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had, they would have known the brand is 
light in nutrition and heavy in calories. 
Instead, they allowed themselves to be 
deluded by the healthy sounding brand 
name. These consumers wanted to live 
the lie that the brand was good for them 
because .they loved the taste. The brand 
name gave them permission to lie to 
themselves by conveying that the brand 
was consistent with their claimed ways 
of managing therr health. These women 
didn't know it, but they had a lot in 
common with Jonny Lang. 

Questions of a Thousand Dreams: Too 
Many Questions, Too Few Answers 
Qualitative research is free-flowing 
compared with other research 
techniques. When surveys are designed, 
time limitations and concerns about 
respondent fatigue constrict the length 
of the questionnaires. In qualitative 
research, clients sometimes feel that 
they can add question after question to a 
moderator's guide. For example, when 
the primary goal is to elicit responses to 
packaging, clients dream up additional 
questions about usage occasions, brand 
loyalty, advertising and new products. 
These requests are understandable; why 
not take advantage of having consumers 
in a focus group room? However, an 
ideal guide length for a 90 minute session 
is four to five pages, and we have been 
pressed to craft guides twice that length 
to answer a multitude of queries. We 
tell our clients that we will have ample 
time for the questions, but little time for 
the answers. We negotiate, and if we 
are successful, the guide is limited to 
only seven pages! The lesson is learned 
during the sessions when clients say, 
"We see what you meant about putting 
too much into the guide." The next time, 
they understand that only some of their 
dreams can be answered. 

Herding Cats: Managing Clients and 
Ad Agency Executives 
I first heard the expression "herding cats" 
during a speech by a chief operating 
officer who had recently emigrated to the 
advertising business from a manufactur­
ing company. He was refening to the 
challenge of managing individuals with 
talent, creativity and commitment, but 
varied temperaments and agendas toward 
common goals. Marketing researchers 
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face a similar challenge when dealing 
with their clients. Corporate research 
managers have internal clients - mar­
keting executives. Supplier research 
professionals serve corporate research 
managers, brand managers and advertis­
ing agency executives. It's a tough job. 
not dissimilar to shepherding a herd of 
cats. Treats help. In research, treats are 
represented by excellent listening skills, 
honest communication of what can and 
cannot be accomplished, regular progress 
reports and sensitivity to the pressures 
clients face. These practices do not 
guarantee that all of the constituencies 
will move in the same direction at the 
same time, but they will certainly help 
get their attention, and that's a start. 

Conclusion 
Focus groups are used so often for so 
many different marketing needs that 
loss of focus on how to best conduct 

them is not surprising. Keeping these 
suggestions in mind will enable market­
ing research professionals to guide their 
clients toward focus group results that 
provide a sharper picture of marketing 
opportunities. 
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