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Abstract

You don’'t have to spend a fortune or go broke when designing and carrying out
public relations research and measurement projects. To save money, consider
piggyback studies, secondary analysis, quick-tab polls, internet surveys, or intercept
interviews. Mail, fax and e-mail studies are good for some purposes. Or, do your
own field research.




Research Doesn’'t Have To Put You In The Poorhouse

Research has become an accepted fact of lifein the public relationsfiddd. The problem
is, how can you do it without going broke. Believeit or nat, it is possible to do agood ded of
research without ending up in the poorhouse.

To begin, let’s define our terms.  In our view, to those who are public relations
practitioners, research hasto be regarded as the basic tool for fact and opinion gathering. Itisa
systematic effort amed at discovering or confirming, through objective investigation, the facts or
opinions pertaining to a specified problem or problems

Fird, to save money, don't do research if you redly don't need it, or, more important,
aren't going to use the findings in some meaningful, congiructive way. Too often, public
relaions professonas spend a small fortune on research and end up with a pretty report that gets
placed on a bookshelf somewhere, never to be referred to again.  Don't buy, commission or
carry out research on your own, unless you can apply the results in auseful manner. Make your
research action-oriented.

Second, don’'t ask a researcher to do your thinking for you. Conduct serious thinking of
your own about what you ought to be doing and why. Y ou're inviting economic trouble for
yourself if you contact an outside research consultant with only broad gauge questions, such as,
“Tell mewhat | should do?” Research consultants are in business like everyone dse, to make

money.

Think through some options of your own before seeking professona advice.
Specificdly, determine precisely what it isyou want the research to do for you and how the
resultsareto beused.  Thiswill determineif adescriptive survey is good enough, or of
explanations of particular opinions, attitude and behavior patterns aso are needed.

It isimportant that you call the shots on the research that isneeded.  If you remainin
control, you' re bound to be in a better position to keep cogtsin line.

Third, don’t automatically jump into custom+-tailored research; that is, commissoning a
study designed and carried out exclusively for you and your organization. Custom research is
amog dways the most expendve.  Sometimes you cannot avoid a custom+-tailored study.
Sometimesit is necessary to take an in-depth look at a specia audience regarding your
organization’s particular image or mgjor issues that may necessitate action. But keep in mind
that these custom projects are the ones that carry price-tags in the $20,000 to $100,000 and more
range.

Following are seven suggestions on how to carry out effective research with only a
modest expenditure of funds:



1. Secondary Analysis

Secondary analysis is the process of re-examining aready existing survey research data
from anew and different perspective. It is aresearch technique which, in the words of noted
sociologist Herbert Hyman, seeks to extract from previoudy conducted opinion studies * new
knowledge on topics other than those which were the focus of the origind surveys” Some
people jokingly refer to secondary analyss as “ surveying the surveys.”

In understanding secondary analysis, two words take on key importance -- systematic and
andytic. To be meaningful, secondary andyss needsto be both. Systematic refersto the step-
by-step building of data by progressing from one reference source to another, the culling out of
pertinent information from each source, and the use of each as alead to new, more detailed
references. Thisis not a hgphazard operation, but one requiring someone experienced in the
avallability of data references and techniques of information retrieva.

The word andlytic is, perhaps, even more important, snce this is the area where the actua
concept of secondary analysisis often misunderstood.  While some secondary analyss research
projects are designed specifically as overview studies to develop descriptive or quditative
industry data, the most useful probes are undertaken to andyze specific communicetion
problems and issues.  In those instances, the research must be designed to provide datawhich
are both quantifiable and projectable.

With the growing wedth of data on the internet and in printed source books and
periodicas, there are literdly hundreds upon hundreds of places to which you can go to obtain
relevant secondary data. A logica starting point is academic, trade and professiond journds.
The federd government aso isarich source of information: the Census Bureau and the
Departments of Commerce, Defense, Education and Labor, to mention just afew.

Web site addresses are constantly changing, but some of the best sources of dready
available datainclude sites such asthese: the U.S. Census Bureau (www.census.gov) ...
American Demographics (www.marketingtools.com) ... the Association for Educationin
Journdlism and Mass Communication (www.agimc.sc.edu) ... the Indtitute for Public Relations
(Www..indtituteforpr.com) ... the Public Relations Society of America (www.prsa.org) ... the
Nationa Opinion Research Center at the University of Chicago (www.norc.uchicago.edu) ... the
Nationd Center for Hedth Statistics (www.cdc.gov/nchs/default.htm) ... the Pew Research
Center for the People & The Press (www.people-press.org) ... the Roper Center for Public
Opinion Research (www.ropercenter.uconn.edu) ... the Survey Research Laboratory at the
Univergty of Illinois (www.srl.uic.edu) ... and the Ste maintained by Survey Sampling, Inc.
(www.worldopinion.com).

The U.S. Commerce Department’ s 1,000-page reference book -- Statistical Abstract of
the United States -- isamug for obtaining secondary data, as are such periodicas as Research
Alert, abi-weekly newdetter that summarizes public opinion pallsreating to busness and
commercid interests, avallable from E.P.M. Communicationsin New Y ork City
(www.epmcom.com) ... The Public Perspective, a bi-monthly magazine that summearizes recent
public opinion palls, available from the Roper Center for Public Opinion Research at the

2




University of Connecticut (www.ropercenter.uconn.edu) ... The Polling Report, atwice-amonth
newdetter that summarizes recent public opinion polls reaing to poalitics and public policy

issues, avallable from the Polling Report, Inc. in Washington, D.C. (www.pollingreport.com) ...
Quirk’s Marketing Research Review, a monthly magazine available from Quirk EnterprisesInc.
in Bloomington, MN (www.quirks.com) ... and Survey Research, a quarterly newdetter that
summarizes public opinion studies carried out by academicians and those in the non-profit

sector, available from the Survey Research Laboratory at the University of Illinois
(Www.grl.uic.edu).

The beauty of secondary andysisisthat it's quick and inexpengve since you're
diminating thefiedld work. Conducting a search of literature and secondary analysis of aready
available research data can be useful dternativesto origina expensive research. If nothing else,
it will help you to avoid re-inventing the whed.

2. Pigayback or Omnibus Studies

Another research approach that may warrant your attention, if you are interested in saving
money, iswhét is often informaly referred to asa* piggyback” study, but more formaly known
as an omnibus survey.

Omnibus surveys are “dl-purpose’ nationa consumer polls usudly conducted on a
regular schedule -- once or several times aweek -- by mgjor market research firms.
Organizations are encouraged to buy -- or “piggyback” -- one or severa proprietary questions
and have them “added” to the basic questionnaire.  Those who decide to “ piggyback” questions
of their own are usudly charged on the number of questions asked.

Here show it works: The market research firm that conducts the survey schedulesa
particular day of the week for the field work, draws a sample of potentid respondents (usudly a
representative sample of the adult population of the United States), and then invites interested
organizations to add one, two, three or possibly four or five questions of their own choosing to
the survey instrument.

Maost omnibus surveys utilize a questionnaire averaging between 20 and 25 minutesin
length, with anywhere from three to seven organizations “piggybacking” proprietary questions of
their own onto the survey instrument.

Omnibus services are usudly priced on a per-question basis -- that is, you pay only for
the specific questions you wish to have asked. Inthe U.S,, most suppliers have rates that start at
$725 for the first closed-ended question, and decrease to as little as $525 for the fifth question
asked. Thus, you could easily ask three closed-ended questions for lessthan $3,000indl. An
open-ended or free response question is usualy more expensive, often between $1,000 and
$1,200 per question.

Many omnibus palls are conducted by telephone, with results available within a period of
from three to four days from the start of the field work. In recent years, however, an increasing
number of market research firms have been conducting omnibus polls on the internet, resulting
in far quicker turnaround times of two days or less.
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One of the benefits of participating in an omnibus isyou pay only for the proprietary
guestions you ask; you do not pay for any of the demographic background questions that so are
asked inthe poll. Most research suppliers automatically ask respondents questions pertaining to
their gender, their age, their income levels, where they reside, etc.  Thereis no charge for those
extra questions and, usudly, the responses to the proprietary questions are cross-tabbed against
these attribute questions.

Omnibus research services are idedly suited for research for publicity purposes or where
an in-depth look at an issue is not required.

They dso have been useful to public relations professonas as ameans of testing which
gpokespersons are most or least credible, in determining how familiar or unfamiliar those in the
generd public are with sdected issues, and for pre-testing ideas or themes that are planned for
possbleinclusonin anew PR program or campaign.

There are an extensve number of research organizations in the U.S. and dsawherein the
world that offer consumer omnibus studies.  Ligtings are available in directories, such asthe
Greenbook, published by the American Marketing Association/New Y ork, Lakewood Business
Park, Suite E-11, 4301 32" Street West, Bradenton, FL 34205. Phone: 1-800-792-9202. Web
address:  www.greenbook.org.

3. Quick-Tab Palls

A third economical research approach is the quick-tab poll.

This method involves interviews with only a small number of respondents -- usudly
between 100 and 250 -- and involves asking only alimited number of ample, dosed-ended
questions, either viatelephone, or the internet.

Such polls are ideal to measure consumer reection in ahurry in aparticular region or city.

For example: What if your organization suddenly and unexpectedly has been featured
negatively on alocd radio or tdevison tak show? How should your organization respond?
Should it reply to the criticism, ignoreiit, or what? Usudly, you are not only in atime-bind, but
aso in abudget crunch. How do you ded with the problem?

A solution isto prepare avery short, closed-ended questionnaire of no more than Six or
eight questions to determine if anyone saw or heard the references to your organization on the
arr, if they can specificdly recdl what was said and what their reaction was to the broadcast.

Y ou can carry out the field work yoursdlf by selecting phone numbers a random from the
resdentia section of your loca telephone directory or engage the services of aresearch supplier
to conduct a smadl number of interviews for you viatelephone or the internet.

Because the number of questions being asked is limited, data andysis aso has to be
limited. Becausethe sample Szeis smdl, the datistical margin of error in such apoll hasto be
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correspondingly high -- perhaps 8 to 10 percentage points in ether direction at the 95 percent
confidence leve.

Y, if the survey tellsyou that 70 percent of the people you pall did not watch the show
and did not catch the negative comments about your organization, that's al you redly need to
know. Sowhat if in the overdl population the actud number of non-watchers wasredly
between 60 and 80 percent; the important thing for you is that alarge portion of the population
did not see the show and you now have useful information for planning purposes.

4. Sponsor or Client-Fielded Research

Still another way to do research inexpensively is through sponsor or client-fielded
research.

Hire someone who is specidized in survey research techniques and methodologies
(perhaps a college marketing or socia science professor or a freglancer) to design your study and
perhaps to help prepare the questionnaire.  Then, carry out your own field work, using members
of your staff or volunteers.  After the interviews have been completed, turn the completed
interview forms back to the research specidist for data tabulation and analyss.  The procedure
can result in considerable cost savings, snce you, the sponsor of the study, are fielding your own
research.

This was the path taken severa years ago by a non-profit community services
organization with more than 50,000 membersin one stae.  The organization was interested in
surveying a sample of its members, but lacked the funds to retain afull-service polling firm to
carry out the study.

Instead, the organization hired a fredancer with expertise in survey research.  That
individua 1) prepared aresearch and sample design, based on the organization’s known
membership digtribution in that state ... 2) prepared a primarily forced-choice 5-minute
questionnaire for use in face-to-face interviews with members ... and 3) wrote a detailed set of
respondent screener requirements and interviewer ingdructions as a guide for “volunteers’ to use
when contacting members for possible interviews.

The organization then recruited “volunteer” interviewers from among its membership
base to conduct the interviews at local meetings of the organization throughout the gate. In all,
arepresentative sample of 1,500 members -- based on pre-established quotas -- were surveyed.
The questionnaire forms were turned over to the freglancer, who then tabulated and andyzed the
results and prepared a short top-line report of the findings.

Totd cod to the organization for set-up, questionnaire congruction, interviewer training,
data tabulation and andysis.  less than $5,000.



5. Intercept Studies

Relying on a carefully selected probability sample is usudly the best gpproach to follow
when fidding astudy. But, if you don't have to be that precise and would like to save money,
intercept studies are aviable dterretive.

Asthe nameimplies, with this type of research you intercept people you happen to come
across in a particular setting, stop them, and ask a number of survey questions.  Some people
refer to thisasaman-in-the-dreet poll. Rather than using pure randomnessin the selection
process, this technique often relies on quota sampling. Y ou may know that in agiven
neighborhood or community, one-third of al residents represent a particular racia or ethnic
group. So, when intercepting potentia respondents passng by, make certain that a minimum of
one-third are members of the sub-group you fed it isimportant to reach.

Intercept studies can be useful for conducting research quickly, efficiently and
economically when gatistica precisonisnot crucid.  For example, your organization may plan
to run an advertisng campaign in the loca press during the coming weeks. Before you lock up
the ads and send them off to the printer, you might like quick, informa generd public reaction.
Select abusy dreet corner in your neighborhood or community or a frequently visited park and
send staff membersinto the field on a pre-determined day to obtain reactions to the ads of
carefully selected passersby.  Arethey readable, are they believable, and how much drawing

power and apped do they have?

If you do agood job in picking the right location and the right time of day, you can be
reasonably certain of getting agood sample.  Keep in mind the obvious biasesin such aresearch
approach. Doing alot of interviewing in the daytime may result in contacting lots of those who
are unemployed or retired.  Interviewing in the evening may miss commuters and result in over-

sampling young people.

If you want to know what college students are thinking, certainly one feasible way to do
it isthrough sdected interviewing near a college campus.  If you want to know the views of
grocery shoppers, conduct interviews near food stores.

Lots of intercept interviews are done in indoor shopping centers or mals, in hotel lobbies,
at arports, and at trade shows or conferences.  However, keep in mind that mals and hotels are
private property and that permission ought always to be sought before attempting to conduct
fidld work in any of thoselocations.  In some of the larger shopping centersin the United
States, market research firms have been given exclusive contracts to conduct intercept interviews
at that facility and the only way to carry out a project isto retain the services of those firms.
Trade shows and conferences are dso gresat locations for intercepts, but again, permisson needs
to be obtained before any interviewing on premises is attempted.



6. Internet Polls

It's unbdievably easy, fast and inexpensive these days to conduct survey research on the
internet.  And, you can even create and conduct the surveys yoursdlf, without having to ingtall
specid software.

But, are such sudies vdid? In someingtances -- if you are polling a specific audience
you know something about and can control the sample salection process -- then, they can be
vdid. But, in other ingances, if you are polling the genera population and anyone who wants
to participate can, and there are no controls -- then, more often than not -- such polls may not be
vdid or rdigble. The principa reason istha most on-line polls rely on sdf-selected samples
and thus are not drawn &t random.

A number of research suppliers are now offering low cost do-it-yoursdf surveys on-line.
Mog function in asmilar fashion:  If you are interested in conducting your own surveys, once
you log-on to a given Ste, you are provided with a selection of survey templates you can useto
build your own on-line questionnaires.

Once you have selected atemplate, you can customize it, including editing and changing
question wording, often redesigning the background and the color schemes. Mogt of the
sarvices dlow you to designate who you would liketo poll.  If it's your own employees or
customers, you can give the ontline polling service their e mail addresses.  If you are targeting a
specific audience segment, some services can provide you with lists, broken down by age,
gender and geographic location.

Some of the services permit you to launch the survey on your own with a persona
greeting. And, dmog al of them -- once the completed questionnaire forms have been
collected -- dlow you to review, on-line, the top-line results displayed in colorful charts, graphs
and tables.  Using these services, you can poll anywhere from several dozen to severd thousand
individualsin a matter of aday or two.

Three organizations that offer quick, reatively inexpensve, do-it-yoursdf on-line polls
are InaghtExpress, an affiliate of NFO Worldwide, Inc. (www.insightexpress.com) ...
Zoomerang, adivison of Market Tools (www.zoomerang.com) ... and Informative, Inc., which
offers a do-it-yoursdlf service cdled SurveyBuilder (www.informative.com).

Costsvary. Some ontline polling services charge flat fees, ranging from severa hundred
dollarsto $1,000. Others charge based on the number of respondents (e.g. $1 for each
completed interview.)

7. Mail, Fax and E-M ail Surveys

Mall, fax and e-mail surveys, if properly done, can be highly reliable, cost- effective and
datisticaly vaid research tools.



One reason these sdlf-administered questionnaire studies are so popular is that they area
form of opinion research any organization can carry out on itsown.  The main problem with
mall, fax, and e-mail surveysis that often response rates are quite low, raising questions about
the religbility and vaidity of the data collected.

What' s agood response rate? Many PR pros seem pleased when they recelve back 10%-
to-15% of the questionnaires they have digtributed viamail, fax or e-mail, but that's not a good
return.  To obtain avdid reading of public opinion in amail, fax or e-mail pall, response rates
ought to be in the 40%-to-60% range. A common senserule of thumb:  If you hear back from
lessthan hdf of those you have contacted, you need to find out something about those you have
not heard from -- Who arethey? Arether views different from those who have responded? --
before you can put much credence in your data.

How do you achieve agood responserate? First thing is to put yourself in the shoes of
the individuas you are contacting. Ask yoursdf: if you were one of those individuas, how
likely would you be to fill out and return the questionnaire form? How interesting and relevant
arethe questions you are asking? How difficult are you making it for those potentia
respondents to answer your questions?  |s the questionnaire form easy to follow? Areyou
asking too many open-ended, free response questions that require potentia respondents to write
lengthy replies to questions, or have you given the individuds lots of easy, short, multiple-choice
guestions to answer?

When conducting amail survey, have you included a postage- paid, self-addressed return
envelope so the potentia respondents can easily mail the form back to you? When conducting a
fax or eemail poll, have you given potentia respondents gppropriate return fax numbers or e-mall
addresses? Have you offered an incentive or a specia reason for responding to your survey,
such as a gift, money, or perhaps a copy of the survey findings? Keep in mind, most potentia
mail, fax and e-mail survey respondents when they are asked to participate in a poll often ask
themsdlves questions like theses: What'sinit for me? How do | benfit by filling out the form
and returning it?

Knowing something about your respondents is crucia to a high response rate.
Researchers have found that the more committed, loya and homogeneous the target audience,
the higher the response rate to amail, fax or eemail survey. Theless committed and loyd, and
the more heterogeneous, the lower the responserate.  Since employees, shareholders, college
aumni, customers, and members of aprofessond society or associaion usudly have some
commitment to a given organization, these are the types of audience groups that can
appropriately and effectively be surveyed by mail, fax and e-mail. However, surveying the
generd public using those methodol ogies more often than not results in a poor response rate.

When conducting surveys by mail, response rates are usudly poor if thereis only one
mailing to potentia respondents.  Three waves of mailing are much more effective.

As part of thefirst mailing, include a short cover |letter explaining the purpose of the
research ... the questionnaire ... and a postage- paid, self-addressed return envelope.  Consider
including a separate postage- paid, self-addressed return postcard that asks respondents to identify
themsdves. By having respondents mail the identity card and the questionnaire back separately,
you have arecord of respondent participation, while protecting the confidentidity of their
responses.



Most researchers recommend that a second mailing take place precisely one week after
theinitid mailing. This should be in the form of areminder posicard that thanks those who
have aready returned their questionnaires for doing so, and urges those who have not to do so as
soon as possible. The reminder postcard is vitaly important in achieving a high response rate.

A third mailing is sometimes not needed, but often can make the difference between a
high and low responserate.  Generdly, it should be sent out two weeks after the reminder
postcard. It should contain a second cover letter ... aduplicate copy of the questionnaire form
(on different colored paper) ... and a second, postage-paid, self-addressed return envelope.  This
third mailing should only go to those who have not, at that point in time, returned their
questionnaire forms.  The three-wave mailing approach often results in response rates of 50% or
higher.

Follow-up reminders are dso agood idea if you would like to obtain high response rates
to fax and e-mail surveys.

Often, to achieve a high return, researchersinsert adollar bill as part of the mailing, asa
“reward” for participating. Sometimes, a better gpproach isto sage amini lottery. Inform
potentia respondents that those who fill out and return their questionnaire forms will have a
chance to win one big prize, which will be awarded to one of the participants.

Offering $1 each to 1,000 potentia respondents will cost you $1,000, but might not result
in as high aresponse rate as might be offering $1,000 to one of the survey participants.  The cost
to you is the same; the reward to the potential winner is perceived as far more attractive than
amply giving atoken one dallar hill.

Don A. Dillman, author of the popular text, Mail and Internet Surveys. The Tailored
Design Method (New Y ork: John Wiley & Sons, 2000), suggests these three conditions for a
high mall, fax and e-mail responserate: “Minimize the costs for reponding ... maximize the
rewards for doing S0 ... and establish trust that those rewards will be ddlivered.”
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