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WILL WILL THE WORMTHE WORM
POINT YOU IN POINT YOU IN 

THE RIGHT THE RIGHT 
DIRECTION?DIRECTION?
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Aussie Rules watched byAussie Rules watched by

7,880,000 Americans
5,328,000Australians
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19511951
“Should women be able to wear shorts 

in the street when not at holiday 
resorts?”

Yes  49%
No  47%
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19561956
Australia’s favourite Saturday evening 

leisure pursuits:
radio 26%
movies 19%
reading 17%
visiting 14%
cards 8% 
dancing 5%
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People will face an increasingly 
complex social environment.
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More women entering the workface
Changing role of marriage
Redefinition of the family
Shifting image of beauty
Global Communication
Internationalisation
Information demands



15Slide

Australia is middle aging
The middle class is smaller
Increased social disruption, alienation, 
conflict and violent crime
Privatisation
Technology
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More than ever before we need to
understand that consumer -

the choices he or she will make.
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“Listening to the people”
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“The buggers won’t listen to me. You can ring up 
the radio stations and the politicians won’t 
listen.(You can) write to parliamentarians and 
they don’t reply. I feel left out, unlistened to, and 
ostracised”
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“Listening to the people”
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Consumers are harder to get , and 
much harder to move.
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How do we know if we’ve hit the spot?
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“If you want to know how people feel 
about something, ask them.”
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Are you ready to 
learn
what your 
customers and 
prospects
really think?
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The Worm provides the 
unvarnished opinions of

respondents
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Track your target audience’s
emotional responses by the second.
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The Worm often features on television in 
Australia and overseas, particularly during 
election debates, providing voters’ responses in 
real time to candidates’ election speeches, 
word-by-word.
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Respondents are recruited 
from

Roy Morgan Single Source, 
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Generally, between 50 and 100 
respondents are seated in The 
Worm Theatrette.

Each respondent has their own 
Worming Dial that records their 
responses (three times per second) 
and is linked to their profile.
.
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Each session begins with a briefing 
by the moderator and training via 
The Worm Experience, a ten minute 
video that provides our analysts with 
The Worm Benchmark.
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The respondents then provide 
continuous responses to your 
products, concepts and source 
materials.
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• Concept testing television commercials & animatics, 

corporate & training videos.
• Testing press & magazine layouts and all print 

communication materials.
• Uncover the strengths and weaknesses of multimedia 

campaigns.
• Testing program content, presenters and promos for 

television & radio.
• Guaging readers’ responses to alternate magazine

covers, features, stories and designs.
• Discover the ‘turn-offs’ and ‘hot buttons’ in speeches and

presentations.
• Refine product concepts, designs and packaging with 

quantifiable feedback on every element.
• Test legal arguments, opening & closing statements 

with a ‘Worm jury’ before trial.
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“No other research 
technique can give you an 
honest gut reaction like 
The Worm.”
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Worm respondents don’t have to tick boxes or 
select from pre-determined answers on a 
questionnaire.  

They aren’t influenced by ‘group leaders’ or 
others’ opinions.  

And they don’t become over-analytical pseudo 
art directors.  

Their second-by-second responses are 
instinctive, almost unconscious.
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fingertips.
• How engaging and appealing is my concept to my target audience?

• Which elements of my concept capture and hold consumers’
interest?

• How do consumer’s reactions to my advertising differ from my
competitors’?

• How can I analyse the appeal of alternate concepts by 
demographic segment & lifestyle group?

• What research technique will show me how respondents feel 
about my concepts and provide immediate results?
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Your results are provided on CD ROM and  presented 
in the easily navigable Worm Windows Software.

The program links your source material as video or 
still pictures with selectable Worm graphs.
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Research used to stop thingsResearch used to stop things

“Don’t let the facts get in the way”
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Herald Sun “Phone in poll”Herald Sun “Phone in poll”

“Should scientists be able to use spare 
embryos for medical research?”

No 70.2%
Yes 29.8%
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The real factsThe real facts
Most people in Australia approve of 

scientists using stem cells extracted 
from embryos to treat diseases like 
Alzheimers and cancer and spinal 
injuries.

72% Australians
66% New Zealanders
63% USA
62% UK
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“Should Microsoft be broken up?”

Yes            33%
No              45%
Undecided 22%
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“Whether consumers disadvantaged 
by Microsoft’s monopoly?”

Yes            33%
No              50%
Undecided 17%
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Are you ready to 
learn
what your 
customers and 
prospects
really think?
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THE WORMTHE WORM
IS READY AND REARINGIS READY AND REARING

TO GO TO WORK FOR YOUTO GO TO WORK FOR YOU..
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x:\production\operations/mngt/presentation/asteroid build.ppt

How can The Worm point youHow can The Worm point you
in the right direction?in the right direction?

Maximising the Link  between your marketingMaximising the Link  between your marketing
activity and Consumer Behaviouractivity and Consumer Behaviour

MMarketing 2002 arketing 2002 -- Ideas & InnovationsIdeas & Innovations
AMI National Conference 2002AMI National Conference 2002

Presented byPresented by
MicheleMichele LevineLevine, Chief Executive & , Chief Executive & Marcus Tarrant Marcus Tarrant Chief Chief WormologistWormologist

Roy Morgan ResearchRoy Morgan Research
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THE WORM EXPERIENCE
• Consistent respondent briefing & moderating.

• ‘Training’ for rapid responses.

• Testing all mediums and stimuli.

• Capturing feelings.  (The Force.)

• The Worm Control Video experience.

• Precise benchmarking.


