Shifty Behavior
In Workplaces

Since last fall's meltdown of the financial sys
tem, public trust in business has ebbed. Now,
the kuest edition of a recurring poll by KPMG,
fielded July-Seprember among employees in
multiple industries, gives reason to think con-
sumers are right to be wary.

As the chart indicates, on-the-job miscon-

In each sector, % of employees

surveyed who had firsthand
knowledge of misconduct at their
company during the past 12 months

duct—ranging from deceptive sales practices
1o kickbacks to violation of environmental
hli.lnl'lllaltlﬁ‘-'iﬁ COTIITR i]l many 'i.l'l!jll‘ﬂ.l'll.!ﬁ..
And it’s not just penny ante stull. A follow-up
question asked whether respondents had per-
sonal knowledge in the past 12 months of mis-
coneuct serious enough that it would cause a
“significant loss of public trust i discovered.”
Majorities answered “yes” in hanking/finance
{60 percent), healthoare (57 percent), insur-
ance (52 percent) and pharmaceuticals/ life
sciences (51 percent).

FAVORED AD PHOTOGRAPHY

A picture may be worth a thousand words on
average, it some |'ni:'|:1|rr-i are worth maore
than others when used in ads aimed at con-
sumers age 40 and older. A study by Creating
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Resulis, which specialiees in reaching “manare”
consumers, looked at how such people react
1o photography in ads.

Using face-to-face interviews during Sep-
wember-December in which 40-plusers were
shown mock ads, the research fonnd partic-
ipants preferring ads that used a single image
over thase with a collage of multiple images,
66 percent 1o 34 percent. "Vibrant” pictures
(hrighter colors, an expressive model) scored
beuer than “subdued” pictures (cooler col-
ors, contemplative model), 63 percent o 45
percent—matching the degree of preference
for images in which the model was “idenifi-
able” rather than “cropped.”

Respondents preferved images of the prod-
uct itsell o the “product in use™ (56 percent
0 4 percent). Bun they also fvored “lifesode”
photos over product shows (59 percent w41
percent). They splitabout evenly when pick-
ing berween candid and posed shots (51 per-
cent vs. 49 percent).

VEHICULAR REGRETS

It's a prohlem fewer peaple have as the auto-
miotive market collapses, but buver’s remorse
is common among vehicle purchasers, What's
their main regret® In an Ipsos Public Affairs,

CarMax poll last month, 25 percent cited *pay-
ing oo much for a4 new car that depreciat-
ed.” Twenty percent said their worst mistake
was “not doing enough rescarch.” Fourteen
percent said they “bought the wrong ecar,”
matching the number who bought “from an
untrustworthy source.” Nine percent lament-
ed “not getting the extended-serice plan.”

THE INDISPENSABLE DEGREE

Tworthirds of l':"\pundq'nm o a 2N IJH“ lw
Public Agenda and the Xatonal Center for
Public Policy and Higher Educaton agreed
it "There are mory ways 1o succeed in wodin's
world without a college degree.” The number
halding that opinion has fallen steadily in

% who believe a college education
is necessary for a person to be
successful in today's work world

subsequent polls as people have swung to the
view that college is “necessiny” for success woday
(see the chart). This doesn't necessarily mean
they hold higher education in high esteem.
Respondents were less likely 1o agree thiat “Ciol-
leges today mainly care about education and
making sure students have a good educational
experience” (35 percent said so) than tha
“Colleges wday are like businesses and main-
ly care about the bowom line” (55 percent).
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Closets, Malls,
Houses and More

* In a survey of new-car shoppers, 3%
percent said they would only buy an
American-made vehicle, Twelve percent
saiel they'd only buy a Japanese model;
i percent said they'd buy nothing but a
German-hrand vehicle, (Kellev Blue
Book Marketing Research)
* Filtv-eight percent of a poll’s female
respondents confiessed that they “have
clothes hanging in
their closes with the
tags still on them”;
{ 51 percent said they
“cling” to clathes that
they haven't wom in
three or more years. (ShafiSmart)
* Fewer than half of consumers sumveved
(45 percent) haven't out back on trips to
thee miall. Inan echo of Yog Berra's line
about s restiurant nobody goes 1o any-
micn'e becase “it's too crowded,” 27 per-
cent siid they're shunning malls due 1o
the crowds. (WSL Strategic Rewail)
* Peaple who've relocated 1o a new home
spend an average of 52 percent more on
home decor/furnishings in the year ol
their move than do people who stayed
put. But the movers spend 24 percent
less than non-movers on apparel /acces-
sories during that year. { Epsilon)
¢ Among houscholds with income of
S100,000-plus, 89 percent repaort having
made some kind of donation to a non-
profit onganization in the previous 12
months, (Ipsos Mendelsohn)
* Americans spent more in 2007 on
musenums, historical sites and similar
mstitutions” (513 billion) and perform-
ingsurts companies (51 1.7 billion ) than at
bowling centers (337
hillion). Then again,
lhi'fﬂrﬂ.'"[ o Al N =
hote] casinos (52005 hil
lion) than they did ai
any of those other ven- ¢
ues, (Census Burean)
* Despite the home-price swoon, 75 per-
cent ol respondents think buyving a home
is “the best investment most families can
make.” (Rasmussen Reports)
* Seventy-five percent agree (40 percent
“stronglhy™) thae T have become a much
more cautious person in general as a
result of the recent economic turmaoil,”
(Yankelowvich Monitor Minute)
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