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One question QRCs often get from friends 
and family is, “How do you cope with all 
that travel?”  How do you respond?

Susan: I hear less about how do you cope, 
but get more comments like, “You are so 
lucky to travel so much and get to go 
sightseeing.” People do not understand 
that when we are traveling and conducting 
research, we are generally working 
18-hour days with no downtime for sight-
seeing.

Dave: I find the best way to cope with the 

travel is to fully embrace it for the adven-
ture that it is.  I lived abroad in Germany 
and Japan, so my familiarity with living in 
other countries helps, and I enjoy traveling 
which makes it a bonus.

When it comes to international business 
travel, which may involve visiting several 
countries and continents in a single trip, 
what tips do you have for making the 
experience go smoothly?

Susan: Only take what can be carried on. 
You don’t want to deal with the extra time 

you would have to build into your sched-
ule to check and wait for luggage. Also, 
you don’t want to worry about the airlines 
losing your luggage. Chances are it will 
never catch up with you if you are on a 
multi-country trip. Try to leave room in 
your luggage to add things. As you are 
leaving a focus group facility and dashing 
to the airport, you might be handed some-
thing that cannot be shipped. Also, always 
check your flight connection and the air-
port through which you are connecting. 
Some airports, like Frankfurt and 
Amsterdam, are very large and require 
multiple security checks and lines when 
transferring planes. You really want to 
make sure you leave enough time to make 
your connection.

Dave: The key when conducting multi-
country or multi-continent travel is plan-
ning a realistic schedule that sprinkles in 
“recovery” days, if possible, throughout 
the research. Jumping several time zones 
eventually catches up to you, and the last 
thing you want is to have the quality of 
your work suffer.  I have three Rules for 
the Road that I created early in my career 
that continue to serve as my mantra for 

“I find the best way to cope with the travel is to 
fully embrace it for the adventure that it is.”

In-person qualitative research requires a tremendous 
amount of travel.  Consequently, many QRCs are true 
Road Warriors, traveling thousands of miles each year 
across the US and around the globe to serve their clients.  

VIEWS reached out to a handful of these busy business travelers to 
find out what advice they have for aspiring Road Warriors.  Our 
contributors include Susan Fader, President of Fader & Associates, 
Dave Gustafson, Principal at D. Gustafson & Associates, LLC, and 
Pat Sabena, Principal at  Sabena Qualitative Research Services.
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international travel today – 1) don’t drink 
alcohol, 2) get a good night’s sleep, and 3) 
eat a killer breakfast. We have to remem-
ber that when we travel abroad, we repre-
sent ourselves, our companies, and our cli-
ents, so we want to put our best foot for-

ward.  We also serve as ambassadors for 
the US, so we want to make good impres-
sions on our global partners. Falling asleep 
in the backroom does not reflect well on 
us or on our companies.
  

Traveling to a succession of countries can 
be very physically demanding.   When you 
have a trip like this, how do you take care 
of yourself?  What tips do you have for 
first-time travelers?

 
Pat: Sleep is my number-one priority!  I 
always travel in economy and am no lon-
ger able to sleep on planes because there 
are no rows to stretch out on any more. I 
always arrive on the continent a day earlier 
than expected.  Contrary to conventional 
wisdom, I immediately go to bed to sleep 
six hours. Since 1994, I have relied on 
temazepam (a prescription sleeping medi-
cation, with none of the side effects of 
newer brands). I get up to have a lovely 
dinner, and take another pill to sleep the 
night away.  I never wake groggy, but feel 
very well rested and ready to work.  
Getting enough sleep also means I don’t 
have to overeat to keep my energy up.

Dave: See my three Rules for the Road 
above, which I think will be particularly 
important for a neophyte Road Warrior.  I 
also recommend utilizing multiple meth-
ods for wake up – e.g., wake-up call, cell 
phone, etc., to avoid the potential for 
sleeping through your alarm.

When you are working on the road in a 
time zone that is many hours different 
from your client’s, how do you keep them 
up to date in a way that works for both 
your schedules?

  
Susan: Don’t be afraid to be honest and 
upfront with all your clients (especially 
those who are not connected to this proj-
ect).  If I am going to be doing interna-
tional travel that involves significant time 
zone changes, I proactively notify my 
other clients that I will be traveling and 
therefore there will be a time zone differ-
ence and there might be a communication 
delay.

Pat: I find the time difference (once I’ve 
calculated it correctly) is really helpful. I 
know when my U.S. clients will be awake 
and only answer or initiate emails with 
them then.  I like to focus on one thing at 
a time, so I’m not checking email more 
than a couple of times a day. This is espe-
cially true when traveling in faraway lands 
for pleasure. I never leave a message on 
my email saying I’m on vacation or not 
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In Houston
Patrica Pratt
B.J. Gerjes

3945 Greenbriar, 
Stafford TX

(Southwest Houston)
877-530-9646

ccrhouston@ccrsurveys

World Class
Nationwide Recruitment &
Transcription Services

When you don’t need a facility for 
your project, trust us – the qualitative 
recruitment experts. The leader in 
nationwide recruiting for urban, suburban 
and rural markets across the US for all 
types of in-person and online research. 
Recruiting from our database, your list or 
purchased sample, everything you could 
possibly need is done right here by us. 
We aren’t just recruiters – we are marketing 
research professionals who make 
the Ä eld process an easy experience.

Your clients don’t like to wait and 
neither do you! With turnaround in 
as few as 24 hours and meticulous 
accuracy, Focus Forward is emerging 
as the leader in global transcription 
services. To ensure the highest quality 
standards, every completed transcript 
is audio checked and proofread. 
Available 7 days a week, relax as our 
team of 400+ US-based transcribers 
expertly handle your project.
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Be a HERO to your clients
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available. I simply carve out a narrow 
time for email (say morning and evening) 
and respond accordingly.

Dave: Traveling abroad on business is 
all about trying to establish routines as 
quickly as possible and managing 
expectations with your clients. I suggest 
establishing an updated schedule with 
the US-based client (or collaborative 
partner) that optimizes your conve-
nience.  In addition, sometimes you can 
upload updated interview grids, discus-
sion guides, etc. to an FTP site, so the 
client can access the information on 
their own without having to contact 
you directly. 

Are there any pitfalls to being an 
American abroad that business travelers 
should be aware of?

Pat: No matter what country you are 
from, I think it is smart to downplay your 
nationalism when traveling abroad. For 
various reasons, Americans are not always 
well liked by some. I avoid flag tags on my 
luggage, clothing with visible logos, and 
overly loud conversation. With clients and 
colleagues abroad, I avoid any imperious 
American attitude, and emphasize we’re 
working together to do the best and most 
accurate job for the brand and the client.

Dave: Historically, the curiosity factor 
with Americans, particular in Eastern cul-

tures, was extremely high.  While I think 
the novelty has worn off somewhat in 
recent years, many cultures (apart from 
some parts of the Middle East, where I do 
not travel) view Americans favorably and 
are genuinely interested in learning more 
about our culture and us.  Less informed 
individuals might have stereotypes they 
have garnered from the media, TV shows, 
movies, etc. that they think applies to all 
Americans.  Unfortunately, reality TV 
shows (e.g., Jersey Shore) have perpetuated 
these stereotypes.  My advice is to always 

act professionally and behave accordingly 
to allow for a more favorable/profes-

sional impression.

How do standards for busi-
ness attire differ across 

countries?

Susan: Err on the side 
of more formal.  No jeans 

and a t-shirt if you’re not sure 
how to dress.  South Americans, 

French, Italians, etc. tend to be more elegant 
dressers, even if wearing jeans. Their attire 
would be elegant, fitted jeans with leather 
shoes and a very nice jacket and shirt. 

Dave: In general, I would say the Far 
Eastern developed countries (e.g., Japan, 
Korea, etc.) are more formal, both in con-
versation and attire, than other cultures (at 
least in the business environment).  My 
rule of thumb is to err on the side of 
“over-dressing” rather than “under-dress-
ing.”  You can also hang out in the hotel 
lobby for a while to get a good feel as to 
how local business people are dressed.

When you only have a very limited time 
on a business trip to explore a foreign city, 
how do you decide what to do?

Dave: Unfortunately, this is more often the 
case than not, as project deadlines (both 
the project that requires me to be abroad in 

Located only minutes from Cleveland Hopkins 
Airport, or downtown Cleveland, Focus Groups 
of Cleveland, a full-service, sophisticated, 3-suite 
focus group facility, offers you over 4,000+ sq ft in 
which to conduct:

 Focus groups
 One-on-one’s

 Pre-recruits

 On-site telephone recruiting

  Taste tests

 Executive or medical interviews

 Data compilation & coding

 Mock jury trials

Focus Groups of Cleveland is the largest facility of its kind in 
Northern Ohio. Located only minutes from Cleveland Hopkins 
Airport, interstate highways and downtown Cleveland.
We have a sophisticated full-service 3-suite facility, with 4,000+ 
sq ft in which to conduct  mock juries, displays, dial research 
and usability labs. 
We are proud to offer fully integrated state-of-the-art technology 
which allows you to utilize video conferencing, video streaming 
and FocusVision.
Relax and let our experienced hostesses take care of your every 
need; including Starbucks food and beverage services, digitally 
audio recorded sessions as well as high speed Internet access.

Buzz into Cleveland, where important
decisions need to be made

Focus Groups of Cleveland is not only in the 
“Top Rated in the Impulse Survey” category, but 
also has the overall highest rating among all 
top-rated facilities in Cleveland for 2014!

FOCUS GROUPS OF CLEVELAND
2 Summit Park Drive, Suite #225
Cleveland, Ohio 44131
Feel free to call April Morris:
Phone: 216.901.8075  Fax: 216.674.5574
Email: research@focusgroupsofcleveland.com
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“We have to remember that when we travel abroad, 
we represent ourselves, our companies, and our clients, 
so we want to put our best foot forward.”
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the first place, and other projects I have on 
my plate) usually dictate my level of free 
time.  It depends on how adventuresome 
you are, whether you have to see the “can’t 
miss” attractions that particular region/city 
is known for, and how comfortable you are 
“just winging it.”  I value feedback from 
concierges and/or my studio contacts.

Susan: I plan before I go and try to pick a 
hotel in a location that will allow me quick 
access to sites of interest.  Most hotel concierg-
es tend to push shopping and typical (boring) 
tourist sites.  I do an Internet search and ask 
people I know who have been there before.

Pat: My first time in any country or city I 
haven’t visited before I make sure to arrive 
a few days earlier or stay a few days extra 
and at least take a hop-on, hop-off bus 
tour. I trust the concierge for restaurant 
recommendations, and try to do a little 
research beforehand so I won’t regret 
missing something I want to see.

How do you make the most of your en 
route travel time – time in planes, air-
ports, and on layovers between flights?

   
Pat: For overnight flights, I bring my Bose 
headphones and pre-load my Kindle and 
my Mac with seasons of TV dramas and 
movies I might have missed. If it’s a day-
time flight, especially after interviews, I 
use the entire flight to get the report 

nailed. During long layovers, I use airport 
sleeping rooms in Asian or European 
countries and get several hours (with a 
temazepam) of clean, comfortable, 
refreshing, delicious sleep. If the layover is 
short, I work or read on my Kindle.
 
Susan: I use my travel time as down 
time. I sleep, I read, and try not to watch 
movies/videos.

Dave: Although I recognize this would 
not be ideal for everybody, I enjoy my 
work and consider business travel to be a 
privilege, particularly in this economy and 
competitive business environment.  
Consequently, I am always working in 
these venues – definitely on planes (except 
when I have to “turn off devices”), always 
in airport lobbies, and usually in taxis – I 
endeavor to stay “ahead of the curve” and 
to keep my business thriving, relevant and 
competitive (as I want to win the next 
global project!).

With locations in New Jersey (in conjunction with Sensory Spectrum) and North Carolina
(part of the North Carolina Research Campus), Spectrum Discovery Center offers 
a one-of-a-kind resource with a multipurpose testing facility to develop products 

that meet your company’s specific, sensory, and consumer research needs.

Facility Features:
n Large multipurpose rooms 
 with viewing capabilities

Whether it’s a focus group, one-on-one interview, CLT, workshop, training 
program, or facility rental, the Spectrum Discovery Centers have everything
you need to ensure your project success.

Spectrum Discovery Center

Contact Us Today

n Focus group suites with 
 viewing and AV capabilities

n Moderators on staff

n DVD and Web Streaming

n Large commercial and 
 residential kitchens with 
 walk-in coolers and freezers

n Sink rooms

n Shower and odor booths

n Training room for courses   
 and workshops

n Online and phone 
 recruiting
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most exciting work being done in the field. 
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