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If you think that marketing research will remove all your problems and open up a treasure chest of marketing knowledge, think again.

Research is like fire -- it can illuminate and comfort.  But, if not handled prop​erly, it can burn and hurt.
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There are many "fire traps" that I've encountered over the years, and I still bear their scars.

The first fire trap is telling me to conduct a telephone survey or a focus group or a central location or whatever, instead of telling me why research is needed.

(Chart #1)

	THE METHOD SPECIFIER MENACE

	I want you to conduct...(pick one that applies)

	(    )
	     A telephone survey

	(    )
	     A focus group

	(    )
	     A central location test


I'd like to use group sessions as an example.

I remember recently receiving a call from a very harried client telling me he needed some focus groups right away.
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I asked why.  He told me he needed to make a quick decision about which ad to run, and that there was a whole lot of disagreement about which ad approach was better.  I asked him to tell me what he would accept as evidence for "better", then I would be in a good position to design a study to provide that form of evidence.  He stalled, hemmed and hawed, and then said, "We are committed to focus group sessions."

I realized further discussion at this point was futile.  I gave him the name of a reliable moderator and wished him good luck.  I called several weeks later to find out what happened.  I could have predicted it.  The Brand Manager's favorite ad won in the focus group session.  But, only the Brand Manager thought so.  Everyone else thought their favorite ad won.  There was no objective measurement, no clear definition of what the "best ad" should do to be evaluated as "best".

So, the focus group became RUBBER RESEARCH.  The findings were stretched to mean anything you wanted them to mean.  The loudest, most powerful member of the company had the last word on what the research meant.  And the loudest, most powerful is not always the smartest.

Please let me assure you that I love group sessions, and over the past 21 years have probably conducted and analyzed several hundred of them.  They are terrific stimulators - they open our minds and provide language about our products in the consumer's own words.

But, if used as the only research step, they close minds and permit selective perception to justify our own belief of reality.


SYMBOL 183 \f "Symbol" \s 10 \h
The group contaminates each of the individual's opinions.



-
Moderators strive for "group interaction", and that's good for opening up a wealth of opinions.  If I can't measure (provide an objective analysis), then your opinion of the reality of the group's attitudes is as valid as mine.  Terrific, if we agree.  But what if we don't?  In contrast, there is a much lower likelihood that you and I would argue over whether the number 10 is higher than the number 8 (especially when the laws of probability statistics can be conjured up to provide levels of confidence - which I will talk about later).





SYMBOL 183 \f "Symbol" \s 10 \h
The moderator may react differently - and, in fact, should to each group panel.  This does, and should, affect the group findings.  Yet despite all this good common sense and "lip service" precaution that most of the marketing and research industry agrees with, I still get requests for groups, such as:



-
I'd like you to conduct groups in four geographically dispersed markets.


-
Two members of each group should be frequent users of A, three should be frequent users of B, and the remaining panelists should be infrequent users of these brands.


-
Half the group should have incomes higher than XXX.


-
Half should be men.


-
We'd like their reactions to 20 concepts.
The typical group consists of eight pan​elists.  In this case, the panel pie is sliced so thin that you can hardly taste the pie at all.
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Each of the many methods that could be recommended for a specific research project have their advantages and disadvantages.  Another example is the mis​use of a telephone survey.

	The telephone is quick, efficient and relatively inexpensive.  But, its use can mislead.

One client found brand ownership data terribly distorted over the phone.
	
[image: image4.wmf]


(Chart #2)

	% WHO OWN THE TEST BRAND

	

	   Reported in phone survey
	63%

	
	

	   Reported in national probability in-person survey


	21%


For reasons of client confidentiality, I can't tell you the product category.  But I can tell you that it is a category which has had a recent influx of "imitators" competing with the leading brand (my client).  As a result of a telephone survey without appropriate interview controls and visual aids for accurate identification of the brand, my client's leadership position could easily have been "overstated".  Also, the market share is strongly affected by the choice of markets in which you do research.  The handful of markets used in the telephone study, although geographically dispersed, could hardly be termed "projectable".

Before you can intelligently recommend any technique - whether it be group sessions or phone - you must first know why the research is to be conducted; and what the limitations, as well as the advantages, of research options are.  In this case, the limitations of the phone technique could have proven to be quite hazardous.

Aside from picking the right method, there are other factors which affect the usefulness of a study.

(Chart #3)
	THE INTIMIDATED BY MANAGEMENT MENACE

	Turn a sweet dream into a nightmare.




In a recently conducted study, the questionnaire was built on agreed-upon objectives.  The study was carefully designed to yield specific information to aid in developing specific marketing plans.

To be absolutely fair, I must tell you my client in this study is very bright and knowledgeable.  But my client is also very easily intimidated by management.

In this case, management decided they wanted additional -- "Wouldn't it be nice to know?" -- kinds of information.  Constant revisions of the questionnaire by committee delayed the study to a point where it was finalized almost too late to be of any use.  The expanded informational requirements forced us to change our plan from central location to in-home interviews, because you cannot realistically expect a "shopper in a mall" to spend more than twenty minutes or so with you.  I know that some people claim otherwise, but I have strong reason to question the veracity and reliability of detailed, exhaustive information obtained from a respondent who is "in a hurry".

Since in-person, in-the-home interviews are more costly than those conducted in central location, the cost of this study increased.  The total amount of information obtained became encyclopedic, but only the originally intended information ultimately proved to be useful.  Lots of money was spent on unused information.  And, the presentation to management was delayed, since all of the extraneous information that management wanted to know about had to be addressed and analyzed.

Because costs had escalated, we were forced to reduce the sample size.  This made it extremely difficult to assess the extent of true differences between sub-samples, each exposed to an alternate new positioning for our brand.  Moreover, the number of issues which were unnecessarily added seemed to get in the way of the information upon which the study was based - information needed to measure differences in consumer reactions to brand positioning alternatives.

Management had their encyclopedia; but they were less than satisfied with the ability of research to detect significant differences in consumer reactions based on brand positioning.  To further complicate the research issue and reduce the precision, the number of "positions" required to be tested also increased.  This meant that the size of the sub-sample exposed to any of the various brand positions was sharply reduced.  The irony of this nightmare is that ultimately only the brand positioning information, although grossly watered down, actually proved to be of any use.

Over the years I have encountered various types of well-intentioned marketing and research people who have, often quite inadvertently, tarnished the shine of a worthwhile research project.

(Chart #4)
	THE STATISTICAL WIZARD MENACE

	SYMBOL 183 \f "Symbol" \s 10 \h
If it's complicated and costly, it must be good.

SYMBOL 183 \f "Symbol" \s 10 \h
If a little bit of statistical magic is good......a lot must be terrific.


The dream of every academic statistician is to design the complete statistical experiment where anything that can happen is handled in the design and in the analysis.  The dream became reality.  I had occasion to conduct a study for a Statistical Wizard.

He was a very able statistician.  He wanted all the bases covered.  Having all the bases covered made the study complex.  Making the study complex increased the cost of the study.  Now, I should tell you I am also fairly well trained as a statistician.  I, too, appreciate having all the bases covered.  But I draw the line somewhere.

[image: image5.wmf]Is it statistically significant within the 90% level of confidence?



The way I draw the line is by asking my client how actionable it is to have all the contingencies covered.  Could he possibly implement the results of this "perfect experiment?"  I then ask, "How much reliability is actually lost when all the bases are not covered?"

And, finally, I pose the heretical question:  "If it has statistical significance, does it necessarily follow that it has marketing significance?"

Let me give you an example.  In a packaging visibility test I once conducted, I found that Package A was actually noticed on average one-half of a second faster than Package B.  Package B was the client's current package.  To produce Package A would have entailed a good deal of manufacturing and production expense.  That one-half of a second was statistically significant; but, if you were the Marketing Manager, would you have incurred the considerable incremental cost?

The Statistical Wizard inclination, however, is often a trait of the non-statistician who has had some passing familiarity with a technique.

I recall a recent study where my client wanted a Perceptual Map to be done.  Often, Perceptual Maps can illuminate the spaces and gaps in the market between brands on a variety of image dimensions.  In this particular case, the number of brands and image features were few enough to be analyzed thoroughly by simple cross tabulations.  However, the client wanted the Map.  We executed the Map.  We charged the client.  And, he got no more out of the Map than was revealed by a simpler form of analysis, except that it was substantially more expensive.

The point here is that an analyst can tell, when looking at the data and considering its scope and complexity, whether additional heavy artillery is going to be needed.  Why buy a Ferrari to use as a car to drive to and from the train station unless you have money to burn and want to impress all your neighbors?
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Another problem that hurts clients is the...

(Chart #5)

	BUT THAT'S THE WAY WE ALWAYS DO IT MENACE

	                         SYMBOL 183 \f "Symbol" \s 10 \h
     We have norms

                         SYMBOL 183 \f "Symbol" \s 10 \h
     Management accepts the procedure


Unfortunately, the doors are closed to improving their program.  It doesn't have to be this way.  Comparability to previous studies can be handled by continuing to use some of the old questions.  Convincing management is another matter.  Recently, however, I was successful in convincing management that by "cutting out" much of the data to be collected - which, incidentally, was not being used anyway - some attractive cost savings resulted.

(Chart #6)

	THE LET'S KEEP IT SIMPLE MENACE

	In principle, simplicity is a virtue.  Simple data are easy to report and analyze.  But sometimes, being too simple gets you in trouble.




As an example, interest in two new financial services was virtually equal.  Further analysis revealed that Service A was more viable because it appealed to the segment of the population that was not satisfied with the competitive service they were now using.

(Chart #7)

	
	Service A
	Service B

	
	%
	%

	
	
	

	Total % interested in the service

Among Those:
	20
	19

	Satisfied with the service they are now using
	16
	18

	Not satisfied with the service they are now using
	27
	19


In a recently conducted concept test, we learned that one particular benefit actually influenced interest in opening an account.  If we had only looked at ratings shown by the total sample, we'd have missed the boat.

(Chart #8)

	
	
	Interested
	

	
	
	in Opening
	Not

	
	Total
	An Account
	Interested

	
	%
	%
	%

	High Ratings On:
	
	
	

	Convenient
	81
	84
	79

	Easy to use
	45
	43
	46

	Not having long lines
	43
	73
	35


And by measuring the importance of a benefit, as well as the ability of a product to deliver that same benefit, we can pinpoint the closeness of fit between importance and the ability of the product to deliver.  This tells us how to increase the appeal of the product.

(Chart #9)
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(Chart #10)

	THE QUICK AND DIRTY MENACE

	               SYMBOL 183 \f "Symbol" \s 10 \h
          I need the results tomorrow
               SYMBOL 183 \f "Symbol" \s 10 \h
          It has to be inexpensive


Being quick is indeed a virtue.  Beautiful results developed too late to use have limited value.  Unfortunately, however, being quick and being inexpensive sometimes mean that corners must be cut -- hence, the infamous research term:  "Quick and Dirty".  Research of this type, if believed, most likely gives false assurance of reality.  If it is not to be believed, then why do it?

The Quick and Dirty Menace generally sacrifices sample size:

SYMBOL 183 \f "Symbol" \s 10 \h
It attempts to cut the time of the study.

SYMBOL 183 \f "Symbol" \s 10 \h
It most certainly cuts the cost.

But the result is data which is so unstable that a made-up number taken out of the air might be just as meaningful.

Despite the problems of the Quick and Dirty Menace, my experience with its proponents has disclosed that they are generally the brightest segment.  Their motives were commendable - to get quick results for the least money.  Naturally, dirty research would not be sanctioned; but to some, less than perfect research was good enough.  After all, perfection exists only in Heaven.

It takes a very special research person to work effectively with this energetic, bright and often impatient breed.  Here are some suggestions that have worked for me:

SYMBOL 183 \f "Symbol" \s 10 \h
Identify the critical path in the program.  Sometimes, it's not research.  So maybe the timetable can be expanded.

SYMBOL 183 \f "Symbol" \s 10 \h
Isolate the main issue to be resolved for making the major decision requiring the research.

-
Estimate how secure you feel about making that decision on judgment.  Maybe you really don't need the Quick and Dirty Study.

SYMBOL 183 \f "Symbol" \s 10 \h
Take the Dirty out of Quick and Dirty.  Maintain speed by increasing the number of sampling points or markets or regions, etc., while maintaining a sufficiently large sample size.  Justify the purpose and utility of each question you ask.  If you can't, don't ask it.

SYMBOL 183 \f "Symbol" \s 10 \h
Be prepared to hand deliver a conclusion and point of view.  A fully dressed, comprehensive report for the files can follow later on.

SYMBOL 183 \f "Symbol" \s 10 \h
Don't resort to focus groups.  They are an expensive security blanket, and the cost per respondent is outrageous.

-
A modest, small scale quantitative study can usually be designed for about the cost of 3 or 4 focus groups.  And, main findings can be available within a week after field work has begun.

The point is that you should keep your options open.  Research can be quick without being dirty.  Tell the researcher what you need.  Challenge the researcher to come up with a quick and inexpensive CLEAN procedure.  Don't legislate technique.

(Chart #11)

	THE "YOU CAN'T BELIEVE WHAT CONSUMERS ARE TELLING YOU" MENACE

	               SYMBOL 183 \f "Symbol" \s 10 \h
They lie
               SYMBOL 183 \f "Symbol" \s 10 \h
They don't know what they feel

               SYMBOL 183 \f "Symbol" \s 10 \h
Our product is so emotional that the consumers delude themselves


Sure, some products are more emotional than dish-washing detergents.  Throughout the years I've dealt with some very sensitive subjects -- I have conducted studies for a contraceptive company, a feminine hygiene company, and even for a company interested in marketing a new anal wipe product.  I have also conducted surveys to probe reactions to financial services, and some of our financial products and services turn out to be as emotionally charged as sex.

So, I have dealt with all sorts of quite sensitive topics.  You may be thinking: "That's all well and good, and easy to say, but how do you know you got the truth?"

Short of using a lie detector, I suppose you and I will never know for sure.  But what is my alternative?  I think my alterna​tive is both simple and effective.  It involves the use of a variety of indirect questions to measure reaction, rather than a direct "commitment question."  Then the analysis becomes a simple matter of using logic.


SYMBOL 183 \f "Symbol" \s 10 \h
If a consumer is not satisfied with current services and claims to like the key benefits of your service, and associates the typical user of your service with desirable personality features, then the probability of using your service is higher than if any of these criteria are not satisfied.

(Chart #12)

	the "let's report the numbers only" menace

	What does the verbiage tell you that a capsule table won't?


A typical report issued by this "Menace" would have lots of numbers.  Let's say two of those numbers were:  Current ad awareness is 38%, previous ad awareness was 42%.  Even if the difference were statistically significant, I think we'd all have some questions about the numbers.

For example, what target group is responsible for the slippage?  How has the trend in ad awareness followed your brand's share of advertising dollars for the category?  What is the correlation between awareness loss, brand image and usage?

In short, an analyst analyzes.  A reporter reports.

Thus far we've talked about how the particular method and the researcher's (or management's) philosophy can af​fect the re​search.  But we have skirted the main, central issue - why do research at all?

	

	Obviously, by definition, research helps us to find out things.  Since we are all business people, our reason for finding this out is to help us operate our business more profitably.  Marketing research can provide answers for questions within each of the four critical components of market planning:


(Chart #13)

	COMPONENTS OF MARKET PLANNING

	               SYMBOL 183 \f "Symbol" \s 10 \h
Assess the business environment

               SYMBOL 183 \f "Symbol" \s 10 \h
Analyze the business situation

               SYMBOL 183 \f "Symbol" \s 10 \h
Examine the alternate strategies

               SYMBOL 183 \f "Symbol" \s 10 \h
Manage action programs and monitoring systems


Research with the consumer reveals who uses what, how often and who they are.  But more importantly, research CAN un​cover why they use it and how satisfied the users of competitive brands are.  Research would also uncover im​portant needs which may not be adequately satisfied by competition -- and those needs maybe (just maybe), with just a little bit of imagination and sweat, could be satisfied by your brand.  Comprehensive knowledge about the consumer, his needs, his satisfactions and dissatisfactions stimulate ideas for alternate strategies.  This is the MARKET-DRIVEN approach.  It states that we are interested in learning and addressing what the market wants, rather than trying to force the market to want what we want.

Research is used again in the examination of alternate strategies.  Research is needed because we, as marketing folks, often fail miserably to understand how the consumer feels about our products.  We are simply too emotionally tied to our product.  And, sometimes, our subconscious forces us into what psychologists call "selective per​ceptions" -- we see or hear only what we want to see and hear.

Accurately collected and intelligently reported opinions obtained from the consumer avoid the problem of "selective perceptions."

Finally, we need research for the monitoring section of your plan.  We need to know if we are succeeding; and, if not, why.  In that way, alternative approaches can be de​veloped and launched before excessive funds have been committed to a less-than-successful overall marketing pro​gram.

But, there are reasons why many people conduct re​search above and be​yond the logical reasons.


SYMBOL 183 \f "Symbol" \s 10 \h
Research conducted to prove "I am right."


SYMBOL 183 \f "Symbol" \s 10 \h
Research conducted to absolve me of all thinking responsi​bility.  The decisions are based on only the research.  Therefore, I don't have to think at all!

Let's address each of these:

1.
If you can't provide logic and evidence, you do need research.  But, it could prove you are wrong.

2.
Since research requires analysis, and analysis requires marketing knowledge, you are not absolved of any responsibility.

Now that we've talked a little about reasons for doing market​ing research, let's talk about the tools of the mar​keting re​searcher.

(Chart #14)

	THE TOOLS OF THE MARKET RESEARCHER

	       SYMBOL 183 \f "Symbol" \s 10 \h
Experimental design

       SYMBOL 183 \f "Symbol" \s 10 \h
Probability theory

       SYMBOL 183 \f "Symbol" \s 10 \h
Understanding consumer psychology


Experimental design is a logical process to allow us to pin​point the effect of a stimuli.  The stimulus could be an ad, a product sample, or anything.  In its simplest guise, there is a control sample and a test sample.  The control sample does not see the stimuli.  The test sample does.  The two samples are perfectly matched in all other respects.  We include several questions in the survey to measure the effect of the stimuli.  One might be overall attitudes toward the brand if the stimuli is advertising.  A comparison of overall attitudes toward the brand between test and con​trol samples pinpoints the effect the stimuli had on atti​tudes toward the brand.

Experimental designs can get very complex.  But no mat​ter how complex, they all have something in common -- the design is developed to allow a clear reading of the effect that certain things you are interested in testing have on a criterion variable - such as sales, or attitudes, or buying in​terest.

(Chart #15)


Interest in Buying Brand

%

Saw advertisement
30

Did not see advertisement
20

Effect of Advertisement
+10
An incorrect, or naive test design can hide the truth and often highlight the erroneous.  When I was research director at a large ad agency, I had occasion to review research conducted by research companies for my clients.  I found that the results of a product test were distorted because the research failed to specify that each new version of my client's product be tested where the brand has strong distribution and sales.

(Chart #16)

	PREFERENCE SUMMARY

	
	Product
	Product

	
	Version A
	Version B

	
	%
	%

	
	
	

	Preference (Total)
	20
	80

	
	
	

	Preference in one market where
	
	

	   client has strong distribution
	60
	40

	
	
	

	Preference in four markets where
	
	

	   client distribution is
	
	

	   relatively weak
	10
	90


Probability statistics are used in marketing research to take the guesswork out of interpreting a set of findings.  Since we interview samples of a universe, we are estimating what a response would be if we were to actually interview everyone.  So, there is a "sampling error".  We can calculate the size of the sampling error.

(Chart #17)

	SAMPLING ERROR

	

	Assume sample size of 200
	

	Sample statistic
	20.0%

	
	

	Sampling error
	2.8%

	
	

	Error at the 95%
	

	level of confidence
	+/-5.5%


We can also compute the sampling error between any two sets of statistics.  And, therefore, we can tell whether the difference is real or if it is within the range of sampling error.

Statistical probability takes the guesswork out of interpretation.  But, there are additional common sense rules we follow too.  The best common sense rule of thumb is consistency of findings.  If all (or most) of the key findings point in the same direction, even if they fall short of statistical significance, I'd say there is marketing significance to the findings.

In addition to probability statistics, there are lots of mathematical procedures to shed light on the findings of our survey.  One example is correlation analysis.  It's use​ful because if you find a high correlation, let's say between Brand attitudes and Brand behavior, you can accurately predict which way behavior will go by knowing which way the attitudes are shifting without using a crystal ball.  Cor​relation analysis is used extensively as a model for predicting future sales and as a way to summarize how strongly different bits of data relate to each other.

(Chart) #18

	CONSUMER PSYCHOLOGY

	                          SYMBOL 183 \f "Symbol" \s 10 \h
Needs

                          SYMBOL 183 \f "Symbol" \s 10 \h
Personality

                          SYMBOL 183 \f "Symbol" \s 10 \h
Projective techniques


Consumer psychology is used extensively in preparing questions that tap the heart of consumer opinions.  We're all familiar with ratings scales, thanks to Bo Derek.  Other procedures, fathered by Freud, involve the use of projective questions, geared toward enticing a person to reveal something about himself without asking him directly.

For example, one technique used to uncover needs is Need Segmentation - known in some circles as Benefit Segmentation.  Consumers are given a huge list of benefits associated with the product category being studied.  They use rating scales to indicate the importance of these benefits to them.  Then the computer examines these ratings and searches for "common denominator" response patterns.

Based on these common denominators and response patterns, the respondents are classified into separate groups or segments, each segment having in common the importance ratings of benefits and each segment being different than the other segments.

In a study conducted in the sauce product category, I segmented consumers into several groups.  A simplified version was:

	


	
SYMBOL 183 \f "Symbol" \s 10 \h
The Hider
-
Uses sauce to mask the taste of his meat.


SYMBOL 183 \f "Symbol" \s 10 \h
The Enhancer
-
Uses sauce to enhance the flavor of the meat.




To help understand how a consumer relates to a product category or a brand within the category, we learn a little about his or her own personality and lifestyle.

Marketing research has borrowed extensively from the work done by psychologists in developing personality tests.  Nelson Research, Inc., for example, has developed a list of personality descriptors which are used to learn how the consumers perceive themselves -- or, to be more precise, how each person wants to be perceived.  In my judgment, these personality tests are far from accurate.  But we use them to stimulate our thinking and develop hypotheses, rather than relying on these data as solid truth.

As an example, in a recent study we found a relationship between active, aggressive personality and the type of watchband owned.  Analysis of the perceived advantages of that type of band quite logically related to benefits that would be of high interest to active consumers - those who move their arms a lot, as in tennis or other forms of more heightened physical activity.

Projective techniques are also frequently employed.  These "Freudian type" tech​niques encourage people to reveal their thoughts by "projecting the situation onto another person", hence the term projective technique.  The reason for projective techniques is that people often get up-tight about revealing to someone how they really feel; and yet people have the conflicting need to reveal things.  We've all probably witnessed a situation where someone asks our advice about a problem that "a friend has gotten involved in".  But we all really know that the friend is a fictitious cover -- the person doing the asking is actually the one involved in the situation.

An example of a projective technique in marketing research would be to ask the consumer his or her opinion of the personality traits of the "typical user" of a brand, which would include the trait "someone like myself".  Then, by analyzing which personality traits correlate with "someone like myself", we gain considerable insight about which of the personality traits the respondent associates with a brand are most identifiable with their own personality.

Another use of a projective technique would be "free association of words" with a product to uncover what the consumer really thinks about the product without asking them directly.  For instance, what words or phrases would you use to describe a Banking Machine to a friend who had never seen or heard of one?  The results would be coded by response categories, such as transactional benefits, convenience, negatives such as error-prone, etc.

	And, of course, an additional tool of marketing research is the Marketing Researcher.


	



(Chart #19)

THE MARKETING RESEARCHER PLAYS MANY ROLES:


a.
Helping the client to define his needs


b.
Designing the study


c.
Sample size and composition recommendations


d.
Method of interviewing


e.
Questionnaire development


f.
Scheduling and buying field work


g.
Building codes for open end responses


h.
Preparing a tabulation plan




-
Considering advanced statistical treatments on the data


i.
Analysis and report


j.
Follow-up

Each of these steps is critical to assure a successful product.  And it all begins with DEFINING NEEDS.  Once this is done, a study can be designed to answer those needs.  Needs are defined first, not the technique or interviewing procedure.

Good research plans follow a logical process.  Shortcuts can be taken, providing everyone understands the risks.  Marketing and research must be a team effort.  When one discipline fails to seek out the experience of the other, the result is often fatal.

Research without a marketing perspective becomes an academic exercise -- knowledge without utility.  On the other hand, when Marketing attempts to become its own Research Department, the result is often:

SYMBOL 183 \f "Symbol" \s 10 \h
Inefficient
SYMBOL 183 \f "Symbol" \s 10 \h
Biased

SYMBOL 183 \f "Symbol" \s 10 \h
Incomplete
SYMBOL 183 \f "Symbol" \s 10 \h
Invalid

SYMBOL 183 \f "Symbol" \s 10 \h
Questionable Reliability

(Chart #20)

EFFECTIVE MARKETING RESEARCH IS A TEAM EFFORT

	Always remember that Marketing Research is two words.  Knowledge for the sake of knowledge is a luxury in the business world.  The researcher must design studies that can be used to stimulate, and address issues that are related to business decisions.  
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But, on the other hand, when the marketing person takes research in his or her own hands without seeking the advice of researchers, the risk of disaster is greatly increased.

Don't get me wrong...I'm not saying that all researchers are smart.  But research planned by a smart and experienced researcher just has to be better than research planned by a smart marketing person who lacks research experience.

Better yet - plan together.  Challenge each other.  Respect each other's experience and skills.  Produce big miracles on small budgets.  Avoid disaster.  Most important of all, force me to change the title of my speech next year from The Use and Abuse of Marketing Research to The Use of Marketing Research.

THE USE AND ABUSE

OF

MARKETING RESEARCH
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