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I
n a number of pro fessions th e re’s a
“ right” way to do the wo rk of that indus-
t ry. For instance, th e re’s only one ri g h t
way to sing on key if yo u’re singing th e

a ria to Madam Butte rfly. If yo u’re being
ch e cked for glaucoma, th e re’s only one ri g h t
way to do that te st to guara n tee accura c y.

In other arenas, howeve r, th e re is no so-
called right way. There’s more than one
way to win a race. Even the pre d i c table act
of birthing a baby—a process millions of
ye a rs old—has hundreds of te ch n i ques used
in countless cultures, each one to u ted as
“ the best way.” And something as simple as
making a perfect martini has at least two
o ptions (shaken or, perhaps, st i rred). 

M a rketing re s e a rch is no diffe rent. In
qu a l i ta t i ve re s e a rch, for exa mple, we’re st i l l
fig u ring out names for some of our fo c u s
group te ch n i ques. There’s room for many

st yles, wild ra n ges of
p e rs o n a l i t y, 50 diffe re n t
ways to ask qu e st i o n s
and hundreds of te ch-
n i ques cre a ted on th e
s p ot to get to more to p -
of-mind responses. Our
i n d u st ry leans heav i ly
on sociology, psych o l o-
gy and anth ro p o l o g y —
all of the soft sciences
that examine how
humans opera te in dif-
fe rent env i ronments. In
fact, qu a l i ta t i ve
re s e a rch is pro b a b ly th e
b e st proof of the bene-
fits of adapting to
ch a n ge. One right way
to do any of the steps of a qu a l i ta t i ve
re s e a rch project would never ga rner a cri t i-
cal mass of believe rs agreeing on any two of

th e m .
Some classic rules in survey re s e a rch fit

the “right way” model. The first one is to

ask eve ry respondent all survey qu e st i o n s
the same way. And if a subject has a pro b-
lem with a survey qu e stion, just repeat it—
d o n’t explain it. Another traditional guide-
line is to ask all survey qu e stions in a neu-
t ral tone of voice to avoid giving weight to
a ny one qu e stion th rough inflection. How-
eve r, these rules break down qu i ck ly in
qu a l i ta t i ve re s e a rch where qu e stions are
amended to fit the mood of the room, th e
flow of the conve rsation or the area of th e
c o u n t ry where the re s e a rch ta kes place.
Unclear qu e stions are re f ramed on the spot
and additional probes asked to ensure th a t
respondents are clear about the line of
qu e stions. Good modera to rs make sure to
avoid leading respondents because the per-
s o n a l i t y, tone, pitch and pacing of the mod-
e ra to r’s qu e stions can affect the way a qu e s-
tion is asked and, to some degree, the way it
is answe red. In fact, one bonus of doing
qu a l i ta t i ve re s e a rch is the flexibility it offe rs
in re a ching project objectives. The power of
qu a l i ta t i ve re s e a rch lies in its dynamic
p rocess. The second and subsequent gro u p s
of inte rv i ews stand on the shoulders of th e
p revious ones.

Yet our indust ry ye a rns to move towa rd
some sta n d a rds. To put some rigor into th e
s o ft, qu i ve ring science of perc e ptions, opin-
ions, beliefs and attitudes (POBAs), th e
Q u a l i ta t i ve Re s e a rch Consultants Associa-
tion has wo rked dilige n t ly on a set of eth i c s
and practices for our indust ry. Likewise, th e
A m e rican Marketing Association and th e
M a rket Re s e a rch Association have pub-
lished ethics and sta n d a rds documents. But
th e re’s room for doing qu a l i ta t i ve wo rk in
as many ways as th e re are re s e a rch e rs .

B e st pra c t i c e s
One area in which best practices, ra th e r

than the so-called right way, can help
st re n g then qu a l i ta t i ve re s e a rch is in wo rk-
ing with clients who buy qu a l i ta t i ve
re s e a rch services. While no hard and fast
rules ex i st for the best way to wo rk with
clients, some elements make th e
re s e a rch e r-client inte rface wo rk more
s m o oth ly. The most imp o rtant ones include
being the right re s e a rcher for client needs,
p roviding the right re s e a rch tool for a
client, listening to client needs, and com-
municating effe c t i ve ly with clients.

Be sure y o u ’re the r i g h t
r e s e a r ch e r .

Being the right re s e a rcher for a client
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means being a good match for that comp a-
ny ’s needs. Some re s e a rch e rs are ge n e ra l-
i sts, and some focus on niches. The ge n e ra l-
i st is able to bring a wide ra n ge of ex p e ri-
ence to the table, standing on the ex p e rt i s e
l e a rned in hundreds of focus groups with
thousands of consumers. To a ge n e ra l i st, it
d o e s n’t matter if the topic is a new fo rm u l a
for dog food or an ex tension line of a bre a k-
f a st cereal. The focus is on te sting issues
w i th consumers and providing new insights
to support client decision-making. 

The ge n e ra l i st pulls insights and te ch-
n i ques from a wide ra n ge of cate g o ri e s ,
m u ch like CNN news pulls from a wide
number of news re p o rting bureaus. For th e
n i che re s e a rch e r, having ex p e rience in spe-
c i fic areas (such as pharm a c e u t i c a l s ,
e mp l oyee studies or politics) means th ey
can bring deep understanding to the pro j e c t
in te rms of language, respondent concern s
and histo ry with the mind of the consumer
on those to p i c s .

H oweve r, it doesn’t matter if yo u’re a ge n-
e ra l i st or a niche specialist if you are n’t th e
right re s e a rcher for the job. Imagine yo u’re
on one side of the abortion issue and a
client for the side you don’t support make s
a re qu e st for you to lead six focus gro u p s .
Because objectivity on this infla m m a to ry
subject will be hard to maintain, you pro b a-
b ly are n’t the right re s e a rcher for this type
of project. 

If the client wants someone who can lead
a series of groups and then host a bra i n-
sto rm session with the client team the nex t
d ay, and you don’t have bra i n sto rm i n g
ex p e rience, then you are n’t the ri g h t
re s e a rch e r. And, for exa mple, if your job is
to talk to morbidly obese Hispanic wo m e n
in a small Texas town, and you are an
a n o rexic woman from New England, yo u

p ro b a b ly are n’t th e
right re s e a rch e r.

In dete rmining who
is the right re s e a rch e r
for any given assign-
ment, best pra c t i c e s
lean towa rd someone
who can do all of th e
fo l l ow i n g :

◆ Stay tru ly objec-
t i ve

◆ C re a te instant ra p-
p o rt with respondents 

◆ C re a te a safe
space for re s p o n d e n t s
to share more in-depth

c o m m e n t s
◆ Re a ch the client objectives with o u t

leading re s p o n d e n t s
◆ Keep the emphasis of the re s e a rch on

the topic, not the opinions, pers o n a l i t y, cul-
t u re, race or creed of the modera to r

◆ H ave the skill set needed to talk to th e
respondents re c ru i te d

◆ Be seen as the newe st friend to th e
respondents, not an auth o rity fig u re or
someone wildly diffe re n t

T h e re have been a number of spiri te d
c o nve rsations in this indust ry about th e
e fficacy of matching the modera tor with
the respondent set. This may mean hav i n g
men lead only male groups and wo m e n
lead only female groups—or a white mod-
e ra tor lead only white groups and a minori-
ty modera tor lead only minority gro u p s .
H oweve r, that fra m ewo rk doesn’t seem to
be supported by the evidence from oth e r
f a c ets of American life. Consider all th e
men and women who deliver the eve n i n g
n ews in English on the major net wo rks: To
m o st viewe rs, it doesn’t matter if the new s-
c a ster is a man or a woman, or what th e i r
ethnic background is. What does matter to
m o st viewe rs is whether th ey like one per-
s o n’s personality or delive ry st yle more th a n
a n oth e r. Ultimate ly, though, the news is th e
n ews, no matter who delive rs it.

The same, I believe, can be said for th e
m o d e ra to r. If the modera tor can meet th e
c ri te ria outlined here, their race or ge n d e r
s h o u l d n’t matter so long as the topic itself

or the race and gender of the part i c i p a n t s
d o e s n’t set up a barrier to free conve rs a t i o n .
For exa mple, while a man could talk to
women about menopause, it might be bet-
ter to have a woman do this in order to
m ove th rough obvious baseline data more
qu i ck ly. Conve rs e ly, a woman could talk to
men about use of Vi a gra, but it might move
m o re qu i ck ly if a male modera tor led th e
d i s c u s s i o n .

On the issue of race, matching re s p o n-
dent and modera tor is a wise move if any
p a rt of the conve rsation hinges on issues
re l a ted to gender or race. For exa mple, if
A f ri c a n -A m e ricans are to be inte rv i ewe d
about home mort ga ges, race may not be a
f a c tor until you consider the lawsuits fro m
the ’70s stemming from situations in which
A f ri c a n -A m e rican couples we re told th e
p rice of a house was a high fig u re, while

w h i te couples we re
qu oted a lower fig-
u re. Even to d ay,
when the fo c u s
group is about th e
b e st place to get
m o rt ga ges, race will
come up in the con-
ve rsation. In th e s e
cases it would be best
to match the moder-
a to r’s race to the par-
ticipants and defuse
that line of discus-
sion when it ari s e s .

M a t c h t h e
r e s e a r c h tool to the client. P rov i d i n g
the right re s e a rch tool for the client is th e
n ext step. I remember a client who wa n te d

20 dyads of friendship pairs to te st ideas
re l a ted to hand care and manicures. When I
a s ked the reasons for wanting dyads ra th e r
than traditional focus groups, the client
said, “I went to this confe rence and one of
the speake rs said dyads we re the best to o l
for qu a l i ta t i ve re s e a rch to eliminate th e
p roblem of thought leaders .” To me, th a t
p roved that the last re s e a rcher he hired did-
n’t know how to manage the group dynam-
ics process effe c t i ve ly enough to contro l
thought leaders. It took a lot of conv i n c i n g
to get him to agree to four traditional fo c u s
groups in two evenings taking eight hours
of time, ra ther than th ree days of one-hour
d yads taking nearly 21 hours of time.

From time to time, the right re s e a rch to o l
i s n’t even qu a l i ta t i ve re s e a rch. After ta l k i n g
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It doesn’t
m a t ter if
yo u’re a
ge n e ra l i st
or a niche
s p e c i a l i st if
you are n’t
the ri g h t
re s e a rc h e r
for the job.

That prove d
that the last
re s e a rcher he
h i red didn’t
k n ow how to
m a n a ge the
gro u p
d y n a m i c s
p ro c e s s
e ffe c t i ve l y
e n o u g h .



to clients, it may become clear that a qu a n-
t i ta t i ve survey is what’s needed to ach i eve
the re s e a rch objectives. Even though it may
mean losing the client to another firm th a t
p rovides that tool, it’s best for the client.

(One tri cky area arises when a qu a l i ta t i ve
re s e a rcher has a pro p ri eta ry tool th ey like
to use to serve clients. Howeve r, one pro p ri-
eta ry appro a ch can’t meet the needs of all
clients. When a re s e a rcher tries to fo rce his
p ro gram to fit the building blocks of a client
re qu e st, ra ther than provide the best tool to
re a ch the client’s objective, the pro j e c t
sta rts off flawe d . )

L i s ten to the client. L i stening to th e
c l i e n t’s needs is sometimes like being in a
s u b m a rine and ste e ring care f u l ly aro u n d

mines. A client re qu e st doesn’t come in a
vacuum, with you sitting by the phone,
poised to ta ke the re qu e st and fill it.
Re qu e sts come somew h e re bet ween th e
ta s ks yo u’re already comp l eting for oth e r
clients. I dream of the day when re qu e st s
for the new project come on the exact day I
mailed out the final re p o rt to the prev i o u s
client. At any one time, a series of th ree to
eight projects might be underway at once,
e a ch one moving th rough the 12 - step con-
tinuum from initial re qu e st to delive ry of
the final re p o rt. That means listening to
client needs is more than just hearing th e
re qu e st; it means listening to where it fit s
i n to your life .

B e st practices recommend that the initial
c o nve rsation with a client look like an in-
d e pth inte rv i ew or mini-group, where th e
re s e a rcher asks clear and cogent qu e st i o n s
to dete rmine exa c t ly what the client comp a-
ny wants done, what ex p e c tations the exe c-
u t i ves have and if th ey have any concerns. If
the call is a confe rence call with all the key
p a rties invo lved, you should also ask qu e s-
tions about study logistics (for exa mp l e ,
s i tes, respondent pro files, budgets and tim-
ing). In some cases, the client’s exe c u t i ve s
become clearer about their needs in th i s
c o nve rs a t i o n .

A good re s e a rcher has a to o l b ox of qu e s-
tions to get insights into the project so th e
c l i e n t’s end ex p e c tations are met. Try th i s

qu e stion in the initial conve rsation about
re s e a rch needs: “If the focus group was only
one minute long, what one qu e stion must
be answe red?” This type of qu e stion helps
the client focus on the most signific a n t
aspect of the project and helps th e
re s e a rcher const ruct the re s e a rch plan th a t
will help answer it.

S o m etimes the qu a l i ta t i ve re s e a rch to o l
is meant to be a hammer for clients. They
want to use the findings to break dow n
a reas of myste ry about issues or consumers .
T h ey may want to smash another depart-
ment or decision-maker with data in ord e r
to encoura ge diffe rent decisions about th e
firm ’s products or services. It may be a
s l e d gehammer of political fo rc e
in which the re s e a rch is meant to
s e rve more as demonst ra t i o n
than a to o l .

C o m m u n i c a t e with
c l i e n t s . Communicating effe c-
t i ve ly with clients is perhaps th e
m o st imp o rtant aspect of client-
re s e a rcher relationships. I have
one client who deals with me
a l m o st exc l u s i ve ly via voice mail
and e-mail. I sometimes think she
has a little camera in my office to
m a ke sure that I’m not in when
she calls. What I do like about
wo rking with her is the clarity of
her communication. She asks
d i rect qu e stions or makes specific re qu e st s ,
w h i ch makes it easy for me to clearly under-
stand what she wants me to know. She
a l m o st always fo l l ows up with a phone mes-
s a ge or an e-mail. This allows me to re p ly
and keep a copy of our dialogue to easily
m e et her re qu e sts or answer her qu e st i o n s .

I have other clients who, after the initial
i n qu i ry for av a i l a b i l i t y, are nearly imp o s s i-
ble to re a ch. To meet the needs of both, I’ve
d eveloped some rules of my own for hav i n g
the best communication I can with clients,
w h i ch seems to cut down on misunder-
standings and keeps project elements clear.

Once the initial re qu e st is made fo r
re s e a rch, I pre p a re a th ree- to six-page pro-
posal that outlines the study purp o s e ,
re s e a rch meth o d o l o g y, and specific pri c i n g
o ptions re qu e sted (for instance, four gro u p s
in two cities vs. all the groups in one city).
Clients don’t always want the proposal, but
i t’s a way to outline what facto rs in th e
re s e a rch methodology are driving the cost
e st i m a tes provided, making it easier to add
or delete line items when the project begins

to shift with ch a n ges in specs.
S e c o n d a ri ly, with more than one pro j e c t

in st ream at any one time, the pro p o s a l
keeps us st raight on what we’re doing
s p e c i fic a l ly on each project. In addition, th e
w ri t ten proposal lets them know, in wri t i n g ,
that I’m clear about exa c t ly what is wa n te d
and needed. 

A fter the project is awa rded, I send a
ch a n ge - o rder memo to cover situations
when clients make ch a n ges to study ele-
ments, such as shifting cities, ch a n g i n g
re c ruiting specs, dropping or adding gro u p s
or inte rventions, and making re qu e sts fo r
m o re clients to attend or special equ i p m e n t
to be provided. This memo outlines what I

u n d e rstand to be the ch a n ge
re qu e sted and any notes about
h ow the ch a n ge might affect th e
o riginal cost est i m a te. This simp l e
o n e - p a ge document has done
m o re to stop confusion about
c o sts in the final invoice when
c o mp a red to the original est i-
m a tes. It also shows that ch a n ge s
h ave ra m i fications on more th a n
one area of the st u d y. For exa m-
ple, a ch a n ge in a planned city
s i te from New Yo rk to Philadel-
phia might mean a rush ch a rge by
the facility for shorter timelines to
re c ruit. But the price may be
reduced because re c ruiting in th e
Philadelphia suburbs might be

cheaper than in midtown Manhattan. Trav-
el and per diem costs re l a ted to the new site
also may be affe c te d .

Once the re c ruiting is underway, th e
client must know how the re c ruiting is
going. Some clients want the daily gri d s
that re p o rt who has been re c ru i ted for each
group. Oth e rs just want the numbers te l l i n g
them how many are in each group and how
m a ny are left to re c ruit. E-mail is a good
tool for this daily info rmation re p o rt .

M a ke the client right
You should expect seve ral revisions to

s c re e n e rs and guides, and each ite ra t i o n
means yo u’re meeting client ex p e c ta t i o n s .
“ M a ke the client right” is a valuable lesson I
l e a rned ye a rs ago. My mento rs wa rned me
to never comp romise the re s e a rch or do
a ny thing unethical. Howeve r, butting heads
w i th a client over small, ego-re l a ted issues
i s n’t a good way to build a re l a t i o n s h i p .

Clear communication with clients
becomes part i c u l a rly imp o rtant when
p roblems arise. For exa mple, a client wa n t-
ed a study to re c ruit men ages 24 to 34, and
a n other group ages 35 to 45, who used a
p a rticular bank service. A list was prov i d-
ed, and more than 80% of the men on th e
l i st in the yo u n ger age cate g o ry “te rm i n a t-
ed” because th ey no longer used that bank.
C l e a rly, a focus group of current users in
that age ra n ge wa s n’t going to be possible.
We could have th rown the problem back to
the client by saying, “It can’t be done. What
do you want to do now?” Instead, it
seemed to wo rk best to provide a menu of
solutions for the client and support them in
choosing a good ru n n e r-up to the ori g i n a l
re s e a rch plan.

In that case, the client was pre s e n te d
w i th th ree options. Fi rst, re c ru i te rs could
phone back the same respondents who
we re te rm i n a ted and re c ruit a group of fo r-
mer users. Second, th ey could do the st u d y
o n ly with those in the 35- to 49-ye a r- o l d
ra n ge who qu a l i fied. Or th ey could pull an
additional list of names and continue to
look for yo u n ger consumers .

P roviding options, in writing, gave th e
client time to think about what to do nex t .
By offe ring part of the solution ra ther th a n
m o re of the problem, we gave the client a
v a ri ety of ways to solve the problem. They
decided to pull to gether a group of fo rm e r
u s e rs, hoping to find out more about what
made them leave the bank. The re s u l t i n g
insights we re inst ru m e n tal in clearing up
some issues about the bank th ey we re n’ t
awa re of.

This exa mple and ones like it have ta u g h t
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re s e a rc h e r
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a re met.
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S
usan Yee is a woman of faith. Despite
the te ch - sto ck shakeout and dozens
of dot-com bombs, she still believes in
the Inte rn et .

Ye e’s conviction is so st rong that she pre-
dicts Web sites will soon be as imp o rtant as
e stablished media outlets such as te l ev i s i o n
stations and maga z i n e s .

Yee says th a t’s because the Inte rn et is per-
haps the best method inve n ted for shari n g
i n fo rmation. And her comp a ny, Ac t i ve Data
E xch a n ge of Hanover Township, Pa., helps
clients do just th a t .

Ac t i ve Data Exch a n ge has developed Inte r-
n et-based soft wa re that helps companies cre-
a te and manage their Web sites. It also allow s
them to send info rmation dire c t ly to oth e r
Web sites and share confidential info rm a t i o n
w i th clients and business part n e rs .

“The Inte rn et is still not mature, and com-
panies have not embraced all the advanta ge s
yet ,’’ says Yee, 42, who serves as president and
chief exe c u t i ve offic e r. “Web site real esta te is
valuable, and whoever has the most re a l
e sta te will dri ve more commerc e .’ ’

D e s p i te her enthusiasm, Yee says to u g h
economic conditions, part i c u l a rly in the te ch-
nology secto r, have made business diffic u l t
for Ac t i ve Data Exch a n ge over the past ye a r.

Yee declined to reveal the pri v a te comp a-
ny ’s annual sales, saying only that it is “seve n
fig u re s .’ ’

Revenue was flat in 2001, and alth o u g h
Ac t i ve Data Exch a n ge didn’t have to lay off
wo rke rs, Yee says the comp a ny has tri m m e d

its pay roll th rough attrition. 
Yee also would not comment on the com-

p a ny ’s past financial perfo rmance, but says
she expects the firm to be pro fitable this ye a r. 

Yee says belt-tightening and increased mar-
keting effo rts are beginning to pay off. Soft-
wa re AG of Germ a ny re c e n t ly
signed an agreement to dist ri b u te
Ac t i ve Data Exch a n ge pro d u c t s
th roughout No rth Ameri c a .

The deal is a major reason Ye e
expects 2002 revenue to incre a s e
30% to 40%.

Yee believes the market fo r
te chnology products is sta b i l i z i n g .
M a ny companies “ove rc o m m i t te d
to te chnology’’ in pre p a ration fo r
Y2K and spent money on pro d-
ucts that didn’t help the bot to m
line, she says .

That, along with the economic
s l ow d own, diminished corp o ra te
A m e ri c a ’s appet i te for te ch n o l o g y.
But late ly, Yee says, more companies are will-
ing to inve st in te chnology products that can
p roduce financial benefit s .

“We’re seeing more people shopping,’’ she
s ays. “People are n’t staying stagnant for much
l o n ge r. They ’re going to be looking for a com-
p et i t i ve edge .’ ’

S ays Yee, “We help manage info rm a t i o n
and custom packa ge it,’’ Yee says. “Our mis-
sion is to help companies get info rmation dig-
itized and ta ke advanta ge of the Web for dis-
t ribution to other custo m e rs .’ ’

Her  soft wa re can also tra ck the use of th e
i n fo rmation, which allows clients to enfo rc e
p rovisions of conte n t - s h a ring arra n ge m e n t s .
By doing this, Yee says CMP and other cus-
to m e rs can ge n e ra te additional sales fro m
ex i sting conte n t .

“The whole purpose of our te ch-
nology is re a l ly to dri ve reve n u e ,’’ Ye e
s ays. “If you can find new ways to
c o m m u n i c a te, yo u’re going to sell
m o re .’ ’

O ther Ac t i ve Data Exch a n ge clients
a re Adobe Systems, Exelon and th e
Fe d e ral Re s e rve Bank of Philadel-
phia. Some local custo m e rs are
Lehigh Un i ve rs i t y, the City of Beth l e-
hem and KidsPe a c e .

G i n ger Jackson, KidsPeace manag-
er of cre a t i ve services, says the ch i l-
d re n’s ch a rity uses Ac t i ve Data
E xch a n ge tools to manage re qu e st s
for info rmation about services such
as fo ster care and counseling.

The soft wa re also helps compile a data-
base of people who re qu e st lite ra t u re fro m
K i d s - Peace or subscribe to the orga n i z a-
t i o n’s magazine. Jackson says that helps
people re c e i ve their info rmation qu i ck ly
and saves KidsPeace the time and ex p e n s e
of manually tra n s fe rring the data to oth e r
computer systems.

In essence, “It’s basically paid for itself,’ ’
J a ckson says. ■

—By Chri stian Berg for the Associated Pre s s

us that wri t ten communications, in con-
junction with conve rsations, keep lines
open bet ween client and re s e a rch e r.
Re lying too much on what was said in a
phone call or voice mail puts both par-
ties at a disadvanta ge when it comes
time to remember what each party said.
Clear communications are a key part of
successful qu a l i ta t i ve re s e a rch. Tru ly lis-
tening to clients and ta i l o ring re s e a rch
tools and appro a ches to meet th e i r
v a rying needs can help re s e a rch e rs ga i n
valuable insights and bet ter serve th e i r
clients. ■

Naomi R. Henderson is chief exe c u t i ve
o fficer of Bethesda, Md.-based RIVA Mar-
ket Research, a qu a l i ta t i ve re s e a rch firm. 

This article ori g i n a l ly appeared in th e
summer 2002 issue of M a rket i n g
Re s e a rch m a gazine and was edited fo r
st yle and length befo re being re p ri n ted. Fo r
i n fo rmation on subscribing to M a rket i n g
Re s e a rch, please call AMA Customer Ser-
vice at (800)262-115 0 .

N ATION ● Fans of the Web, unite !

Net helps cu s t o m e rs help theirs

The Inte rn e t
is still not
m a t u re ,
a n d
c o mp a n i e s
h ave not
e m b ra c e d
all the
a d va n ta ge s
ye t .MARKETING NEWS

S P EC I A L S ECT I O N S

S e pt. 30 — D i rect Mail/Dat a b as e

Oct. 4 — L oyalty Market i n g

Oct. 28 — C u stomer Sat i sf a c t i o n

BE A FLY ON THE WA L L
ATTHE 

M O MEN TOF TRUTH.
Want the truth about who’s buying your product? 

Who’s not? Why? Why not?
Nothing gets you inside your customer’s head like in-

store studies with Test Track Research. We’re retail 
reconnaissance specialists. And our in-store research can
uncover truths that no phone survey or mall intercept 
can touch.

Plus, Test Track can gather market intelligence on 
everything from shelf space to out-of-stocks. And we do
everything on time and within budget.

Get to the truth. Call Test Track today and ask for 
Doug Ranshous.

TEST TRACK RESEARCH
The truth from the trenches.

973-360-1660




