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In addition, many marketing ex-
ecutives seem to equate low cost -
and quick turnaround with quality . -
research, Those attributes aren't ...

mutually exclusive,
However, quality research typi-

cally refers to research that has been
efficiently and accurately designed.
executed. and analyzed. Quality re-
search produces actionable infor-
mation, reported to the client as a
clear, concise interpretation of the
data which directly relate to the
original research objectives.

1tIARKETING MANAGERS who
are shopping for a research firm to
do a quantitative study should ob-serve and evaluate these eight char- .
acteristics:

1. The research firn1's spokes- ,
person (salesperson?) should be an
experienced and knowledgeable re-
searcher, If not, you're wasting your
time and energy.

2. The research firn1's represen-
tative should know enough about
your business to properly design a
questionnaire. The researcher
doesn't have to be an expert in all
categories, but he or she should be
willing to learn enough about your
company to fulfill the research
commitment. Beware of research-
ers whosay:" Anybody can design a
questionnaire."

3. The researcher should be able
to spend the time needed to design
an effective questionnaire. Haste
makes waste - and leads to ques-
tionnaires that are too long, too
short, or poorly worded.

4. Make sure the person who
meets with you is the same one who l
will design the overall study and '

questionnaire. and supervise the
fieldwork. If not, your project willbe susceptible to communication -
problems.

5. The researcher should be ac-
cessible. When you phone with a
question about your project, youshouldn't be referred to a third per- "

son who is unfamiliar with your
needs and research objectives,

6. Ask who will establish the
coding instructions and brief the
coders Make sure the raw survev


