
monthly fee. Subscribers can dial up to see and
talk to other subscribers. Users could visit an
assortment of "rooms", read profiles of others,
and select those with whom one wanted to
exchange a video chat. The advantage of these
services is that set-up is relatively easy, and
there are a wide variety of people and chat
rooms from which to select viewing
companions.
The disadvantages are that video rooms are
public, allowing others to wander in. Obtaining
transcripts or videos of the output is impossible.
Further, the wide use of dial-up connections as
opposed to broadband) continue to make
sound and video quality less than acceptable
for research purposes. Included in this category
are services such as Eyball and CU SeeMe,
among others.

Suitability for Qualitative Research
The "videophones" described above are more
suited to home users sharing baby pictures or
other types of pictures, than to business use.
The public nature of the services makes it
virtually impossible to have a private room
for interviews, and even more difficult to get
transcripts or video files. In addition, dial-up
Internet service and video do not make good
companions. Video requires fast Internet access,
and ample computer resources. Finally the
virtual "atmosphere" of such services does not
lend itself to the professionalism necessary for
conducting market research.

And Now, the "Real" Videophones
A new class of "real" videophones require a
special dedicated telephone unit but are powered
by ordinary telephone lines. Although these
phones are readily available they haven’t yet
caught on with consumers or with business users.

Product Features

Videophones are not a
brand new invention.
They have been
available for 10 years
or longer, and can be
found for sale on the
Internet, and for
auction on eBay,
some at very
reasonable prices.

Most of the devices in
this category have
similar features. They
connect to an ordinary
telephone line (POTS);
have small video
cameras attached with
zoom, freeze-frame, and
"still" capabilities.
There is a very small
3.5" screen, about the
size of an index card,
and they have a
"privacy" feature, to
block video, if desired.
They all provide the option to insert a still
picture in lieu of video on the
screen. Otherwise, they
operate like standard
telephones. Some are
compatible with other, similar
devices, while other models
require matching systems.
The quality of the video is
somewhat less than stellar,
operating at 15 frames per
second, one half as fast as
standard home video. The
Televu TV500
small screen makes viewing
somewhat of a strain.
There are other versions
of videophones that require
IP (Internet Protocol)
connections, most often
used in networks where
each computer has a fixed
IP or Internet address or
"identity", and are therefore
more suitable for business,
rather than for consumer
Metaeye 2
home use. These phones are
most often used in a videoconferencing context.
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The "Standouts"
Two phones in this category that stand out from the
pack are the Panasonic VictPro, and the Vialta
"Beamer." The Panasonic product sports features that
could be useful for qualitative research while the
Beamer is "fun to use."
Panasonic’s offering is a well-thought-out device,
that looks and functions like the others with

Video Phones: The Future is Here But Nobody Cares C O N T I N U E D

additional features. This phone allows recording of
both audio and video, either to a VCR or to a
computer for storing and/or playback. Output can
also be displayed over a TV monitor. It has a
detachable camera, which allows one to show
products, furniture, the surroundings etc. to the other
party. An external camcorder can be attached, and the
phone can be password protected. A key benefit is
that this phone is
compatible with virtually
any other type or brand of
videophone.
Because of its unique
recording capabilities, the
VictPro is more suitable
than the others for
interviewing and capture of
output. The VictPro’s
features come at a price: at
$2,700 per unit, it far
exceeds the prices of all
other POTS (plain old
telephone service) phones.
Finally Vialta has just
introduced a futuristiclooking device called the
"Beamer." While the screen
size, camera size and overall
quality and functionality are
virtually identical to the
other phones, this one
stands out for two reasons;
its thin, blue, Lucite screen,
and its name, sure to call to
mind that favorite Yuppie
and Boomer vehicle, the
"BMW". (At $299 for one,
and $499 for two), this
videophone may very well
break the mold of
insouciance that seems to
surround the category of
videophones.
The disadvantage of this
offering is that it is only
compatible with other
Beamers, and lacks the
recording capabilities of the
Panasonic model.

Suitability for
Qualitative Research
From a functional point of
view, this latter class of
videophones has more
potential for market
research than the services
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and software/ webcam bundles.
The Panasonic would be my choice as a "research
videophone" primarily because all audio and video
can be recorded for preparation of reports and
presentations. Because this phone is compatible with
other phones, only the researcher needs the
expensive Panasonic, while respondents can have
the less expensive models.
Unless the Beamer manages to push through the
lack of interest in this genre, and becomes widely
used, its potential as a vehicle
for research is limited, unless
later models include recording
capability and compatibility
with other videophones.
Videophones in research
could be useful as an
alternative to spending many
days on the road conducting
one-on-ones. The cost of the
respondent phone could replace
facility costs. If researchers
used a Panasonic-type phone,
the savings in audio and
videotaping costs could be
significant. It might be
interesting to study the reason
for the apparent lack of
business and consumer interest
in these types of phones.

and doodling, to name a few.
I would be very interested in knowing what you
think about videophones. Email me at
gina@efocus.com and tell me your point of view!

Why the Lack of Interest
in Videophones?
Given the widespread use of
cell phones and their increasing
capabilities for web use,
e-mails, text, and instant
messaging, I would speculate
that being tethered to any
corded telephone, video
notwithstanding, could be
perceived as taking a step
backwards. With the public’s
penchant for high definition
TV, DVDs, and other high
quality video, the slow, lowquality video produced by tiny
telephone screens does not
seem to be in keeping with
today’s high-tech video output.
Finally, I believe that in this
era of increasing "Big
Brotherism," perhaps
consumers want to cling to a
last shred of privacy, hiding
some of their activities while
engaged in telephone
conversation such as nail biting
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 TA N T S A S S O C I A T I O N
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Offer discussion guide
uploading capability for real-time
groups (this feature allows the
topic guide to be uploaded directly
from an electronic file such as
Word or Excel);
■ Offer blinded questions in
bulletin boards where each
respondent must answer a
question before seeing the answers
of other respondents;
■ Offer re-screening at group time.
Costs vary from facility to facility.
Some facilities have inclusive fees
(e.g., tech support is included in
the rental price) while others
break out charges for different
components.
■

FAQs for Newcomers to
Online Qualitative Research
Casey Sweet and Jeff Walkowski discuss key issues for getting started to
conduct online qualitative research.
B Y C A S E Y S W E E T QUESST QUALITATIVE RESEARCH • Brooklyn, New York • casey@focusgroupsonline.net
A N D J E F F W A L K O W S K I QUALCORE.COM • Minneapolis, Minnesota • jeff.walkowski@qualcore.com

F

requently Asked Questions (FAQs) for Online
Qualitative Research has been developed by
QRCA’s Online Qualitative Research Task
Force and currently consists of answers to
40 FAQs. These cover a wide range of topics
including: Methodology, Recruitment, Virtual
Facilities, Moderator Requirements, Analysis, Client
Management, and Financial Considerations. Some
sets of questions and answers address topics specific
for Bulletin Boards and Real-Time Groups. FAQs for
Online Qualitative Research represent some of the
best thinking on the subject of online qualitative
research and reflect the collective thoughts and
experiences of online moderator practitioners.

FAQs for Novices to
Seasoned Online Moderators
Some of the FAQs and their answers, such as the
four detailed in this article, are intended for
novices– those with little or no experience in online
qualitative research. Other FAQs are geared toward
the more seasoned online qualitative researcher.
These deal with more advanced issues such as how
the online moderator can effectively promote
interaction, how to minimize drop-outs in the course
of a bulletin board, and how much the moderator
should reveal about herself or himself to the group.
The full list of the Online Task Force’s 40 FAQs
are posted in the "Members Only" section of the
QRCA web site. For the benefit of QRCA nonmembers, and for QRCA members without easy
access to the QRCA web site, a portion of the FAQs
will be "serialized" in future issues of QRCA Views.
Each article in the series will focus on a particular
topic, and will include some or all of the FAQs on
that topic. Each article will be introduced by one or
two of the Task Force members involved in their
development.

Four FAQs for Newcomers
to Online Research
How can a qualitative researcher determine if he or
she is personally suited for online moderating?
Many of the online focus group facilities offer
hands-on demonstrations of their software, which
will give a new moderator a feel for the online
environment. It is possible to try moderating a few
groups, either in an online facility or with friends in
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a public chat room (for minimal or no cost) to
experiment with the technology. Moderators who
do not feel comfortable with the fast movement of
real-time chat rooms, multi-tasking, or computer
technology in general, may not find real-time groups
to be a good fit. They may, however, find they are
comfortable moderating bulletin board focus groups
(BBFGs), which do not have the same time pressure
as real-time groups. The pace of BBFGs is slower,
the need to multi-task through the course of a BBFG
is not as strong, and technology issues seem to be
less prevalent and can be dealt with offline.
What features do online focus group facilities offer
and how do they compare to one another?
The similarities are greater than the differences.
Most facilities:
■ Have the ability to show visual stimuli;
■ Have session tech support for both real-time
groups and BBFGs;
■ Enable the moderator to send a private
message to a participant;
■ Have immediate access to transcripts;
■ Are very accommodating to help first timers
through the process;
Many facilities:
■ Have a feature that allows a moderator to
remove a respondent;
■ Allow observers to view sessions and may
also allow observers to "talk to" the moderator
unbeknownst to the participants;
Some facilities:
■ Have an email broadcast feature that allows
one message to be sent simultaneously to the
entire participant population prior to the group
or during the group – this feature can be used
to send out invitations or participation
reminders;
■ Offer moderator technical training and client
demos;
■ Have virtual waiting rooms for respondents;
■ Are designed specifically for market research
purposes;
■ Offer sidebars with a range of emotions and
pre-set emotion statements to facilitate rapid
communication;
■ Offer recruitment services;
A few facilities:

How do I recruit for
online focus groups?
Principles of recruiting are the same as
those for face-to-face or telephone
focus groups – contact the correct
individual, screen for qualifications,
invite, and confirm attendance before
the group. Recruiting can be
accomplished by email only, a
combination of email and telephone
recruiting or by telephone.

Email recruiting. When screening
online, there are some important
considerations:
■ If the potential respondent has
not given permission to be
contacted via email (opt-in), the
message may be considered SPAM
and the recruiter can be held
liable.
■ The identity of the sender
should be clearly recognizable,
since people often will not open
emails from unfamiliar addresses.
■ Similar to telephone or mail
recruiting, responses to email
solicitations will fall over time.
However, it is the responsibility of
the sample provider to monitor
these changes and adapt the
sample to reflect these changes.
■ Online screeners require
programming, which may require
additional lead-time and technical
support.
■ When using recruiting services,
it is important to ask them to
describe their recruitment steps,
review their correspondences with
respondents, and establish
timelines for each step. Some are
new to recruiting (i.e., online
and/or recruiting in general) and
are not familiar with the brick-and-
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mortar facility policies that many moderators
desire.

Telephone recruiting. Sample can be generated
by an online solicitation or can come from
established lists. When recruiting by phone, email
addresses must be recorded correctly and confirmed
carefully by the recruiter in order to send
respondents the URL, instructions, and individual
passwords for the focus group.
Email/phone combination. A combination of
email and telephone often works well. Confirmation

phone calls seem to elicit more commitment from
the respondent than email confirmation, although
this may depend upon the type of respondents in the
study.
Have side-by-side comparisons between online and
other qualitative data collection methods been
conducted?
Over the last several years, some researchers have
conducted studies to determine the extent to which
online qualitative research methods will yield the
same results as face-to-face and telephone groups
The number of side-by-side studies in the public
domain is rather small and the
very nature of qualitative research
design makes it difficult to make
"apples to apples" comparisons
among the different
methodologies.
Nevertheless, some
published side-by-side studies (as
well as anecdotal experiences of
QRCA online moderators and
case studies presented at
conferences by QRCA members
and non-members) suggest that
while the methodologies differ, the
learning is substantially the same
across the different data collection
methods: face-to-face, telephone,
online real-time chat rooms and
online bulletin boards.
Most experienced online
qualitative researchers view the
online method as simply another
way to collect information from
respondents. Online researchers
typically do not consider online
qualitative methods to be a
replacement for face-to-face or
telephone studies. Researchers
should consider both the
objectives of the study and the
targeted sample when determining
which data collection approach is
most appropriate.

Taskforce Seeks Reader
Feedback
FAQs for Online Research are a
living, breathing resource which
can change over time as more
information and experience is
gathered. As a work-in-progress we
are open to adding FAQs to the
set. Let us know if you find there
are topics about online qualitative
that can be added or expanded.
Address your comments to the
Task Force Co-chairs Casey Sweet
and Jeff Walkowski.
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Respondent Perspectives on Being a Focus Group Participant C O N T I N U E D

Respondent
Perspectives
on Being a
Focus Group
Participant

people feel better prepared for the groups but also
helps them give richer explanations to moderator
questions. Meaningful homework also helps build
anticipation for the group experience. Respondents
look forward to sharing their homework assignments
with fellow group members.
Homework assignments should be detailed and
specific. Vague instructions just cause frustration and
feelings of inadequacy. Participants find it irritating if
the homework assignment has no correlation to the
group discussion or when the moderator fails to
review it during the group.

QRCA’s Field Committee organized a panel discussion on the experiences
of being a focus group participant.

Backroom Observers
Feeling self-conscious during the first ten minutes of
the group is a common experience after the

B Y C A M I L L E C A R L I N • QUALITATIVE RESEARCH, I NC. • Sleepy Hollow, NY • c.carline@worldnet.att.net
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hat does it really feel like to be a focus
group participant? At last year’s annual
QRCA Conference, the Field Committee
organized a panel discussion among
seven experienced focus group participants. The
purpose of the panel discussion was to explore
the focus group experience through the eyes of
participants. The insights gleaned from this lively
discussion are detailed below.

Past Participation
While none were "professional respondents,"
these panelists had participated in from one to
20 groups over the past few years. Some
participants admit that their responses to
moderator questions and probes became more
honest and open as they gained experience with
the focus group process. They point out that
they became more comfortable during the groups
and were able to be more vocal and became less
concerned about offending the moderator or

other group members when expressing their
feelings and opinions.

Motivations to Participate
Panel members agree that they are motivated to
participate in focus groups because of their
overall interest in the topic, convenience of time
and location as well as by the incentive offer.
Feeling like they are part of developing a new
product and contributing to the research process
is also part of the overall motivation. However,
they are not willing to contribute to this process
for free. Time is definitely money!

Experiencing Creativity Techniques
These respondents enjoy and become engaged
with projective techniques such as making
collages and generating ideas for brand
personification. They view creative techniques as
effective ways to generate a lot of accurate
information quickly. However, they want these
activities to be relevant, make
sense, and be used in the
proper context. Some feel
strongly that these activities
should be introduced in the
early or middle part of the
group, rather than towards the
end when they tend to be tired.

Homework
Homework that is to be
completed prior to the focus
group is viewed positively
because it not only makes
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"You have the ball. You set the
tone.You’re asking the questions.
You’re trying to get the answers.
So you’re it; and how you react
and how you act will get people
to react. If you are in a bad
mood, your group is going to be
in a bad mood."
moderator makes participants aware that there are
observers in the backroom room. These feelings
typically recede once the discussion begins. Audio and
video taping is also quickly forgotten once the
discussion begins.
Panelists agree that a moderator’s interaction with
the backroom should be kept to a minimum because
they are reminded of the observers when the
moderator leaves the room. They advise moderators
that the best time to leave is when the group is
engaged in some writing or other activities. If the
moderator leaves the room more than twice during
the group, participants begin to lose confidence in his
or her ability. Others feel that the flow of the group is
interrupted when the moderator leaves. Interestingly,
notes coming from the backroom to the focus group
room are viewed as less obtrusive than having the
moderator step out of the room.

Repetitive Questions
Panelists doubt the overall effectiveness of
moderators’ use of repetitive questions, largely
because they do not understand the reason why the

same question is asked over again. This approach can
cause participants to tune out of the discussion.
Others experience repetitive questioning as an insult
to their intelligence.

Qualities of a ‘Good’ Moderator
Experienced focus group participants agree that the
overall success of the group is dependent on the
moderator. They emphasize that the moderator’s
personality, attitude, and skills set the tone of the
group, typically at the start of the group. One
respondent compared the moderators to quarterbacks
on football teams because the quarterback’s overall
behavior impacts the whole team.
Qualities of a "good moderator" from the
respondents’ perspective are outlined below.
■ Makes you feel comfortable, warm, at ease,
and like you are going to have fun.
■ Is personable, outgoing, enthusiastic, energetic,
and interested in learning about the topic.
■ Encourages honest answers.
■ Shares a little bit about themselves with the
group.
■ Keeps things moving. Has good mannerisms
and varied speech inflections.
■ Is not short and curt with any group members
because this negative attitude can transfer to the
group.
■ Is skilled at asking questions and getting
answers from all participants.
■ Is tuned-in to the group. Reads body language.
Is always roaming the room with his/her eyes and
makes eye contact with each respondent.
■ Can enlist responses from people who are very
quiet.
■ Doesn’t forget that respondents may have
driven a long distance and might be tired and
irritable.
■ Acknowledges all participant comments and
responses.
■ Is flexible with regard to getting the important
information. Stays on the topic without really
sticking to it.
■ Can politely cut off rambling respondents and
redirect the question. Is able to gracefully move
on to the next person but is also very patient and
understands that not everyone gets their point
across as succinctly as others.
■ Probes without continuously asking "why?"
■ Can adapt how he or she gets participants to
respond - verbally, through exercises, or by
writing things down. Some feel less nervous
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about expressing personal opinions when the
moderator invites them to write their thoughts
on paper.
■ Gives a simple thank you at the end of the
group that acknowledges the contributions that
group members’ have made to the research.
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The Facility Experience
Qualities of a "good facility" from the perspective
of respondents focus on delivering superior
customer service and includes the following features
and benefits:
■ Has a relaxed atmosphere and the waiting
experience is comfortable.
■ The hostess greets everyone in a friendly
manner and informs waiting participants about
the start time of the group.
■ Facility staff are friendly
and professional in their
approach. They don’t make
participants feel as though
they are being searched
when they check
identification.
■ Serves fresh, tasty food.
■ Keeps plenty of up-todate magazines in stock for
participants to read as they
wait for the group to begin.
■ Avoids making
respondents feel like they
are at a cattle call. Seats
participants for different
groups in different areas of
the waiting room.
■ Starts groups on time.
Should the start time be
delayed, keeps participants
apprised of any scheduling
changes.
■ Uses follow-up phone
calls to find out if
participants had a positive
experience. If not, finds out
the reasons for negative
experiences.
The key take away from this
panel discussion is summed
up by one of the panelists
who emphasizes that the
overall experience of
participating in a focus group
is heavily dependent on the
skills and personality of the
moderator.
"The most important
thing still comes down to
having a good moderator."
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The Field Committee thanks
Murray Hill of Chicago who
sponsored the Respondent
Panel by providing the
recruiting of participants and
the payment of panelist
incentives.

QRCA Elects 2002–2003 Officers
The Qualitative Research Consultants Association elects new leadership for the upcoming year.
WASHINGTON, DC — The Qualitative Research Consultants Association (QRCA) announces its new officers
for the 2002-2003 year.
Ricardo A. Lopez has been elected
President. Mr. Lopez is President of
Hispanic Research Inc. in East
Brunswick, New Jersey. He has been
a past QRCA Vice President, Web
Committee Co-chair and previously
served on the Field Committee and
the Web Committee.
Dorrie Paynter was re-elected Vice
President. Ms. Paynter is the
President of Leapfrog Marketing
Research in San Francisco. She is in
her third year on the Board of
Directors and has also served as
Chair of the San Francisco Chapter.
Elaine Gingold was re-elected as
Treasurer. Ms. Gingold owns
Gingold Research in Bethesda,
Maryland. She has served as QRCA
Membership Committee Chair and
is in her fourth year on the Board
of Directors. Prior to being elected
to the QRCA Board of Directors,
she served as Chair of the
Washington DC Chapter.
Gillian Tuffin was re-elected as
Secretary. Ms. Tuffin is President of
Gillian Tuffin Research, Ltd. In
Toronto, Canada. She is the current
Chair of the Membership
Committee and in her third year as
a Board member. Ms. Tuffin was
the founding Chair of the Canadian
Chapter of QRCA.
Other members of the 2002-2003
Board of Directors are: Elizabeth
Berry (Strategic Focus Consulting,
Summerville, SC), Diane Harris
(D.M. Harris Associates, Butler,
PA), George Sloan (Sloan Research
& Consulting Ltd., Beverly Hills,
CA), Susan Sweet (Doyle Research
Associates, Inc., Chicago, IL) and
Jeff Walkowski (QualCore.com Inc.,
Minneapolis, MN).
QRCA is a worldwide association
of independent qualitative research
consultants with over 750 members
in over 20 countries. QRCA’s
mission is to enhance the
professionalism and ethics of the
qualitative research industry.
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Editorial FAQs and Guidelines for
Submitting Articles to QRCA Views

E

Qualitative Research
Consultants Association

Setting the Standards f or
Leader ship in Qualitative Resear ch
We lead the pro fession with more than 700 experienced, independent qualitative research consultants in
over 20 countries. All applicants for QRCA must qualify for membership and are required to sign and adhere to
the QRCA Code of Member Ethics.

We are committed to setting the highest professional standards and ethics to advance qualitative research
worldwide. Members are dedicated to promoting and maintaining integrity in their relationships with clients,
field suppliers and respondents.

We share r esources , expertise and kno wledge in a cooperative spirit to continually raise the standards
of excellence in the profession.

We are the Qualitative Research Consultants A

ssociation , the pioneer in setting the standards for

qualitative research since 1983. Today, through education and leadership, we continue to advance the discipline
and address changes that affect the profession worldwide.

Learn more – www .qrca.org
Check out our helpful resources:

• QRCA Code of Member Ethics
• Guide to Professional Qualitative Research Practices
• Find A Consultant Directory

Promoting Excellence in Qualitative Resear ch
Qualitativ e Research Consultants Association, Inc.
11240 Waples Mill Rd. #200 . F airfax, VA 22030
Voice: (703) 934-2155 . Fax: (703) 359-7562

www.qrca.org

ditorial content for Views is managed by an
editorial team that includes the Editor-inChief, Managing Editor, Copy Editor,
Contributing Editor and Features Editors for
each of Views’ regular columns such as Qualitative
ToolBox or Tech Talk.
We consider each manuscript on a case-by-case
basis, seeking to ensure that the article conforms to
Views mission and goals as well as to the topic mix
needed for each issue. In some cases, we may save
manuscripts for use in future issues.
We reserve the right to edit any manuscript and to
change the title, if necessary.
Articles should be objectively written and
supported by case study examples. Self-serving articles
or articles 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 Views editors to read through all submissions. We
will let you know as quickly as possible whether or not
your article has been accepted for publication in Views.

Submitting a Manuscript
Please send articles via e-mail as an attached Word
file to the attention of Timm Sweeney at:
sil@silgroup.net
■ To make sure that your manuscript can be
easily identified and retrieved once it has been
downloaded 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 your manuscript with a
left header that identifies the article title/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, phone
number and e-mail address.
■ The preferred article length is 1000 – 2000
words.
■ Please use only simple formats in your Word
documents. Avoid the use of unusual
indentations, tabulations, "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.

FAQs about Article
Submissions
Will I see my article
before it is published
in QRCA Views?
No, our tight
publication schedule
doesn’t allow for
author review of
edited manuscripts.
Will I be paid for
the time and effort
I put into writing
the article?
No, as is the case
with most
professional
association publications,
articles are contributed without pay. However,
since Views will be distributed broadly in the research
community, you will gain a good deal of visibility as
a result of being published in the magazine.
Can I submit an outline for consideration before I
submit the completed article?
No, please submit only completed manuscripts.
My article was published in another journal or
magazine. Can I send it to Views?
No. We don’t have the resources to deal with the
complicated copyright issues raised by articles that
were published elsewhere. An article is considered
"previously published" if it was published before in
another print or on-line trade journal, magazine or
newspaper. However, if you have substantially rewritten it before submitting the article to Views, we
will consider it. Please inform us, should this be the
case with a manuscript that you are submitting to
Views.

Writing Style Guidelines
Write in the present tense and use the active voice
as much as possible. Avoid the use of conjunctions,
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.
■

We look forward to working with you!
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 AT I O N
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QRCA Selects New
Association Management Team
The Board of Directors has selected STAT Marketing, Inc. as QRCA’s new association management
company. As our administrative managers, they will oversee all membership matters, the QRCA web
site and will work with committees, among other duties. They will also assist in the marketing of the
organization. For assistance or help with QRCA administrative matters, you can contact the following
management team members:
Sharon Galler, Executive Director – sharon@qrca.org
Jerry Galler, Deputy Executive Director – jerry@qrca.org
Debra Fernandez, Membership Manager – debra@qrca.org
Daniel Lopez, Website and Technology Liason – dan@qrca.org
Toll free telephone number: 888-674-7722.

Annual Conference to Convene in
Toronto – Last Chance to Register
Don’t miss out on QRCA’s top annual event!
If you haven’t already registered for the 17th Annual QRCA conference, dig your conference brochure
out from under your piles of papers and fax your registration form right away or go to the QRCA
website at www.qrca.org to register for "Catch the Rising Tide: Toronto 2002." The conference hotel
is the Westin Harbour Castle. The group rate is $230 Canadian dollars per night plus taxes. For hotel
reservations, call the hotel direct at: 415-869-1600.

■

CALL FOR PAPERS

The Qualitative Imagination:
How Research Impacts Strategy
QRCA (USA) and AQR (Association for
Qualitative Research – UK) are pleased to
announce a competition for presentations to be
made at their bi-annual joint international
conference, "The Qualitative Imagination: How
Research Impacts Strategy," to be held in
Lisbon, Portugal—April 30 – May 2, 2003.
This conference will review the "state of the
art" on the strategic impact of qualitative
research. We expect to create a forum for
interaction between practitioners, marketers,
advertisers, account planners and academics for
an exchange of experiences, ideas and
perspectives.

Preferred Content
The types of presentations welcome for
inclusion in the program include:
■ Case studies illustrating the impact of
Qualitative Research on product, brand
and corporate strategy
■ Models for expanding the consulting role
of qualitative researchers
■ Examinations of creative methodologies
that have been developed for special
assignments to expand the strategic impact
of research
■ Explorations of partnerships that have
been instrumental in expanding the
strategic value of qualitative research
■ How qualitative approaches can be
combined with quantitative techniques to
heighten strategic impact

Above all, we want to share tools that can be
used to enlarge the strategic value of research.
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Submission Format
All submissions must be a 2-3 page synopsis
describing the theme and findings that you wish
to present. Upon acceptance, you will be asked
to develop both a 15-20 page paper suitable for
publication, as well as an attractively formatted
Powerpoint presentation.
Please send all submissions to: papers@kgcqualitative.com
Co-Chairs: Hy Mariampolski (QRCA) and
Anne Ward (AQR), Committee: Monica
Bhaduri, Fiona Jack, Rose Molloy, (AQR),
Susan Fader, Kendall Gay, Jack Kravitz, Pat
Sabena, Gillian Tuffin (QRCA), Maria Eugenia
Retorta (APODEMO)

This conference will
review the "state of the
art" on the strategic
impact of qualitative
research. We expect to
create a forum for
interaction between
practitioners, marketers,
advertisers, account
planners and academics
for an exchange of
experiences, ideas and
perspectives.
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