


he current economic
crisis continues to
bite. Despite the odd

optmistic headline (‘Obama
hints at hopes for recovery,’
‘Glimmers of hope as housing
market begins to stabilise’)
the pervading mood is one of
doom and gloom. Olivier
Blanchard, the IMF Chief
Economist recently commented:
‘Indications are that the contraction
in demand could exceed anything
seen since the Great Depression in
the 1930s,’ and our own Ed Balls

has called the current recession ‘the
most serious for 100 years.’

Nor is it clear how long we have to
endure the recession. Sir Alan

Budd, former Chief Economic
Adviser to the Treasury, was asked
when a recovery was likely to start.
His reply was a succinct: ‘Don’t
know.’

In response UK consumers are
trading down and choosing Primark
over M&S; Dominos or McDonald’s
over more expensive restaurants.
Key sectors are struggling, notably
housing, construction, automotive,
retail and of course financial
services.  

It is therefore unsurprising that
investment in market research
budgets are being scrutinised in
those and other sectors. There is
plenty of evidence that research
buyers are either delaying research
projects or not doing them at all.
Businesses, like consumers, seem
to be trading down and rather than
commissioning new primary
research they are mining old
research for new insights,
conducting desk research to explore
market intelligence in the public
domain or taking more cost-effective
routes to collect primary data, such
as Survey Monkey.

When research suppliers get
together and compare notes at
conferences or in the pub, the
question invariably arises: ‘How’s
business?’ If the answer list for that
question is a scale of very good,
good, average, poor and very poor
(we are researchers, after all) I think
that it’s generally safe to downgrade
by at least one notch any answer
given: ‘good’ can be safely
translated into ‘average’ and
‘average’ to ‘poor.’ A lot of people
have been answering ‘average’
lately.

Research in a cold climate
So how do we, the research industry
in general and B2B researchers in
particular, react to this situation?
There are steps we can take in the
current economic climate.  

One of the most important is not to
lose our best people. I note that
KPMG are offering most of their staff
a four day week, enabling them to
reduce their costs but still keep the
majority of their people in place. In
the recession in the early 1990’s
many research agencies jetisoned
staff which  they subsequently
struggled to replace. We need to
make sure we don’t make the same
mistake.

A number of sectors appear (for the
moment) to be holding up in the
current environment and are
continuing to commission research.
These include the ‘value’ elements
of the retail and hospitality markets,
the public sector and, ironically,
financial services (the latter partly
due to their legal obligations and
partly to try and claw back market
share and reputation).

Also (and to risk stating the obvious)
we need to continue ensuring that
the research we deliver offers real
insights, is action orientated and
offers return on investment. The
latter is, of course, a bit of a Holy
Grail, so I’ll be interested to see
what Jonathan Fletcher has to say
on this topic in his paper at the BIG
Conference in May (‘Can we justify
the ROI of market research?’).

*****

The Business Intelligence Group will
continue to do its bit to promote B2B
research and provide a forum for
B2B researchers to discuss and plan
responses to the current economic
crisis. Here are a few examples...

BIG Conference 2009
I’ve already mentioned the BIG
Conference, which takes place 13th-
15th May and this offers the
business intelligence community the
chance to take stock and think about
how we meet the challenges
touched upon earlier in this piece.

BIG Forum
The current Forum programme
comes to a close on Tuesday 2nd
June with another of our ‘Client
Loves and Hates’ sessions. On this
occastion we’ve broadened the
concept a bit to explore the things
that clients generally love and hate
about B2B agencies.  A number of
prominent clientside researchers will
be taking part in the Forum entitiled
‘The client perspective: three things
B2B agencies do well and three
things they could improve.’ This
promises to be an interesting and
informative session and may just
help us to improve our offer and
survive the current crisis.

BIG Buyers Guide
Look out too for the new BIG Buyers
Guide which will be coming out in
May and will be available in both
hard copy and a user-friendly online
version on the BIG website. The
hard copy BIG Guide will be
distributed to around 2,000 people,
primarily B2B marketing and market
research decision-makers.

This is an essential part of
promoting our sector.

BIG AGM
Please note that the Forum on 2nd
June is preceded by our AGM,
starting at 6.00pm. Try and make
that if you can to hear about what
your trade association is up to.

*****

As usual check out the new website
(www.b2bresearch.org) for more
information on BIG activities.

Look forward to seeing you soon at
the BIG Conference or another BIG
event.

Trevor Wilkinson, Chair of the
Business Intelligence Group

020 8538 0133
trevor@purplemr.co.uk
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3Conference 2009  

It’s conference 
time!

t’s almost May and
May revels include the
fun and the serious.

The BIG Conference is one of
these – an amazing mix of
the earnest business of
market research and the
lighter side of industry
networking and socialising. 

The date is one week earlier this
year (13th – 15th May) and the
conference is again being held at the
charming Marriott St. Pierre hotel
and conference centre in Chepstow.

To everyone’s delight, delegate
numbers are holding up this year
and look set to be similar to last
year. There are many “first timers”
attending too. Usually there is a
spate of last minute bookings too
and these we welcome – in a year of
economic gloom it is heartening to
know that organisations are
investing in their staff and wanting
them to have the chance to find out
what is happening in B2B research,
what is new and what is round the
corner.

The theme of the Conference, New
Dimensions, and the focus on
debate on the impact of the current
economic climate and what is
needed to thrive in these
circumstances and move on, are,
maybe, the reasons for this likely
high attendance. There are two
sessions devoted to open discussion
– on the Thursday, a client forum
looking at “The economic climate - 
the client perspective” and on the
Friday a debate and discussion on
“What will the future hold?” – these,
added to an impressive list of 

speakers and two excellent keynote
speakers, Dr David Smith and Mark

Stuart of the CIM are proving a
powerful intellectual cocktail. 

There will be three interactive 
training workshops and these 
alongside sessions on changing
business models, new techniques
and marketing in challenging times
provide compelling reasons to
attend.

There may too be more frivolous, if
not unimportant, reasons. Beginners
golf, with a teaching session –a snip
at £4 on the Wednesday afternoon,
is proving attractive to those who
have felt that the golf tournament is
not for them. There will be the
annual (if very informal) tennis
tournament, after-dinner
entertainment on the first night of the 

conference, the Conference dinner
featuring the MRBA raffle and disco
on the Thursday night, and many
opportunities to meet others over a
coffee or a drink. Thanks to the
sponsors who have again this year
so generously supported us in so
very many ways – sponsoring the
events, the pre-dinner drinks, the
conference dinner and the wine, the
sporting tournaments – Accent,
Acumen Fieldwork, Continental
Research, E-Tabs, e-Rewards
Market Research, Illuminas, Insight
Research Group, NIPO Software,
Quadrangle and Toluna. Also to
Superbrands who are again donating
their most recent book for the goody
bag.

We hope you have the date in your
diary. If not, it’s not too late to book
yourself in. Please contact the BIG
conference secretariat, telephone
020 8864 1834 or email
healeypm@btinternet.com

Bring yourself, your tennis racket or
your golf clubs, or just bring an open
mind and a will to learn more. This
year’s conference will not disappoint

Ruth McNeil

Response Consulting Ltd.I
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4 The UK View

hose of you who saw Mark Earls
at the BIG Conference last year
– or who have read his books –

will be recognising the financial crisis
as something of a ‘herd’ phenomenon. 
As we all rush lemming-like to copy each other
and make our own lunch boxes, or take up
knitting, or tut-tut over the extravagant
expenditures of others, so we spiral the economy
down and bring about the very effect we all fear.
Even though most of us are not actually worse
off, and those with tracker mortgages are actually
quite a bit better off. Still, it’s certain that a
‘correction’ was required – so perhaps in the long
run it will all be for the best.

But what of the effect of this global crisis on the
Market Research Industry in the UK?
Traditionally (well at least since the early 1990’s
when the Financial Analysts started taking an
interest in us) we have been regarded (by these
same Financial Analysts) as somewhat
recession-proof. And it’s certainly the case that,
historically, we have been less affected by
downturns than some other sectors, like
Advertising, for example. But like all received
wisdoms this one is only partially true – and is
based mainly on the fact that the industry does a
lot of syndicated and tracking work – those of us
who have been around for a long time will
remember periods when ad-hoc bookings were
light – the early 80’s and early 90’s in particularly
were bad. 

But this recession does seem to be different from
the previous manifestations in many ways, and
so we can’t learn very much from history.

I think the main difference with this
recession/crisis is that every client industry
seems to be affected. Even if they’re not doing
too badly as a sector they feel obliged to set
Procurement onto all their suppliers in a bid to
save costs. So the first major effect that seems
different from the recession in the early 90’s is
that everyone wants discounts – even if they
carry on doing the same amount of work, they
still want to pay less.

Secondly, clients are also looking for ways to
save cost on methodology – so they are moving
online, cutting sample sizes, cutting added
extras, standardising and streamlining rather
than, for example, allowing different countries to
have their own little additional bits in an
international programme. This is affecting even
the syndicated and tracking business – which did
used to be the mainstay of Market Research –
and was what made us apparently recession
proof in the past.

The third significant effect is on ad-hoc business
- which to be sure is always affected in a
recession – but never before, in my experience,
have decisions been so delayed, protracted,
postponed, or made and then un-made. Most
companies seem to be using the recession as an
excuse not to do anything – which I predict will
not bode them well when we come out of it. The
smart thing is to use the recession to streamline
your business and innovate your way out of it.

The fourth effect is on certain types of work and
certain sectors (e.g. Brand and Comms work and
the Automotive sector) where the crisis is deeply
felt via big cuts in budgets. This also happens in
every recession – some industries feel it more
than others.

"It's difficult to isolate the effect on B2B
research, specifically. All B2B clients are

either affected by the recession or are taking
advantage of it to reduce costs. Some are

trying to take continuous B2B programmes
online - even if they've failed at previous

attempts. (It's always astonishing to me how
little the corporate sector learns by

experience, and how much they just try to
copy what they perceive other companies are

doing). The better companies are spending
on Innovation research. In general, I believe

the effect on B2B research is the same as for
the Consumer side of the business."

All of the above add up to a great deal of bad
news – and yet the reality isn’t actually as bad as
all that – bookings do continue – not quite at the
level of last year – but not far off.  The UK Market
Research Industry seems to be doing better than
in other countries – where I hear of 30-50% cuts
in client spending. So, where’s the good news
coming from?

Well, I’ve always thought we are a very resilient
and creative industry, and, as an industry, we are
being clever, in our response to the crisis. We’re
taking programmes online, finding ways to save
costs and generally behaving in a business-like
manner.  Some clients do realise that innovative
companies tend to survive better than others,
and are spending major amounts on real
innovation and NPD research.  The low value of
the British Pound helps win more international
work. The Public Sector is still spending.

So, all in all, the UK Industry is suffering, but not
as badly as we feared. It is a ‘correction’, and
good business judgement is required – but
there’s also quite a bit of luck involved – if your
particular clients are strong, the chances are
you’ll be OK. If you’re focussed on work or
sectors that are not doing well, the chances are
you’re finding it very tough indeed.

But recessions are good times to sharpen your
act, deliver good work, add those insights, and
be creative. Difficult times focus the intellect
much more than when life is easy. We have to
think how to come out of all this stronger than
before.

I’m hoping that everyone will get bored with
economising soon, and start spending again, and
then things will start to turn around! And
traditionally Market Research comes out of
recession early – so, perhaps we don’t have too
long to wait

Phyllis Macfarlane,

Managing Director, GfK NOP

T

Following up on the views from researchers outside the UK on the global

financial crisis, Phyllis Macfarlane, managing director of GfK NOP, gives her

take on how the research market is faring in the UK. 

The effect of the financial crisis on
the UK market research industry

New Members
A warm welcome is extended to 20 new or
returning members of BIG.

Chris Atkins, Ciao Surveys
John Caldwell, Research Now
John Clay, Research4 Ltd
Lucy Davison, Keen as Mustard
James Endersby, Masmi
Vincent Golding, Metro Research
Mickael Gootjes, Sample Answers

Alison Hand, Quadrangle Group
Liliane Horri-Naceur, PRA Coatings Centre
Vekas Karwal, e-Rewards Market Research
Joanne Lawrence, ICMA International
Geoff Massingham, BUPA
Agnes Maisonial, Continental Research
Judy Marsden, Private Equity Research Ltd
Michael Mayers, Research Now
Andrew O’Connell, Research Now
Sarah Penny, Hasson Associates Recruitment Ltd
Danny Sims, DJS Research
Daniel Taylor, Criteria Fieldwork



In today’s fast-paced world, online research is the most effective tool for reaching your target, and 
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6 The Value of Business IQ

The Value of Business IQ
“A strategy without intelligence is not a strategy, it’s merely guessing.”

Douglas C. Bernhardt, 1997

ood advice is often
simple and succinct.
But how simple is

the above quote? While the
majority of companies value
the wisdom of a phrase like
this, how many are equipped
to realize it? 

The China Potential
Beyond the media coverage of
phenomenal GDP growth rates and
consistently bright economic
prospects, managers are faced with a
challenging set of business decisions.
What sets the success stories apart
from the failures is the extent to which
these decisions are informed by
detailed, reliable, accurate and timely
research. How does a company get
that competitive edge?

Requests for business intelligence are
steadily on the rise globally. China is a
competitive business environment,
with many international companies
having now operated here for a
number of decades. The importance
of the market means   companies are
under pressure to get things right
early and to hit aggressive sales and
business growth targets. This means
making informed business decisions
quickly. Managers need market
mapping, deep understanding of
supply chains, knowledge of where
the decisions are made and of who
controls what and where. Industry
research or business intelligence is a
first step. From a global perspective,
Fortune 500 companies are already
monitoring the moves of China’s
successful domestic companies and
the techniques for tracking those
moves need to be increasingly
sophisticated. There’s great value for
smaller companies too, especially in
terms of being ahead of your
competitors. Take the example of the
road safety equipment manufacturer,
who discovered through market
intelligence that a competitor had
already registered their trademark for
a similar product range in China.
Primary research methods and an
analysis of the competitor’s company
finance information, helped to
establish that the competitor
planned to expand into overseas
markets. Obviously, the
implications for future decision

making were significant. 

What exactly is

business intelligence? 
Business intelligence is a
systematic and ethical program for
gathering, analyzing, and
managing external information that
enables your company to make
informed business decisions.  By
legally collecting and analyzing a
range of information, such as
databases and “open sources”,

business intelligence can also
highlight the capabilities,
vulnerabilities, and intentions of
business competitors.

Providers
There is a diverse range of business
intelligence providers. The true value
of a professional business intelligence
provider is in the insight they provide,
their ability to proactively recommend
the best approach and to highlight the
potential pitfalls for your business. A
good business intelligence practitioner
is one that’s instinctively curious …
about the way industries work, about
what makes decision makers tick and
about the impact of corporate
reputation on decision making. They
should also have plenty of questions
about the way your own business

works too!

It’s Tough
The very nature of business
intelligence means that much of what
researchers discover is often new and
surprising. This is particularly true of
intelligence gathering in China, where
rapid changes in the commercial
landscape result in immediate
changes to commercial structures and
processes. Projections change
frequently, to the extent that an
industry-specific report can become
outdated in 6 months. 

As published commercial information
is limited in the same way, the role of
the researcher also encompasses that
of a communications channel. When
considering what your own business
intelligence needs are and how a
professional can assist you, its
important to keep the following in
mind:

Cultural considerations
The culture-specific aspects of a
market always present an interesting
challenge to the business intelligence
professional and China is certainly no

disappointment in that respect. Firstly,
there’s communication. The Chinese
language is often vague and
somewhat poetic where English would
be specific and succinct. Often in our
office in Shanghai, when a vague
approach is required and language is
optional, we’ll choose Chinese over
English, as it allows for more flexibility.

Secondly, is the approach to
information collection and
dissemination. Protecting information
is an important characteristic of the
local culture, along with a reluctance
to be held responsible for losing it. If a
research respondent perceives any
risk associated with releasing
information or providing feedback,
they will often choose to simply
provide no response at all. There is
little incentive for the average
purchasing manager or even
government employee to provide
information to an external party. In
response to the specific risks
associated with passing on
information, and since the field of
market research is also relatively new
in China, researchers must assure
respondents of the standard practices
and procedures that are designed to
protect them and the information they
disclose. 

Having said that, China presents a
dynamic, fast-paced business
environment, that embraces an
adaptable ‘can-do’ business ethic. In a
country often considered to be
mysterious and unpredictable, we find
many of the respondents we speak to
are open and keen to share
knowledge. As the fields of business
intelligence and industry research are
new to most respondents here, many
of the interviews and discussions we
hold on behalf of our clients provide
refreshing and innovative feedback. 

Another key aspect of the local culture
which is often overlooked is its sheer
enormity. In a market the size of
China, geographic differences are
wide and industries are often
fragmented. Extracting comment on
the nature of one industry across the
entire country is unrealistic. It is often

advisable to collate regional
research from across the country to
build the national picture. China’s
administration according to
province, municipality, district, town
and village means a senior
manager in the province of Zhejiang
may well assume that a researcher
is only considering Zhejiang
province when posing questions
about issues such as the
development of an industry over the

coming 5 years. The challenge for the
researcher is that if they emphasize
that a national perspective is being
sought, it’s possible that the
respondent will feel ashamed of their
lack of broader knowledge and

become uncooperative. For this
reason, researchers in China need to
carefully ascertain whether a subject
is commenting on the local picture
and precisely how local it is. 
These geographic differences extend
to local business practices and
customs. With companies based in
Beijing, for example, it’s often a good
idea to send a fax to lay down the
groundwork for a phone conversation.
On the other hand, in Shanghai,
business is conducted predominantly
over the phone. In Beijing, it can be
necessary to conduct a face-to-face
meeting at the outset before further
meetings are agreed to. This extends
the timeline on projects, and in our
experience, it’s difficult for clients
outside China to understand the
significance of this initial face-to-face
meeting. The value of recognizing a
custom such as this is enormous, as
there is often a transformation in
attitude on the local side. 

Patience is a virtue – admit early on in
the business intelligence process that
you are never going to have enough
data and work to piece together parts

of the puzzle over time.

Looking ahead
For start-up businesses and major
corporations alike, the value of
information and local market
knowledge is crucial. As a result, our
clients and our expertise are
becoming increasingly diverse. Over
the coming 3 to 5 years, we expect
the demand for business intelligence
to increase rapidly. 

The companies which are most
successful are those which are adept
at responding to change. They’re
creative and flexible in how they
respond to the market, manage
change within their strategy and
processes very well and are keen to
learn lessons from others. 

The market is complex and ever
changing. Strategic business
decisions must be informed by
business intelligence, which includes
insight into customer, market and
competitor behavior. Specialized
analysis, individually tailored solutions
and valued insight must all be taken
into consideration. In China,
guesswork just doesn’t cut it.

Laura Mitchelson is Strategic
Director of Amber, a Shanghai-based
consultancy specialized in market and
competitive intelligence and business
analysis in China. For more
information or to comment on this
article, email the author at
lmitchelson@amberinsights.com.
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7BIG Forum

t was a good night at
the Forum on 17th
March 2009 with

Owen Jenkins, MD, Kadence
USA who was over on a
flying visit and booked in to
address the BIG Forum. 

Off to a rousing start Owen
immediately stressed the key facts
about the States when considering
research there. It is all about size
and demographics and the need to
get a clear picture of what you are
up against. Not only from the
research standpoint but from the
marketing view later when client will
use your research findings. 

It is truly an economy to be
reckoned with and in a day of
eminence of Chinese, Far Eastern
and EU markets, the USA still sails
way out front in terms of GDP and
on-going opportunities for UK
businesses. It is ‘BIG’ and it is
‘BRASH’ with some of the largest
and well-known businesses and
FMCG brands based there.

Americans see themselves and
their businesses differently from
outsiders. Sports, food, government
and personal and national
perspectives may be different from
established European concepts
about them. It is a case of keeping
an open mind throughout the
research and letting the findings
speak for themselves.

The US does not dominate in
world-wide brands overall because
with a large home market
businesses have been able to
successfully lead in their field
without the need at times for export.
But the brands and the market are
huge in themselves.

But understanding the
demographics is an important

aspect in doing business research
in the US. Thirty-five times the
space of the UK with five times the
population, “It’s a continent, not a
country.” The population is
balanced across the geography and
the population centre has been
gradually shifting West so it is now
just west of the Mississippi. 

It is not all big business.
Corporations only make up a fifth of
all businesses. Two-thirds of all
companies are sole proprietorships.
“Everyone seems to own a
business if they are in business’: 31
million businesses for 300 million
people - roughly one business for
every ten people. 

There is an interesting ‘Go for it’
approach that permeates business.’
At times Europeans find this
attitude too energetic and are not
used to it but it helps explain why
practically everyone wants to be in
business over there. ‘They all want
to do a deal.’

Qualitative B2B in the UK is about
focusing on say three major urban
conurbations and this also where
business is concentrated. In the
US, for example, it is about the
major cities and the business-
concentrated geographical areas
which can be different. By
metropolitan population it is
surprising to note that outside of
New York and Los Angeles, most
Europeans find it difficult to identify
the other majors in order and need
to study the statistics. For example
three of the top ten largest cities
are in Texas (few in Europe realise
that), three in California and three
in the North East US. 

It is therefore more necessary in the
US than the UK to set
representative quotas and to
conduct geographical sampling on

the metropolitan population basis.
Twenty-five percent of the
population is in just three states.
The US Census splits the country
into four major regions but these
can be further defined into nine.
Fifty percent of the population is in
nine states which are also known
as the ‘swing’ states in elections. 

But the country can also be split
into regions best known for specific
industries. For example, pharmacy-
New Jersey; automotive-Great
Lakes; publishing-New York;
finance & insurance-North East;
manufacturing-Great Lakes and
directly south; IT-West Coast.

Finally, it is important for the
research to keep in mind the main
differences with the UK in terms of
language especially when
negotiating business deals. Some
states operate different laws
regarding business contracts which
need to be understood. English
units rather than metric are still the
US standard. Time zones are under
appreciated by Europeans with
Americans using planes the way
Europeans use trains.

Where a research project
geographically focuses in the US
depends on the product itself.
Whether to start in the North, East
or West coast needs to be carefully
considered against the available
desk research information on those
markets for the products or services
being considered by the client. It far
too large a geography to consider
researching the whole of the US in
much detail. Better to start in one
region and go out from there.

There is no MRS equivalent in the
US. There is the MRA, the
Marketing Research Association
where members tend to be mainly
data collection (survey) and facility 

(venue) organisations. Their
directory is the ‘Blue Book’. More
marketing research consultancies 
are in the AMA, the(American
Marketing Association  and they
have the ‘Green Book’ directory.
Both directories feature members
and non-members and some UK
organisations are shown who
advertise. Quirks is the third
directory with no allegiance to one
group or the other. These three
directories, most larger market
research agencies would feature in.

Costs can be higher or lower
comparatively with the UK and it
mainly depends on the value of the
exchange rate at the time. It used to
be much higher in the UK when the
British Pound was strong against
the dollar. Now it has turned the
other way, with the dollar rising in
value particularly with qualitative
research costs where moderating
for an evening group can average
$1,500. B2B quantitative tends to be
higher in cost in the US for
telephone surveys, for example, as
it is difficult to penetrate the voice
mail barriers that many offices have.

The talk continued after the meeting
as the group moved over to the
Red Lion pub in the traditional BIG
Forum way and learned more about
research in the US and toasted St.
Patrick’s!

Copies of the presentation are
available. Please contact Fiona
Roberts-Miller fiona@roberts-
miller.co.uk

Charles Jennings, 
Avista Consulting

I

Date Details of meeting

2nd June 2009

‘The client view: what they love and hate about the client service offered by B2B agencies’ ’

To round off the season, a number of eminent clients will tell us what they love and hate about the client service
offered by their B2B agencies

Business-to-business
research in the USA

B2B in 2020 - the future of business-to-
business research
Make a note in your diaries for the last Forum meeting of the season, which will be held at

ORC International in Islington. See www.b2bresearch.org for more details



8 BIG Quiz

Many thanks to everyone who
entered the last quiz –
Connections – and
congratulations to Clive
Warren of CSA Recruitment
who correctly identified the
connection as modes of
transport – full answers below. 

This time, there is something for
everyone in the questions, so no
excuses not to have a go… 

1) What is the next number in 
this sequence?   
1, 1, 2, 4, 7, 13, 24, 44, 81...

2) What is the only country in the 
world with a name ending in 
the letter H?

3) Who was the reigning 
monarch of England when 
Geoffrey Chaucer died?

4) Who had a 1984 number 1 
with 99 Red Balloons

5) Football. Clubs promoted to 
the English Premier League 
usually get relegated again, 
but which club was promoted 
at the end of the first season 
of the Premier League in 

1992/93 and has been there 
ever since (although that may 
not be the case after this 

season!)?

Please send the answers to all five
questions to
claire@strictlyfinancial.com by 
29th May – the winner will be the first
out of the hat after the closing date.
Answers to all the questions will be
published in the next issue (judge’s
decision is final!).

Answers to Connections Quiz

1) Lawrie Sanchez scored the 
only goal when Wimbledon 
beat Liverpool in the 1988 FA
Cup final?

2) The technical term for 
someone who specialises in 
preparing dead animals for 
display is taxidermist

3) The first European name 
given to the island of 
Tasmania was Anthony van 
Dieman’s Land

4) And Deborah Kerr played ‘I’
in the screen version of 'The 

King and I'.

The connection is 'transport' - lorry,
taxi, van, car (which is how Kerr is
pronounced - MGM promoted her as
"Kerr rhymes with Star!")

New Quiz

Best of luck 

to everyone!

DATA PROCESSING
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£30 
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Card

Specialists in financial services research

Sponsored by:

Connect with the important decision-makers in B2B research to advertise your services. To discuss your needs or for

further information contact Pene Healey on tel: 020 8864 1834 e-mail: healeypm@btinternet.com

Clive Warren

Win £30 

Gift Card
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