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laddering methods 530-5, 543—4, 633—6
Lake Wobegon effect, emotional
irrationalities 1501
languages 295, 4245, 494, 497-8, 5037,
542-52, 6423
launch strategies
see also new products
commitment 404-11
laundry project, ethnographic research
278, 280-90
The Law of Predicted Results 154
leaders
brand leadership 368, 378-90, 408-9,
550-1
business intelligence 218-19
quality factors 381
vision 97-8
‘Leadership for Growth’, Unilever
Belgium 95, 106-31
The Leading Edge 27, 34, 38
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learning 7, 15-19, 50-2, 76, 114-20,
125-7, 1301, 158, 539-52
see also coaching; training
business intelligence 218-19
Unilever 11420, 125-7, 1301,
539-52
Leddie, Derek 25-52
legacy systems 86
Lesotho 494
Lever—Fabergé 107, 223
Levi’s 448-9
Levitt, Stephen 338
Levitt, Ted 443-5, 465
LG Electronics 268-9, 276—8, 286
lies, market research 154—7
life topics, database mining 186-93
life-events client segmentation model,
Australian government public sector
608—9
lifestage model, Unilever 548-9
lifestyles 310-12, 589-600
see also segmentation; values. . .
limbic management, emotional
irrationalities 151-2
Lindt 3767
Lippman, Walter 153
Lipton 107, 122, 123, 450
‘listen, learn, lead’ commandments,
Henkel 218-19
listening
active listening 122, 166
business intelligence 218-19
training programmes 295
literature, market research 67
localization issues
concepts 447-66
globalization balance 443—-66
key considerations 448-54
local cultures 4514
road maps 454-5
sensitives 451—4
Lockheed Martin 196
logistics
ethnographic research 275
Skanska 600
logit modelling 167
longitudinal research, Philips Design 626
Lotus Notes 227
Lowenstein, Dr 338-9
loyalties
see also commitment
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concepts 393—6, 445-7, 463
customers 78, 174-5, 202-3, 315-16,
370-2, 376, 378, 387-8, 393—6,
445-7, 463, 472-3, 517, 520-2
retailers 517, 520-2
Luanda 491, 499
The Luck Factor (Wiseman) 9

McCall, Daryl Maloney 229-48
McDonald’s 301, 336, 445, 450, 455
McFadden, D. 421
McGregor, Lyn 539-52
McKinsey 98-9
Madonna 506
magazines
cause-and-effect analysis 34852
cross-media measurements 320-62
impact 344-5, 358-9, 475
reach and frequency data 362
Mahmoud, Omar 133-61
make-up/cosmetics example, consumer
need states 313-15
Malawi 494
management consultants 321, 28, 33—4,
48, 59
management information systems (MIS)
87-91, 218-19
investment benefits 87
metrics 87-9
managers
CEOs 25-7, 30-1, 36, 40, 42-3, 47,
50-1, 96, 205
cognitive irrationalities 135-61
intuition 3—4, 8—11, 13, 120, 159
irrationalities 135-61
open-minded attitudes 58-9, 65,
89-92
organizational structures 29, 38, 502,
108-9, 116-17, 214, 215-16, 230,
2334, 235-6, 476-83, 602—4
product failures 135-61
senior managers 99, 101-2, 115-16,
179-80, 229-48
thinking errors 133-61
Mandela, Nelson 506
manuals, systems” implementation 2601,
263—4
manufacturer’s suggested retail prices
(MSRPs) 437
maps, consumers 18593
Marco Polo travelogue 967
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market research impact-improvement golden rules 95,

ad hoc research 100-2, 184-5, 193,
6067

agent-based models 42639

art/science issues 6—7, 93

bad researchers 163—-80

bakery industry 527-38

capabilities 98—100, 238

cautionary tales 163—80

challenges 3—13, 19-21, 25-6, 28,
48-52, 67-94, 98-100, 489508,
550-1, 621

classical view 4-9, 11, 14-15, 19-21,
26, 29, 53—4, 68-9, 81—4, 100,
231-2, 269-70, 625-7

competencies 50—1, 96, 98-100,
104-5, 227

competitors 28

consultancy-styled market research
3-21, 28, 48, 80-1, 92-3, 95-131

consumer-centric approaches 25-52,
67-94, 98-102, 164-5, 252-64,
267-90, 471-3, 512-25, 539-52,
577-87, 6245

continuous research 100-2, 185, 193,
330-4, 3467

crisis 67-94, 163—-80

critique 3-21, 68-9, 95-7, 154-7,
163-80

CRM contrasts 801

cross-media approaches 319-63, 4745

decision-makers 4—6, 11-13, 21, 25-7,
71-3, 767, 81-94, 95-131, 179-80,
229-48, 589-600

definitions 68-9, 71-2, 76-7, 98-100,
164-5, 178

design research at Philips Design
623-43

dual economies 469-88

emerging economies 469—88, 489-508

errors 154—7, 195-208

ethnographic research 39, 41, 44-5,
55-8, 602, 267-90, 295-308,
553-76

global brands 443-66, 539-52

historical background 4-6, 8-9

holistic approaches 3, 6-8, 13, 15-16,
19-21, 53-60, 64-5, 121, 336,
530-7, 55676

hurdles 69-70

image problems 967

97-131
industry growth rates 68
interpretative powers 7—8
literature 67
Marco Polo travelogue 967
opportunities and threats 70
organizational cultures 69-70, 577-87
organizational hurdles 69-70
portals 22948
predictions 68-9, 100-2, 431-8
presentations 11-12, 58-9, 105, 190-2
processes 30, 31, 32-3, 51, 67-70,
81-94, 157-8, 222-7, 556-76
real estate 589-600
reporting processes 46, 81-94, 1002,
184-5, 220-7, 239-48, 6067
risk 12, 99, 119
roles 321, 26-52, 61-5, 80-1,
95-131, 165-6, 178-80, 2267,
229-48, 262-4, 604-7, 620-1
skills 321, 48-52, 68-9, 98-100,
104-5, 11618, 179, 262—4,
292-308
societal hurdles 69
statistics 68
strategic role 3-21, 26-52, 61-5, 80-1,
95-131, 165-6, 179-80, 2267,
229-48, 262-4, 606-7, 611-15,
620-1
strengths 201, 179-80
success factors 5, 9, 25-7, 34, 35-7,
43-8, 52, 57-8, 60-5, 95-6, 97-131,
178-80, 292-308
symptomatic problems 70-1, 92
systematic problems 70-1, 92
titles 100, 164, 179
truth and lies 154-7
Market Research Department (MRD),
Reckitt Benckiser 229—47
market shares 84, 87, 268-9, 309-10,
371-7, 408-9
marketing 29, 31, 100-2, 166, 178-80,
184-5, 189-93, 311-17, 319-63,
367-90, 416-17, 428-38, 465,
578-9, 587
budgets 367-90, 430-1
consumer-centric approaches 29, 31
database mining 189-93
demise 166
efficiency concepts 164-5, 320-1
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evolution 100-2
goals 178, 578-9
Heineken Brand Dashboard (HBD)
25264
intelligence 67-8, 87-94, 213-28,
620-1
market-research failings 166
permission-based marketing 465
plans 134
policy instruments 378—88
productivity 320-1
real estate 589—600
simulations 398-9, 419-39
viral marketing 416-17, 418-21
word-of-mouth effects 416—17,
428-38, 519-22
Marketing Directors 27
Marketing Evolution 329, 334—6,
3379
marketing mix 316, 319-63, 367,
379-90, 474-5
BASS 369-90
concepts 320-1, 474-5
econometrics 327-8
effectiveness evaluations 319-63, 367,
379-90
efficiency evaluations 367, 379-90
online role 326—62
Marketing Tracker, OLAP tools 258-9
Marmite 294
marriages
Australian statistics 609—10
commitment analogies 404
Martinez-Ribes, Lluis 511-25
Maslow’s hierarchy of needs 313
mass consumption/production 74
master global brands 448-50, 454—65
matched market measurements 328-30
matrix management structures 603—4
Mauritius 491, 496
mavens, word-of-mouth effects 429-30
‘me too’ advertising, defence strategies
408-9
mean measures 416
Means—End Chain (MEC) 530, 535-7,
633, 6346
media
see also advertising
agencies 101-2, 540-1
cross-media approaches 319-63
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effectiveness measurements 319-63,
543—4
Pakistan 468, 469—88
types 319-21, 474-5, 51922
media/advertising data fields, database
mining 186-93
median measures 416
mediational models 177-8
medicine 60
meetings, teams 117, 127-8
Meftert, H. 368-70, 374, 378-9
Mendelow, A. 473
Mercadona 512
Mercedes 449, 451, 455
meta analyses, database mining 226
metrics
branding metrics 322-3, 334, 336-8,
341-63
concepts 87-91, 197, 206-8, 322-3,
334, 336-8, 341
Mexico 401-2, 449, 452, 545, 572, 579
microethnographic research
see also ethnographic .. .
benefits 556—8, 575—6
child—mum-tiftin-box dynamics in
India 553, 556-76
concepts 556-8, 575-6
definition 557
Microsoft 550, 627, 636
milk products 559-76
Millward Brown 220, 322-3
mining benefits, databases 183-93,
214-27
MIS see management information systems
misattribution concepts 338—41
mission 26, 92, 107-8, 110-15
mobile media 320, 337
modelling 167, 327-8, 379-80
agent-based models 417-39
behavioural models 43—4, 80, 164,
169-73, 177-8, 202—4, 26990,
294-5, 310-13, 337—-40, 370-8,
394-6, 411-12, 41617, 445-7,
471-3, 625-43
logit modelling 167
moderational models 177-8
Monopoly board game 417-18
Moorian growth, processors 74
morale, human resources 73—4, 11014,
606—7
Morgan, Adam 550
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Morgan Stanley Dean Witter 321, 325

mothers, child-mum-titfin-box dynamics
in India 554-76

motivation 73—4, 110-14, 299, 31314,
529-37, 550—1, 606—7

consumer insights 299, 529-37, 550-1
human resources 73—4, 110-14, 606—7

motor cars see automobile industry

Motorola 196, 337

‘Mouth sensations’ idea, consumer
insights 302—7

Mozambique 491-8

MRD see Market Research
Department

MSN 319, 334-5

multidisciplinary thinking 3, 21

multimedia cultures 5-6, 13-21

Murphy, John 42-3

Murphy’s Law 150, 156

‘Music Flow’ project, Philips Design
641-2

Mussolini, Benito 10

mutual funds 90

Nairobi 491, 498-9
naive responses, consumers 5, 8
Namibia 494, 496
Nasrudin’s it-is-too-dark-inside tale,
cognitive irrationalities 138-9
National Rifle Association 144
NCBS see New Car Buyer Survey
need states see consumer need states
Needel, Stephen 163-80
Nescafé 451
Nestlé 189, 190, 328, 337, 446, 450,
468-9
NetEffects 326
Netherlands 168, 401-2, 412, 450, 452,
529-37
NetLogo 418-19
networking 76, 102, 603—4
New Car Buyer Survey (NCBS) 378
new products 133-61, 302-8, 391414,
427-8, 431-8, 471-3, 5245,
553-76
see also product. . .
bakery industry 527-38
case studies 407—11, 553-76
commitment 396—414
external/internal concept/product tests
392-3, 400-1, 404-5

failures 13361, 391-414
focus benefits 408-9
India 553-76
launch strategies 404—11
marriage analogies 404
success factors 134—61, 391414,
471-3, 524-5
tests 391401
New Women 186, 188, 190-2
New York City 328-9, 416
New Zealand 220, 412, 446, 452
‘Newco’ case study 13-21
newsletters 4745
Nielsen Net Ratings 332
Nigeria 489, 491-502
Nike 4456, 448, 451, 453, 461, 550
‘no logo’ backlash, global brands 443,
460-3
noise, surveys 197-8
Nokia 448-9
non-stick (Teflon) facts, cognitive
irrationalities 140—1
Nooij, Gert Jan de 249-64
North America 400—4, 451—4
see also Canada; United States
nostalgia aspects, brand affinity
456—60

object oriented programming languages
(OOPs) 424-5
objectivity
cognitive irrationalities 141-2, 143—4,
158
detached objectivity 8-9, 11-12
observations 122, 125-7, 200,
270-2, 291-308, 33842, 372-3,
540-52, 55476, 589-600, 626—7,
630—42
child-mum-tiffin-box dynamics in
India 554-76
concepts 2727, 279-82, 28690,
291-308, 338-42, 372-3, 540-52,
554-5, 593—4, 6267, 630-3
consumer insights 272—7, 279-82,
28690, 291-308, 540-52, 554-76
critique 2924
ethnographic research 39, 41, 44-5,
55-8, 602, 267-90, 295-308,
553-76
interviews 122, 200, 270-2, 338-42,
554-5, 593—4, 63042
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processes 295-308
training programmes 295-308
video 272-7, 279-82, 286-90,
295-308, 593—4, 633, 637
O’Donohue, Michael 309-17
offline advertising 320-62
see also media
cross-media measurements 321-62
online contrasts 321—6
Oktar, Selim 67-94
OLAP tools 70, 258-9
Omo 402
On Trade-driven markets, Allied Domecq
5836
online research 195-208
see also Internet
OOPs see object oriented programming
languages
open-end questions 201
open-minded attitudes, managers 58-9,
65, 89-92
operating environments, concepts 476—83
operational systems 878, 90
operations, consumer-centric approaches
29, 87-8, 1002
opinion leaders 416
opportunities and threats, market research
70
optimism 157
organizational cultures 26-52, 57-60,
62-5, 67-94, 1301, 158-9, 214,
215-16, 478-83, 577-87, 602—4
see also cultures
Allied Domecq 578-87
changes 2652, 57-60, 67-94, 130-1,
577-87, 602—4, 606-7
consumer-centric approaches 25-52,
67-94, 577-87
holistic approaches 57-60, 62-5
PEST analysis (Political, Economic,
Socio-cultural and Technological)
478-83
thinking errors 158-9
transnational organizations 214, 215-16
organizational hurdles, market research
69-70
organizational learning 76
organizational structures 29, 38, 50-2,
108-9, 116-17, 214, 215-16, 230,
233—4, 235-6, 476-83, 602—4
delayering movement 602, 603
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operating environments 476—83
reform movements 602—4
transnational organizations 214,
215-16, 23048
virtual-integration movement 603—4
Orwell, George 273
Osborne, David 603—4
OTC products 172
out-of-home media 320-1
outsourcing, due diligence 606
overclaimers, availability measures
398-404

P&G see Procter & Gamble
packaging
concepts 171-3, 177-8, 316, 408,
542-3, 626
sales figures 171-2, 1778, 408
studies 171-2, 177-8
Pakistan 401, 467-88
advertising/media 468, 469-88
audience measurement 46788
dual-economy characteristics
467-70
education techniques 471-5
exports 468
foreign direct investment 468-9
globalization issues 468, 471-3
human resources 468, 472-3
illiteracy problems 468, 4723
market research 469-88
PeopleMeter-based television
audience measurement service
470-88
PEST analysis (Political, Economic,
Socio-cultural and Technological)
478-83
rumours/conspiracy theorists 486
technology 467-88
television media 46988
third-party ratings 483-7
trust issues 483—7
Panasonic 18
panel data 625-6
panorama principle 6
Parfitt Collins equation 399
Parker, Roger A. 415-39
Parmeswar, Ravi 99
Parsons, James 548
participating observation, ethnographic
research 272, 554-5
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partners 30, 33, 95-131, 189-93, 2624,
540-5, 604
‘10 Commandments for a Good
Partnership” 110-14
agency agreements 106, 605
consultancy-styled market research
3-21, 28, 48, 80-1, 92-3, 95-131
golden rules 101-2, 105-6, 107-8
Unilever 101-14, 130, 540-5
passion, vision 61, 97-8, 110-14
past investments, cognitive irrationalities
146-7
pattern-forming machine, brains 147
PDAs 84, 86
penetration factors, brands 371-2,
376-8
Pennsylvania Dutch 145-6
‘penny wise’ mentality 137
people studies, Philips Design 624—42
PeopleMeter-based television audience
measurement service, Pakistan
470-88
Pepsi 450, 468
‘perfect’ brands, case study 13-21
performance measurements
balanced scorecards 602, 606—7
brands 319-63, 367-90
case study 380-8
core task 379
definitive demands 378-80
KPIs 36, 40, 41, 250-64, 523
Perkins, Hilary 577-87
permission-based marketing 465
Persil 375, 402
personalization trends 627-8
personas
concepts 627, 630, 636—43
criteria 638-9
Philips Design 623—4, 627, 630,
636—43
representations 637-9
templates 636—7, 641-2
personnel see human resources
perspectives
consumers 5, 31-2, 294-308, 33740,
541-52, 554-5
Henkel 227
introverted businesses 26—7
PEST analysis (Political, Economic,
Socio-cultural and Technological)
478-83

Philips Consumer Electronics 99, 121,
337, 450
Philips Design 623—44
background 623—4
co-research concepts 628—-30
communication of results 633-9
contextual inquiry 630-3
creative tasks 628-30
design research 623—43
everyday-life data context 627-33
homework assignments 628-30
innovation needs 628
longitudinal research 626
‘Music Flow’ project 641-2
people studies 624—42
personas 623—4, 627, 630, 636—43
‘Pulse’ research programme (2003) 623,
624-5, 628—43
qualitative data 624, 626—42
researchers/designers communication
methods 633-9
“TV identity’ project 642
Piaget, Jean 570
Piccadilly explanations, cognitive
irrationalities 148-9
plans
ERP 87-8, 90
innovations 539-52
PR 320
strategic planning 103-5, 115-18
vision 115
play, insight platforms 297-8
Playstation II 635—6
Plugged-ins segment, Philips Design
630-3
Plus Fresc 512-15, 520
Poland 220, 269, 401-2
policy instruments, marketing 378—88
politics 57, 58, 61-2, 64, 216, 295,
446-7, 478-83
see also public sector
holistic approaches 57, 58, 61-2, 64
PEST analysis (Political, Economic,
Socio-cultural and Technological)
478-83
training programmes 295
POPAI, ‘Consumer Habit Study’ 100
portals 229-48
current system 243—6
data fields 241-8
future developments 246—8
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implementation stages 238—42
key benefits 244—6

loading the data 242

menus 2436

Reckitt Benckiser 22948
requirements 234-7
specifications 236—7

tests 237, 241-2

‘who and how’ developmental criteria

236-8

Porter Model 104

portfolios, brand portfolios 2652,
550-1

PortiCo Research 55

Portugal 497-8, 505

positive brand image 341-63

Potocki, James 539-52

POW matrices, Allied Domecq 581-7

power users 247

power/interest matrix method,
stakeholders 473—4, 478

PR 320

pre-campaign measurements, cross-media

measurements 332-3, 346, 355-7
predictions
agent-based models 417-39
definitions 427-8
market researchers 68—9, 1002,
415-39
sales forecasts 689, 100-2, 391-2,
431-8
preferred partners 106
prejudices 141-2
premiums, prices 370-8, 3818, 412
presentations
best/worst practices 105
brands 368-90
decision-makers 11-12, 58-9, 105,
190-2
prestige global brands 448-50, 454-65
price meters 1679

prices 16-19, 1669, 174-5, 316, 370-8,

381-8, 423, 431-8, 520-2

brand leverage 16—19

concepts 167-9, 174-5, 316, 370-1

discount prices 403—4, 410

marketing mix 370-8, 381-8

neoclassical economic theory 423

premiums 370-8, 381-8, 412

pricing research 166-9
PricewaterhouseCoopers 367—8
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primacy effect 149
Principle of Scientific Management (Taylor)
73
print media 320-62
cause-and-effect analysis 34852
cross-media measurements 320—62
impact 344-5, 358-9, 475
proactivity, dynamic conditions 477-8
processes 30, 31, 32-3, 51, 67-70, 81-94,
157-8, 222-7, 295-308, 55676
concepts 81-94
conventional processes 81-3
design processes 623—43
observations 295-308
reversal needs 83—7
ProClarity 80
Procter & Gamble (P&G) 121, 223, 328,
337, 339-41, 416, 468, 493
product developments 16, 55—65, 1002,
191-2, 287-90, 527-38, 553-76
see also new products
product failures
commitment to existing brands
391-414
competitors 1345, 394-6
irrationalities 133-61
reasons 134-5, 391-414
product/brand-focused businesses 257,
3040, 43-52, 87-8, 91, 625
productivity 77-8
products
see also innovations; prices
bakery industry 527-38
commitment 393—411, 445-7
consumer insights 302—8
customization factors 443—66, 512-25,
591-600, 627-8
ethnographic research possibilities
268-90, 553-76
evaluations 157-8
loyalties 78, 174-5, 202-3, 31516,
370-2, 376, 378, 387-8, 3936,
445-7, 463, 472-3, 517, 520-2
marketing mix 381-8, 474-5
Means—End Chain theory 530, 535-7,
633, 6346
new products 133-61, 302-8,
391-414, 427-8, 431-8, 471-3,
524-5, 553-76
substitution factors 174-5, 434-5
tests 391-400
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‘professional’ respondents, consumers
165
professionalism improvements, human
resources 606
project management 98-100
projects, holistic approaches 54—65
promiscuous behaviour, consumers
549-50
promotions 100-2, 226, 316, 381-90,
403—4, 410, 625-6
prototyping 258-9
proven track records, dual-economy
third-party ratings 485—6
psychoanalytical-based qualitative
research 8
psychographics 310-12
see also values . . .
psychology 135-61, 310-12, 369-78,
394-6, 411-12, 4457, 5434,
563-8, 625—6
see also emotions
BASS 369-78
bounded rationality 421—4
brand strength 370-8, 4457
children 563-70
child—mum-tiftin-box dynamics in
India 5556
commitment 394—6, 411-12, 445-7
irrationalities 135-61
public sector
see also Australian government. . .
market research 60122
Pujol, Rafael 517
‘Pulse’ research programme (2003),
Philips Design 623, 6245,
628—43
purchase decisions
brands 173-5, 332—4, 336, 337-63,
373-4, 397-414
concepts 100, 169-76, 332—4, 336,
337-63, 373—4, 393—4, 397-414
habits 176-7
hierarchies 173-6
shelf sets 173—4
substitution factors 174-5, 434-5
purchase intent, concepts 16971, 332—4,
336, 337-63, 373—4, 3934,
397-414

‘push and pull’ technologies 2467, 528-9

pyramids, knowledge 102-5, 217-19,
2224

Quaker Oats 179-80
qualitative data 3, 8, 11-12, 25-6, 42-65,
88, 98-100, 106, 128-9, 1547,
201-8, 269-90, 343-63, 379,
416-17, 513-15, 530-7, 540-52,
580-600, 61621, 6267
bakery industry 530-7
case studies 190-3
concepts 185-7, 201-8, 269-90,
343—4, 540-52, 6267
critique 186
current research methods 6267
database mining 183-93
emerging economies 489-508
Philips Design 624, 626—42
RIO study 443-66
SUPSA company 513-15
Quality Assurance 602
quality factors
bad researchers 163—80
brand leverage 16—19
leadership 381
Six Sigma quality controls 195-208
quantitative data 3, 11-16, 25-6, 42-54,
58-61, 62-3, 68-70, 88, 98—100,
106, 1547, 185-6, 192, 204-5,
379-80, 416, 533-7, 578—600,
61621, 625—6
bakery industry 533—7
current research methods 625—6
database mining 185-6, 192
questionnaires 197, 206, 237, 513—14,
581
Quicksilver 464

R&D 55-6, 184, 287-8, 515-16, 554,
572, 575, 624, 632-43
Rabson, Jonathan 22948
radio media 320-62
Ralston-Purina 324
Rameckers, Lucile 623—44
rationality
see also irrationalities
concepts 135-6, 152, 370-8, 4214
definition 135
RB see Reckitt Benckiser
re-engineering projects 224-5, 602, 603
reactive research, strategic role 244—6
reactivity, proactivity 244-6, 477-8
Reagan, Ronald 154
real estate 589-600
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real-world side-by-side comparisons,
cross-media
measurements 324, 334—60
rebellion, insight platforms 298
Reckitt Benckiser (RB) 190, 229-48
background 230, 233—4, 235-6
briefing processes 236—7
CATI pilot 237
current system 243—6
duplicated research 246
efficiency/quality improvements 245—6
future developments 246—8
implementation of the system 238—42
key system benefits 244—6
loading the data 242
Market Research Department (MRD)
22947
menus 2436
objectives 231—4
portal 229-48
reactive/strategic repositioning 244-5
Research Reporter system 239—48
scoping the system 241-2
software options 239—41
structure 230, 233—4, 235-6
‘who and how’ portal developmental
criteria 236—8
‘Reconnect with the Consumers for
Growth’, Unilever Belgium 118-27,
128-30
recruitment 69-70, 109, 165-6, 273,
501-3
Reebok 445
regression modelling 327-8, 41617
Reinventing Government . . . (Osborne and
Gaebler) 603, 604
‘reinventing the wheel” 99, 124-5, 151
reinvention movement, Australian
government public sector 602,
60322
relational databases 86—7
RELEAS initiative, ESOMAR 967
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