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Wal-Mart does some Target
shooting
It seems wro ng to place the words Wa l - M a rt and
upscale in the same sentence but if the
B e n t o nville behemoth has its way, it won’t se e m
w ro ng for long . In the September de b ut of its fab
new Saturday edi t io n , The Wall Street Journal
had a page-one article on Wa l - M a rt’s attempts
to class up its st o r e s , with the unstated but li kely
a im of attra ct ing rival Target’s cust o m ers .
As the Journal article pointed out, sales at
stores open at least a year - a key measure of
retail performance - rose twice as fast at Target
over the past year as at Wal-Mart. And Wal-
Mart’s share price is down 17 percent in the
past year while Target’s is up 18 percent.
One indication that change was afoot came in a
June quote from Wal-Mart’s Chief Executive
Lee Scott, who was reacting to the disappoint-
ing sales figures following the company’s
efforts to appeal to cash-strapped holiday
shoppers last year:“You just can’t spend all
your time chasing a customer who is going
through that economic cycle.”
That may be, b ut consumers already hit by
months of record gas prices are now facing a
w in t er of soaring heating oil and natural ga s
b il l s , so “that economic cycle” s h ows no sign of
e n ding soon. Does Wa l - M a rt really want to
p rice itself out of its core market’s ra ng e ?
M a ke no mi st a ke :Wa l - M a rt is st ill Wa l - M a rt .
“A lways low pri c e s ” r e m a ins the mantra . N o t
e v ery store will under go a chang e ov er and most
w ill li kely stay very much the same. B ut in
r e s p o n se to its rese a rc h , which uncov ered a cus-
t o m er that Wa l - M a rt isn’t reaching , the retail er
is try ing to in t roduce more flair and fashion in t o
its clothing se ct io n s .The ov erl o o ked cust o m er,
which Wa l - M a rt calls Gra ci e, is 25 or older and
spends a large share of her di s p o s a ble in c o m e
on clothes.To capture her in t er e st ,Wa l - M a rt
has opened a trend-spotting office in New Yo rk ,
staged fashion show s , and taken out ads in
V o g u e t o ut ing its new se n se of st y l e .
To its credit,Wal-Mart does seem to realize
that attracting Gracie and her ilk to the store is
only half the battle.You need to make her shopping experience fun and enjoyable, which is hard to
do when display and merchandising acumen seem non-existent. (The Journal article quotes Wal-
Mart’s executive Claire Watts:“We did focus groups with thousands of women and their biggest
dislike was the mess on the floor” of the apparel sections.) To spiff things up, the company has
dispatched a 340-person team to enforce better merchandising habits.
In the end, that may be all the retailing giant needs: a good dose of cleaning and organizing.
Shopping at Wal-Mart has never been known as an enjoyable experience - the stores are often too
dirty and noisy for that.The foundation for Target’s success is its understanding that many shop-
pers want the best of both worlds: low prices and a fun, clean place to shop. Don’t Wal-Mart’s
customers deserve the same?

( “ L o o k ing Upscale,Wa l - M a rt Begins a Big Make ov er, ”Wall Street Journal, S e p t e m b er 17-18, 2 0 0 5 )

I just saved a bundle on my ad budget
M e di a Po st Publi c a t io n s ’ Online Media Daily r e p o rted in September that GE I C O , t h e
company known for its humorous commercials about people saving money on car
in s u ra n c e, launched what may be the fi rst marke t er- g e n erated effo rt to create a
large-scale consumer- g e n erated media campaign pro m o t ing a bra n d .
Wo rk ing with agency CDG Solut io n s , GEICO unv e iled a Web site invi t ing amateur
fil m m a kers to create 15-second spots based on its TV ad campaign featuring the
GEICO gecko . GEICO did n ’t call entries in the competition ads. I n st e a d , it referr e d
to the spots as “ 1 5 - second conceptual movie tra il ers , ” which ran on the de di c a t e d
c a m p a ign site, go lde ng e c ko . c o m . Vi s i t o rs to the site have to watch a brief commer-
cial (for GEICO or one of the site part n ers , which in c l u de Hilton and Renaissance
h o t els) prior to vi e w ing their chosen spot.
The ini t i a t ive was aimed at the 18-to-34-ye a r- o ld crow d , and was as much an in t er-

a ct iv e, vi ral campaign as it was about
c r e a t ing new commerci a l s . It also comes
at a time when consumers have begu n
c r e a t ing their own vers ions of commer-
cials for major brands and post ing them
di r e ct ly on the Intern e t . A d c a n dy. c o m ,
an online community based around users
who create their own ads, s l o gans and
j ingl e s , announced a site-based competi-
t ion to create ads to compete for Coca-
Cola Co.’s worldw ide advert i s ing
a c c o u n t .
P rior to post ing on the go lde ng e c ko . c o m
site the spots were vetted by a techni c a l
and a legal team to make sure each was
fo rmatted corr e ct ly and did not contain
c o py righted content.
Jack Jo h n s o n , a GEICO business analy st ,
s a id the online ini t i a t ive marked a new
t w i st for the fi rm , which tra di t io n a l ly
r elied on TV and ra dio buys. “ We ’ v e
n e v er done anything li ke this befo r e, b ut
we were looking for new possibilities to
reach a yo u ng de m o gra p hi c , ” he said .
The “ G o lden Gecko ” c o m p e t i t io n , whi c h
ran through Oct o b er, o f f ered part i ci p a n t s
the chance to win pri zes in five di f f er e n t
c a t e go ries - dra m a , c o m e dy, a nim a t io n ,
a ct io n , and “ o t h er.” P ri zes in c l u ded LCD
TVs and trips to Wa i k i k i . Win ning vide o
spots will be announced on Nov e m b er
1 5 .
And what ex a ct ly does fil m m a k ing have
to do with sel ling car in s u rance? “A b o ut
as much as GEICO’s TV commerci a l s
have to do with sel ling car in s u ra n c e, ”
CDG CEO Scott Adams joke d .
Johnson agr e e d . “ We ’re big on the soft
sel l , ” he said . “ We ’re not about just
t el ling people to buy something .”

( “ GEICO Hosts Amateur Film Contest , ”
Online Media Daily, S e p t e m b er 20,
2 0 0 5 )

A model marketing plan
As reported in the June Springwise e-
newsletter (www.springwise.com), Dutch
temp agency Models at Work has 150
aspiring/beginning models on file for hire
to spice up corporate events, parties and
dinners. Some of them will actually work,
serving drinks at the bar or checking
coats, though others are just eye candy,
mingling with guests, or injecting the
dance floor with a dose of it-ism.
Scoff if you must, but the collapse of tra-
ditional advertising and the subsequent
shift towards real-time, in-the-flesh pro-
motional events and branding experiences
has created a need for model-like bodies
to fill galleries, tents, ballrooms, bars and
lounges, in virtually every city around the
world. Just ask corporate clients like
Martini, Bacardi, Moët & Chandon, Coca-
Cola, Puma, G-star, Cartier, MTV, Elle,
Esquire, and T-Mobile, who have used the
agency to spice up their corporate and
marketing events.
Springwise has this bit of advice for the
not-so-beautiful people: Start your own
Models At Work and taste sweet revenge
by making the pretty people work for you.

In case you missed it...
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When it comes to watching movies,
Internet households in North
America prefer to stay at home while
similar European households prefer
the cinema, according to Global
Digital Living, a multinational con-
sumer study by Dallas research firm
Parks Associates that provides com-
parative data from 13 nations, identi-
fying the relative rates of adoption of

digital living technologies.
For North America, the gap

between renting versus going out is
particularly pronounced in Canada,
where 54 percent of all Internet
households rent movies each month
but just 29 percent go out to the
movies at the same rate. Conversely,
European Internet households prefer
the cinema over renting movies. In
France, for example, 36 percent of all
Internet households go to the cinema
every month while just 21 percent
rent movies.

“The practice of ‘cocooning,’ or
surrounding your personal living
space with everything you want,
appears to be stronger in North
America than in Europe,” says John

Barrett, director of research at Parks
Associates.“North American house-
holds are much more likely to use
pay-per-view or have a subscription
TV service, and the difference in film
viewing habits is an extension of this
trend.”

In addition, the study found that
Asian Internet households generally
follow their North American peers
and rent movies more often than go
to the cinema. South Korea was a
notable exception, however, with 43
percent going to the movies monthly
and 35 percent renting movies
monthly.

“This finding in Korea is partially
due to the increasing use of the
Internet to watch movies,” Barrett
says.“Forty-eight percent of Korean
Internet households download or
stream video every month, a number
that surpasses both their rental and
movie-going rates. Korea has always
had a weak movie rental market,
which ironically has helped boost the
demand for online distribution.”

The Global Digital Living project is
a study of worldwide consumer tech-
nology trends. It surveyed Internet
households in 13 nations: France,
Italy, Spain, Germany, Canada,Taiwan,
Japan, India, China, South Korea,
Australia, the United Kingdom, and
the United States. For more informa-
tion visit www.parksassociates.com.

Women around the world
share their views on money
A Synovate study conducted in nine
international markets shows that
more than half of American women
earn more than their partners, secret
slush funds are alive and well in Japan
and Saudi Arabia, and nearly nine out
of 10 mainland Chinese women
claim to have at least an equal say in
the purchase of big-ticket items such
as property and cars.

The study surveyed 3,821 women

in the United States, Brazil, the U.K.,
France, Romania, Saudi Arabia,
China, Singapore and Japan.Although
responses indicate that money is still
central to a woman’s sense of security
and independence, more than half (57
percent) disagree that the one who
earns the most holds the power in a
relationship. Going Dutch is also
becoming more acceptable - only 23
percent think that men should pay for
everything.

Although six out of 10 women dis-
agree that men are more financially
savvy, the findings indicate that the
fairer sex still has a long way to go in
sorting out their financial affairs. Only
26 percent are actively saving for their
retirement.Three-quarters say they do
not use a financial professional to
develop a formal financial plan. More
than half ignore the business pages of
newspapers and fail to follow financial
news to acquaint themselves with
what’s going on in the world of
money (the French respondents were
especially disdainful at 90 percent).

Of those who are married or living
with partners, 86 percent of Chinese
women claim that they have at least
an equal say in the purchase of big-
ticket items such as property and cars,
third only after the U.K. (92 percent)
and France (87 percent). Half of them
heartily agreed with the statement
“My partner’s money is my money,
my money is mine.”And apart from
having unrestricted access to their
man’s wallet, 77 percent say they can
pretty much afford what they want
without asking for money from their
partner, second only after the U.K.
(80 percent).

Larry Wu, director of Synovate
China, says local marketers are very
aware of women’s decision-making
power.“Socially, Chinese women
would always claim that their men
held final sway over big purchases -
it’s part of giving ‘face value’ to the

survey monitor
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Ipsos, NewYork, has named Thomas
A.W. Miller regional senior vice
president and managing director of
Ipsos Public Affairs and Nicolas
Boyon senior vice president of Ipsos
Public Affairs.

Miami-based Royal Caribbean
International has named Alice
Norsworthy to senior vice president
of marketing. Marketing research will
be among her new responsibilities.

Plymouth, Minn.-based Food
Perspectives, Inc. has named Nancy
Eicher vice president of innovation.

Ingather research-denver has named
Jessica Venegas call center manager.

In late September, Netherlands-based
VNU announced that Tim
Callahan, president of ACNielsen
North America, was leaving the com-
pany as of October 3 to become
CEO of the consumer group at
Berwind, an investment management
company.VNU said the search for a
successor to Callahan was underway.
In the interim,Steve Schmidt, presi-
dent and CEO of ACNielsen and
executive vice president of VNU
Marketing Information, assumed
direct accountability for ACNielsen’s
U.S. business, while Pat Gardiner,
president of ACNielsen Canada, con-
tinues to oversee the Canadian busi-
ness, reporting to Schmidt. Separately,
VNU named David Berger senior
vice president and corporate con-
troller for its global operations.
Berger’s appointment follows VNU’s
decision last year to relocate its cor-
porate controlling function from
Haarlem, the Netherlands to New
York.

Digital Research, Inc., Kennebunk,
Maine, has named Stephanie
Fraone senior research associate.

Lightspeed Research, Basking Ridge,
N.J., has named Sharon Albert

senior vice president of marketing
and product development.

SSI/Bloomerce, the European arm of
Fairfield, Conn.-based Survey
Sampling International, has named
Michel Guidi chief operating offi-
cer, Europe. Separately, Survey
Sampling International has named
Tom Brophy chief financial officer.

Diagnostics Plus, a State College, Pa.,
research firm, has named James
Fong as vice president of sales and
marketing.

Glastonbury, Conn., research firm
Connecticut InFocus has named
Meghan Hamel associate director.

Nashville-based 20/20 Research, Inc.
has named Anacarla Castrillo-
Baquero facility manager of its new
Miami focus group facility, which is
scheduled to open in the first quarter
of 2006.

NewYork-based GfK NOP
announced that its Judith Langer
and Carolyn Setlow have been
selected for membership in the
Market Research Council, a trade
organization dedicated to promoting
the field of market research.

AllPoints Research, Inc.,Winston-
Salem, N.C., has promoted Brad
Seipel to market research strategist,
focusing on the agribusiness and ani-
mal health markets.

Orem, Utah data collection firm

PGM, Inc. has promoted Marv Call
to marketing/sales administrator.

Cincinnati-based marketing consult-
ing firm ThinkVine has named Ritha
Fellerman principal of the market-

ing research area and Kelli Dennis
senior analyst.

Indianapolis-based Wa l k e r
I n f o rm a t i o n has promoted the follow-
ing associates: M i ke Schwa r z a n d
R ebecca Te a rm a n to Smart L oya l t y
p roject managers ; M a ry A n n
G a r wo o d to senior marketing spe-
c i a l i s t ,Web and content manage-
m e n t ; Stephanie Cox to senior
m a r keting specialist, brand manage-
m e n t ; Susan Wa e rs to dire c t o r, p ro-
gram management; Lisa Orr to cor-
porate contro l l e r; Jessica Kirs c h t o
p rogram manger/stat analyst 1;
Amanda Loy d, Je n n i f e r
H a g ge rt y and Diane Egbert t o
p rogram managers ; and M i c h e l l e
N o rm a n and G a ry Szeszycki t o
senior consultants.The firm has also
welcomed new hire s : K a r a
K a d i n ger and Jamieson Prala a s
p roject dire c t o rs , Troy Powe l l as a
statistical scientist, Jennifer Ave ry
as graphics and re p o rting specialist,
and S h awn Windler as a progr a m-
m e r / a n a l y s t .

In conjunction with the cre a t i o n
of its specialty healthcare gro u p,
N ew York-based TNS Healthcare
announced the follow i n g

names of note
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Research Webinar series
debuts
Quincy, Mass., research firm
Knowledge inForm, Inc. has a new
series of training Webinars for market
research and business professionals.
The hour-long sessions include a
variety of market research and busi-
ness-related topics and use instruc-
tional materials, reference guides, case
studies, best practices and question-
and-answer segments.The market
research Webinars are targeted towards
marketing professionals at all experi-
ence levels and small business profes-
sionals who need to learn about mar-
keting and market research to grow
their businesses. Current topics
include: market research techniques -
position and promotion; market
research techniques - price; market
research techniques - product; and
using segmentation to identify and
analyze customers.The business skills
Webinars are targeted towards any
business professional who needs to
gain proficiency in a particular area.
Current topics include: project man-
agement; the RFP process - from
writing the RFP to evaluating ven-
dors;Web site metrics - how to evalu-
ate the success of your Web site; and
how to design an effective survey. For
more information visit www.knowl-
edgeinform.com.

20/20 updates Qualboard
20/20 Research, Inc., Nashville, has
launched Qualboard 2.0, the newest
version of its Web-based application
for conducting in-depth qualitative
research using the Internet.
Qualboard allows participants to be
scattered around the globe and partic-
ipate at a time convenient to them by
using threaded discussions in a bul-
letin-board format. Qualboard 2.0, in
addition to an updated look and feel,
incorporates enhancements such as:
12 available color schemes and the
ability to brand each project; com-
plete typographic control for respon-

dents, allowing them to use emoti-
cons (images that convey mood or
tone, like smiley faces) to give their
responses personality; language sets,
which allow Qualboard 2.0 to be
used to conduct studies in English,
German, French, Spanish and
Japanese; and search-and-filter and
coding functions to help moderators
provide greater value to their clients.
For more information visit
www.2020research.com.

New version of Invoke on
Demand
Invoke Solutions,Wellesley, Mass., has
released Invoke On Demand, an
upgrade to its online research plat-
form, which is used by clients to
gather insights from customers,
prospects, employees, and partners.
The Invoke On Demand release will
be rolled out in three phases over
three months: Invoke Platform
Upgrade (5.0) includes a new “Instant
Insight” PowerPoint report, on-the-
fly chat with participants, real-time
segment tracking,“Auto-Pilot” for
session moderation, and more
enhancements (release date:
September 2005); infrastructure
upgrade - includes the ability to host
over 300 participants in a single live
session (release date: October 2005);
Invoke Insight Center - provides
24/7 portal-based access for Invoke
partners and customers to create and
run sessions whenever needed and
includes authoring tools and session
logistics (release date: December
2005). For more information visit
www.invoke.com.

PDA module for The Survey
System
Creative Research Systems, Petaluma,
Calif., has released the PDA Module
of The Survey System, its survey soft-
ware package for Web, paper and
phone surveys.The Survey System’s
new PDA Module offers features for
conducting all types of interviews on

Windows-based Pocket PC handheld
computers.The Survey System sup-
ports both stand-alone PDAs and
PDAs connected to the Web and
automatically combines data from
multiple handhelds.The number of
questions in a survey and the number
of interviews that can be conducted
are limited only by the PDA’s avail-
able storage.

The Survey System optimizes PDA
Web surveys for the small screen size
and slower connections of handheld
computers. Users can modify survey
appearance to show grid format ques-
tions with alternating color rows and
other options. Sample PDA Web sur-
veys can be seen at www.surveysys-
tem.com/pdasurveys.htm.The Survey
System’s PDA questionnaires offer
most of the same questionnaire logic
features that are available for CATI
and Web page surveys.All question
files created in The Survey System can
be used for PDA interviews (CAPI),
Web page surveys, e-mail surveys,
paper questionnaires and telephone
interviews without further editing.
For more information visit www.sur-
veysystem.com.

Version 1.4 of Survey
Solutions/EFM from Perseus
Braintree, Mass., research software
firm Perseus has released an upgrade
to its enterprise Web survey applica-
tion, Perseus SurveySolutions/EFM.
Version 1.4 features: expanded report-
ing capabilities - users can now create
customized reports using a range of
reporting elements including fre-
quency tables and charts, banner
reports, top box summaries, multi-
dimensional crosstabulations, summa-
ry of means, correlation analysis and
verbatim analysis.All reports can be
distributed throughout the organiza-
tion in PDF, MS PowerPoint or MS
Word formats. Questionnaire design
enhancements - new design features,

continued on page 76
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N ews notes
In response to the deva s t a t i o n
caused by Hurricane Katri n a , t h e
M a r keting Researc h
A s s o c i a t i o n (MRA) launched a
re s e a rc h e r - t o - re s e a rcher relief assis-
tance bl og , designed to aid any
m a r keting and re s e a rch pro f e s s i o n-
als that have been affected by the
s t o rm .The bl og , which is hosted
on the MRA’s Web site at
w w w. m r a - n e t . o r g / rr bl og . c f m ,
a l l ows re s e a rch professionals to
exchange information about what
t h ey are in need of or what they
a re able to provide their colleagues
in need. For example, a re s e a rc h e r
affected by the storm may re q u i re
t e m p o r a ry office space, phone line
and computer use, access to data
f rom the Internet or help ke e p i n g
track of active studies.

Within minutes of the bl og
launch in August there we re nearly
50 postings with re s e a rc h e rs fro m
a round the country sharing wo rd s
of support and offers to help.“ T h e
bl og is ava i l a ble to the entire mar-
keting re s e a rch commu n i t y, n o t
just MRA members ,” s ays MRA
E xe c u t ive Director Larry
B row n e l l . “ We have always been a
c o h e s ive community and this is
just one small way that MRA can
h e l p.”

A r b i t ron Inc., N ew Yo r k , h a s
demonstrated that its Po rt a bl e
People Meter (PPM) system has
the ability to track the newest dis-
t ri bution channel being adopted by
t e rre s t rial radio bro a d c a s t e rs - HD
Radio technology - including its
ability to mu l t i c a s t . A r b i t ron tested
the PPM system with HD Radio
t e c h n o l ogy to determine if sepa-
rately encoded sub-channels could
be tracked by its port a ble audience
m e a s u rement system.The tri a l s ,
which took place the week of Ju l y
28 on the digital channels of a

radio station in one of the top 10
m e t ro s , s h owed that separately
encoded multicast channels did not
conflict with the main channel’s
e n c o d i n g . In addition, the PPM
c o d e s , which we re unique to each
of the digital channels, we re pro p-
erly identified by the PPM.
P revious tests with HD Radio
t e c h n o l ogy have demonstrated that
the PPM system can re c ognize a
PPM code in a sub-channel that is
encoded at a rate as low as 12 kilo-
bits per second.The A r b i t ro n
Po rt a ble People Meter has per-
f o rmed successfully with other
types of audio distr i bution and
c o m p ression systems, i n c l u d i n g
p o d c a s t i n g , D o l by, H D T V, s a t e l l i t e
u p l i n k s , D i gicypher and
V i d e o c y p h e r.

S e p a r a t e l y, A r b i t ron Inc.
announced that 189 Wa l gre e n s
s t o res in the Houston area will par-
ticipate in the market tr ial of the
Po rt a ble People Meter system.

A r b i t ron Inc. also announced the
f o rmation of an adve rt i s e r / a g e n c y
a d v i s o ry council as a standing
f o rum for collaboration with
a d ve rt i s e rs and their agencies.T h e
f i rst meeting of the council will
t a ke place on November 9-10 in
Wa s h i n g t o n , D. C.

G e rm a ny-based G f K- N ü rn b e r g
e. V. announced its commitment to
the Fri e d ri c h - A l e x a n d e r
U n ive rsity of Erlangen-Nure m b e r g
to fund a chair in marketing intel-
l i g e n c e.The GfK Association will
donate around EUR 190,000 per
year for an undefined period to
fund a W3 position (funded pro f e s-
s o rship) as well as funding a scien-
tific position, s everal scholars h i p s
and other re s o u rces for an initial
p e r iod of five ye a rs .The scientific
work of the GfK-funded chair will
span the economics and social sci-
ences faculty of the Fri e d ri c h -

Alexander Unive rsity of Erlangen-
N u remberg and will focus on con-
sumer goods marke t i n g , in part i c u-
l a r, m a r ket re s e a rch methods, t h e
implementation of market infor-
mation in marketing decision-
m a k i n g , consumer behavior and
customer satisfa c t i o n .With the firs t
a n d , as ye t , only chair for marke t-
ing intelligence in a German sci-
entific higher educational estab-
l i s h m e n t , the Unive rsity of
E r l a n g e n - N u remberg intends to
d evelop its marketing pro f i l e.

N ew York-based N e t R a t i n g s ,
I n c. has initiated the Media Rating
Council (MRC) accre d i t a t i o n
p rocess for its measurement pro d-
u c t s .Two Nielsen//NetRatings
panels will commence the accre d i-
tation pro c e s s : the NetView panel,
based on an RDD re c ru i t m e n t
m e t h o d o l og y, and the MegaPa n e l
of Internet users .The MRC will
also examine the integration of
data from Nielsen//NetRatings
panels with server data, which will
p rovide a single-source measure-
ment currency for counting
I n t e rnet users , while accounting
for consumers ’ cookie deletion
a c t iv i t y.

A c q u i s i t i o n s / t r a n s a c t i o n s
S y n ova t e has acquired Ma r ke t
E q u i t y, an Australia full-serv i c e
re s e a rch firm . H e a d q u a rt e red in
Pe rth and with offices in Sydney,
Darwin and A d e l a i d e, M a r ke t
Equity is a business inform a t i o n
consultancy with operations cove r-
ing market re s e a rc h , m a r ke t i n g
planning and knowledge manage-
m e n t .

Global Market Insite, I n c.
( G M I ) , S e a t t l e, has acquired thre e
companies - Seattle-based

continued on page 78
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As most re a d e rs will be awa re, t h e
d evelopment of online panel re s e a rc h
has been led by the U. S. M a ny U. S.
companies have established panels
with several million members and
h ave seen their collective online share
of the survey re s e a rch market grow
f rom 9 percent in 2000 to 29 perc e n t
t o d ay.

H i s t o rically the hungriest adopter
of the Intern e t , the U. S. remains a
global leader in Internet penetration
and is now seeing its large base of
dial-up users make the move to
b roadband in significant nu m b e rs .
This conve rsion to high-speed access
can only be good news for the U. S.
online fieldwork industry, which is
a l ready wo rth in excess of $850 mil-
lion (sourc e : Inside Research, Ja nu a ry
2 0 0 5 ) .

In contrast, E u ro p e ’s online experi-
ence of market re s e a rch has been
s l ower to develop and panels have
t a ken longer to bu i l d . F rom a U. S.
p e rs p e c t ive, this has fostered a nu m-
ber of negative perceptions of
E u ropean panels.T h e re is a perc e p-
tion in the U. S. that European panels
a re still embryo n i c, that they are lim-

ited in size and as a result prov i d e
re s t ricted scope for re s e a rc h . S o m e
c o u n t ries are viewed as a lot less
d eveloped than others - for example,
the U. K . is seen as more online than
mainland and southern Euro p e.

T h e re is also a perception that
E u ropean panels are much less
sophisticated than their U. S. c o u n t e r-
p a rt s .W h e reas Europe offers generi c
consumer panels, the U. S. p rovides a
significant number of strong bu s i n e s s -
t o - business panels, e. g . , IT decision
m a ke rs and health care pro f e s s i o n a l s .

F i n a l l y, t h e re is a concern that
E u rope has provided fertile gro u n d
for professional re s p o n d e n t s , w h o
h ave infiltrated different panels in
large nu m b e rs and as a result bro u g h t
the panels’ i n t e grity and re p re s e n t a-
tion into question.

The truth is that while online
re s e a rch in Europe is still in its infa n-
c y, c u rrently accounting for only 4
p e rcent of the European survey
re s e a rch marke t , it is an industry that
has made considerable progress ove r
the past few ye a rs . In the right cir-
c u m s t a n c e s , E u ropean panels are now
p roving to be a highly effective alter-

n a t ive or complement to traditional
m a r ket re s e a rch techniques.

Ability to adapt
Perhaps one of Euro p e ’s main
a c h i evements in panel provision has
been its ability to adapt to a complex,
mu l t i c o u n t ry, multilingual and mu l t i-
cultural re s e a rch env i ro n m e n t .W h i l s t
the U. S. panel provider is challenged
to build panels large enough to re p-
resent 296 million citizens, t h e
E u ropean panel builder has to be
a d a p t a ble to cover up to 48 differe n t
c o u n t ri e s , each with a range of lan-
guages and levels of online penetra-
t i o n . Panel size is a good example of
h ow European panel prov i d e rs have
adapted according to specific country
d e m ogr a p h i c s .A panel size of 50,000
m ay be large for a country such as
N o r way (where it would re p re s e n t
a round 1 percent of the population)
but would be small to cover a larger
c o u n t ry such as Russia. R e c og n i z i n g
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European research 
panels growing, adapting

by the numbers

Editor’s note:Andrew Cooper is
managing director of London-based
Research Now. He can be reached at
andrew@researchnow.co.uk.
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that a one-size-fits-all approach does
not work is key to unders t a n d i n g
online panels in Euro p e.Fo rt u n a t e l y,
E u ropean panel prov i d e rs specialized
in the European market can now
p rovide advice on this.T h ey can also
c o o rdinate mu l t i c o u n t ry pro j e c t s
f rom a central point, t y p i c a l l y
L o n d o n , to allow seamless mu l t i -
c o u n t ry studies.

As in the U. S. , the rapid growth of
I n t e rnet penetration is playing its part
in developing good panels. I n
S we d e n , 74 percent of the population
is now online and the Netherlands is
not far behind at 66 perc e n t . I n
G e rm a ny, the U. K . and the Republ i c
of Ire l a n d , over half of the population
n ow has some kind of Internet access
( F i g u re 1).

The latest analysis from T h e
Economist Intelligence Unit, w h i c h
has published an annual e-re a d i n e s s
ranking since 2000 to indicate the
leading countries in terms of their
openness to Internet-based oppor-
t u n i t i e s , m a kes interesting re a d i n g .
The 2004 rankings, p u blished in
A p ril 2005, s h ow We s t e rn Euro p e a n
c o u n t ries occupying no less than
s even of the 10 top spots, with the
U. S. edged into second place by
D e n m a r k .

The speed provided by bro a d b a n d
d evelopment has been a major influ-

e n c e, e n c o u r a ging a higher volume of
daily Internet use and capturing a
m a i n s t re a m , mass market audience, a
large pro p o rtion of which by p a s s e d
dial-up altog e t h e r.T h e re are now
m o re than six million broadband sub-
s c ri b e rs in the U. K . a c c o rding to
O f c o m , the independent telecom
re g u l a t o r, and the Euro p e a n
Commission estimates there are now
40 million broadband users in the
E u ropean Union, up 70 percent on
last ye a r.

Aside from promoting panel
grow t h , faster access has opened up a
number of possibilities for the online
f i e l d work specialist, fa c i l i t a t i n g
i n c reasingly complex studies, e. g . , a d
t e s t i n g , v i d e o s t reaming and conjoint
e xe rc i s e s . The bu s i n e s s - t o - bu s i n e s s
sector has expanded and companies
a re now building and selling specialist

panels of IT bu ye rs , health care pro-
f e s s i o n a l s , decision make rs and bu s i-
ness trave l l e rs .

Taking such progress into account,
f o recasts of 100 percent growth per
a n num in the European fieldwo r k
m a r ket do not seem too wide of the
m a r k . H oweve r, b e f o re we herald the
golden age of online re s e a rc h , o t h e r
realities need to be considere d .T h e re
is a wide range of panels offeri n g
respondent access and they do va ry in
quality and size.As online re s e a rch is
re l a t ively new in the EU, some panels
h ave not yet been utilized to their
full extent. On a positive note, t h i s
means panels are fresh and not ove r -
used but on the flip side not all will
n e c e s s a rily have a large bank of
“ a c t ive ” m e m b e rs .

E u ropean fieldwork also throws up
other challenges. S u rveys naturally
need to be to be translated and
d e m ographic questions, i n c l u d i n g
s o c i o - d e m ographic questions, mu s t
be adapted to the local marke t .To be
a ble to design your re s e a rch to make
it work well in all countri e s , yo u
need to be awa re of the differe n c e s
i nvo l ve d .A good panel provider will
h ave detailed local knowledge of
each of the countries in which they
p rovide panels and bu ye rs should ask
for this advice.

When considering using
E u ropean online panels, it is impor-
tant that bu ye rs bear such fa c t o rs
and limitations in mind to ensure
t h ey exploit the full potential of
such fieldwo r k .T h ey will find that
t h e re are good panel part n e rs , w i t h
high levels of repeat clients that have
the necessary size, c overage and local
e x p e rtise to deliver a successful EU
re s e a rch pro j e c t . |Q
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For many marke t e rs , the only con-
tact they ’ve had with interp re t e rs is
seeing them on TV sitting in booths
at the United Nations in New Yo r k .
Or perhaps they ’ve been glimpsed
standing discreetly between the
p residents of Russia and the U. S. ,
listening intently.

But in our increasingly global
e c o n o my, m a r ke t e rs may suddenly
find themselves facing situations
such as these:

• Your U. S.-based project team
has a market re s e a rch project for site
visits and focus groups in Shanghai,
To k yo and Seoul.Two members of
the MR department are support i n g
a team of senior and middle man-
agement on this important initia-
t ive.

• Your A m e rican-based company
wants to export product to the
e m e r ging economies of central
E u rope? What should they lead
w i t h ?

• Your consumers in the States
l ove your new snack but how will it
be re c e ived in Spain?

To avoid getting lost in transla-

t i o n , h e re are 10 tips for effective l y
using interp re t e rs for marke t
re s e a rch activities at all levels of
your company.

1 . I n t e rpreters work with the spoken
w o rd ; t ranslators work with the wri t t e n
w o rd .

The first tip is to understand the
d i f f e rence between a translator and
an interp re t e r. People generally
confuse the terms so be sure to use
the correct term i n o l og y.A translator
is someone who takes a written text
in one language and turns it into a
w ritten text in another language. A n
i n t e rp reter works with oral commu-
n i c a t i o n .You would contract with
an interp reter for real-time commu-
nication in a foreign country.

2 . I n t e rpreters communicate what yo u
mean in the hearer’s language, not a lit -
e ral translation of your word s.

In spoken as in written commu n i-
c a t i o n , you want to avoid the pitfa l l s
of direct and inappro p riate literal
t r a n s l a t i o n . If yo u ’ve ever read a
t o u rist bro c h u re or menu translated
f rom any language into English,
yo u ’ve likely experienced the pro b-

lems associated with such literal
t r a n s l a t i o n s . And there are plenty of
s t o ries in marketing re s e a rch of
these pitfa l l s . So realize what yo u ’ l l
get is not a literal translation - it’s
the appro p riate re n d e ring of yo u r
meaning in the other language.

3 . Prepare your interpreter with the
context and special term i n o l o gy of yo u r
bu s i n e s s.

Your interp reter will want to pre-
p a re for your special commu n i c a-
tion needs. Send a briefing docu-
ment about the purpose and con-
text of your activities and include
a ny acro nyms and special term i n o l-
ogy that you’ll be using. Plan for at
least five minutes before the firs t
meeting to introduce yo u rself and
your colleagues and rev i ew the con-
t e x t . Please know that you can
expect confidentiality from yo u r
i n t e rp re t e r. I t ’s integral to the ethics
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Ten tips for using
interpreters in

international research

qualitatively speaking

E d i t o r ’s note:Anne Orban is director of
d i s c o ve ry and innovation at Innova t i o n
F o c u s, I n c. , a Lancaster, Pa . , r e s e a r ch firm .
She can be reached at 717-394-2500,
e x t . 28 or at aorban@innova t i o n f o c u s. c o m .

By Anne Orban>
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of the pro f e s s i o n .
4 . Prepare yourself and your team for

the consecutive translation form a t .
The team going on those cus-

tomer/supplier site visits in
S h a n g h a i , for example, would use
the interp reter in a consecutive
i n t e rp reting form a t . C o n s e c u t ive
translation is also the format yo u
will typically use in focus gro u p s ,
for two re a s o n s . Not many fa c i l i t i e s
h ave the simultaneous interp re t i n g
equipment which enables you or
one of your team members to mod-
e r a t e. Remember to modify yo u r
expectations of what you can cove r
in an hour because you’ll be doing
eve rything in two languages.
Sometimes your interp reter may use
a format that is between consecutive
and simultaneous translation.T h i s
means she’ll be speaking at the same
time as soon as she unders t a n d s
what the pri m a ry speaker is say i n g .
At first this may seem intru s ive bu t
eve ryone will get used to it ve ry
quickly and it does save time! A

p rofessionally qualified interp reter is
trained to do this - but do not
expect it from your bilingual col-
l e a g u e.

5 . Pause regularly for the interp r e t e r
to do the job of involving the listeners.

Remember that your listeners
want to know what you are say i n g
as quickly as possibl e.Think in
t e rms of a sound bite and pause
after a few sentences so your inter-
p reter can engage your listeners in
what you are say i n g . If you speak for
too long without a pause, the inter-
p reter will find it more difficult to
render your meaning and your lis-
t e n e rs will get bored or lose focus.

6 . Use stra i g h t f o r wa rd language -
a void slang, p l ays on words and
attempts at humor.

Since the goal is effective com-
munication and the interp reter is
t h e re to facilitate commu n i c a t i o n ,
do eve rything possible to ensure
that the wo rds you use commu n i-
cate the meaning you want re l aye d
to your listeners .

7 . Maintain eye contact with yo u r
c o u n t e rp a rt , not the interp r e t e r.

The interp reter is a facilitator and
when the process is working we l l
the interp reter will become inv i s i bl e
in the conve rs a t i o n .To accomplish
t h i s , avoid the temptation to talk to
the interp re t e r.Maintain eye con-
tact with the person you are
a d d ressing and use your ears only
with the interp re t e r.

8 . A ddress your foreign counterp a rt
d i r e c t ly in the first-person and use a
n a t u ral pace and vo l u m e.

Monitor your speech patterns to
avoid use of the third - p e rson such
as “ Tell him…” or “Does Madame
du Bary think…”Talk directly to
your counterp a rt as if you under-
stood each other perfectly.
Remember too: d o n ’t ratchet up
your volume or speak more slow l y
as a psychological compensation for
a foreign listener.

9 . E ve rything said in front of yo u r
foreign counterp a rts must be out in the
o p e n .

Remember that conve rsations in
English between you and fellow
team members if conducted in fro n t
of your foreign counterp a rts mu s t
u n d e rs t a n d a ble by eve ryo n e. D o n ’t
forget to conduct those conve rs a-
tions with the same protocol as yo u
use when addressing your fore i g n
c o u n t e rp a rts dire c t l y.

1 0 .Treat your interpreter well.
Remember that if you ask yo u r

i n t e rp reter to work with yo u
t h rough a meal, a l l ow them a
chance to eat and dri n k .A lway s
e n s u re that the interp reter is in a
position to hear eve rything clearly.
G ive your interp reter some bre a k s .
D o n ’t embarrass your interp reter or
work against him/her linguistically
or with non-verbal cues.

Good communication for all
T h e re is a great deal of satisfa c t i o n
for both you and your interp re t e r
when things go we l l .With these 10
t i p s , you will gain the respect and
cooperation of your interp reter and
good communication for all will be
a c h i eve d . |Q
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T
he proliferation of low-cost air carri e rs and

the expansion of their pan-European ro u t e

n e t work means European consumers now

h ave a greater choice of vacation destinations

than ever before. C o n s e q u e n t l y, the need for

e s t a blished tourist destinations to market themselves appro p ri a t e l y, a n d

c o m municate their unique “ reasons to visit” clearly and effectively to

their target audience, has become re q u i s i t e.

As tourist destinations face up to increased competition for market share,

VisitScotland, Scotland’s national tourism

agency, approached U.K.-based Nunwood

Consulting in 2003, to develop and instigate

a qualitative research program, the first of its

kind in nearly 10 years.The research was

intended to determine consumer wants and

current brand perceptions within the three key markets of France, Germany

and Spain.The resulting insights would then be used to adapt and refine the

group’s future marketing and creative communications strategy, with the ulti-

mate goals of repositioning the brand “Scotland” within the tourism sector and

reigniting consumer interest within the three stated key territories.

A storied destination

E d i t o r ’s note:Anna Lilleengen is cl i e n t
consultant at Nunwood Consulting, a
U.K.-based research firm . She can be
r e a ched at annalilleengen@nunwood.com.

Scotland’s tourism agency
revamps ad campaign to attract
European visitors

> By Anna Lilleengen

http://www.quirks.com
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The pro c e s s
N u n wood carried out a series of in-
d e p t h , q u a l i t a t ive workshops at six
d i f f e rent locations within the thre e
c o u n t ri e s .The success of the
re s e a rch depended on careful field
c o o rdination of the intern a t i o n a l
re s e a rch and on the success of ongo-
ing part n e rships between Nunwo o d
and re s e a rch agencies in each of the
t h ree countri e s . Being awa re of the
cultural differences in each of these
c o u n t ri e s , N u n wood was able to
work with each agency’s stre n g t h s
and we a k n e s s e s , a l l owing them sub-
stantial freedom to conduct their leg
of the re s e a rch “their way,” w i t h o u t
c o m p romising the quality of the
overall pro j e c t .

The team wo r ked with a care f u l l y
chosen respondent group which
included habitual visitors to
Scotland as well as pro s p e c t ive
s t r a t e gic targets, in order to ensure
that the re s e a rch outcomes we re re l-

evant to both current and potential
f u t u re consumers .

Within the gro u p s , N u n wo o d
rev i ewed respondent associations
with a number of nations and holi-
d ay destinations, not reve a l i n g
Scotland as the subject of the
re s e a rch until quite late in the
p ro c e s s , in order to contextualize
their responses and gauge perc e p-
t i o n s . N u n wood went on to look at
elements of activity that appeal
when on a vacation or short bre a k ,
in order to understand the key
hooks and tri g g e rs that wo u l d
appeal to different vacationer types.

The re s e a rch went on to utilize
existing imagery of Scotland to elicit
spontaneous responses based on
emotional experi e n c e.O verall it
could be bro ken down into a seri e s
of key questions:

• What are the current consumer
p e rceptions of the brand Scotland?

• Which aspects of the country are

most appealing/would motivate a
p e rson to visit?

• Which of these aspects then
appeal specifically to each of their
m a r ket target countri e s , and thus
would a generi c, p a n - E u ro p e a n
c o m munications strategy be feasibl e ?
(This would re p resent a huge cost
s av i n g . )

Unmet needs
Once the re s e a rch was completed,
the debrief - in this case, a fa c i l i t a t e d
workshop-style process with a care-
fully constructed audience - yielded
re m a r k a ble insight and identified
t h ree core and as-yet-unmet con-
sumer needs:

• Social engagement/cultural
i m m e rs i o n .Ad executions should
a d vance from traditional, p u re l y
l a n d s c a p e - o riented messages to cre-
ate the expectation within a visitor
that they’ll experience high levels of
social interaction with the arc h e t y p-
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al friendly, welcoming, indigenous
people.

• Discove ry and learn i n g .The need
for the brand to communicate feelings
of unique discove ry, s u rp rise and the
capacity for personal learn i n g .

• Flexibility and independence.
F u t u re communications should appeal
to more spontaneous, p ro a c t ive,“ f l e x i-
bl e ” t o u rists with few pre - o rd a i n e d
p l a n s .

Another important piece of infor-

mation to emerge from the data wa s
that these needs we re consistent acro s s
all of the defined national marke t s ,
a l l owing for the generi c, p a n -
E u ropean campaign that V i s i t S c o t l a n d
had hoped for.

The re - b r a n d
The next step was to utilize these find-
ings to develop and refine new, e f f e c-
t ive brand cre a t ive.The old campaign
was based on a traditional and generi c

R e se a rch showed that VisitScotland could use a pan-Europe ad campaig n , ke e p ing the
t a gline and copy constant and changing only the language in each exe c ut io n , as in thi s
v ers ion for the French marke t .

http://www.quirks.com
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a p p roach to adve rt i s i n g
va c a t i o n / s h o rt - b reak destinations: a
simple but heart-stoppingly beautiful
p i c t u re of the destination, plus an
image of a calm and re l a xed va c a t i o n-
e r.The initial wave of qualitative wo r k
s h owed that to “ t o u re rs ” (the main
segment targeted in this cre a t ive cam-
p a i g n ) , this kind of imagery was not
p a rticularly attention-grabbing or
e m o t ive. Rather than suggesting a
my riad of vacation possibilities, a n d
most cru c i a l l y, the ability to explore for
t h e m s e l ve s , these kinds of images sug-
gested isolation and an “off the shelf,”
n o n - b e s p o ke, vacation solution.

VisitScotland commissioned
E u ropean adve rtising agency
C o n s e l l gruppe to develop an insert -
and pri n t - a d ve rtising campaign based
on the key recommendations outlined
f o l l owing the re s e a rc h .

“In contrast to previous campaigns,
which left consumers ve ry much on
the outside looking in,we wanted this
c re a t ive to be experiential and engag-
i n g , with the brand talking to the con-
sumer rather than at them,” s ay s
A n d reas Kleissl, management superv i-
sor at Consellgru p p e.

The resultant wo r k , c h ristened “ t h e
white line concept,” a n swe red the
b ri e f, as defined by the re s e a rch re c-
o m m e n d a t i o n s .A ny engaging cre a t ive
for VisitScotland needed to underline
elements of: sociability and cultural
i m m e rs i o n , d i s c ove ry and learn i n g , a n d
f reedom and independence. N u n wo o d
tested the cre a t ive mock-ups across the
t h ree nations in a second wave of qual-
i t a t ive workshops several months later
and made final edits based on this.T h e
designs and the concept re s e a rc h e d
re m a r k a bly we l l , with the friendly and
i n f o rmal tone really appealing to the
t o u rer segment.

“White lines” consists of a series of
p a n o r a m i c, visually rich landscape/
s c e n e ry shots, f e a t u ring the tagline
“ S c o t l a n d ,Welcome to Our Life.”

While the composition of these
images hints at the wealth of things to
d i s c over in Scotland, a white, h a n d -
d r awn line runs through the scene,
tracing the path a visitor could take.
S h o rt , s c ri b bled stori e s , w ritten in the
f i rs t - p e rson tense and dotted at points
on the line, a re indicative of the situa-
tions a visitor could experience duri n g

their time in Scotland.
S t o ry examples include:
“I spoke to a lovely lady, thought she

was the gard e n e r, but turned out she
owns the castle.”

“Got stuck in a herd of sheep - the
Scottish way to slow down your life.”

Well-received
To substantiate initial positive feed-
b a c k , and make sure that this line of
c re a t ive was on-track, on-brand and

e f f e c t ively delive ring the key mes-
sages all parties had agreed upon,
N u n wood conducted a series of
one-on-one conve rsation studies in
F r a n c e, G e rm a ny and Spain, t o
gauge direct consumer response on
the new campaign.With the excep-
tion of a few small re f i n e m e n t s , t h e
c re a t ive was ve ry we l l - re c e ived and
the new campaign was pro m p t l y
rolled out across all three Euro p e a n
m a r ke t s .

http://www.quirks.com


The final stage of the project wa s
the post-execution eva l u a t i o n ,
which was undert a ken by another
independent re s e a rch agency to
e n s u re objectiv i t y.The goal in this
instance was to quantify the conve r-
sion from potential visitors to like l y
v i s i t o rs as measured by monitori n g
requests for VisitScotland bro c h u re s
and tracking any increase in traffic
to the official Web site.

A conve rsion study in Germ a ny
and France (no figures we re ava i l a bl e

for Spain) showed an increase in
re t u rn on investment from 13:1 in
2 0 0 2 , to 25:1 post-implementation
of the new campaign in 2004.T h i s
i n c rease in ROI was qualified by :

• An additional 180,000
VisitScotland Web hits we re generat-
ed by traffic to the French and
G e rman gateway sites - an incre a s e
of 200 percent from the 2003 fig-
u re s .

• Bro c h u re requests in 2004 vs.
2002 had increased by 68 percent in

G e rm a ny, and 126 percent in France
( F i g u res 1 and 2).

R e f resh the unders t a n d i n g
The findings helped re f re s h
V i s i t S c o t l a n d ’s understanding of its
t h ree key European marke t s .
P rev i o u s l y, insight was based on ad-
hoc re s e a rch and inherent know l-
e d g e,hence this re s e a rch helped to
“open up the box ” and create a
re n ewed focus on meeting the needs
of Scotland’s ve ry specific (and va r-
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ied) visitor types. One key finding is
that while there are ve ry clearly
d e m a rcated types of visitors to
Scotland (“city bre a ke rs ,” who typi-
cally make short visits to major
E u ropean cities; t o u re rs ; wa l ke rs ) ,
these correlate closely over the thre e
E u ropean markets in question.T h e
p e rceptions of Scotland we re, i n
other wo rd s , re m a r k a bly similar and

s t rongly defined across the marke t s .
The conclusion, b o rne out by the
second wave of qualitative wo r k-
s h o p s , was that the re s u l t i n g
E u ropean cre a t ive campaign should
be pan-European and not indiv i d u-
ally targeted to each marke t , re s u l t-
ing in a huge cost saving to
V i s i t S c o t l a n d .

“The results prove that a centrally

c o o rdinated campaign with a consis-
tent approach and consistency of
message has resulted in more effi-
cient use of budgets and incre a s e d
i n t e rest in Scotland as a holiday des-
t i n a t i o n ,” s ays Annabel Ko h l e r, i n t e r-
national marketing manager,
V i s i t S c o t l a n d .

“The success of this project can be
largely attri buted to V i s i t S c o t l a n d ’s
insight into our own re s e a rch needs,
and our foresight in developing long-
t e rm part n e rships with Nunwo o d
and our cre a t ive agencies, w h i l s t
maintaining a wide internal audience.

“By employing a flexibl e, i n c l u s ive
a p p ro a c h ,Visit Scotland has
i n c reased insight into its va ri e d
E u ropean customer base, and has
utilized this insight to leverage a
m a s s ive increase in Scotland’s visibil-
ity and positioning as a mu s t - v i s i t
d e s t i n a t i o n .A n d , most import a n t l y,
the business has made a substantial
cost saving by successfully using one
g e n e ric cre a t ive execution acro s s
E u rope rather than a bespoke cam-
paign in each country.” |Q
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As a qualitative research method, in-situ research (in-home, in-
store, in-car, etc.) was not intended to simply shift in-depth
interviews from a traditional interview facility to a more natural

setting. Questioning a consumer in his or her home does not automati-
cally cancel the artificiality of the situation.To ask a housewife, for
instance, how she prepares a particular dish while interviewer and inter-
viewee sit on her couch may not be significantly less artificial than ask-
ing her the same question in a nicely furnished facility. She does not
regularly prepare the dish in either setting. Even if the interview were
conducted in her kitchen, artificiality may not be 100 percent eliminat-
ed.

The synergy produced by observation, participation and questioning
is the real value of in-situ research.This goal is why anthropologists got
out from behind their desks in the early twentieth century.We modern
consumer researchers should do the same.With in-situ research in Latin
America we encounter and must deal with not only cultural differences
expressed by consumers but also by local research teams. Recognizing
these differences leads to a more accurate and comprehensive under-
standing of the Latin American consumer.

Being on the same page
Ethnography is a coherent research approach encompassing a solid con-
ceptual framework. It is expected that the ethnographer will perform
three different types of activities while interacting with the interviewee

during any in-situ research: obser-
vation, participation and question-
ing.

Observation
Observation of a behavior within
its habitual context by direct
observation or videotaping and
photos is one of the most powerful

sources of information about consumers. It reveals details that would
never be reported by the consumer. Some of the insights resulting from
the use of observations as a key element of consumer insights research
are:

• No person can fully report his or her own unconscious behavior. Some
behaviors that became habitual long ago are just ignored.You need to
carefully think through how you brush your teeth before you are able to
describe it, and despite your best effort you always miss some compo-
nent of a behavior. Due to the fact that consumers do not recognize
those minimal or automatic components of their behavior, they are not

An enriching
process

Editor’s note: Martha Rivera is senior
research associate - Hispanic research
at Doyle Research Associates, Chicago.
She can be reached at 312-863-7614
or at mrivera@doyleresearch.com.

By Martha C. Rivera

In-situ research 
in Latin America
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reported to the interviewer. Hence,
ethnographic observation can bridge
these gaps.

During an in-situ research study
conducted in Venezuela, in an ordi-
nary bathroom I saw a large multicol-
ored, perfectly round sphere made of
small bits of body soap.The intervie-
wee explained that he usually com-
pressed together these bits of body
soap when they had become too
small. None of the previous intervie-
wees had reported something like
that, but all subsequent participants
were asked what they regularly did
with the last pieces of their body
soap. Most of them automatically
placed the old small piece to the new
soap bar without another thought.
Supplementary questions revealed
that the flat form of the client’s soap
bar was thought to facilitate this, and
that these consumers actually looked
for that particular brand for that rea-
son. Hence the client abandoned its
plan to change the shape of its soap.

• People’s reports of their own behavior
always contain at least a small portion of
biases and inaccuracies. Subconscious
aspirations - and the human being’s
natural need for resolving the gap
between what they know about their
own behavior and what they do not -
and other factors explain the incon-
sistencies between what people report
and what is found out through obser-

vation.
While testing a new type of pack-

age for pre-prepared meat, Mexican
housewives claimed that they would
readily buy any pre-prepared food
item because it offered the conve-
nience that they reportedly expected
from all types of products. However, it
was observed that their refrigerators
were filled exclusively with fresh food
items, thus suggesting that these
housewives habitually prepared their
meals from scratch and did not con-
sume any form of pre-prepared food.
Further questions about such appar-
ent incongruity confirmed this infer-
ence.

• Rarely is any person able to recognize
and accurately describe the contextual trig -
gers of their behavior. Because of repeti-
tive occurrences within a specific
context, there are subconscious asso-
ciations and interdependent or isolat-
ed components of a particular envi-
ronment - all of which can ignite
behaviors. Often the person is hardly
aware of the cause(s) of these behav-
iors.

Contextual triggers of the behavior
rarely act alone. Several types of them
converge to exert influence on peo-
ple’s behavior.They might be physical
(i.e., the actual place), time-related
(routines exerted repetitively at spe-
cific hours or dates), social (people
who are involved in the behavior or

are present while it is performed), and
behavioral (previous and simultaneous
behaviors, such as chain behaviors,
whether they are directly related to it
or not).

Feeling the impulse to wash clothes
while passing by a full dirty-clothes
bag is an example of a physical trig-
ger; to feel the same impulse on
Tuesday early in the afternoon
because that’s when such activity is
usually performed is an example of
time-related triggers. Lighting a cigar
as soon as you see a particular friend
who is often present while you are
smoking exemplifies the action of
social triggers.That you automatically
pick up a beer after preparing pop-
corn and turning on the TV to watch
the game is a good example of a
chain-behavior trigger.

In-situ observation of the investi-
gated consumption behavior will
reveal these contextual triggers, thus
generating otherwise unattainable
insights.While visiting Colombian
housewives to learn about their habits
related to the preparation of
empanadas (which are fried, filled pas-
tries, similar to burritos but fully
enclosed and small) I noticed that
most of them stored cooking oil right
next to a solid version of the same
product which is considerably cheap-
er and performs the same function
but lessens the flavor of the food.
(Both varieties are regularly con-
sumed in low-income households,
but housewives tend to save the liquid
oil for special plates.) Many reported
frying the empanadas with liquid oil;
however, as they began taking out the
ingredients from their pantries, some
interviewees glanced at the solid oil
and decided to use it instead of the
liquid.When asked about this change
in their habits, they related that seeing
the solid oil was a reminder of the
higher price of the liquid and led
them to prefer the solid.

Participation
Participation is, so far, the least fre-
quent of the activities conducted in-
situ by consumer researchers. Long
ago anthropologists learned about the
immense value of experiencing the
investigated behavior to gain insight
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about it.We marketing researchers
often limit our in-situ activities to
plain questioning, pictures or video-
taping and some observation.
However, no immersion into the
investigated consumption behavior is
complete unless the researcher partic-
ipates in it.

In-situ participation means that the
researcher gets involved with the con-
sumption behavior while it is per-
formed. Rather than solely observing,
the researcher would develop sensitiv-
ity related to the behaviors by means
of, among other things, assisting the
consumer to perform the investigated
behavior, being part of the social situ-
ation when it is conducted, and
repeating some of the consumer’s
actions to learn from them.As a
result, insights will be produced by a
visceral apprehension of the actions
and reactions related to the behavior
and by a psychological connection to
it.

Not all consumer behaviors are
suitable for researcher involvement.
Ethical and practical issues restrict the
participation of the researcher in
some activities, while participating in
some others is not a real need.
However, in-situ participative research
is indicated when respondents belong
to an ethnic or social group that is
very different from the researcher’s, as
is the case for U.S. companies inter-
ested in Latin American or U.S.
Hispanic consumers. In fact, partici-
pative methods were originally devel-
oped as a practical way to better
understand unfamiliar ethnic groups.

Some specific business situations in
which participative in-situ research
was helpful include:

• Learning about motor or sensorial
responses involved in consumption behav -
ior.We once tested three different ball
sizes for roll-on deodorant bottles.
Female Ecuadorian consumers were
provided with three choices and were
requested to use them and to loudly
describe their sensations.We, the
researchers, were given the same three
and sought to imitate all the move-
ments performed by respondents, thus
obtaining a deep sensory and motor
comprehension of their verbal
response.
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• When researchers’ unfamiliarity with
the product makes it hard to interpret ver -
bal reports from consumers. We were
commissioned to investigate the gen-
eral mindset of Venezuelan truck dri-
vers in regards to air filters, so short
in-truck trips were performed.The
truck drivers were requested to teach
the ethnographers about the replace-
ment of an external air filter on the
truck’s exhaust system.As a result, the
researchers were able to remove the
air filters from their cases and to iden-
tify the right moment to replace
them. Most drivers used their air fil-
ters far longer than recommended by
the manufacturer. The truckers wait-
ed until the filters got to a particular
tone of gray, which we were able to
reproduce for the written report.The
manufacturer was able to prepare a
simple sheet correlating the different
degrees of gray with increasingly
adverse consequences for the truck’s
performance.

• When new ideas to improve or devel -
op products are sought.We conducted
an ethnographic study to understand
decisions of mothers related to the

food items they gave their children
for lunch at school. It was learned that
mothers regularly gave them bags of
potato chips, and we learned that the
children struggled to open them.We
also experienced difficulties with
them.Apparently children did not
regularly consume the chips but did
not return them home. In response a
different sealing system for the bags
was created.

• The desired answer to a particular
consumer-related question has proved to be
hard to find. I was once sent to visit a
little town of fishermen who histori-
cally had been purchasers of large
numbers of batteries.Without appar-
ent reason, the fishermen markedly
decreased their purchases. During my
visits to their homes, I learned that
they had recently devised a method to
check if the battery still had power. It
was a complicated process that
included, among other things, bury-
ing the batteries underground and
storing them in a freezer for 24 hours.
I found it difficult to believe that this
process led them to detect power but
one of the fishermen placed a tiny

metallic sheet at the bottom of the
battery and told me to put my tongue
on the top.“You will feel a flow of
energy similar to what you feel when
your boyfriend kisses you,” he assured.
It was true.

Q u e s t i o n i n g
As discussed, in-situ questioning is
only one of the three key elements
interacting to produce synergistic out-
comes from in-situ re s e a rc h .W h i l e
consumer insights obtained by means
of more traditional methods (such as
focus groups and in-depth interv i ew s )
rely on re s p o n d e n t s ’ a n swe rs to either
d i rect questions or pro j e c t ive exe rc i s e s ,
insights from in-situ studies depend on
o b s e rvation and participation as mu c h
as on those answe rs .H e n c e, i n - s i t u
questioning has some distinctive func-
t i o n s :

• I n t e r facing with observation and part i c i -
pation to interpret what is wa t ched or expe -
ri e n c e d . A permanent exe rcise of
“thinking on your feet” is needed to
a c h i eve genuine synergy betwe e n
q u e s t i o n i n g , o b s e rvation and part i c i p a-
t i o n .“Can you show me?”- and “ C a n
you teach me?”-type questions are
constantly inserted in the interv i ew
g u i d e. H a rd conclusions are not to be
d r awn while the in-situ visit is being
c o n d u c t e d . S e n s i t ivity is needed to
detect when and where the re s e a rc h e r
should participate in the consumption
b e h avior or should conduct more
detailed observa t i o n .

To support the introduction in the
m a r ketplace of a new type of salt with
a fluoride additive, I visited Colombian
h o u s ew ive s .While one of the interv i e-
wees was talking about the new pro d-
u c t , I noticed that pronouncing the
p roduct name was difficult for her. I
also tried to pronounce it but had
t ro u ble my s e l f.After two or thre e
m o re interv i ews my tongue was still
bl o c ke d , as we re those of the interv i e-
we e s . Launching the product with that
name would be a serious deficiency in
Latin A m e rica because the vast port i o n
of gro c e ry shopping is done at small
s t o res where goods are obtained fro m
attendants behind the counter. H e n c e,
after the initial four in-homes we
a s ked respondents for a pro n o u n c e a bl e
name for the fluoride compound.O n e
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of the names they suggested still form s
p a rt of the brand name.

• To guide the respondents through an
unusual research experience that is fun for
them and provides useful information about
their behaviors. Being visited by a
re s e a rch team that takes photos,
o b s e rves eve rything and participates in
daily activities is trying for any con-
s u m e r. Discussions on ethical issues
and rapport techniques are mandatory
for re s e a rc h e rs , but they are not the
focus of this art i c l e.

I n s t e a d , I want to point out that
p roper in-situ questioning can and
should lead the consumer through a
pleasant re s e a rch experience in which
he feels he or she wants to show more,
s ay more, and share more with the
re s e a rc h e r. D u ring an in-situ pro j e c t
about lingeri e, young female exe c u-
t ives showed us some of the items they
wo re daily and others they re s e rved for
special occasions.At some point the
question “Is it complicated to care for
these items?”was aske d .As a re s p o n s e,
s everal of the interv i ewees sponta-
neously offered to show us how they
washed them, and some actually did it
in front of us.

• To address inconsistencies between an
i n t e rv i e w e e ’s responses and a research e r ’s
o b s e rvations or experi e n c e s. This is one of
the hardest moments of the in-situ
re s e a rc h . By making it apparent that
some contradictions have been identi-
f i e d , the re s e a rcher may make the Latin
A m e rican consumer feel shy and stop
them from participating candidly.
H oweve r, inconsistencies betwe e n
what was said and observed must be
a d d re s s e d . In fa c t , that is one of the
c ritical reasons why in-situ re s e a rch is
c o n d u c t e d .

In order to learn how Peruvian
housewives cooked a dehydrated
mix-of-grains soup, whose prepara-
tion instructions specifically included
keeping the whole package of grains
boiling in a tightly covered pot, sever-
al in-homes were conducted. Most
respondents rattled off by heart the
cooking instructions when they were
requested to teach us their methods
to prepare it. However it was
observed that many of them would
interrupt the boiling process in order
to take out the peas, and then heat it

up again to boiling. Rather than say-
ing,“Why do you not stick to cook-
ing instructions?” we asked respon-
dents if the peas were cooked already.
In addition to learning their reasons
for taking the peas out earlier, several
other possible changes to the instruc-
tions were revealed.

Latin America is on a different
page
Differences related to marketing
research practices in Latin America

and the U.S. may discourage large
international companies from con-
ducting consumer insight studies for
their business in Mexico or Central
or South America. However, the size
of the market - among other factors -
makes Latin America particularly
interesting for most business sectors,
hence making consumer research
mandatory. Understanding and
accepting those differences will make
the research process flow smoother
and will produce more useful con-
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sumer ins i g h t s , in turn providing bet-
ter support for business in the re gi o n .
Some of the differences that we at
D oyle Research Associates have found
while conducting in-situ re s e a rch pro-
jects in Mexico and Brazil are
d e s c ribed below.

R e c ru i t i n g
• Developing scre e n e rs for U. S.

Hispanics is complex work because
t h ey must include particular va ri a bl e s
such as: p re f e rred language at home

and wo r k ; i m m i gration generation (to
obtain even samples of first- and sec-
ond-generation re s p o n d e n t s ) ; a n d
ye a rs attending Spanish or English
school as an indicator of the part i c i-
p a n t ’s language ability. D eve l o p i n g
s c re e n e rs for Latin A m e rican con-
s u m e rs is a different story.We have not
often seen in Latin A m e rica our long,
closed-ended question scre e n e rs bu t
h ave come across either open ques-
tions or short , closed-ended question-
n a i re s . H e n c e, Latin A m e rican field-

work personnel doing interv i ews to
identify potential respondents may
find it difficult to handle extensive
s c re e n e rs .

• We have also detected import a n t
cultural differences related to how the
s c reener questions and instructions are
a s s i m i l a t e d .While it is true that trans-
lation is a fa c t o r, wo rding also plays a
key ro l e. For example, you can indi-
cate to a U. S. i n t e rv i ewer “accept all
b oxed checks” and he will unders t a n d .
H oweve r, this expression translated to
either Spanish or Po rtuguese will not
m a ke sense within the context of the
p u rpose for which it was stated.
Mexican or Brazilian interv i ewe rs
would expect a clearer expre s s i o n
such as “accept all respondents who
said yes to questions two, t h ree or
f o u r.”

I n c e n t ive s
• Giving cash incentives to part i c i-

pants in qualitative studies is not a
popular practice in most countries in
Latin A m e ri c a . Mexico and Puert o
Rico are the exceptions.S u rely con-
s u m e rs in other Latin A m e rican coun-
t ries would not reject cash incentive s ,
but they are not used. R a t h e r, m o s t
m a r keting re s e a rch agencies give them
either an “ e x p e n s ive ” p resent or a
s t o re card . P resents may include small
home appliances, fine perfumes or
l i q u o rs or other foreign goods. B i g -
b ox or department store cards are the
most popular. Not longer than one
decade ago or so client companies still
used to give respondents baskets of
their pro d u c t s .T h ey we re highly
a p p reciated because they we re seen as
a demonstration of genu i n e, p e rs o n a l
gratitude of the client company
t owa rd consumers .

S c h e d u l i n g
• Differences in business hours are a

factor while scheduling in-situ pro-
jects in Latin A m e ri c a . In Mexico
C i t y, for instance, lunchtime is seldom
earlier than 2 p. m . and takes up to two
h o u rs ; h e n c e, most potential re s p o n-
dents do not leave their work before
6:00 p. m . Sao Pa u l o ’s working hours
a re similar to those in the U. S. W h i l e
re c ruiting suppliers would find ava i l-
a ble respondents at literally any time,
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those who could participate duri n g
working hours hardly would be gen-
uine re p re s e n t a t ives of average con-
s u m e rs .Ve ry likely they would be
u n e m p l oyed people with a ve ry
reduced buying power (if any ) , t h u s
their purchasing cri t e ria are not nec-
e s s a rily typical.

Pa rt i c i p a n t s
• Shyness and modesty in front of

f o reign people are distinctive charac-
t e ristics of the Latin A m e rican culture.
While clients want to be present dur-
ing in-situ studies, their pre s e n c e
could inhibit Latin A m e rican con-
s u m e rs or could result in re s p o n s e s
founded on their subconscious desire
to be agre e a ble to the foreign pers o n .
Ve ry often the visited consumer will
ask their visitors if they want some-
thing to dri n k . If the visitor accepts
that offering and actually takes some
wa t e r, s o d a , coffee or juice, t h e
respondent can relax and feel more
c o m f o rt a ble with the entire situation.

• Several members of the family will
usually be present during in-home

v i s i t s . R e g u l a r l y, the re s e a rch team will
be first seated in the living room and
often most present members of the
family will come to greet the team
and stay. Making them participate in
all activities performed during the
visit is not only an inva l u a ble addi-
tional source of insights, but it also
c o n t ri butes to the comfort of both
c o n s u m e rs and re s e a rch teams.

V i d e o t a p i n g , f i l m i n g , t a k i n g
n o t e s

• Security is a real issue in Latin
A m e ri c a . People are constantly afraid
of being robbed at their own homes.
That is one of the reasons why
re s e a rch teams may unexpectedly be
denied permission to videotape or
t a ke picture s . E ven if the part i c i p a n t
had previously agre e d , he/she could
simply change his/her mind at the last
m i nu t e. Because of this, re s e a rch teams
must be quite skillful at observ i n g . I n
o rder to be pre p a red for this eve n t u a l-
ity and also because our care for the
quality of our wo r k , we re g u l a r l y
include an observation guide within

the in-home guide.
• We have found that taking notes

while conducting qualitative re s e a rc h
with Hispanic respondents (either
U. S. Hispanics or Latin A m e ri c a n s )
can hamper interv i ewee spontaneity
and part i c i p a t i o n .To the re s p o n d e n t ,
the qualitative sessions can re s e m bl e
i n t e rv i ews before authority figure s
such as phy s i c i a n s , l aw enforc e m e n t
officials and others , thus increasing the
cultural shyness already mentioned.

Ve ry enri c h i n g
In-situ re s e a rch in Latin A m e rica can
be a very enriching experience in
both the professional and the personal
spheres of life. It is an invaluable
opportunity to learn from Latin
American consumers rather than
merely acquiring knowledge about
them. Consumer insights obtained
through in-situ studies are priceless
keys to open client companies’ minds
towards a region of the world whose
consumers have proved to be loyal
and highly profitable for most busi-
ness sectors. |Q
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In today’s global economy, marketing research companies are faced
with cultural and linguistic challenges which can only rarely be han-
dled using internal resources. In order to be able to communicate

with non-English speakers - be it a panel outside of the U.S. or
Hispanics or other minorities in the U.S. - marketing research compa-
nies outsource the translation of surveys and other documents to outside
vendors. Given the low entry barrier for establishing a translation busi-
ness, the U.S. market is literally flooded with translation service
providers.The question then arises: How do you select a translation ser-
vice provider that will suit your needs? The short answer is that general-
ly, you get what you pay for.The long answer is given below.1

Translator versus translation company
Translation is certainly the key component to getting your message
across to your audience, and this task is performed by qualified individu-
als - the translators. Some marketing research companies have translators
on staff, particularly those who specialize in the U.S. Hispanic market.
Such an arrangement makes sense and is the most cost-effective. But
what if you want to add a new language or conduct a survey in many
languages? Typically, marketing research companies in such situations
outsource the translation.This is where it gets interesting. How do you
select your vendor?

The role of a translation company is not just to translate. In fact, most
translation in today’s market is done by independent contractors - the

translators - who work for transla-
tion companies. In a recent survey
conducted by the American
Translators Association, work for
translation companies accounts for
approximately 60 percent of transla-
tors’ revenues.2 The value added to
the translation process by the transla-
tion company is the ability to select

translators and editors with appropriate linguistic and subject matter
expertise, and the ability to manage multilingual projects.

The project manager in a translation company coordinates the work-
flow and is the single point of contact for the client. He or she makes
sure that all language versions are prepared in the same format and that
all steps necessary to produce a quality translation are taken. By working
with networks of translators skilled in different languages and disci-
plines, translation companies are able to meet a variety of needs, and
translators are matched to the specifications of your project.The over-
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sight and coordination provided by
translation companies are critical for
multilingual projects or for projects
requiring additional services such as
desktop publishing or work with html
files. In addition to coordinating the
workflow for large projects, transla-
tion companies often prepare and
maintain glossaries in specialized
fields.

Cost of translation
Consider the cost, not just the
p ri c e.You can pay a low price and
incur high costs because the transla-
tion you re c e ive is of substandard
quality and either has to go thro u g h
additional revisions which are
e x p e n s ive, o r, even wo rs e, if used as-
i s , can cause incalculable damage to
the name and credibility of yo u r
c o m p a ny. C o nve rs e l y, you can lowe r
your overall costs by using a transla-
tion service provider who consis-
tently delive rs high-quality serv i c e s .

In the U. S. , the rates for transla-
tion are typically given on a per-
wo rd basis.When you ask a transla-
tion company how much they will
charge for an eight-minute survey,
their first response will be,“Do yo u
k n ow how many wo rds that is?”T h e
wo rd count can be determined easi-
ly by using the wo rd-count feature
in MS Wo rd , and there are nu m e r-
ous other applications that can per-

f o rm this task. H oweve r, s eve r a l
questions ari s e :What constitutes a
wo rd? Should I pay for a list of
brand names that does not re q u i re
translation at all? How about html
tags? And tables with nu m b e rs or
c h e c k b oxes only? Does your file
include instructions for an inter-
v i ewer or a programmer that do not
re q u i re translation?

To be sure, MS Wo rd will count
each wo rd indiscri m i n a t e l y. It is up
to you and the translation company
to determine which portions of text
a re not to be translated. If yo u
re c e ive a quote from a translation
c o m p a ny based on wo rd count,
m a ke sure that you are charged for
the text that actually needs transla-
t i o n .

A c c o rding to a survey conducted
by the Common Sense A d v i s o ry,
I n c. ,3 rates charged by translation
s e rvice prov i d e rs typically range
f rom $0.17 to $0.29 per wo rd .
These rates are all-inclusive (not
only the translation but also the
p roject management time, e d i t i n g
and quality-assurance pro c e d u re s )
and cannot be compared to the rates
charged by individual translators .
The rates at the lower end of this
range typically apply to Spanish and
Po rt u g u e s e.The higher-end rates
apply to Asian languages and ri g h t -
to-left languages (such as Arabic and

H e b rew ) .When negotiating per-
wo rd rates, it is advisable to agree in
a d vance on the basis of the calcula-
tion of the number of wo rd s .Wo rd
count of the same text in two dif-
f e rent languages can differ by as
much as 40 percent - this is tru e
especially for Asian languages. It is a
good practice to use the English
ve rsion as the basis, re g a rdless of
whether it is the source or the tar-
get language. If the source text is in
English (which is typically the case
when translating marketing re s e a rc h
m a t e ri a l s , s ave for the translation of
s u rvey re s p o n s e s ) , the wo rd count is
clear to all invo l ved parties from the
b e ginning and unpleasant surp ri s e s
can be avoided when the time
comes for invo i c i n g .

P u rpose of translation
Be sure that you tell your translation
s e rvice provider how the translation
will be used. Is it a script for a tele-
phone interv i ew? Is it an online
s u rvey or a printed questionnaire ?
This is particularly important for
Asian languages - they use differe n t
c h a r a c t e rs depending on whether a
s u rvey is written or spoke n .T h e
intended use of a survey is cri t i c a l
i n f o rmation for a translator.
Identifying who will take the survey
helps the translator establish the
a p p ro p riate tone, style and re gi s t e r
for the target language.An online
s u rvey could be less formal because
it may be targeting a yo u n g e r, c o m-
p u t e r - s avvy audience.A CATI sur-
vey about medical equipment tar-
geted to doctors may need to be
m o re formal and technical.

D i f f e rentiate between a for-publ i-
cation and for-information level of
q u a l i t y. If you are distri buting an
online survey in 15 languages, yo u
will want to take extra care to
e n s u re that eve rything is in line
with what you wanted and that an
a p p ro p riate style and re gister is
u s e d , in addition to having text fre e
of grammatical and spelling erro rs .
If your customer service depart m e n t
re c e ives an e-mail with a query in
another language, the translation
does not have to be of for-publ i c a-
tion quality as long as it is accurate;
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the same goes for verbatims re c e ive d
f rom re s p o n d e n t s . Of cours e, t h e
latter can be produced more quickly
and cheaply than the firs t .

L a n g u a ge
P rofessional translators typically
work into their native language. I n
the case of languages of limited dif-
fusion this might not be possibl e ; f o r
e x a m p l e, p rofessional translators who
can translate from Czech and who
a re native English speake rs would be
quite hard to find. In such cases it is
c rucial that the translated text is edit-
ed by a speaker of the target lan-
g u a g e. M a ke sure that your translator
s e rvice provider uses native speake rs
of the target language whenever pos-
s i bl e.

Another language-related consid-
eration is the target audience itself. I s
the Spanish ve rsion of the survey
going to be distri buted in Spain?
South A m e rica? Mexico? Or the
U. S.? If it is distri buted in the U. S. , i s
it for Flori d a , w h e re most Hispanics
a re from Cuba, or is it for Californ i a ,
w h e re most Hispanics are fro m
Mexico? Choosing an appro p ri a t e
re gional va riation is important not
only because you want to addre s s
your audience in the language they
a re comfort a ble with, but also
because some dialects can easily
become politically charged.You cer-
tainly don’t want to address yo u r
Ta i wanese panel in Mandari n
C h i n e s e, which is spoken in the
mainland China.You don’t want to
a d d ress Serbians in Croatian and
C roats in Serbian (the artificial con-
s t ruct of “ S e r b o - C ro a t i a n ” being a
thing of the past now ) . M a ke sure
that your translation service prov i d e r
k n ows your target audience and is
familiar with the concept of re gi o n a l
va riations and dialects.

A wo rd is to be said about the
s o u rce language, t o o. If your sourc e
language is English, think intern a-
tional from the beginning and use
“ t r a n s l a t a bl e ” text that can be adapt-
ed for the target audience.Avoid cul-
t u re-bound clichés which wo n ’t be
u n d e rstood in other countries -
baseball metaphors , for example, w i l l
fall flat just about any w h e re outside

of the U. S. Do not provide yo u r
i n t e rnational audience with toll-fre e
nu m b e rs that will not work in their
c o u n t ry. Be careful with symbols and
v i s u a l s , puns and slog a n s . E ve ry col-
lector of translation bl u n d e rs will tell
you that the Coors slogan “ t u rn it
l o o s e ” was translated into Spanish as
“suffer from diarr h e a .” F i n a l l y,
chances are that the source text is
not erro r - f re e ; a good translation ser-
vice provider will work with you to

c o rrect erro rs and contradictions in
the source text and will point out
potential translation pitfa l l s .

Final rev i ew
Resist the temptation to revise the
translated text without talking to
your translation service prov i d e r. I n
m a ny languages, grammatical and
spelling rules differ dramatically fro m
English - if you see different endings
attached to a proper name, it is not

http://www.quirks.com


42 | Quirk’s Marketing Research Review www.quirks.com

because the translator does not know
how to spell the name, but rather
because the language in question is
inflected and requires different end-
ings for different grammatical cases.
Different languages have different
capitalization rules, punctuation rules,
formatting requirements, etc.

It is an established practice to
re c e ive feedback from the end user in
the target country. S h a re this feed-
back with your translation serv i c e
p rov i d e r, p re f e r a bly before the trans-
lated text is finalized. H ave the trans-
lation service provider rev i ew the
final product before it goes to pri n t
or before it is posted online - funny
things can happen to files and fonts
when they change hands.A n o t h e r
good practice is to have the transla-
tion rev i ewed by an independent
t h i rd part y, especially if you are wo r k-
ing with a new translation serv i c e
p rov i d e r. Such a rev i ew can be done
by another translation serv i c e
p rov i d e r.

O c c a s i o n a l l y, clients ask translation
s e rvice prov i d e rs for back-transla-
t i o n . Much discussion has been
d evoted to this topic, and the gener-
al consensus in the marke t i n g
re s e a rch community is that re - t r a n s-
lation of the text back to its ori gi n a l
language to check translation accu-
racy is a waste of time and money.
The most efficient way to assure that
a translation is correct is to have the
translated text edited by another
translator who reads a completed
translation against the source text to
validate the accuracy of the final tar-
get text, and gives detailed feedback.
To achieve for-publication quality, i t

is advisable to have the translation
p ro o f read by yet another re a d e r,
whose task is to find typogr a p h i c a l
e rro rs and ve rify coherence and
readability in the target language,
without re f e rence to the source text.
Editing - and sometimes pro o f re a d-
ing - are included in the per-wo rd
fee charged by a translation serv i c e
p rov i d e r. B a c k - t r a n s l a t i o n , on the
other hand, re q u i res an entirely new
team of translators and typically
results in a text that can deviate sig-
nificantly from the ori gi n a l , eve n
thought the translation itself may be
quite accurate.This leaves the client
b ew i l d e red while no true insight as
to whether the translation is good or
not has been achieve d . B a c k - t r a n s l a-
tion is typically used in the pharm a-
ceutical industry and is followed by
an extensive collaborative effort of
all parties invo l ved to eliminate eve n
the slightest chance of mistransla-
t i o n . In the marketing re s e a rc h
i n d u s t ry, it is best to steer clear of
b a c k - t r a n s l a t i o n , unless you want to
see your translation costs triple or
q u a d ru p l e.

Dos and don’ts
• Finalize the source text before

you begin the translation pro c e s s ,
but don’t wait until the last minu t e
for translations.

• Do not ask your bilingual staff
member to do the translation.

• Remember that there is an
expansion factor in many languages
and that the translated text may be
longer than the source text.

• Inquire about the translation
s e rvice prov i d e r ’s area of expert i s e.

• Ask for re f e re n c e s .
• Find out if the translation ser-

vice provider offers a single point
of contact.

• Be involved.An inquisitive trans-
lation service provider is good news;
provide the information they ask for.

• Indicate the purpose of the trans-
lation.

• Specify who the target audience is.
• Discuss the conversion of curren-

cies and units with your translation
service provider.

• Provide reference materials and
glossaries whenever possible.

• Do not confuse “editing” with
“back-translation.”

• Provide feedback to your transla-
tion service provider - positive or
negative.An honest evaluation will
improve your later projects.

• Remember that translation is a
creative process. If it took you weeks
to prepare the English version, you
should not expect to have the transla-
tion back overnight.

Long-term partnership
Taking time to select a translation
s e rvice provider that meets yo u r
c o m p a ny ’s needs will not only save
you time and money, but will also
lead to the development of a long-
t e rm , p ro f i t a ble part n e rs h i p.T h e
value of such a relationship cannot
be ove remphasized as the translation
s e rvice provider will get to know
your product or service intimately
and will be able to cultivate a spe-
cially trained linguistic team.At the
same time, your company will be
a ble to use the linguistic feedback to
s t reamline your own operations and
c o m mu n i c a t i o n s . |Q

1A standard that will be useful as a guide to
buying translation services will be available
soon from the American Society for Testing
and Materials, which is now in the final stages
of producing a “Consumer-Oriented Guide to
Quality Assurance in Translation and
Localization.” Contact the authors of this
article for more information.
2Jiri Stejskal and Dorothee Racette: “Survey
of Corporate and Freelance Members
Regarding Payment Practices.” ATA
Chronicle 6 (2005), 11-17.
3Renato S. Beninatto and Donald A.
DePalma:“Translation: Is the Price Ever
Right?” June 2004. www.commonsenseadviso-
ry.com. A summary is available at the listed
site and from the authors of this article.
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The globalization of today’s economy places tremendous strain on
many organizations.To remain competitive they must sell their
products internationally, but they often find themselves making

global decisions based on little or no local data.
This demand for information from around the world has spurred the

rapid growth of international research. Once the domain of only the
largest and most sophisticated marketers, now companies both large and
small are reaching out for global information.

This article was created to provide tips that can help a company better
manage its international research and ensure better results by stressing:

• Consistency.You must strike the right balance of allowing for cultur-
al differences in research practices while ensuring a consistent research
process.

• Coordination.You have to manage the information flow out to your
moderators.

• Control. No surprises are good surprises.

Achieving consistent results
Achieving a consistent research process with results you can trust is per-
haps the greatest challenge facing anyone conducting international
research.The focus group experience is different in each country and
with each moderator. So, how can researchers create consistency with-
out interfering with the unique cultural and social differences that they

want to explore?
Consistency is best achieved by

building a well-defined research
template that clearly communicates
research guidelines but still allows
each moderator to adapt the process
to fit local culture and individual
style. Clearly articulating these
ground rules will eliminate much of
the ambiguity and reduce opportu-
nities for misunderstanding. Some

simple suggestions include:
• Start the research in your home country (we’ll assume you’re a U.S.-

based company).That way all the stakeholders have a chance to attend
the groups and agree on how the research “should” look before you fan
out across the globe.

• Send copies of the U.S. videotapes to each foreign moderator.
Remember that you may have to have the tapes converted to the appro-
priate video format for each country and pay to have a translator watch

Managing
international
research
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the video with the moderator.
• Have the U.S. moderator schedule

conference calls with each moderator
to discuss the research process and
answer questions - after they have
watched the videos.

• If your budget allows it, have the
U.S. moderator travel to each country.
The U.S. moderator can manage the
research process locally, give consis-
tent direction to each moderator and
ensure that the research doesn’t get
off course.

Adapting the U.S. focus group
guide
In the U. S. we have become accus-
tomed to working with a long focus
group guide bu rsting with excru c i a t-
ingly detailed questions.This type of
guide will not work well in most
c o u n t ries outside of the U. S.

I n t e rn a t i o n a l l y, most moderators
h ave a more passive moderating style.
T h ey generally like a more leisure l y
pace and a more open group env i-
ro n m e n t .As a re s u l t , you may not be
a ble to cover as many topics as yo u

might in the U. S. nor will you be
a ble to drill down quite as deeply.

The process will go more smooth-
ly and the moderators will do a bet-
ter job if yo u :

• Use the experience you gained
in the initial U. S. focus groups to cut
d own on the length of the guide
b e f o re going ove rs e a s .Then ke e p
additional questions in your back
p o c ket in case you end up with extra
t i m e.

• Set up conference calls to rev i ew
the guide early with the moderators
– and get their feedback on the
length and stru c t u re. I t ’s import a n t
that they feel that they ’ve part i c i p a t-
ed in the creation of the final docu-
m e n t .The quality will be better if
t h ey buy into the pro c e s s .

• Have any materials to be used in
the group (e. g . , concept statements,
p o s i t i o n i n g s , p roduct descri p t i o n s )
translated by a professional transla-
tion firm , and then have the transla-
tion rev i ewed by the client’s marke t-
ing group in each country.This two -
stage process results in the highest

quality and most re l i a ble translation.
• Direct the moderator to pro d u c t

i n f o rmation (in their language) and
allocate time to educate them on the
p roduct and its competitors .

The realities of intern a t i o n a l
re c ru i t i n g
R e c ruiting takes a little longer inter-
n a t i o n a l l y, and throwing money at
the re c ruiting process will not make
it go faster or improve the quality of
the re s p o n d e n t s .

• In the U. S. we usually allot two
weeks to re c ruit a group - give it at
least three weeks in Europe or Ja p a n .
A n d , t h a t ’s after the screener has
been translated. S o, it is best to think
of it as four weeks from the time yo u
send the facility the English scre e n e r.

• Make sure you get the re c ru i t e r
to commit to sending you profiles of
the re c ruit on a daily basis.T h e s e
daily updates serve two functions.
F i rs t , t h ey help you stay on top of
the project and second, t h ey ke e p
your project top-of-mind for the
re c ru i t e r.

• Be careful about specifying titles
in the scre e n e r.Titles va ry by coun-
t ry - a director in the U. S. and a
d i rector in Germ a ny are ve ry differ-
ent positions. Discuss titles care f u l l y
with your re c ruiter - and trust them
to find the right people, re g a rdless of
what you think their title should be.

• Recruiting standards in some
c o u n t ries are slightly looser than in
the U. S. Just as they have a more
open approach to the moderating
p rocess they may also have a more
f l e x i ble pers p e c t ive on re c ru i t i n g . S o
check your profiles care f u l l y.

Tips for some major countri e s
H e re are a few facts about conduct-
ing re s e a rch in some of the major
m a r ke t s .

Japan 
Scheduling a large number of B2B
groups can be a challenge in Japan
since you can only do one focus
group each night, not two as we do in
the U.S. Professionals have long com-
mutes, they work late and they can’t
leave early or do a lunch group.
However, they are very willing to
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come in and do groups or interviews
on the weekend. So, if you need to do
six groups, think of doing three on
Saturday and three on Sunday. But
remember, there’s a lot of competition
for space at facilities on the weekend,
so book early.

Germany
When doing any research in
Germany, be aware that the privacy
laws are probably the most restrictive
in the world.Your ability to get names
from e-mail lists, publication lists or
other databases can be severely con-
strained. Even using names from your
own company database may be an
issue.

France
Pa ris is famous for stri ke s , e s p e c i a l l y
among the transportation wo r ke rs .
Check with the re c ruiter to see if
t h e re are any stri kes on the hori z o n .
If stri kes have been in the new s ,
m a ke sure you schedule enough
replacements and expect some
d e l ay s . If a transportation stri ke is

e x p e c t e d , you can still do the
re s e a rc h , but have the re c ru i t e r
check with each respondent about
their ability to get to the facility if
t h e re is a stri ke.A n d , m a ke sure yo u r
hotel is within walking distance of
the fa c i l i t y.

England
There is a wide mix of educational
levels among U.K. businesspeople.
Leaving school early is not uncom-
mon in England, and many successful
business people have relatively little
formal education. If a degree is
important make sure to include it in
the screener - don’t assume it the way
you would in the U.S. Conversely,
don’t require a degree in the screener
unless you really feel it’s important.

Scandinavia
Companies often overlook the
Scandinavian countries when plan-
ning European research. But remem-
ber, they have the best technology
infrastructure and the most educated
and fluent English-speaking profes-

sionals in Europe.

International holidays
Europe shuts down during July and
August. If you have to do groups in
the summer allow extra time for
recruiting and expect cancellations.
The same thing happens around
Christmas. Remember, on average
Europeans receive over six weeks of
vacation each year. Japanese workers
get fewer vacation days but they have
a plethora of national holidays.Make
sure you have the recruiter check the
calendar for local events and national
holidays.

M a n a g e rial computer skills 
Do not assume business managers in
other countries have strong computer
s k i l l s . M a ny managers still have secre-
t a ries and spend surp risingly little
time with a PC. If strong computer
skills are important for your re s e a rc h ,
m a ke sure you ask about their skills
in the screener and take it into
account when building your gro u p
s e g m e n t a t i o n . |Q
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For his annual contri bution to our international re s e a rch issue, o u r
West Coast ad re p / roving re p o rter Lane Weiss traveled to Mexico
City to speak with Manuel Barbere n a , p resident of Pe a rs o n , a full-

s e rvice re s e a rch firm .

Lane We i s s :Tell us a bit about your company ’s back g r o u n d . How long have yo u
been in business? What are some of the industries you specialize in research i n g ?

M a nuel Barbere n a :We are a 100-percent Mexican firm , which I
founded in 1988.We are a founding member of the Mexican A s s o c i a t i o n
of Marketing Research and Public Opinion (AMAI). Our clients come
f rom many different marke t s , such as fa s t - m oving consumer goods, b a n k-
i n g , p h a rm a , a u t o m o t ive, c o m mu n i c a t i o n , a d ve rt i s i n g , e t c. Our serv i c e s
include quantitative, q u a l i t a t ive, I n t e rnet re s e a rc h , data mining, i n t e rn a-
tional re s e a rc h , B2B pharma and CAT I .

What research methods are most commonly used in Mexico? For example, fa c e -
t o - face research? Focus groups? Telephone interv i e w i n g ?

In Mexico, fa c e - t o - face is still the largest way of doing re s e a rc h , w h i c h
is completely different from the States or Euro p e.A lot of it is door-to-
door re s e a rc h .The AMAI does a census eve ry year to measure the size of
the marketing re s e a rch industry in our country and it is around $320
m i l l i o n .About 75 percent of the re s e a rch conducted in Mexico is quanti-
t a t ive and about 25 percent is qualitative. In the qualitative are a , f o c u s
groups are the most commonly used method. But in the quantitative
a re a , almost 80 percent of the work is still done fa c e - t o - fa c e.T h e re is an
explanation for this: telephone penetration is not as high as in other
c o u n t ri e s . I t ’s about 55 or 60 perc e n t , so there is a large percentage of the
population without a phone. So it is not easy to reach some re s p o n d e n t s ,
especially the lower classes, and many of the products that we do re s e a rc h
for are targeted to the lower classes and they don’t have phones so it is
not easy to do re s e a rch without good databases.

That doesn’t mean that we don’t do telephone re s e a rc h ; i t ’s grow i n g
quite fa s t . It is used mainly for customer satisfaction studies for clients
who already have customer databases, such as airlines, b a n k s , i n s u r a n c e
c o m p a n i e s , a u t o m o t ive firm s .

Is Internet research becoming more popular and more feasible in Mexico?

The answer is no.Ye s , the industry is starting to do some Intern e t
re s e a rc h . But in Mexico, I n t e rnet penetration is about 10 to 15 perc e n t ,

Q&A: Research 
in Mexico
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c e rtainly not as high as in the States or
in Euro p e. H oweve r, we have 100 mil-
lion inhabitants in our country, so that
means we have 15 million on the Net.
So the people who are accessing the
I n t e rnet today in Mexico are the early
a d o p t e rs , people who are yo u n g , i n
the medium and upper classes, w h o
a re more educated. It will take some
time for Internet re s e a rch to become
m o re popular in Mexico. In the larger
c i t i e s , l i ke Mexico City, G u a d a l a j a r a
and Monterrey, I n t e rnet penetration is
about 25 perc e n t . It doesn’t re p re s e n t
m o re than 1 percent of what we are
doing in terms of the industry.

What are some of the problems fa c i n g
marketing research in Mexico, in Latin
A m e ri c a , and around the globe?

One of the main pro blems is
response rate.A CA S RO study in the
U. S. s h ows that response rates are
fa l l i n g . People don’t want to take the
time to respond to survey s .A l s o, g ov-
e rnments are passing laws that will
affect our industry. For example in the
U. S. and Europe there are privacy law s
that affect marketing re s e a rc h , p ro-
hibiting marketing re s e a rch firms fro m
phone calling, for example. In the
states you have CA S RO and CMOR,
t wo organizations doing a great job of
p rotecting the rights of marke t i n g
re s e a rch companies. But there are
a lways legi s l a t o rs wanting to pass law s
that may affect re s e a rc h .

Are there pri vacy laws in Mexico and/or
Latin A m e rica that make it difficult to con-
duct legitimate marketing research ?

In Mexico, those kinds of priva c y
l aws don’t exist yet - they will - bu t
we don’t have pro blems with the law s
re s t ricting re s e a rc h , as there are in
E u rope and the U. S.

H oweve r, we are seeing some pro b-
lems in what we call political re s e a rc h .
T h e re are some states in Mexico that
h ave laws about the publication of
polling results and how to conduct the
re s e a rc h .T h e re are about six or seve n
states that are now creating laws to
c o n t rol re s e a rch done by some insti-
t u t e s ,mainly in the political are n a .

But within the A M A I , we have

h e a rd that there are some legi s l a t o rs
who are interested in creating law s
relating to privacy of databases, e s p e-
cially for banks and airlines.T h ey
d o n ’t exist yet but I think they will in
the near future.

How has the consolidation in the market
r e s e a r ch industry - in Latin A m e ri c a , t h e
U. S. and around the world - affected the
i n d u s t ry? Is consolidation helpful or harm-
f u l ?

If you look back 10 ye a rs ago at the
10 top re s e a rch agencies in our coun-
t ry, you would see only one fore i g n
n a m e, such as AC N i e l s e n , and after
that you would only see Mexican
re s e a rch agencies.About seven ye a rs
a g o, if you looked at the list of top
f i rm s , all of them are global compa-
n i e s , such as Nielsen,Taylor Nelson,
I p s o s , R e s e a rch Intern a t i o n a l ,
M i l lwa rd Brow n , e t c. So the answer is
ye s , the consolidation has affected our
i n d u s t ry.And I wo u l d n ’t say it has
been helpful or harmful - it’s just a
re a l i t y. It has affected local agencies
l i ke mine due to the fact that a lot of
companies work at the global leve l
and so these client companies may
work with the same mu l t i n a t i o n a l
re s e a rch agency in many countri e s . I
think there is still space for local com-
panies to do re s e a rc h , because there
a re some techniques and some local
k n owledge that these global compa-
nies will never get.

Do you feel that your company ’s cl i e n t s
h a ve reasonable expectations about what
they can learn by conducting marketing
r e s e a r ch? Do they make effective use of the
i n f o rmation they obtain from research ?

It depends on the client.T h e re are
some clients who are ve ry we l l - e d u-
cated in terms of how to use re s e a rc h .
T h ey look at re s e a rch as a source of
good information upon which to
m a ke decisions.And there are clients
who are not that educated. In general
I would say that clients are educated
about re s e a rch as a good instru m e n t
for decision-making. But we also find
that a lot of clients are ve ry yo u n g
right now.You have market re s e a rc h
m a n a g e rs who are in their late 20s.

T h ey are ve ry bri g h t , but they have to
h ave more experi e n c e. Some of them,
and I am re f e rring to the client side,
d o n ’t the experience to make deci-
s i o n s .T h ey are not dumb but they
lack experi e n c e.

What things can marketing research
companies do to help their clients use mar-
keting research data more effective ly ?

One of the most important things
for us as re s e a rc h e rs is to become
m o re like consultants. H i s t o ri c a l l y,
some clients see us or judge us as data
g a t h e re rs . S o m e t i m e s , to them, all we
do is just give the percentages fro m
the quantitative study or the psycho-
l ogical results of a qualitative study.
The step we have to make, and it is
happening slow l y, is to be seen as con-
s u l t a n t s .And to not only pre s e n t
results but also to present analysis to
help the client make better decisions.

We also should do re s e a rch on
re s e a rc h , to look at new techniques,
n ew methodologies that can help the
client make better decisions. Few
companies do re s e a rch on re s e a rc h ,
looking for example at length of ques-
t i o n n a i re s , n ew techniques, w h a t eve r.
But I think we need to do more
re s e a rch in our own arena to give
clients better feedback on what we ’re
doing to help them make better deci-
s i o n s .

What trends do you see in the use of
marketing research in Mexico? Are cert a i n
kinds of companies or industries doing
more research or less research , or doing
r e s e a r ch for the first time?

As I mentioned at the begi n n i n g ,
the companies that do more re s e a rc h
in our country are, as a friend of mine
s ay s , the ones you see on T V, t h e
multinational firms in the FMCG
a re a , a u t o m o t ive, p h a rm a c e u t i c a l s , e t c.
These are the companies that have
h i s t o rically have done re s e a rc h .
H owever some Mexican companies
that we re not used to doing re s e a rc h
because the Mexican economy was a
closed economy for the last 50 ye a rs -
n ow it’s an open, c o m p e t i t ive econo-
my - are now forced to do re s e a rch to
l e a rn how to make better decisions.
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Such as Te l ev i s a , which is the largest
t e l evision netwo r k , B i m b o, a bre a d
p roducts company, t h ey didn’t do
re s e a rch 20 ye a rs ago and now they
a re doing a lot of re s e a rc h . M e x i c a n
beer companies are also now doing a
lot of re s e a rc h .T h e re is also a whole
n ew market which didn’t exist 50
ye a rs ago - the political marke t .And it
is growing ve ry, ve ry fa s t .

Does marketing research seem to be
respected by Mexican businesses? Is con-
ducting research seen as a wort h w h i l e
e x p e n d i t u r e ?

A g a i n , it depends on the client. O n e
of the main objectives of the Mexican
re s e a rch association is to be more
a g gre s s ive in terms of telling our
clients the importance of re s e a rc h . I n
general term s , our business is a
respected one. People respect the data
we gather. But I think we need to do
m o re to reach the medium and small
bu s i n e s s e s , who don’t believe in
re s e a rch and don’t spend money on it.

What things can research companies do
to help improve the reputation of marketing
r e s e a r ch among Mexican businesspeople or
businesspeople in genera l ?

I cove red that in my prev i o u s
a n swer but this would be a good time
to talk about A M A I .AMAI wa s
founded 11 ye a rs ago.We started with
10 members ; n ow we have 39 mem-
b e rs , re p resenting 75 to 80 percent of
the Mexican re s e a rch marke t .This is
the only organization in the country
that is doing a lot of work on quality
s t a n d a rd s .The question asked about
i m p roving the re p u t a t i o n . In terms of
the association, in order to join the
a s s o c i a t i o n , you have to be audited in
t e rms of quality by an external agency.
We have our own ISO-type system.

Are the research departments in the
client companies in Mexico growing or
s h ri n k i n g ?

A g a i n , it depends on the client.
T h e re are clients that have large
d e p a rtments and some that have one
p e rson in re s e a rc h . It hasn’t changed in
the past ye a rs .A lot of it depends on

the philosophy of the company or the
i m p o rtance that it gives to re s e a rc h .

How has globalization of the world
e c o n o my affected marketing research ?

A lot. If you look at Mexico 50
ye a rs ago, it was a closed economy.
And then in the 1 990s we had
N A F TA , which opened the marke t s
to the United States and Canada.
N A F TA has pros and cons but I
think it has more pros than cons. O n e
of the effects of globalization on mar-
keting re s e a rch in Mexico is the
a rrival of the big, mu l t i n a t i o n a l
re s e a rch groups to our country.As I
mentioned earlier, the top five
re s e a rch companies in our country
a re multinational companies and that
has happened because of globaliza-
t i o n .

In Latin and South A m e ri c a , t h e
size of the marketing re s e a rch bu s i-
ness is still not as high as we wo u l d
l i ke it to be. I t ’s in the $800 to $900
million range, but just two countri e s ,
Mexico and Brazil, m a ke up about 65
p e rcent of that amount.The marke t-
ing re s e a rch business in Argentina is
grow i n g , as it re c ove rs from the eco-
nomic pro blems of a few ye a rs earli-
e r. It is growing in Chile, C o l o m b i a
and Central A m e ri c a .

Are most of your clients based in
Mexico or do you have some U. S. - b a s e d
clients as well?

A c c o rding to AMAI figure s , a b o u t
85 percent of clients are based in
M e x i c o.That doesn’t mean that they
a re Mexican companies - it means
that they are based in Mexico.Yo u
h ave Pro c t e r, based in Mexico; yo u
h ave Colgate, based in Mexico, e t c.
So they are multinational companies
with bases in Mexico.T h ey have fa c-
t o ries here, t h ey are not just distri bu-
t o rs .About 15 percent of the work is
done with companies that are based
outside our bord e rs , mainly the
United States and Euro p e.

Do you think more client companies
will rely on a global marketing approach
or will they tailor their marketing efforts -
and by extension their marketing research

e f f o rts - to each country ?

T h a t ’s a rather philosophical ques-
tion but I would say that many com-
panies are relying on a global marke t-
ing approach and that is evidenced by
the fact that they are contracting
with the global re s e a rch groups such
as Synova t e,G f K , e t c. But I think that
t h e re will always be a part of the
business which is local and relies on
local agencies. |Q
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How often have you done surveys where open-ended questions
soliciting new pro d u c t / f e a t u re ideas have produced poor
response? If your answer is “ i n nu m e r a ble times,” then it is time

to consider smart incentive s . S m a rt incentives are a way of motiva t i n g
s u rvey respondents to think about the questions asked and to generate
the best ideas they can.

Consider what happens in a regular consumer survey. R e s p o n d e n t s
a re qualified and asked to participate in a study. Often an incentive is
used and while they va ry in type (e. g . , cash incentive, e n t ry in a lottery,
points re d e e m a ble for rewa rd s ) , t h ey all have one thing in common:
The incentives are for participation in the survey, not for the quality of
the responses give n .The pri m a ry aim of the respondent is to complete
the survey rather than provide the most thoughtful re s p o n s e.While this
m ay be re a s o n a ble in some types of studies (say, m e a s u rement of cus-
tomer satisfa c t i o n ) , it is not ve ry fruitful when the objective is idea gen-
e r a t i o n .

I n n ovation is the engine of grow t h .Yet idea generation is a difficult
task for companies in all industri e s . Significant nu m b e rs of ideas are
generated intern a l l y, but there is no denying the fact that consumers
can and should participate in the pro c e s s .This is where smart incentive s
come in. S m a rt incentives are a way of rewa rding respondents for com-
ing up with the best ideas and they work as follow s :

I n f o rm respondents to the survey
that their ideas will be evaluated and
that the best idea will re c e ive a sig-
nificant rewa rd . Then simply allow
the magic of free market competi-
tion to work as respondents com-
pete with each other to produce the
best idea.

That is all it take s . Since each
respondent is providing ideas in iso-
lation (as opposed to collaborating as
in a focus gro u p ) , the potential for a
large and va ried set of ideas to

emerge is quite high. R e s e a rch has shown that when a large number of
re a s o n a bly we l l - i n f o rmed people generate ideas independently, the out-
come is much more positive. In other wo rd s , this method ove rc o m e s
the pro blem of “ group think.”A p a rt from producing good ideas, t h e
task itself is more interesting for the respondents because they are now
competing to be the best.

What kind of results can we expect from using smart incentives? We

Want better 
product ideas? 
Try smart
incentives

By Rajan Sambandam

E d i t o r ’s note: Rajan Sambandam is
vice president/research at T h e
Response Center, a Fort Wa s h i n g t o n ,
Pa . , r e s e a r ch firm . He can be reach e d
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ran an experiment using re s p o n d e n t s
to a Web panel in which two random
groups of people we re asked two
simple questions.The first question
was about checking accounts and
a s ked respondents to suggest one new
f e a t u re or modify an existing one.
The second question was similar and
related to Internet service prov i d e rs
(as this was a Web panel all re s p o n-
dents we re familiar with ISPs). O n e
group was offered a standard part i c i-
pation incentive, which in this case
was entry in a lottery for a chance to
win one of several $20 gift cert i f i-
c a t e s .The second group was offere d
the same participation incentive and
was also offered an additional incen-
t ive of $200 if their idea “ wo n .”T h e
winning idea, these respondents we re
t o l d , was to be picked by another
group from the same Web panel.

When the results came back it wa s
quite clear that the smart - i n c e n t ive
group was responding quite differ-
ently as seen by several measure s .

• The number of non-re s p o n s e s
was higher for the part i c i p a t i o n -

i n c e n t ive group for both questions.
That is, the smart - i n c e n t ive gro u p
was more motivated to answer the
q u e s t i o n s .

•  The smart - i n c e n t ive group wa s
f o l l owing instructions more accurate-
ly in suggesting only one idea per
question (as aske d ) .

•  When it came to the question of
actual number of ideas, the smart -
i n c e n t ives group (across the two
questions) produced 100 perc e n t
m o re responses than the part i c i p a-
t i o n - i n c e n t ive gro u p.

Looking at the ideas it was also
clear that the smart - i n c e n t ive gro u p
was trying harder and providing more
“ m e a t ” a round each idea. F re q u e n t l y,
t h ey provided more elaborate
d e s c riptions of their ideas, s o m e t i m e s
running into paragr a p h s . On the
other hand, the part i c i p a t i o n - i n c e n-
t ive gro u p ’s answe rs tended to be sin-
gle phrases or single sentences.

Checking-account ideas from the
p a rt i c i p a t i o n - i n c e n t ive group tended
to be fee- or access-re l a t e d . E x a m p l e s
include free checking and bill pay-
m e n t , ability to access account and
check status online, and e-mail noti-
f i c a t i o n . Ideas from the smart - i n c e n-
t ive group cove red these topics, bu t
also went beyond them and we re
m o re cre a t ive.A points/rewa rds sys-
tem for maintaining minimum bal-
a n c e s , linkage of bank card to gro-
c e ry store card , online account bal-
ancing and va rious biometric re c og-
nition ideas we re some that came
f rom this gro u p.

ISP ideas from the part i c i p a t i o n -
i n c e n t ive group we re generally re l a t-
ed to control (blocking pop-ups) and
s e c u rity (spam).Again the ideas for
the smart - i n c e n t ive group cove re d
these topics and went beyo n d .
Bundled serv i c e s , phone service ove r
We b, automatic link to best dial-up
connection in are a , and port a ble e-
mail addresses we re some ideas that
came from this gro u p.

Second phase
Of cours e, not all ideas are cre a t e d
e q u a l .The process described so far is
p ri m a rily useful for identifying a
va riety of ideas.To truly understand if

one or more of these ideas will prove
to be popular, a second phase of
re s e a rch is necessary. In this phase,
ideas that are deemed practical and
i n n ova t ive are tested to gauge marke t
re s p o n s e.

In our experiment another wave of
data collection was conducted with
the Web panel. In this case, re s p o n-
dents we re asked to rate the ideas
generated in the first phase.The idea
that got the highest rating wa s
d e c l a red the winner. In each pro d u c t
c a t e g o ry, the winning idea was sug-
gested by a single re s p o n d e n t .This is
i n t e resting because in each case a
s o l i t a ry respondent was able to come
up with an idea that ultimately
p roved to be the most popular. I f
s m a rt incentives we re not prov i d e d
or if the second phase of the re s e a rc h
we re not conducted, it would not
h ave been possible for these ideas to
emerge as winners . Of cours e, t h e
client is under no obligation to just
go with the winner. It is entirely pos-
s i ble that the client may like other
popular ideas that did not win
because of feasibility or other re a s o n s .
But the point is that there are many
m o re ideas to choose from and they
h ave all been put to a popularity test
that provides a good indication of
what the market thinks of them.

Needless to say, the two re s p o n-
dents who won we re ve ry glad to
re c e ive the $200 cash prize! 

Better re t u rn s
What we see here is the power of a
ve ry nominal smart incentive to pro-
vide substantially better re t u rn s .
T h e re are different directions in
which this re s e a rch can be take n
including additional stages for fine-
tuning ideas, and addressing other
o b j e c t ives such as concept testing and
e n h a n c e m e n t . But the basic idea of
m o t ivating the respondent to be
thoughtful remains the same.At a
time when new products are fa i l i n g
at a high rate and companies are
looking for any sort of differe n t i a t i n g
e d g e, s m a rt incentives can provide a
ve ry effective and economical boost
to the idea generation and pro d u c t
modification pro c e s s e s . |Q
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Recently there has been a hot debate over the quality of
online samples. Companies who promote the “ number of
qualified members ” as the most important cri t e rion in

evaluating a re s e a rch panel may fail to mention critical fa c t o rs that
affect panel health. R e s e a rc h e rs who choose quantity over quality
m ay also compromise the integrity of marketing re s e a rch inform a-
t i o n , and ultimately may jeopardize the business decisions made
using the data.

U n d e n i a bl y, panel size is import a n t .A large pool of respondents is
essential to achieving results that yield census re p resentation or ade-
quate nu m b e rs of lower-incidence audiences. H oweve r, it is equally
i m p o rtant to optimize panel member usage, and balance new and
e x p e rienced members to maximize overall panel health. Pa s s ive
panel management can impact data integrity and survey results in a
va riety of way s . For example, our re s e a rch has shown that panel
t e nu re significantly impacts a re s p o n d e n t ’s view s .T h e re f o re, a
h e a l t hy panel must include an appro p riate mix of new and experi-
enced members .

When choosing an online panel, t h e re are five key questions that
need to be asked to ensure that the panel is re p re s e n t a t ive and the

quality of the data it prov i d e s
meets the highest standard s :

1 . H ow frequently do panel
m e m b e rs re c e ive survey inv i t a-
tions? 

2 .What is the mix of new and
e x p e rienced panel members? 

3 .What is the click-through rate
of the panel? 

4 . H ow does the online provider handle integration of new mem-
b e rs? 

5 .What is the panel turn over rate? 

Optimizing online panel activity 
Panelist activity level is extremely important in ensuring that
respondents provide the most realistic input.We have found that
using panel members too much will result in incomplete survey s ,
while underutilized panelists will more frequently provide biased
data or engage in straight-lining or random clicking that nega-
t ively impacts survey re s u l t s .

In conducting re s e a rch on this topic, we ’ve noted results that
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revealed “ respondent conditioning”
that may set in as re s p o n d e n t s
a p p roach a total of 20 survey s ,
even if those surveys have been
t a ken over a period of six months.
To manage this issue, it is essential
to distr i bute survey invites in a
m e a s u red way to keep re s p o n d e n t s
p ro d u c t ive and engaged. In fa c t ,
one survey invitation per we e k
a p p e a rs to be an optimal activ i t y
l evel to balance the risks of under-
or over-use of panel members .
This is well below the industry
average of 2.5 survey inv i t a t i o n s
per we e k , and now h e re near the
a c t ivity levels of some re s e a rc h
p a n e l s .

Balancing new and
e x p e rienced members 
Balancing panel tenu re is also
essential to managing overall panel
h e a l t h .We have found that newe r
panelists tend to be more opti-
mistic than their more experi-
enced counterp a rt s , giving higher

ratings to product concepts. At the
other end of the spectru m , ve ry
e x p e r ienced panelists tend to be
m o re critical of concepts.
T h e re f o re, a panel that is com-
p rised of too many new or ve ry
e x p e r ienced panelists fails to re p-
resent the broader population, a n d
can compromise data integri t y.

R e s e a rch recently conducted by
M a r ke t To o l s , I n c. clearly support s
these observa t i o n s . F i g u re 1 show s
“ i n t e n t - t o - bu y ” s c o res by experi-
ence leve l . Results between gro u p s
va ry dramatically.The Top 2 box
“ i n t e n t - t o - bu y ” for inexperi e n c e d
panelists was 49 percent compare d
to 30 percent for the ve ry experi-
enced gro u p.This va riance wa s
consistent throughout the re s u l t s .

Minimizing turn ove r
A typical online consumer panel
has 25 percent to 35 perc e n t
t u rn over each ye a r. If you include
i n a c t ive members , this could be as
high as 50 perc e n t . As demonstrat-

ed in the previous section, a panel
that is tilted towa rd inexperi e n c e d
or ve ry experienced panelists will
not re p resent the broader popula-
t i o n .T h e re f o re, keeping turn ove r
l ow is important to prevent one
group from dominating the panel
p o p u l a t i o n . It is equally import a n t
to implement programs that
e n s u re the panel population
remains appro p r iately balanced
a c ross experience leve l .

One such program guides the
p ro d u c t ive integration of new
p a n e l i s t s . As seen above, n ew pan-
elists tend to provide overly opti-
mistic responses to survey ques-
t i o n s .To combat this bias, we re c-
ommend creating an assimilation
p rogram to help new panelists
m ove through the experi e n c e
c u rve before they are exposed to
l ive survey s . This important step
e n a bles the new panelists to
become comfort a ble with the sur-
vey process and technology with-
out having negative impacts on
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s u rvey re s u l t s .

Maximizing the “fun fa c t o r ”
L a s t l y, it is important to make yo u r
s u rveys enjoya ble and compelling in
o rder to maintain engaged and
a c t ive panelists. One way to do this
is to develop and refine re s p o n-
d e n t s ’ tasks to make them more
realistic and intere s t i n g .The ideal is
to closely mimic the re a l - wo r l d

a c t ivity you are asking re s p o n d e n t s
to consider. Exciting new technol-
og y, such as interactive shopping
e xe rcises and media env i ro n m e n t s ,
is expanding what is possible with
online re s e a rc h .

I n t e r a c t ive retail env i ronments are
one such exciting innova t i o n . M o c k
s t o re settings are painful and expen-
s ive to cre a t e. M o re ove r, t h ey typi-
cally fail to re p resent a broad geo-

graphic spectru m . Working with vir-
tual retail env i ro n m e n t s , re s e a rc h e rs
a re able to include a much more re p-
re s e n t a t ive sample. But just as
i m p o rt a n t , respondents are wowe d
by the experi e n c e. And intuition
tells us that, because it is a fa m i l i a r
a c t iv i t y, their input is likely to be
m o re realistic than if it was based on
a less true-to-life online exe rc i s e.

Pay close attention
As you can see, the health of yo u r
online re s e a rch panel plays a cri t i c a l
role in the quality of the data yo u r
clients re c e ive. Panel tenu re, c o m-
p o s i t i o n , a c t ivity level and the sur-
vey experience itself can have a sig-
nificant impact on re s u l t s . If yo u
p ay close attention to these cri t i c a l
a re a s , and maintain effective pro-
grams to actively manage them,
you’ll enjoy richer results from yo u r
p a n e l . M o re import a n t l y, you will
d e l iver more accurate data to yo u r
clients so they can make bett e r
business decisions. |Q

http://www.quirks.com


60 | Quirk’s Marketing Research Review www.quirks.com

Th e re was a time, early in its deve l o p m e n t , when all forms of
re s e a rch conducted over the Internet we re simply labeled “ o n l i n e
re s e a rc h .”The press often lumped together re s e a rch that encom-

passed a we l l - d eveloped methodology targeting a select sample in an
online panel together with the self-select “quickie poll” found on many
Web sites.As a re s u l t , c ri t i c s , sometimes fa i r l y, pointed to the lack of cre d i-
bility of this ve ry powerful form of re s e a rc h .

To the industry ’s cre d i t , the re s e a rch community has studied the va ri o u s
a p p roaches to Internet re s e a rch and has adopted nu m e rous methodologi e s
to both complement existing methods and to expand into other areas that
we re previously unava i l a ble before the Intern e t . M a r ke t e rs can now clear-
ly see the benefits and unlimited opportunities of online re s e a rc h .

With over thre e - q u a rt e rs of A m e ricans using the Intern e t , and the
reduced cost of database applications, online re s e a rch continues to evo l ve
in the exciting direction of panel-based re s e a rc h .An intelligently-re c ru i t-
ed panel with an engaged respondent base can generate a vast amount of
d e m ographic and consumer data. Put simply, highly targeted samples yield
re l i a bl e, valid and actionable data.

U n l i ke many CAT I / CAPI-based systems where the data is collected
once for a specific purp o s e, re s e a rch conducted across a managed panel
a l l ows all of the re s p o n d e n t s ’ data to be used for future purp o s e s . If the
focus of one project is to identify ow n e rs of a specific automobile, t h e

ow n e rs of other makes can be store d
for future use in follow-up re s e a rch or
c o m p e t i t ive positioning.M a ny panel-
based re s e a rch suppliers take that one
step further by developing a detailed
and exhaustive profiling system to
help identify a number of targeted
sub-sets that are most often re q u e s t e d
by their clients. I m a gine the possibili-

ty of having 100 percent incidence among difficult-to-reach consumers .

Identify and re a c h
The majority of costs in the initial scre e n i n g / p rofiling phase are carri e d
by the supplier in its efforts to develop the database to adequately support
its clients’ n e e d s .This in-depth profiling enables clients to identify and
reach targeted groups easily and cost-effectively while maintaining the
i n t e grity of the re s e a rc h .The marke t e rs begin to see tremendous cost sav-
ings for each project undert a ken with the targeted groups they need to
re a c h .The benefit to the supplier is dependable and more frequent pro j e c t

Online panels
improving, evolving

By Gerry Philpott

Editor’s note: Gerry Philpott is
president/CEO of E-Poll Market
Research, Encino, Calif. He can be
reached at gphilpott@epoll.com.

Making steady
progress
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f l ow from the client base.
An example of how this comes into

p l ay is a recent television progr a m
tracking project undert a ken to estab-
lish a baseline of television viewe rs h i p.
After 17 waves of monthly telev i s i o n
p rogram viewe rship tracking, ove r
51,000 interv i ews we re conducted on
over 270 broadcast and cable pri m e -
time progr a m s . Data on awa re n e s s ,
v i ewe rship and overall perceptions of
each program we re collected.T h e
tracking of these multiple waves accu-
rately identified trends in each pro-
gr a m ’s overall on-air perform a n c e,
including under-performing progr a m s
and those that successfully built view-
e rs h i p.The data we re re p l i c a ble and
consistent across all wave s .

The initial pri m a ry goal was to track
awa re n e s s , rating and future intent to
v i ew for networks and pro d u c e rs .
H oweve r, as the depth and breadth of
the data for each respondent surfa c e d ,
the value to adve rt i s e rs , p u bl i s h e rs and
brand managers became appare n t .
T h e re are ve ry few re s o u rces to quick-
ly access highly targeted viewe rs ’ a t t i-

tudes and tastes over time. In addition,
clients are now able to re - c o n t a c t
v i ewe rs of lower rated programs that
h ave a niche audience base to gauge
p roducts or services they think this
group would find intere s t i n g .

Once identified, the cost to access
these low-incidence groups becomes
much more afford a ble with managed
online panels.The applications are lim-
itless as marke t e rs are incre a s i n g l y
fighting for a smaller share of the mar-
ket and need to identify and accurately
m e a s u re consumers ’ a p p e t i t e s .T h e
same example above has been applied
to pharm a c e u t i c a l , a u t o m o t ive, C P G,
p hysician and other types of highly
specialized re s e a rc h .

As mentioned in the prior example,
a key benefit derived from panel-based
re s e a rc h , in addition to data capture
and storage, is the ability to re - c o n t a c t
a portion of those same re s p o n d e n t s .
This can be integrated into the ori gi-
nal project scope, or in some cases,
n ew issues may arise from results of the
initial study that wa rrant further inve s-
t i g a t i o n . Rather than having to sample

an entirely new gro u p, with no pri o r
d a t a , clients can build upon the data
a l ready collected.With this inform a-
t i o n , t h ey can shape a subsequent study
based on the insights from the initial
study and continue the dialogue with
their target audience.

In another example, a concept test
for a new video game, a unique sub-
group was identified showing stro n g
i n t e re s t .The anticipated target wa s
teen males but the study reve a l e d
i n t e rest in the game concept among
males in their 20s.A follow-up study
was conducted to further clarify the
d e m ographics of the sub-gro u p, d e l ve
deeper into open-end responses fro m
the quantitative study, and gather addi-
tional insights on appeal and purc h a s e
i n t e n t .

As described in the TV view i n g
e x a m p l e, clients can contact re s p o n-
dents based on results from syndicated
tracking data.T h ey can also take
a d vantage of data collected from their
own studies as seen in the video game
example or they can leverage the in-
depth profile information gathered on
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each panel member.The key is that
with panel-based research, new data
points are collected with every survey.

As panel-based research services
continue to evolve, there are a num-
ber opportunities of even greater
value to marketers.A growing num-
ber of research suppliers can import
legacy data from marketers to more
easily coordinate the projects of the
last five to 10 years with the upcom-
ing development cycles that are tested
using online methodologies. One of
the primary reasons for the slow
adoption to Internet research was the
inability of many businesses to com-
pare legacy data in a reliable and
timely way to the current data.Again,
the technology and software costs to
administrate these functions are going
down each year.

Important questions
U n d e rstanding how a managed
panel is established and maintained
will better help marke t e rs in their
p u rsuit of both their targeted demo-
graphic and re l i a ble re s e a rc h .T h e
most important questions to ask any
m a n a g e d , panel-based re s e a rch sup-
plier are :Who is invited to part i c i-
pate? How are they sampled? A re
t h ey invited or do they self-select?
And how often are they sampled? 

For example, i n d ividuals who go
to an online re s e a rch Web site daily,
or even multiple times during the
d ay, m ay not be as re p re s e n t a t ive as
someone who rarely visits the site
to see what types of surveys are
ava i l a bl e.C o nve rs e l y, at companies
who employ a managed panel
w h e re only those in the desire d
d e m ographic are e-mailed an inv i t a-
t i o n , the ability to control the fre-
quency of participation is gre a t l y
e n h a n c e d .This also reduces the
f rustration for those individuals who
attempt to take surveys and are
often terminated in the first two or
t h ree questions because they don’t
fit the sample re q u i re m e n t s .

The frequency with which the
respondent is invited should be
d e t e rmined by both the supplier
and the marke t e r, not the re s p o n-
d e n t . In the case of self-select sur-

vey s , m a ny of these disclose the sur-
vey topic in the inv i t a t i o n .
Respondents interested in a part i c u-
lar topic are generally more likely to
cooperate with a survey re q u e s t
when that topic is mentioned in the
i nv i t a t i o n . H oweve r, the impact of
respondent interest in the topic has
implications for key statistics.T h e
s u rvey results may be biased by the
ove rre p resentation of those with
high intere s t .

L a s t l y, m a r ke t e rs have a va riety of
exciting and innova t ive options to
reach their desired target. I n t e rn e t -
based panel re s e a rch offers that flex-
ibility within a ve ry afford a ble and
dynamic context.Whether they
build their own panel with existing
m a r keting lists or engage a re s e a rc h
s u p p l i e r, the ability to locate and
c reate a three-dimensional view of
their targeted consumer becomes as
easy as clicking a bu t t o n . |Q
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What’s happening in our industry? Don’t consumers care about
the products and services businesses are offering/going to
offer them? Don’t they want to provide feedback that will

make the offerings something truly special? Something worth buying?
Something to get excited about? Isn’t it a privilege for consumers to
have the ear of business?

Guess not! Because while we researchers feel that anyone in their
right mind should want to participate in market research, respondents
often show reluctance.We could all argue over why this is happening,
why response rates are going down. But rather than debate this amongst
ourselves, we decided go to the people who should be completing the
surveys.We asked consumers what makes them participate or deters
them from participating in market research (online-based research in
particular).

The methodology
First let’s be clear on the surveys and response pool we’re referring to.
For the purposes of the study mentioned, the methodology was online
research.A Web-based survey was put up and online research panel
members were asked to respond.The panel used was an opt-in panel, so
while the respondents were self-selected for the panel in general, they
were not self-selected for this particular study.There was no incentive
offered for participating in this particular study and the interview lasted

less than five minutes.
An equal number of male and

female respondents were invited
(although a greater number of
females actually responded), as well
as a good spread of ages from 18 on
up.

The response
Asking the question,“What factors
influence your decision to answer a

survey (select all that apply),” here’s what we found.The factors most
likely to determine or deter respondent participation are:

• incentive offered (66 percent);
• time available when survey offer arrives (56 percent);
• topic of the survey (37 percent);
• length of interview (30 percent).
This information suggests that the factors affect males and females dif-

ferently.Age has an effect as well. Males put a higher emphasis on incen-

Panel respondents
tell what gets them
to participate

By Janet Westergaard

Editor’s note: Janet Westergaard is
president of Esearch.com, Inc., a
Rolling Hills, Calif., research firm.
She can be reached at 310-265-4608
or at janet@esearch.com.

Your survey,
our needs
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tive (67 percent vs. 64 percent for
females) while females put a higher
emphasis on ava i l a ble time (57 perc e n t
v s . 54 percent for males). I n c e n t ive has
an equal weight throughout the ages,
but time ava i l a ble is most critical for
young re s p o n d e n t s : 72 percent of 18-
3 0 - year-olds listed ava i l a ble time
when the survey invitation is re c e ive d
as a factor critical in their re s p o n s e.
This compares with roughly 50 per-
cent of 31+-ye a r - o l d s .

Topic affects men (46 percent)
more than women (31 percent), as
does the length of the interview (43
percent of men vs. only 21 percent of
women are influenced to respond
based on the length of the interview).

When asked what ONE factor has
the most influence on a respondent’s
decision to participate in a particular
study, nearly half the respondents
indicated it was the incentive offered
(47 percent).The second-most influ-
ential factor was the time available
when the survey arrived (27 percent).
It is interesting to note that
researchers can control the first factor
(incentive) but not the second (time
available) - although these findings
may point out the need for future
inquiry into what days and times are
best for survey participation, since
timing does have a rather strong influ-
ence.

The topic of the survey is most
influential to only 12.6 percent of
respondents (topic being more
important for men vs. women).And
finally the subject line of the e-mail
invitation and the length of the inter-
view both are most influential to
roughly 5 percent of the respondents.

These factors don’t appear to play a
major role in response.

The data were clear: If researchers
want to increase response rate, they
should first look at the incentive
offered and then at the timing of the
survey invitations.

A closer look at incentive s
H aving a hunch that incentive might
p l ay a big role in re s p o n s e, we aske d
questions re g a rding appro p ri a t e
i n c e n t ive leve l s . Not surp ri s i n g , t h e
higher the incentive, the more apt
people are to re s p o n d .And ove r-
w h e l m i n g l y, respondents would pre-
fer a guaranteed smaller incentive
over the chance at winning a larger
p ayment via a raffle draw i n g ; 87 per-
cent of respondents indicated this to
be the case.

Only 5.2 percent of re s p o n d e n t s
would prefer the larger raffle draw i n g
and intere s t i n g l y, the majority of
these folks are young (18-30-ye a r -
old) males.The older the re s p o n d e n t ,
the more strongly they feel about a
guaranteed incentive.

R e c e iving smaller guaranteed non-
cash prizes (like phone cards or other
p rizes) didn’t interest re s p o n d e n t s .
These fa red even wo rse than raffle
d r aw i n g s .

A p e n ny for your thoughts
To d ay ’s respondents are going to
need more than small change to take
the time to complete a survey.T h e
m a j o rity thought that between $2
and $3 per 10 minutes was about
ri g h t . H owever genders don’t entire-
ly agree here : 57 percent of females
felt that $1 to $3 was appro p riate for

each 10 minutes of interv i ew i n g
while only 45 percent of the males
felt this way.The majority of males
indicated $4 to $5 per 10 minu t e s
was appro p riate (while less than half
the females agre e d ) . O verall feelings
about incentive levels don’t differ
significantly by age but rather by
g e n d e r.

Of course the higher the incen-
t ive, the more apt a person is to
re s p o n d . R e s e a rc h e rs can adjust these
nu m b e rs to increase response rate
when they ’re looking for hard - t o -
find audiences.And it’s important to
note that the incentive levels are for
general consumers (B2B re s e a rc h
generally re q u i res higher incentive
l eve l s ) .

Do you have a minute to
a n swer a ton of questions…
“Is there a length of interv i ew that
you would consider too long to
a n swe r ? ” NO! was the re s o u n d i n g
re s p o n s e. Fifty-nine percent of
respondents would consider any
i n t e rv i ew length as long as the
i n c e n t ive for participation wa s
a p p ro p ri a t e.Women feel more
s t rongly here, with a full 65 perc e n t
open to any interv i ew length. Half of
the men (50.5 percent) agreed -
which leaves the other half feeling
that there is a limit to the time they
would take to complete a survey. O f
the 49.5 percent that felt there wa s
an upper limit, half of these (25 per-
cent of the male respondent base)
felt interv i ews should not last more
than 30 minu t e s .

C o m municate effective l y
As we continue to vie for re s p o n-
d e n t s ’ t i m e, i t ’s good to know what is
i m p o rtant to them. By listening and
taking these fa c t o rs into account, we
can increase our re s e a rch re s p o n s e
rate and also communicate effective-
ly to our clients about re s e a rc h
e x p e c t a t i o n s .We need not/must not
t a ke respondents for granted as it is
their generosity and good nature
that ultimately determines the suc-
cess of our re s e a rc h .We rely on
them and their willingness to part i c-
ipate and must always keep their
p re f e rences in mind. |Q
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Have you ever lost a bid and wo n d e red how your competitor could
m a ke a profit at that price or how they could deliver so quickly?
If so, then maybe they we re using marketing re s e a rch outsourc i n g .

M a r keting re s e a rch outsourcing (MRO) is an emerging trend which will
change the cost stru c t u re of the U. S. re s e a rch industry and enable clients to
demand more rapid project delive ry combined with higher quality. M o re
i m p o rt a n t l y, M RO will enable U. S.m a r keting re s e a rch companies to pro f-
i t a bly deliver on these increased demands.

While MRO will change the marketing re s e a rch industry, the key for
your business is to leverage MRO before your competition to gain a com-
p e t i t ive adva n t a g e.

What is MRO ?
M a r keting re s e a rch outsourcing typically includes processes such as
statistical analysis and analytics, data management, s u rvey progr a m-
m i n g , quality assurance and support serv i c e s .Although a wide va ri e t y
of processes can be outsourc e d , the key to successful outsourcing is to
focus on processes that will provide the greatest RO I .

T h e re are three main categories of services that will provide the
greatest RO I : c u rrently subcontracted serv i c e s ; q u a l i t y - i m p roving ser-
v i c e s ; s e rvices that shorten project delive ry times.

S e rvices that are currently subcontracted are the most obvious can-
didates for outsourc i n g , such as: c o d i n g ; c ro s s t a bu l a t i o n s ; s t a t i s t i c a l

analysis and analytics; s u rvey pro-
gr a m m i n g .

Quality assurance services - such
as re p o rt pro o f i n g , c ro s s t a bu l a t i o n s
p roofing and survey testing - are
another great outsourcing opport u-
n i t y.

S e rvices that help shorten pro j e c t
d e l ive ry times can use MRO to gain
s t r a t e gic adva n t a g e.These serv i c e s
a re provided by internal staff and by
the MRO part n e r.The goal is not
to replace U. S. wo r ke rs with ove r-

seas equiva l e n t s , but to identify the most efficient way to complete
work to shorten project delive ry times.

M RO vs. c a p t ive center outsourc i n g
It is important to make a distinction between MRO, which invo l ves the
use of an MRO part n e r, and captive center outsourc i n g , which invo l ves a
wholly owned foreign subsidiary. M RO is a team-building model that is

Like it or not,
outsourcing of
research services 
is here to stay

By Akbar S. Ahmed

Is MRO a 
friend or foe?

Editor’s note:Akbar S.Ahmed is
president and COO of Delixus, Inc.,
a San Francisco market research
services outsourcing firm. He can be
reached at 925-672-2623 or at
akbar@delixus.com.
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designed to use the power of collabora-
tion between the U. S. and the country
hosting the outsourced serv i c e s .

Captive center outsourcing, the
type referred to by most media arti-
cles, is a model whereby U.S. employ-
ees are displaced by overseas workers.
In this model, a U.S. firm creates a
wholly owned foreign subsidiary and
moves jobs overseas to the subsidiary.
Often, this model is chosen by firms
with limited revenue growth who are
in a cost-cutting mode of operation.

The benefits of MRO
MRO can provide three main bene-

fits to the marketing research indus-
try: lower costs, shorter project turn-
around times, higher quality. Each of
the three benefits enables marketing
research companies to deliver higher
per-project ROI to their clients.

It is vital to understand the three
types of MRO firms to prevent a situ-
ation where you accidentally fund the
competition.The three types of
MRO firms are: partners, competitors
and hybrids.

Partners, also called pure-play
MRO firms, focus on providing ser-
vices to U.S. marketing research com-
panies. Partners, such as our firm, aim

to help U.S. marketing research com-
panies gain a competitive advantage
and defend against competitors and
hybrids.

Competitors are full-service mar-
keting research companies that direct-
ly compete with your company for
projects. Competitors are easily iden-
tified as they target the same industry
verticals as U.S. full-service firms,
such as pharmaceuticals, IT, banking,
etc.They also boast client lists that
may match yours, such as Microsoft,
Wells Fargo, GM and other client-side
companies.

Hybrids provide services to U.S.

Editor’s note: Ashwin Mittal and
Kedar Sohoni are directors of Cross-
Tab Marketing Services, a Mumbai-
based outsourcing firm. They can be
reached at ashwin@cross-tab.com and
k e d a r @ c r o s s - t a b . c o m .

In the last three ye a rs there has
been a grow ing global trend of off-
shore out s o u rcing of components

of market rese a rch servi c e s , with many
l e a ding market rese a rch agenci e s
a l r e a dy work ing with teams in offshore
de st in a t ion countri e s / r e gions such as
I n di a , C a n a d a , E a st ern Europe and the
P hili p p in e s .
Th ere are se v eral confli ct ing views on
o ut s o u rcing of MR servi c e s .W hile it is
a substantial opport u nity for the mar-
ket rese a rch community to reduce
c o sts and im p rove pro d u ct ivity it also
b rings with it cert a in di f ficult issues:
c o n fide n t i a li t y, job losse s , c h oice of
l o c a t io n , q u a lity control etc.
More than 80 percent of the Fortune
500 companies are directly or indi-
rectly outsourcing or looking at out-
sourcing large parts of their back-
office processes to offshore locations.
Market research-related processes
have also emerged as a viable option
for offshore outsourcing. Some of the
components of market research that
are being outsourced are: data collec-
tion using CATI (computer-aided tele-
phone interviewing); online survey
programming; data processing; data

Confidentiality Proper confidentiality and data security agreements need to 
be signed with third-party providers and senior personnel of 
captive centers. It is also recommended to have frequent 
audits to ensure compliance.

Infrastructure It is important that the destination country and the city 
selected within the country have access to required 
infrastructure such as power, bandwidth, good connectivity 
through airports, hotel facilities for visits by customer’s 
team and of course talented workers, etc.

Quality of deliverables Careful documentation of processes is important for 
processes executed in any location, but in the case of 
offshore outsourcing, these are doubly important. Also,
proper systems and protocols must be laid down for 
communication between teams in the client country and in
the vendor country.

Domain knowledge It is important to ensure that the senior members of the 
team in the offshore location have a strong domain
understanding of market research and do not have just an 
IT or data processing background.

Cultural issues It is necessary to understand the culture of the offshore 
location and the sensitivities of the people. Cultural 
misunderstandings can cause misgivings and can affect the 
quality of work.

Job losses in the client Good people can be retained and provided jobs in other
country and associated roles in the same agency in order to fuel the growth that
negative publicity for will result from the cost savings realized. It is important to
the agency have a proper PR initiative to explain the benefits of 

offshoring to the economy of the client country. (Economic 
studies have shown that in the long term offshoring leads to 
greater benefits for the economy of the client country and 
actually creates more jobs.)

Employee liability This risk is not an issue if one outsources to third-party 
providers. If one is going the captive route then it is 
important to carefully study the employment laws of the 
destination country to ensure no legal conflicts.

Identified risk Risk management measure

A brief guide to outsourcing
By Ashwin Mittal and Kedar Sohoni
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m a r keting re s e a rch companies and
offer full-service marke t i n g
re s e a rc h .The vast majority of MRO
companies are hy b ri d s .The hy b ri d s
fund their true strategic objective
of becoming a competitor by pro-
viding support services to yo u r
c o m p a ny. B ewa re! The hy b rid seeks
to use your money to compete
against yo u .

Choosing an MRO partner
The image of your business is directly
related to the quality of the work you
deliver, which is impacted by the
quality of your MRO partner.
Therefore, selecting the right MRO
partner is an extremely critical deci-
sion that requires an understanding of
the key attributes an MRO partner
should possess.

Attributes that differentiate MRO
firms from the rest of the pack
include: adherence to quality process-
es such as ISO 9001 and Six Sigma;
experience; customer references;
U.S.-based project management; and

written training manuals.

MRO in practice
A leading U.S. marketing research
company, name withheld upon
request, contracted with our firm to
outsource some of its statistical analy-
sis, data management, survey pro-
gramming and quality assurance
work.The initial pilot included the
hiring of 20 offshore staff over a 12-
month period with an automatic
renewal for a five-year term.

The pilot project utilized a va riety of
p e rsonnel including: f ive senior statisti-
cal analysts, 12 data management per-
s o n n e l , and three survey progr a m m e rs .

The marketing re s e a rch company
needed to meet a rapid deadline for a
p roject utilizing cluster analysis. It wa s
c ritical that a factor analysis be re a d y
by morning so that active va ri a bl e s
could be identified and selected for use
in the cluster analysis.The director of
analytics was faced with the unpleasant
task of asking his statisticians to wo r k
t h roughout the night.The other

option was to take advantage of the
12-hour time gap between the U. S.
and India and outsource the wo r k .

The company chose the second
o p t i o n . It sent the raw dataset to
D e l i x u s , whose job was to perform a
factor analysis ove rnight and delive r
a list of active va ri a bles by morn i n g .
The time difference meant that
Delixus could deliver the completed
work by morning and the dire c t o r ’s
team would be re f reshed and re a d y
to evaluate the re t u rned analysis
d u ring the day.

The future of MRO
Marketing research outsourcing is
h e re to stay and will have a lasting
impact on the industry. For the
i n d u s t ry as a whole, M RO can lowe r
cost stru c t u re s , s h o rten pro j e c t
d e l ive ry times and improve quality.
C u s t o m e rs will be able to demand
m o re for less money. Companies will
be able to meet those demands
while maintaining or improv i n g
c u rrent pro f i t a b i l i t y. |Q

analytics; reports and presentations; and coordination of
global research projects.
The bulk of the work curr e n t ly being out s o u rced is in data
p ro c e s s ing and survey pro gra m ming , b ut as offshore loca-
t ions grow and mature, o ut s o u rcing of the other components
such as data analytics and report ing will in c r e a se .
S el e ct ing a country as an offshoring de st in a t ion can be a
di f ficult de ci s io n . D e st in a t ion sel e ct ion has to be made
de p e n ding on the speci fic requirements and object ives of the
r e se a rch agency. H ow e v er there are some cri t eria that are
e s sential for any offshore de st in a t ion to be vi a bl e .The coun-
t ry must have:
• communi c a t ion in f ra st ru ct u r e, as well as other basic
c a p a b ili t i e s , in place;
• a low - risk envi ronment and a political climate favo ra bl e
to fo r e ign inv e stment and part i ci p a t io n ;
• quali fied and capable workers who are pro fi cient in the
l a nguage used by the out s o u rc er, and skilled in marke t
r e se a rc h , s p e ci fi c a l ly quantitative skil l s ;
• a meaningful cost adva n t a g e .
An im p o rtant de ci s ion that market rese a rch agencies need
to make when moving rese a rc h - r elated services offshore is
wh e t h er to work with thi r d - p a rty providers or to set up cap-
t ive centers . S e v eral agencies have chosen go with thi r d -
p a rty suppli ers and se v eral have taken the captive ro ut e .Ye t
a n o t h er model which has been opera t ional for quite a few
ye a rs is wh ere full-service rese a rch arms of large agenci e s
in offshore countries have been support ing their gl o b a l
teams for data pro c e s s ing and analy s i s .
W hile the de ci s ion to go either with thi r d - p a rty suppli ers or
c a p t ive depends on the st ra t e gy of the in dividual agency, w e

have compiled some quest ions to gu ide the de ci s io n :
• Is the act ivity being offshored of a st ra t e gic in t er e st to the
agency? Do the agency’s capabilities in this act ivity di f f er-
entiate it from competitors ?
• Does the agency have a good underst a n ding of the opera-
t ions of ru n ning a business in the de st in a t ion country ?
• Is it wort h while to under go the pains and learning pro c e s s
of est a bli s hing a captive center and not rely on prov e n
ex p ert i se of thi r d - p a rty providers ?
• Are there competent thi r d - p a rty providers ava il a ble that
can suitably address the agency’s needs?
• Does the thi r d - p a rty provider have suitable measures in
place to pro t e ct the confide n t i a lity of client data?
W hile the benefits that can be had from offshore out s o u rc-
ing are substantial there are also cert a in key opera t io n a l
and business ri s k s . From our ex p erience managing out s o u rc-
ing engagements for cli e n t s , we have been able to ide n t i f y
c ert a in risks and measures to mi t igate them. Pa rt of this li st
is out lined in the accompanying tabl e .

Substantial benefi t s

If the risk fact o rs associated with offshoring are pro p erly
a d d r e s sed then substantial benefits that can accrue to the
m a rket rese a rch agency and to the MR community as a
wh o l e .We ex p e ct that offshoring will move up the va l u e
c h a in to encompass areas such as data mining and report
w ri t ing . H ow e v er, k n owledge of a cert a in market and the
a s s o ciated consulting is something that cannot be easily
offshored and will be a key funct ion that will remain in the
c lient country. |Q
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man - but it’s a different story at
home.” Domestically, the woman
controls the finances with the man’s
salary as the major source of expendi-
ture.“The woman working is seen as
a bonus,”Wu says.This is borne out
by the survey findings - although 74
percent say their partners earn more
than they do, 75 percent vigorously
disagree that whoever holds the
money holds the power in a relation-
ship.

In contrast, 58 percent of Saudi
Arabian women in a long-term rela-
tionship say whoever holds the
money definitely has the power, the
highest in all markets surveyed. Sixty-
eight percent, again the highest
among all markets, say the man
should pay for everything. Forty-eight
percent also agree that men are always
more financially savvy than women.
Interestingly, Saudi Arabian women
(32 percent) come in second only to
Japan (38 percent) in concealing a
slush fund from their partners.“Based
on bank research and other informa-
tion, women are the richer gender,”
says Ghaida Fatany, the Synovate
senior research executive who con-
ducted the study in Saudi Arabia.
“Women here have always been
financially covered by their fathers or
husbands; therefore they do not have
to spend their own money unless they
really need to.”

The slush fund comprises any
inheritance the woman may have,
core family investments and any salary
if she had been working previously.
Secret bank accounts are kept secret
mainly to ensure financial security,
says Fatany.“But some husbands,
especially the more well-off ones, do
not really care what their wives have
in their accounts, believing that they
are responsible for their wives’ finan-
cial needs.What is hers is hers,”
Fatany says.

Japanese women (37 percent) come
second after their Saudi Arabian
counterparts (39 percent) in believing
that getting married and/or having a
family means giving up the financial
freedom women now enjoy.“The

truth is once a woman gets married
and especially when she has children,
it is very difficult to continue work-
ing,” says Rika Fujiki, president of
Synovate Japan.“It’s very rare to have
domestic helpers. In smaller cities,
perhaps parents and in-laws can take
care of children but in larger cities
this arrangement is not too common
as they may live further away.”

The secret bank account, says
Fujiki, contains savings derived from
the daily household expenditure.
Domestically, the situation mirrors
that of China, where the housewife
holds the bank card and control of
her husband’s salary.“It is her respon-
sibility to manage the household
accounts,” says Fujiki.“If she wants to
buy a handbag, she generates money
over a few months, perhaps by saving
on food or other bills.Then she tells
her husband a bag she’s wanted for a
couple of years is now on sale. It’s
important to note that she is not ask-
ing for permission to buy the bag, but
is in effect warning him that she’s
about to buy it.” Having adroitly
managed the domestic finances, it
appears the Japanese wife is within
her rights to buy the handbag
whether her husband agrees or not.

American respondents consistently
disagreed with the notion that men
were the better financial creatures or
that men should foot the bill for
everything. Interestingly, although a
little over half of those married or liv-
ing with partners claim to take home
the bigger paycheck, only 38 percent
say they can pretty much afford to pay
for what they want without asking for
money from their partner.That, cou-
pled with the fact that 75 percent
have a joint bank account, indicates
that decision-making on purchases is
more of a collaborative process.

“Gender equality in household
financial affairs is more the norm in
the U.S.,” says Tom Mularz, Synovate’s
global omnibus services director.
“Both partners in a domestic relation-
ship tend to contribute to and spend
household income equally. Major
purchases are typically mutually
agreed upon.With the rise in financial
independence for women, a financial
partnership is most typical of the

American household.” For more
information visit www.synovate.com.

Black women view the Web
as a tool, not a toy
Black women who are Internet users
tend to have a more utilitarian
approach to their online activities
than other female Internet users, sug-
gests a research report based on an
online survey of over 1,700 women
by NiaOnline.com.“They are com-
fortable with using the Internet, and
are more likely than their white
counterparts to treat it as a no-non-
sense tool for gathering information
and transacting business - as opposed
to a means of recreation and social
interaction,” says Cheryl Mayberry
McKissack, president and CEO of
Nia Enterprises, LLC, which owns
the black women’s interest Web com-
munity NiaOnline.com.

For instance, black respondents to
the NiaOnline Research Monitor
skewed much more heavily toward
using e-mail for work-related purpos-
es than white respondents - not sur-
prising, since more than three times as
many said they most often access the
Internet from work (32 percent of
black respondents versus 9 percent of
whites). Black women were half as
likely as white women to say that
their reasons for sending e-mail were
“usually personal” (39 percent versus
78 percent, respectively).
Correspondingly, fewer black respon-
dents than white respondents said
they were likely to use e-mail to
“share news about children, other
family members, or people” they
know; while more black respondents
said they were likely to “communi-
cate about work-related issues and
activities.”

The survey was administered dur-
ing the winter of 2004-2005 to
NiaOnline’s opt-in, permission-based
online Consumer Advisory Panel
(CAP), which reaches African-
American household members as well
as members of other ethnic groups.

The NiaOnline Research Monitor
also suggests that black women
Internet users are more heavily influ-
enced by online information about

Survey Monitor 
continued from page 8
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the products they buy than white
women Internet users. Nearly 65 per-
cent of African-American respon-
dents to the survey said they fre-
quently or almost always visit the Web
site of a product when deciding to
purchase it, compared with 58 per-
cent of white respondents.
Furthermore, 16 percent of African-
American respondents said their
favorite Web sites have a major influ-
ence on purchase decisions, versus 12
percent of white respondents.“This
makes the Internet an especially
effective medium for marketers hop-
ing to reach black families,” says
McKissack. For more information
visit www.niaenterprises.com.

This holiday season, kids want
cash
According to the annual KidzEyes
Holiday Wish List and Habits survey,
you may be doing your shopping at
an unexpected, not-so-crowded loca-
tion this year: the bank.The KidzEyes
Holiday Wish List and Habits survey
is conducted annually by KidzEyes, a
division of Chicago-based C&R
Research, in cooperation with
Funosophy, Inc., a Long Beach, Calif.,
toy industry consulting firm.

According to the survey, 41 percent
of kids surveyed say money is the best
kind of holiday present to get. Survey
respondents, who are between the
ages of 6-17, say electronics are sec-
ond-best (27 percent) followed close-
ly by toys (21 percent). Clothes are a
distant fourth (11 percent).“In a
departure from previous years, money
unplugs electronics for the top spot
on kids’ 2005 wish lists. By putting
money, whether cash or gift certifi-
cates, at the top of their lists, kids are
really asking for spending power,” says
Paul Metz, vice president, C&R
Research.“Without a doubt, if kids
get the money they are wishing for,
electronics will be one of the things
they’ll be spending it on. Over the
past three years, electronics have been
kids’ most sought-after gift, with
roughly 35 percent saying so.”

“Electronics continue to top chil-
dren’s wish lists,” says Nancy Zwiers,
president and CEO of Funosophy.

“Hand-held electronic games, video
games, cell phones, and MP3 players
are topping the charts with kids of all
ages.”

The annual KidzEyes Holiday Wish
List and Habits survey unwrapped a
variety of findings. Here’s a look at
what kids are wishing for this holiday
season:

Show me the money:An over-
whelming majority of kids (86 per-
cent) say they like receiving gift cer-

tificates for the holidays. Regardless of
age, gift certificates seem to be a sure
bet for kids.

Give me electronic gadgetry, too:
Even though money is king, kids still
want their electronic gadgets.When
asked which electronic devices they
hope to see sparkling under the tree
this season video games (62 percent),
video game systems (51 percent), cell
phones (47 percent) and MP3 players
(44 percent) all made the list.

http://www.quirks.com
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Girl talk:As far as the most-wa n t-
ed electronic gi f t s , girls would rather
talk or capture the moment ve rs u s
p l ay video games or be on the com-
p u t e r. In fa c t , 53 percent of gi r l s
want cell phones (ve rsus only 41
p e rcent of boy s ) , a digital camera (50
p e rcent ve rsus only 34 percent of
b oys) or an MP3 player (48 perc e n t
ve rsus only 40 percent of boy s ) .

Fun and games: In addition to
m o n ey, kids are hoping to see other
p resents under the tree this ye a r. I n
fa c t , 44 percent of kids hope to
re c e ive games (board games, t r a d i n g
c a rds or hand-held electro n i c
g a m e s ) .T h i rt y - s even percent of kids
hope to get sports equipment or
outdoor toys while 31 percent are
hoping for arts and crafts kits/mate-
ri a l s .Toy vehicles - such as diecast
c a rs , t rucks and radio control ve h i-
cles - we re cited by 20 percent of
k i d s .

Family fun: Of those kids who
hope to get games this season, e l e c-
t ronic hand-held games topped the
list with more than thre e - q u a rt e rs
(76 percent) saying so. Family board
games came in a close second at 71
p e rcent followed by plug-and-play
TV games (50 perc e n t ) .Tr a d i n g
c a rds seem to have lost their sizzle
with only 34 percent of kids who
want games saying they would like
to get trading card s .

Hot shop: B i g - b ox general mer-
chandise re t a i l e rs are the best places
to get the hot gifts of the season
a c c o rding to 58 percent of kids - up
nearly 15 percent from last ye a r.
Other stores pale in compari s o n : t oy
s t o res (19 perc e n t ) , e l e c t ronics store s
such as Best Buy, e t c. (12 perc e n t ) ,
and the Internet (7 perc e n t ) .

F rom the mouths of boy s : B oy s
p redict toys featuring the follow i n g
will be ve ry popular this holiday
s e a s o n : Star Wa rs (50 perc e n t ) , H a rry
Potter (49 perc e n t ) , S p o n g e B o b
S q u a re Pants (40 perc e n t ) , F a n t a s t i c
Four (39 perc e n t ) , Spider-Man (31
p e rc e n t ) , Charlie and the Chocolate
F a c t o ry (29 perc e n t ) , N A S CAR (29
p e rc e n t ) , Batman (28 perc e n t ) ,Yu -
Gi-Oh (27 percent) and Hot W h e e l s
(25 perc e n t ) .

Girls dish: Girls predict toys fea-

t u ring the following will be ve ry
popular this season: H a rry Potter (45
p e rc e n t ) , SpongeBob Square Pa n t s
(44 perc e n t ) , H i l l a ry Duff (39 per-
c e n t ) , Bratz (37 perc e n t ) , C h a r l i e
and the Chocolate Factory (34 per-
c e n t ) , L i n d s ay Lohan (32 perc e n t ) ,
Barbie (29 perc e n t ) , D i s n ey Pri n c e s s
(28 perc e n t ) , Hello Kitty (27 per-
cent) and Care Bears (23 perc e n t ) .
For more information visit
w w w. k i d z eye s o m n i bu s . c o m .

U. S . Hispanics love media
p r o d u c t s
A study conducted by Media, Pa . ,
re s e a rch firm ICR found that when
c o m p a red to the general population,
U. S.Hispanics are more likely to
p u rchase media and entert a i n m e n t
p roducts for the home.This includes
DV R s , c a ble pro d u c t s , video game
s y s t e m s , video games, m ovies and
mu s i c.

U. S. Hispanics are almost twice as
l i kely to re p o rt having a digital or
p e rsonal video re c o rder (DVR or
PVR) to re c o rd live television pro-
gr a m s .While the re p o rted penetra-
tion of these products is still re l a t ive-
ly low in the general population (8
p e rc e n t ) , 15 percent of Hispanics
re p o rted having one. Hispanics are
also more likely to own a video
game system (47 percent vs. 40 per-
cent of the general population).
“These findings highlight the va l u e s
placed on their family and the home
that is common across the dive rs i t y
of Latin culture s ,” s ays Melissa
H e rrm a n n , e xe c u t ive vice pre s i d e n t
of ICR’s multicultural re s e a rc h
gro u p.“It also shows the influence
of the younger Hispanic generation
on their overall household spend-
i n g .”

Hispanics are more likely than the
general population to re p o rt hav i n g
p u rchased each of the following in
the 30 days preceding the survey :
p remium cable (62 percent to 46
p e rc e n t ) ; m ovies on DVD (45 per-
cent to 39 perc e n t ) ; music on CD
(41 percent to 33 perc e n t ) ; m ov i e s
on VHS tape (16 percent to 12 per-
c e n t ) .

The ICR HispanicEXCEL study

was conducted by telephone fro m
June 14 to 27, 2 0 0 5 , among a
nationally re p re s e n t a t ive sample of
1,001 U. S. Hispanic adults.The mar-
gin of error is +/- 3.10 perc e n t .T h e
results we re compared to the general
population using data from an ICR
CENTRIS telephone survey of
4,000 adults conducted during the
same month with a margin or erro r
of +/- 1.55. For more inform a t i o n
visit www. i c rs u rvey. c o m

Product placements don’t
prompt purchases
A c c o rding to a national study by
N ew York re s e a rcher FIND/SVP,
m o re than half of consumers sur-
veyed (52 percent) said they wo u l d
be much more or somewhat more
l i kely to purchase a product seen in
a commercial ve rsus one featured in
a product placement (23 perc e n t ) .
S u bliminal effects notwithstanding,
the study also found less than one in
four A m e ricans believe that a pro d-
uct seen in a show would motiva t e
them to purc h a s e.

R e l a t ively speaking, 9 percent of
c o n s u m e rs surveyed said brand
cameos during programs wo u l d
actually make them much or some-
what less likely to purchase the
p roduct compared to adve rtising at 6
p e rc e n t . F I N D / S V P ’s study aske d
1,000 consumers in August 2005 a
range of questions online to deter-
mine their opinions on traditional
TV adve rtising compared to branded
e n t e rtainment or product place-
m e n t .“ E ven with the exponential
growth of spending on branded
e n t e rt a i n m e n t , traditional TV com-
m e rcials are still having an impact on
c o n s u m e rs ,” s ays Frank Dudley, v i c e
p resident of marke t i n g , F I N D / S V P,
I n c.“These findings speak to con-
s u m e rs ’ fa m i l i a rity with the tradi-
tional adve rt i s e m e n t . H oweve r, u s i n g
branded entertainment within a
f u l l y - i n t e grated marketing campaign
has the potential to deliver the mea-
s u r a ble results marke t e rs desire.”

The study revealed a disconnect
with some consumers re g a rding the
intent of all TV marketing practices.
Assuming all things equal, when con-
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s u m e rs we re asked the pri m a ry
o b j e c t ive of va rious marketing activ i-
t i e s , f ewer than half (43 perc e n t )
a greed completely that a scene in a
s h ow featuring someone using a
p roduct was an attempt to influence
p u rc h a s e. Not surp ri s i n g l y, 73 perc e n t
of consumers surveyed said that the
p ri m a ry objective of T. V. c o m m e rc i a l s
was to influence purc h a s e.

A g a i n ,TV commercials we re
m o re acceptable across all types of
p rogramming for consumers .W h e n
a s ked within what type of TV show
is most acceptable for them to be
exposed to such marketing practices,
m o re than half of the re s p o n d e n t s
accepted TV commercials for each
g e n re including dramas, s i t u a t i o n
c o m e d i e s , talk shows and re a l i t y
s h ow s . H oweve r, c o n s u m e rs sur-
veyed we re much more likely to
accept product placement in scri p t-
ed shows (36 percent in dramas, 4 7
p e rcent in sitcoms) than re a l i t y
s h ows (25 perc e n t ) . “ I n n ova t ive mar-
keting strategies will continue to
impact and influence consumer pur-

chasing behav i o r,” s ays Dudley.
“ P roduct integration in all forms of
e n t e rtainment will continue to see
s u c c e s s , but this study proves that the
t e l evision commercial is not dead.”

C o n s u m e rs surveyed we re aske d
to recall the we l l - p u blicized car
give away on The Oprah W i n f r e y
S h o w earlier this ye a r. S u p p o rt i n g
the findings cited above, only one in
t h ree (36 percent) actually re c a l l e d
seeing the episode, and 44 perc e n t
of those who saw the show re c a l l e d
the car she gave away - a Po n t i a c.
Not surp ri s i n g , of the males who
s aw the show 51 percent re c a l l e d
the car and of the females who saw
the show 40 percent recalled the
c a r. For more information visit
w w w. f i n d s v p. c o m .

P h a r ma researchers mov i n g
to online
A study by New York re s e a rch firm
Medefield that compared how phar-
maceutical re s e a rc h e rs around the
world are using Internet re s e a rc h
re l a t ive to other methodologi e s

found that use of the Internet as a
chosen method of data collection for
p h a rmaceutical market re s e a rc h e rs
c o n t i nues to ri s e, with this grow t h
a p p e a ring to be pri m a rily at the
expense of telephone interv i ew i n g .

R e s e a rc h e rs have different re a s o n s
for opting for one re s e a rch method-
o l ogy over another, but those most
often cited for choosing the
I n t e rnet we re speed and cost. O t h e r
i m p o rtant fa c t o rs given we re acces-
sibility to physician samples, d a t a
accuracy and ease of use.

M a r ket re s e a rc h e rs responded that
their use of the Internet as a
method of data collection wo u l d
i n c rease if they had access to larger
p hysician samples/panels.This wa s
deemed an especially crucial fa c t o r
to European re s p o n d e n t s , as wa s
p roof of Internet data cre d i b i l i t y.
The survey results are based on the
responses of 150 marke t
re s e a rc h e rs / business analysts fro m
a round the wo r l d . For more infor-
mation contact Johanne Guarda at
j o h a n n e. g u a rd a @ m e d e f i e l d . c o m .
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including support for scoring used
for education and training applica-
tions and calculated fields for
a d vanced market re s e a rc h , h ave
been included in this new re l e a s e.
A d vanced panel management -
EFM 1.4 includes more ro bu s t
panel management capabilities to
track and access panelist demo-
graphics and other intelligence in
one centralized location. C R M ,
HRM and BI integration support -
EFM v1.4 supports integration with
other applications including CRM,
HRM and BI platforms thro u g h
Web Services and an integr a t i o n
toolset to allow organizations to
l everage the knowledge gathere d
t h rough the survey pro c e s s .
S u rveySolutions desktop compati-
bility - SurveySolutions/EFM v1.4
is compatible with Survey S o l u t i o n s
Desktop 7.0 for use as an offline
client for survey design. For more
i n f o rmation visit www. p e rs e u s . c o m .

C o n firmit 10 and Confi r m i t
CAPI now ava i l a b l e
N o r way re s e a rch softwa re company
FIRM has launched Confirmit 10,
an update of its survey, panel and
re p o rting softwa re, and Confirm i t
CA P I , a fa c e - t o - face interv i ew i n g
p l a t f o rm . Highlights of Confirm i t
10 and Confirmit CAPI include:
s u rvey design features developed for
respondent experience optimization
and accessibility compliance; e n d -
client re p o rting features designed to
d e l iver live analytics over the We b ; a
n ew We b - c e n t ric platform for CA P I
and offline fa c e - t o - face interv i ew-
i n g ; and a new platform for panel
management and panelist commu-
nities to maximize panelist re t e n t i o n
and response rates. For more infor-
mation visit
w w w. c o n f i rm i t . c o m / 1 0 .

Fo c u s Vision offers Vi d e o
Tr a n s c r i p t s
FocusVision Wo r l d w i d e, S t a m f o rd ,
C o n n . , has introduced V i d e o
Tr a n s c ri p t s , which are transcripts in
traditional text and synchronized to

v i d e o. FocusVision uses cert i f i e d
c o u rt stenogr a p h e rs to deliver tran-
s c ripts back to clients within 48
h o u rs or less. Clients will re c e ive a
Video Tr a n s c ript in MS Wo rd via e-
m a i l , online synched to video, a n d
by CD through standard mail. U s e rs
can create transcript excerpts with
video links or video clips on their
PC or place them into Wo rd ,
Powe r Point or e-mail files.
Tr a n s c ripts can be browsed for key-
wo rds and those wo rds can be
c l i c ked on to jump to that moment
in the video. By highlighting a
block of text, u s e rs can get a video
clip that is export a ble into a
Powe r Point or e-mail file.Te x t
l i n ked to video can be export e d
into re p o rt s . For more inform a t i o n
call 203-961-1715 opt. 6 or visit
w w w. f o c u s v i s i o n . c o m .

C o m munity Sourcebook
from ESRI
E S R I , R e d l a n d s , C a l i f. , is now
o f f e ring the 2005 edition of the
C o m munity Sourcebook A m e ri c a
C D - ROM with A rc R e a d e r.T h e
C o m munity Sourcebook A m e ri c a
C D - ROM with A rcReader contains
i n f o rmation from the 2005 pri n t e d
editions of C o m munity Sourcebook of
ZIP Code Demogra p h i c s a n d
C o m munity Sourcebook of County
D e m o g ra p h i c s along with query, s o rt ,
and re p o rt softwa re and ESRI’s
A rcReader map display softwa re.
The Community Sourc e b o o k
A m e rica CD-ROM with
A rcReader is used by companies,
a g e n c i e s , and organizations that
need to re f e rence demographic data
for U. S. zip codes and counties.T h e
C D - ROM is also found in the re f-
e rence sections of many publ i c, c o r-
p o r a t e, and unive rsity librari e s .T h i s
n ew release contains updates and
p rojections for data such as popula-
t i o n , age distri bu t i o n , and income.
Data for two newly created micro p-
olitan statistical are a s , B o n h a m ,
Texas (Fannin County) and
C u l p e p e r,Va . (Culpeper County), i s
also included.The dominant
C o m munity Ta p e s t ry consumer
type is listed for each U. S. re s i d e n-

tial zip code, as well as demogr a p h i c
spending potential indexes for 20
c a t e g o ries such as financial serv i c e s ,
home improve m e n t , e n t e rt a i n m e n t ,
home furn i s h i n g s , a p p a re l , a u t o m o-
t ive afterm a r ke t , health insurance,
p e t s , and pet supplies. For more
i n f o rmation visit
w w w. e s ri . c o m / d e m ogr a p h i c d a t a .

Sites provide free research
r e s o u r c e s
P i t t s burgh softwa re company CRM
S u rvey Inc. has launched Web por-
tals www. c rm s u rvey.com and
w w w. c rm f e e d b a c k . c o m , which let
m a r ket and consumer re s e a rch con-
sultants conduct online survey s ,
l everage re s o u rces and conduct a
va riety of studies. CRM Survey Inc.
o f f e rs a free desktop application
p l a t f o rm , CRM Q+, which allow s
for designing survey questionnaire s ,
the simulation of re p o rt s , and col-
laboration among companies and
e x p e rt consultants. D e s c ri p t ive sta-
t i s t i c s , data visualization, c ro s s t a bu-
l a t i o n , group frequency analysis,
time seri e s , conjoint and T U R F
analysis are some of the feature s
o f f e red through the port a l s .A n
additional tool, CRM XNet enabl e s
m e m b e rs to network and commu n i-
cate with each other. It is also
o f f e red to members free of charge.

B r i e f l y
Australia-based online re s e a rch firm
i-Link Research Solutions has
e n t e red into a strategic alliance with
Qualified Opinions Research Pa n e l
to offer the Qualified Opinions
R e s e a rch Pa n e l , which will be used
e x c l u s ively for market and social
re s e a rch purposes to ensure mem-
b e rs are not unduly contaminated
or biased by re c e iving direct mar-
keting campaigns from the same
s o u rc e.The part n e rship between i-
Link and Qualified Opinions will
d evelop the membership base,
which is growing at a rate of 10,000
n ew respondents per month. Fo r
m o re information visit www. i -
l i n k . c o m . a u .

London re s e a rch firm Researc h
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N ow has launched a new online
panel in Australia offering access to
60,000 Australian household mem-
b e rs .The Australian panel will be
managed locally from new Researc h
N ow offices in Sydney and
B ri s b a n e. Jason Buchanan has left
R e s e a rch Now ’s London headquar-
t e rs and re t u rn to his native
Australia to head up the new office.
For more information visit
w w w. re s e a rc h n ow. c o. u k .

Va n c o u ve r. B. C. , re s e a rch firm
Vision Critical is now offering ve r-
sion 3.5 of its Panel+ online
re s e a rch platform .The new ve rs i o n
f e a t u res a redesigned user interfa c e,
n ew study creation and deploy m e n t
f u n c t i o n a l i t y, expanded filteri n g ,
enhanced security and greater data
i m p o rt and export contro l s . Fo r
m o re information visit www. v i s i o n-
c ri t i c a l . c o m .

Doane Marketing Researc h , S t .
L o u i s , is offering a shared-cost study
p e rtaining to the major disease chal-
lenges faced by U. S. d a i ry pro d u c e rs
c a ring for replacement dairy cattle.
Specific diseases by three stages of
growth development will be identi-
fied along with animal health pro d-
ucts used to control each disease.
For more information contact Dave
Tugend at 216-491-9515, e x t . 2 1 1
or visit www. d o a n e m r. c o m .

Chicago-based Vista Researc h
announced that it will provide U. S.
sales and support for U. K . - b a s e d
M R D C ’s softwa re suite. M R D C L , a
s c ripting language, is MRDC’s flag-
ship tabulation package.A d d i t i o n a l
p roducts in the suite include OnTr a q
(for tracking studies) and Report
D i rect (for automated
c h a rt i n g / re p o rt i n g ) .The products are
i n t e grated with Excel,Access and
Powe r Po i n t . MRDC softwa re sup-
p o rts the Triple S standard and is
XML compatibl e. For more inform a-
tion visit www. m rd c s o f t wa re. c o m ,
w w w. v i s t a - rs.com or contact Pa t
Johnston at 773-868-9107.

R o c h e s t e r, N. Y.-based Harri s

I n t e r a c t ive and the Harri s
I n t e r a c t ive Service Bureau (HISB)
a re now offering SynTrack Online
to market re s e a rch firms across the
United States. S y n Track Online is a
technical and consultative frame-
work designed to: p re s e rve tre n d e d
d a t a ; e n s u re re p re s e n t a t ive n e s s
t hrough sampling and advanced
weighting techniques; accommodate
mixed-mode studies; and expand rev-
enue across new and existing accounts
for both research firms and their end
clients. SynTrack Online customers
will also have access to Harris
Interactive research and methodology
consultants during the migration
process and beyond. For more infor-
mation visit www.hisbonline.com.

G reenfield Online, I n c. ,Wi l t o n ,
C o n n . , has launched a teen panel
and teen sample serv i c e.The com-
p a ny has built a dedicated teen
panel and project delive ry team
and is re c ruiting teen re s p o n d e n t s
b e t ween the ages of 13 and 17

t h rough multiple affiliates such as
teen port a l s , i n - p e rson eve n t s ,
schools and communities and viral
m a r ke t i n g .The panel has geo-
graphical reach within the U. S. ,
with profile data including almost
200 va ri a bles per panelist. Fo r
m o re information visit
w w w. gre e n f i e l d . c o m .

ICC/Decision Serv i c e s ,Way n e,
N. J. , a retail customer service firm ,
is now offering the Retail Learn i n g
L a b, an interactive strategic model
designed to change retail store
associate selling behavior and
i n c rease store sales.The Lab teaches
s u g g e s t ive and add-on selling tech-
niques and then re i n f o rces them
with my s t e ry shopping, rewa rd s
and re c og n i t i o n .The Lab measure s
baseline behav i o r, such as sugges-
t ive selling, and then quantifies
h ow much that baseline behav i o r
has improve d . For more inform a-
tion visit www. i c c d s . c o m .
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N e t R e f l e c t o r, I n s i g h t i n
S h a n g h a i , C h i n a , and MI Pro A S
in Drøbak, N o r way - which will
operate as wholly-owned sub-
s i d i a ries of GMI. GMI has also
f o rmed a new strategic alliance
with A RO Sistemas in São Pa o l o,
B r a z i l .

S c h a u m bu r g , Ill.-based E x p e ri a n
M a r keting Solutions has acquire d
Vente Inc. , an Omaha, N e b. ,
online re s e a rch and marke t i n g
f i rm .

A l l i a n c e s / s t r a t e g i c
p a rt ne r s h i p s
Datascension Inc., B re a , C a l i f. ,
has secured a formal agre e m e n t
with H a rris Interactive,
R o c h e s t e r, N. Y. , to provide online
p rogramming support for the
H a rr is Interactive online re s e a rc h
d iv i s i o n , as well as call center
s o l u t i o n s .This relationship is va l-
ued at approximately $1.5 million
per ye a r.

Association/organization news
The Council for Marketing and
Opinion Researc h ( C M O R ) ,
B e t h e s d a , M d . , has named Donna

Gillin director of operations.W h i l e
Gillin was not with CMOR for the
past ye a r, she served as the organi-
z a t i o n ’s director of gove rn m e n t
a f fa i rs from 1994 though 2004.
CMOR also introduced “ S h i e l d i n g
the Pro f e s s i o n ” as its new tagline
for an upcoming adve rtising cam-
paign and debuted its re d e s i g n e d
Web site at www. c m o r. o r g , w h i c h
includes an interactive state
re s o u rce map enabling re s e a rc h e rs
to read about legi s l a t ive issues and
i n i t i a t ives on a state-by-state basis.

The Puget Sound Researc h
Fo ru m ( P S R F ) , an association of
m a r keting re s e a rch professionals in
the greater Puget Sound area of
Washington state, has announced its
2005–2006 board of dire c t o rs .
Scott Prueter of Common
K n owledge Research is the
2005–2006 PSRF pre s i d e n t . Pa u l
K i rch of the Olinger Group is pre s-
ident-elect of the PSRF Board and
c h a i rs the programs committee.
Nancy Hardwick of Hard w i c k
R e s e a rch is re s p o n s i ble for spon-
s o rs h i p. E ric Larse of Kinesis heads
up member development and is
also a long-term board member.
R i c h a rd Secker of Inform a
R e s e a rch Services is tre a s u re r.A n n

B reese of Microsoft is re s p o n s i bl e
for member commu n i c a t i o n s . M a r k
Rosenkranz of Pacific Marke t
R e s e a rch sits on the progr a m s
c o m m i t t e e. Ellen Ye c kel of Kinesis
does PSRF special eve n t s . M i ke
P ri t c h a rd sits on the progr a m s
c o m m i t t e e. He is with
c o m S c o re Q 2 . M a rie Bennew i t z , a
re s e a rcher in the wireless telecom-
munications industry, is secre t a ry.
Janet T h o rpe of Nort h we s t
R e s e a rch Group is on the member-
ship and special events committees.
M a n f red Bluemel of A m a z o n . c o m
sits on the PSRF programs com-
m i t t e e. C a rolina Gre e n blat of
N o rd s t rom Inc. is a newcomer to
the PSRF board for the 2005–2006
s e a s o n . C l a i re Booth of Ipsos is a
n ewcomer to the PSRF board and
sits on the programs committee.
Will Scharf of Ipsos is past pre s i-
dent of PSRF.

F u rt h e r ing the development of
the P rofessional Researc h e r
C e rt i f i c a t i o n (PRC) cre d e n t i a l i n g
p rogr a m , the Marke t i n g
R e s e a rch A s s o c i a t i o n ( M R A )
announced the names of those
re s e a rc h e rs who will construct the
f i rst PRC examination to be
a d m i n i s t e red in 2007.The PRC
Exam Development Committee
will be chaired by Ken Roberts of
Cooper Roberts Researc h , S a n
F r a n c i s c o. Other committee mem-
b e rs are : Nancy Ke m m e ri e s , v i c e
p re s i d e n t , F riedman Marke t i n g ,
H a rr i s o n , N. Y. ; R e gina Lew i s ,
d i rector of consumer brand insight,
D u n k i n ’ B r a n d s , I n c. , C a n t o n ,
M a s s . ; A my Ienello, m a r ket re s e a rc h
m a n a g e r, Bose Corp o r a t i o n , S t ow,
M a s s . ; S t a c ey Hurwitz, c o n s u l t a n t ,
S t r a t e gic Research Hori z o n s ,
N e e d h a m , M a s s . ;Wasse A l e m aye h u ,
vice president of Researc h , G S W
Wo r l d w i d e,We s t e rv i l l e, O h i o ;
Melinda Denton, d i rector of mar-
keting re s e a rc h ,Wells Fargo Bank,
C o n c o rd , C a l i f. ; Linda Daniel,
re s e a rch dire c t o r,H a rri s
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I n t e r a c t ive, M i n n e a p o l i s ; M a r g a re t
R o l l e r, p re s i d e n t , Roller Marke t i n g
R e s e a rc h , G l o u c e s t e r,Va .

The M R A has joined the
National Organization for
Competency A s s u r a n c e ( N O CA ) ,
which provides guidance in setting
quality standards for cre d e n t i a l i n g
o r g a n i z a t i o n s .T h rough NOCA ’s
a c c rediting body, N a t i o n a l
Commission for Cert i f y i n g
Agencies (NCCA ) , c e rt i f i c a t i o n
p rograms may apply for accre d i t a-
tion by NCCA if they demonstrate
compliance with each accre d i t a-
tion standard . N C CA ’s Standard s
exceed the re q u i rements set fort h
by the A m e rican Psychologi c a l
Association and the U. S. E q u a l
E m p l oyment Opport u n i t y
C o m m i s s i o n . Only those who
meet these standards may be cert i-
f i e d . PRC is currently in the
mu l t i - year process of gaining
a c c re d i t a t i o n , and it is anticipated
that the PRC credential will be

fully accredited by NCCA by
Fe b ru a ry 2007.

S e p a r a t e l y, the MRA announced
that it has tapped I n H o u s e
C o m mu n i c a t i o n s , a McLean,Va . ,
p u blic relations and adve rt i s i n g
a g e n c y, to launch a national PR
campaign extolling the benefits of
m a r keting re s e a rch in making bu s i-
ness decisions.“The mission of
MRA is to advance the practical
a p p l i c a t i o n , u s e, value and under-
standing of the opinion and mar-
keting re s e a rch pro f e s s i o n ,” s ay s
E xe c u t ive Director Larry Brow n e l l .
“ We ’re eager to generate gre a t e r
u n d e rstanding and visibility for the
benefits of marketing re s e a rc h
t h rough a public relations cam-
paign targeted at the business com-
mu n i t y.”

Tim Williams has taken over the
role of chairman of the
Independent Consultants

G ro u p ( I C G ), an organization of
independent market re s e a rc h e rs
and small consultancies based
mainly in the United Kingdom.
Williams plans to expand the pro-
fessional services and training
o p p o rtunities for ICG members .
“The ICG has for ye a rs been
o f f e r ing professional adva n c e m e n t
workshops and networking foru m s
to its members , which have alway s
been ve ry popular.We ’re going to
e n rich our program to ensure that
our members keep up-to-date
with industry innovations and hear
f rom market leaders , m a ny of
whom are members themselve s ,”
he say s .

N ew accounts/projects
The market intelligence unit of
wine and spir its maker M o ë t
H e n n e s s y is now offer ing Researc h
R e p o rter to its global marke t i n g
t e a m s . R e s e a rch Report e r, d eve l-
oped by Australian company
Insight Marketing Systems, is a
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Web-based application designed to
help corporate re s e a rch teams use
m a r ket intelligence within their
o r g a n i z a t i o n s .

A f rica re s e a rch firm S t e a d m a n
G ro u p has been awa rded a media
re s e a rch tender in Ke nya to pro-
vide industry currency audience
m e a s u rement for radio, t e l ev i s i o n
and pri n t .The television and radio
re s e a rch will be conducted using
the A r b i t ron Po rt a ble Pe o p l e
Meter (PPM) system licensed by
T N S. Steadman will conduct the
initial phase of re s e a rch using
media diaries which will be
phased out in favor of PPMs fro m
2006 onwa rd s . It is anticipated
that the first wave of re s e a rc h
using PPMs will comprise a panel
of 400, building up to a panel of
1,000 PPMs within four to five
ye a rs .

N ew companies/new
divisions/ relocations/
ex p a n s i o n s
Statistical services firm WMB &
A s s o c i a t e s has relocated to new
offices at 4310 Citrus Blvd., S u i t e
1 0 0 , C o c o a , F l a . , 3 2 9 2 6 . P h o n e
3 2 1 - 6 3 7 - 0 7 7 7 .

Boston communications firm
Pohly & Pa rt n e rs has changed its
name to The Pohly Company
a n d , as part of a broader re s t ru c-
t u ring effort , c reated a commu n i-
cations consulting and marke t
re s e a rch group to formalize its
re s e a rch offeri n g s .

Nashville re s e a rch firm 2 0 / 2 0
R e s e a rc h , I n c. has signed a lease
on new office space in Miami that
will house a focus group fa c i l i t y
scheduled to open in the firs t
q u a rter of 2006. Located at 8350
NW 52nd Te rrace in the Doral
a rea of Miami, the facility will
house four focus group ro o m s ,
each with a client viewing ro o m ,
separate telephone suite and tech-
n o l ogy and A/V connections.
Anacarla Castr i l l o - B a q u e ro has
been hired as facility manager and

will head a staff of 15-20 employ-
ees when the facility is fully oper-
a t i o n a l .

B a re A s s o c i a t e s
I n t e rn a t i o n a l, a Fairfa x ,Va . , my s-
t e ry shopping firm , has opened a
n ew corporate office in Campinas,
Sao Pa u l o, B r a z i l . Ronaldo Carlos
de Olive i r a , d i rector of bu s i n e s s
d eve l o p m e n t , will run the new
o f f i c e.

Pa ris-based I p s o s has started a
n ew company in Bangkok called
Ipsos T h a i l a n d .The firm is a joint
ve n t u re between Ipsos SA (ow n i n g
the majority of shares) and thre e
re s e a rch part n e rs : Jérôme Herv i o,
Dao Napasab and Prangnoot
S u ry i a p o rn .

E n c i n o, C a l i f.-based L . A .
Focus has changed its name to
LW Research Gro u p.

Po l a ris Marketing Researc h ,
I n c. has moved its headquart e rs to
a larger space in suburban A t l a n t a
at 1455 Lincoln Pa r k way, S u i t e
3 2 0 , A t l a n t a , G a . , 3 0 3 4 6 .

C o m p a ny earnings report s
N o r way-based FIRM a n n o u n c e d
$7.4 million in reve nue for the
f i rst half of 2005 compared to $5.7
million for the same period in
2 0 0 4 . E B I T DA results for the
ye a r ’s six first months are $89,000.
R eve nue in Q2 2005 was $3.5
m i l l i o n , c o m p a red to $2.8 million
in Q2 2004. E B I T DA results for
Q2 2005 we re ($198,000).

O ver the first half of 2005,
Pa ris-based I p s o s re p o rted rev-
e nue of EUR 321.8 million, a n
i n c rease of 12.5 percent on the
f i rst half of 2004. C u rrency effects
remained negative, although to a
lesser extent than in the last thre e
ye a rs , at 1.4 perc e n t . O r g a n i c
growth of 7.8 percent was ahead
of the market ave r a g e. O p e r a t i n g
m a r gin was up 18.0 percent to
EUR 24.8 million, p rofit before
tax was up 31.4 percent to EUR

20.5 million and profit (gro u p
s h a re) was up 19.6 percent to
EUR 10.4 million.

At H a rris Interactive,
R o c h e s t e r, N. Y. , reve nue for the
f o u rth quarter of FY2005 wa s
$54.2 million, up 37 percent when
c o m p a red with $39.6 million of
reve nue from the same period a
year ago. U. S. reve nue was $42.3
m i l l i o n , up 30 percent from $32.5
million for the FY2005 fourt h
q u a rt e r. E u ropean reve nue wa s
$11.9 million, up 67 percent fro m
the $7.1 million of reve nue re p o rt-
ed for the same period a year ago.
H a rr is Interactive Service Bure a u
(HISB) reve nue was $1.9 million,
d own nearly 30 percent from the
$2.7 million of HISB reve nu e
re p o rted a year ago. F avo r a ble for-
eign currency exchange rates added
$0.2 million to reve nue for the
f o u rth quarter of FY2005.

Global Internet reve nue for the
f o u rth quarter of FY2005 wa s
$30.5 million, up 14 percent fro m
last ye a r ’s fourth quarter Intern e t
reve nue of $26.7 million. For the
f o u rth quarter of FY2005, U. S.
I n t e rnet reve nue was $27.1 million,
up 9 percent when compared to
the $24.9 million of fourth quart e r
of FY2004. E u ropean Internet rev-
e nue for the fourth quart e r
FY2005 was $3.4 million, up 90
p e rcent from $1.8 million in fourt h
q u a rter FY2004. I n t e rnet reve nu e
c o m p rised 56 percent of reve nu e,
64 percent of the U. S. reve nue and
29 percent of the European rev-
e nue for the fourth quarter of
F Y 2 0 0 5 .

Fo u rth quarter FY2005 operat-
ing income, including one-time
items of $1.0 million due to seve r-
ance pay m e n t s , was $2.9 million,
d own 52 percent when compare d
to operating income of $6.0 mil-
lion for the same per iod last ye a r.
One-time items are defined as
re s t ru c t u ring and other charges for
s everance costs, asset write-offs and
i m p a i rm e n t s .

Income from continuing opera-
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tions for the quarter was $0.7 mil-
l i o n , or $0.01 per diluted share
including after-tax severance costs
of $0.6 million, or $0.01 per dilut-
ed share. Income from continu i n g
operations for the fourth quart e r
FY2004 was $24.9 million, o r
$0.43 per diluted share, w h i c h
includes an income tax benefit of
$20.7 million, or $0.36 per diluted
s h a re due to reve rsal of a va l u a t i o n
a l l owance against deferred tax
a s s e t s .

Net income for the quart e r,
including $0.5 million in income
f rom discontinued operations, wa s
$1.2 million, or $0.02 per diluted
s h a re, c o m p a red with net income
of $24.8 million, or $0.43 per
diluted share for the fourth quart e r
of fiscal 2004.

R eve nue for the fiscal year ended
June 30, 2005 was $197.0 million,
up 42 percent from the $138.5 mil-
lion of reve nue for fiscal year 2004.
U. S. reve nue was $149.9 million,
up 34 percent from the $112.0 mil-
lion of U. S. reve nue a year ago.
E u ropean reve nue was $46.5 mil-
l i o n , up 76 percent compared with
$26.5 million of reve nue in fiscal
2 0 0 4 . HISB reve nue for the ye a r
was $9.0 million dollars , a 10 per-
cent decrease from the prior ye a r ’s
l evel of $10.0 million. F avo r a bl e
f o reign currency exchange rates
added $2.7 million to reve nue for
fiscal year 2005.

Global Internet reve nue for fiscal
year 2005 was $109.3 million, u p
27 percent from last ye a r ’s $86.1
m i l l i o n . For the ye a r, U. S. I n t e rn e t
reve nue was $97.7 million, up 19
p e rcent when compared to the
$81.9 million in fiscal 2004. F i s c a l
2005 European Internet reve nu e
was $11.6 million, up 178 perc e n t
f rom $4.2 million in fiscal 2004.
I n t e rnet reve nue compri s e d
a p p roximately 56 percent of rev-
e nu e, 65 percent of U. S. reve nu e
and 25 percent of European rev-
e nue for the ye a r.

Operating income for fiscal ye a r
2 0 0 5 , including one-time items of
$2.8 million, was $9.0 million,

d own 32 percent when compare d
to operating income of $13.3 mil-
lion for the same period last ye a r.

Fiscal 2005 income from contin-
uing operations was $4.5 million
i n , or $0.07 per diluted share,
including after-tax one-time items
of $1.7 million, or $0.03 per dilut-
ed share. Income from continu i n g
operations for fiscal 2004 was $29.8
m i l l i o n , or $0.52 per fully diluted
s h a re, and included an income tax

benefit of $20.7 million, or $0.36
per diluted share, p rincipally due to
reve rsal of a valuation allowa n c e
against deferred tax assets.

Net income for the fiscal ye a r,
including a $3.0 million mostly
non-cash loss from discontinu e d
o p e r a t i o n s , was $1.6 million or
$0.03 per diluted share, c o m p a re d
with net income of $29.9 million,
or $0.52 per diluted share for fis-
cal 2004.
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a p p o i n tments within the new
gro u p : Michael Rosenberg h a s
been promoted to pre s i d e n t , s p e c i a l-
ty healthcare gro u p, and has ove r a l l
responsibility for the gro u p ;
Jonathan Kay has been named
p re s i d e n t , business solutions and
s a l e s ; Je re my Bro d y has been
named senior vice pre s i d e n t , p a n e l
a c t iv i t i e s ; a n d Adam Wa rn e r h a s
been named account manager.
S e p a r a t e l y, Paul Barn e s has been
p romoted to pre s i d e n t , major phar-
ma gro u p ; Wes Michael has been
p romoted to exe c u t ive vice pre s i-
d e n t ; Linda Rigney- Tri n i d a d a n d
Ron Cosgrove h ave been pro m o t-
ed to senior vice pre s i d e n t ; I a n
M c K i n n o n has been promoted to
senior vice pre s i d e n t , decision sup-
p o rt ; Jeff Zornitzky has been
named senior vice president for sales
p e r f o rmance optimization; A a ro n
M o re l and M a rtin Holzman h ave
been promoted to vice pre s i d e n t ;

Suzanne Berg has been named
vice president for brand perfor-
mance optimization initiative s ;
S t eve Kre t s c h m e r has been named
senior account exe c u t ive ; Pa m
Rubio Soletto has been pro m o t e d
to account manager; Sen Deng h a s
joined the decision support team as
a senior methodologi s t ; and M i ke
K a c z m a rs k i has been named chief
financial officer.

Arbitron Inc., N ew Yo r k , has pro m o t-
ed Kathleen Ross to the new l y -
c reated position of chief administra-
t ive officer. R o b e rt H. Pa t c h e n h a s
been appointed to the new l y - c re a t-
ed position of chief re s e a rch officer.
The firm has also promoted two
m e m b e rs of its Columbia, M d . -
based Po rt a ble People Meter
re s e a rch team, naming Beth Webb
d i rector and Dan A m e s d i re c t o r,
i n t e rnational re s e a rc h .

S t a m f o rd , C o n n . , re s e a rch firm
I n s i g h t E x p r e s s has pro m o t e d M a r k

S u l l iva n to custom panel manager
and named M a rc Fe rri n e r o n l i n e
media planner/bu yer within the
respondent delive ry gro u p. Pa t ri c i a
D e P i e t t o has been named gro u p
d i re c t o r, consumer packaged goods.
Dana Tay l o r has joined the compa-
ny ’s Seattle office as account manag-
e r, a d ve rt i s i n g .And Keith Busch
has been promoted to account man-
a g e r,e m e r ging markets in the com-
p a ny ’s Stamford office.

B e l l o my Research , I n c.,Wi n s t o n -
S a l e m , N. C. , has promoted Je f f

G o l d m a n and K a ren Lefler t o
vice president - client service and
n a m e d A a ron Ballance c u s t o m e r

relations specialist. In addition
Thomas Hendri x has joined the
c o m p a ny as re s e a rch manager.

M/A/R/C Research, I rv i n g ,Te x a s ,
has named Will Leskin vice pre s i-
d e n t , q u a l i t a t ive serv i c e s . In addi-
t i o n , Nancy Miller and M a ry
L oveland h ave joined as account
d i re c t o r.

In September, the board of dire c t o rs
of Rochester, N. Y.-based H a rri s
I n t e ra c t i ve unanimously elected
G rego ry T. N ovak as the compa-
ny ’s president and chief exe c u t ive
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continued from page 10

Goldman Lefler

Ballance Hendrix
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officer and also elected him to the
b o a rd of dire c t o rs .

P rerana Dav é has joined
FocusVision Wo r l dw i d e as an A / P
manager in the Stamford , C o n n . ,
o f f i c e.

Global Market Insite, I n c., S e a t t l e, h a s
named R i c h a rd Scionti vice pre s i-
dent of the newly formed global
e n t e rp rise solutions gro u p.

Heather Prab i s h has joined the
Chicago office of re s e a rch softwa re
f i rm E - Ta b s as business deve l o p m e n t
m a n a g e r.

Caryn Portnoy has joined the NPD
Group, PortWashington, N.Y., as
senior public relations manager in the
food service/food and beverage,
housewares, and automotive divisions.

M O R PACE Intern a t i o n a l , I n c., a
F a rmington Hills, M i c h . , re s e a rc h
f i rm , has named William J. H e r a l d

re s e a rch director for the health care
gro u p.

Je rs ey City, N. J. , re s e a rch firm C r o s s -
Tab Marketing Serv i c e s has completed
an agreement with S i m o n
Chadwick under which he will
s e rve as a strategy advisor to the
c o m p a ny. Chadwick is a principal of
consulting firm Cambiar LLC.

D e nver re s e a rch company i M o d e ra t e
has named G a ry Zucke r vice pre s i-
dent of sales.

M i n dwa ve Research,A u s t i n ,Te x a s , h a s
named Bill Mathis d i rector of qual-
i t a t ive re s e a rc h .

Herald
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Welcome to the fi rst annual di r e ct o ry of rese a rch panel s . This di r e ct o ry
was compiled by contact ing fi rms we ide n t i fied as having rese a rch panel
servi c e s . The di r e ct o ry contains 104 fi rms that have ov er 250 panel s
a va il a bl e . The company li st ing s , which begin on the next page, li st the
company’s contact de t a ils as well as the panels they have ava il a bl e . Fo r
m o st fi rms we have in c l u ded the size of the panel as well as how panel
m e m b ers are surv e yed (mail , t el e p h o n e, We b ) . We also ide n t i fied those
fi rms that offer cli e n t - s p e ci fic pro p ri e t a ry panel management. To furt h er
h elp you find a panel that meets your needs, we have in c l u ded an
in d u st ry and audience cro s s - in dex se ct io n . This se ct io n , which begins on
page 106, li sts the name of the panel , the company providing it, and the
page number wh ere the contact in fo rm a t ion can be fo u n d . An onlin e
v ers ion of this di r e ct o ry will be ava il a ble in early 2006.

Do you know of a panel that is not li sted? Please e-mail Steve Quirk
( st e v e @ q u i rks.com) to add the panel to our database .

2005
Research Panels

Directory >>>

Copyright 2005 Quirk’s Marketing Research Review
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ACNielsen - The Americas

150 N. Martingale Rd.
Schaumburg, IL 60173
Ph. 847-605-5000
www.acnielsen.com
Panel Titles:
Fresh Food Consumer Panel

Size: 15,000 
Homescan 

Size: 126,000 
Homescan Panel Views Survey 

Size: 61,500 
Intended Users

Size: 61,500 
The African-American Consumer

Affordable Samples, Inc.

185 Sound Beach Ave.
Old Greenwich, CT 06870
Ph. 800-784-8016 or 203-637-8563
sales@affordablesamples.com
www.affordablesamples.com
Panel Titles:
Affordable Samples Online Business Panel

Size: 900,000  Type: Online
Affordable Samples Online Consumer Panel

Size: 1,000,000  Type: Online

The OTHER, better value sampling company in
Connecticut, founded in 1991, providing repre-
sentative online consumer (1.6M) and busi-
ness (700K) panel samples. Many predefined
selectors and fast pre-screening for almost
any low-incidence category. Sample-only ser-
vice or sample plus programming/hosting. Fast
fielding, responsive service and great prices.
Sampling expertise and advice. Hundreds of
smart research clients.
(See advertisement on p. 26)

all global

5-25 Scrutton St., Unit E
Zetland House
London  EC2A 4HJ
United Kingdom
Ph. 44-20-7749-1434
info@allgloballtd.com
www.allgloballtd.com
Eva Caparra, Director
Panel Titles:
All Global Online 

Size: 50,000  Type: Online

Amplitude Research, Inc.

One Boca Place
2255 Glades Rd., Suite 324A
Boca Raton, FL 33431
Ph. 877-225-7950
sales@amplituderesearch.net
www.amplituderesearch.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Amplitude Research Technology Panel

Size: 3,500  Type: Online 

AMR Interactive

Level 14, 235-243 Jones Street
Ultimo
Sydney, NSW 2007
Australia
Ph. 61-2-9020-6700
insights@amrineractive.com
www.amrinteractive.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
AMR Interactive Chronic Illness Panel

Size: 20,000  Type: Online
AMR Interactive Consumer Panel

Size: 300,000  Type: Online
AMR Interactive Small/Medium Business
Panel

Size: 25,000  Type: Online 

ARCS® IVR Systems

565 Virginia Dr.
Fort Washington, PA 19034-2706
Ph. 540-576-1419
bmueller@m-s-g.com
www.arcsivr.com
Bruce Mueller
Proprietary Panel Mgmt.:Yes

Since 1991, companies have used ARCS®

technology to automate recruiting, scheduling
and collection of data from proprietary pan-
elists for central location and home-use tests,
sensory evaluations and focus groups. Highly
customizable, ARCS IVR systems feature
robust SQL databases, automatic updating of
panelist information via Web or IVR, and
built-in sample selection, questionnaire devel-
opment and query tools plus many standard
reports.

Berenhaus Research Solutions, LLC

37 Jamie Court, 2nd floor
Bloomfield, NJ 07003
Ph. 973-566-0095 or 973-495-9411
iberenhaus@comcast.net
www.berenhaus.com
Ira Berenhaus, President
Panel Titles:
Berenhaus B2B Panels 

Type: Mail, Online
Berenhaus Consumer Panels 

Type: Mail, Online 

Bloomerce Access Panels Europe

P.O. Box 245
3000 AE Rotterdam  
Netherlands
Ph. 31-10-400-09-09
info@bloomerce.com
www.bloomerce.com

BRAND INSTITUTE, inc.

200 S.E. 1st St., 12th Floor
Miami, FL 33131
Ph. 305-374-2500
www.brandinst.com
Panel Titles:
Brand Institute Panel

BuzzBack

6 E. 39th St., 8th Floor
New York, NY 10016
Ph. 646-519-8010
info@buzzback.com
www.buzzback.com
Panel Titles:
Buzz Back Panel

Size: 300,000  Type: Online

C&R Research Services, Inc.

Creative & Response Research Services, Inc.
500 N. Michigan Ave., Suite 1200
Chicago, IL 60611
Ph. 312-828-9200
info@crresearch.com
www.crresearch.com
Megan Burdick, Dir.New Business Dev.
Panel Titles:
KidzEyes.com 

Size: 14,500  Type: Online
LatinoEyes.com 

Size: 5,000  Type: Online
Momnibus 

Size: 12,000  Type: Online
TeensEyes.com 

Size: 7,000  Type: Online

Caduceus Marketing Research

111 Howard Blvd., Suite 100
Mt. Arlington, NJ 07856-1315
Ph. 973-770-4000
tomsimpson@cmr-usa.com
www.cmr-usa.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Dental Consulting Network

Size: 3,000  Type: Mail, Online
Nurses Consulting Network

Size: 3,500  Type: Mail, Online
Pharmacists Consulting Network

Size: 2,100  Type: Mail, Online
Physicians Consulting Network

Size: 37,000  Type: Mail, Online
Veterinary Consulting Network

Size: 3,000  Type: Mail, Online

ChildResearch.com

175 N. Main St.
Branford, CT 06405
Ph. 203-483-4301
info@childresearch.com
www.childresearch.com
Panel Titles:
Childresearch.com Panel

To search for panels by industry or audience,

please use the cross-index section on page 106.

Size: Number of members in the panel
Type: How members are surveyed 

(mail, telephone, online)

Codes
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Ciao GmbH

Leopoldstrasse 236
80807 Munich  
Germany
Ph. 49-89-2555-1600
germany@ciao-group.com
www.consumer-access.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Ciao’s Car Panel
Ciao’s European Access Panel
Ciao’s Health Panel

Circle 1 Network

131 W. Seeboth St.
Milwaukee,WI 53204
Ph. 414-271-5437
sally.schmidt@circle1newtork.com
www.kidscom.com
Sally Schmidt, Research Manager
Proprietary Panel Mgmt.:Yes
Panel Titles:
Kidscom Club 

Size: 170,000  Type: Online

Clarion Research

1776 Broadway, Suite 1000
New York, NY 10019-2002
Ph. 212-664-1100
diane.traiger@clarionresearch.com
www.clarionresearch.com
Diane Traiger, President
Panel Titles:
Clarion Research Web Panel

Type: Online
Investor Relations Benchmark

Type: Online

ComScore SurveySite

90 Sheppard Ave. E., Suite 100
Toronto, ON M2N 3A1
Canada
Ph. 416-642-1002
sales@surveysite.com
www.surveysite.com
Panel Titles:
Opinion Square 

Consumer Contact

1220 Sheppard Ave. E., #100
Toronto, ON M2K 2S5
Canada
Ph. 800-461-3924 or 416-493-6111
info@consumercontact.com
www.consumercontact.com
Carrie Moyer, Director of Online Research
Proprietary Panel Mgmt.:Yes
Panel Titles:
Canadian Consumer Panel

Size: 80,000  Type: Online
US Financial Decision Makers

Size: 21,000  Type: Online

Consumer Link

Insight Counts
1718 Lake Grasslands West
Gallatin,TN 37066
Ph. 615-822-5260
darlahall@conslink.com
www.insightcounts.com
Darla Hall
Proprietary Panel Mgmt.:Yes
Panel Titles:
Consumer Link Concept Development 

Size: 10,000  Type: Online
Consumer Link Consumer Research 

Size: 10,000  Type:Telephone, Online
Consumer Link Customer Satisfaction 

Size: 10,000  Type:Telephone, Online
Consumer Link Employee Satisfaction 

Type:Telephone, Online
Consumer Link Ethnographic Research 

Size: 10,000  Type: Online
Consumer Link Focus Groups 

Size: 10,000
Consumer Link Home Use Tests 

Size: 10,000  Type:Telephone, Online
Consumer Link Mystery Shopping

Size: 7,000  Type:Telephone, Online
Consumer Link Product Testing Research 

Type:Telephone, Online

Consumer Research Centre Ltd.

1398 West 7th Avenue
Vancouver, BC V6H 3W5
Canada
Ph. 604-714-5900 or 866-455-9311
info@consumerresearch.ca
www.consumerresearch.ca
Jessica Gibson
Panel Titles:
The Consumer Research Panel

Type: Online

Consumer Research Centre Ltd.

425 Bloor Street East, Suite 550
Toronto, ON M4W 3R4
Canada
Ph. 416-966-5900
info@consumerresearch.ca
www.consumerresearch.ca
Jessica Gibson, Director Business
Development
Proprietary Panel Mgmt.:Yes
Panel Titles:
Consumer Research Panel

Size: 80,000  Type: Online
Consumer Research RX 

Size: 35,000  Type: Online

Creative Marketing & Research

B ro o m vale Four C,B ro o m vale Business Centre
Bramford Road, Little Blakenham
Ipswich, UK IP8 4JU
United Kingdom
Ph. 1473-832-211
info@creativemarketing.co.uk
www.creativemarketing.co.uk
Panel Titles:
Anaesthetists & Critical Care Nurses Panel

Type: Online
Asthma Patients Panel

Type: Online
Diabetes Nurse Educators/CDE’s Panel

Type: Online
Diabetes Patients Panel

Type: Online
Pharmacists Panel

Type: Online
Specialist RespiratoryNurses Panel

Type: Online 

Cross-Tab Marketing Services Pvt. Ltd.

171B, Mittal Tower, 210 Nariman Point
Mumbai  400021
India
Ph. 91-22-22022043
sales@cross-tab.com
www.cross-tab.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Cross-Tab Indian Consumer Panel

Size: 60,000  Type: Online
Cross-Tab Panel of IT Professionals 

Size: 90,000  Type: Online

C ro s s - Tab provides paneling and offshore out-
s o u rcing services to global marke t ing and mar-
ket rese a rch orga ni z a t io n s . C ro s s - Tab has an
O n line Consumer Pa n el and an Online Software
D e v el o p er Pa n el in Indi a . C ro s s - Tab is also in
the process of building out its pro p ri e t a ry panel
a c ross va rious Asia-Pa ci fic regio n s .
(See advertisement on p. 54)

Datatelligence Online

(A Div. of Cunningham Research Group)
3 Signal Ave.
Ormond Beach, FL 32174
Ph. 800-831-1718 ext. 269
anaescudero@cunninghamresearch.com
www.datatelligence.com
Ana Escudero, Panel Department Manager
Panel Titles:
Dataintelligence ONLINE

Size: 250,000  Type: Online

Datatelligence ONLINE, a division of
Cunningham Research Group, specializes in
the development and management of online
panels. Our panels consist of more than
250,000 pre-qualified consumers from differ-
ent backgrounds and ethnicities who represent
the general population and participate in a
variety of research studies.

To search for panels by industry or audience,

please use the cross-index section on page 106.

Size: Number of members in the panel
Type: How members are surveyed 

(mail, telephone, online)

Codes
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Decision Analyst, Inc.

604 Avenue H East
Arlington,TX 76011-3100
Ph. 817-640-6166 or 800-262-5974
jthomas@decisionanalyst.com
www.decisionanalyst.com
Jerry W.Thomas, President/CEO
Proprietary Panel Mgmt.:Yes
Panel Titles:
American Consumer Opinion ®

Size: 5,000,000  Type: Online
Contractor Advisory Board 

Type: Online
Executive Advisory Board 

Size: 140,000  Type: Online
Medical Advisory Board 

Size: 35,000  Type: Online
Physician’s Advisory Council

Size: 28,000  Type: Online
Technology Advisory Board 

Size: 115,000  Type: Online

Decision Analyst started building its Internet
research capabilities and systems in 1996.
Since then we have become a global leader in
Internet-based research systems by developing
secure, scientifically valid, technologically
advance, and carefully integrated software and
systems.We have conducted hundreds of
online surveys using our proprietary research
systems and our worldwide online panels.
(See advertisement on p. 87)

Decision Insight, Inc.
106 W. 14th St., Suite 2500
Kansas City, MO 64105
Ph. 816-221-0445
info@decisioninsight.com
www.decisioninsight.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Teen Insight™

Size: 5,000,000+  

TeenInsightTM is the largest panel of U.S.
teenagers available, providing access to 5+
million high school students. It’s fully repre-
sentative of the Census’ teen demographics.
Sample profile points include lifestyle, activity
interests, sports interests, career interests, age,
gender, and ethnicity. Use TeenInsight’s
Omnibus for issues requiring quick feedback
such as concept testing, attitude abd usage, ad
testing, and trend analysis.
(See advertisement on this page)

Digital Research, Inc.

201 Lafayette Center
Kennebunk, ME 04043-1853
Ph. 207-985-7660
bob.domine@digitalresearch.com
www.digitalresearch.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
DRI Consumer Panel

Size: 197,234  Type: Online

DiscoverWhy.com
135 South Rd.
Bedford, MA 01730
sales@discoverwhy.com
www.discoverwhy.com
Panel Titles:
DiscoverWhy.com Panel

Type: Online

DMS Research

D igital Marke t ing Servi c e s , I n c . ( D M S )
1305 S.State Hwy. 1 2 1 , Suite 290
L e w i s vil l e,TX 75067
P h . 8 0 0 - 4 0 9 - 6 2 6 2
D M S e m a il @ a o l . c o m
w w w. d m s d a l l a s . c o m
Pa n el Ti t l e s :
O p inion Place 

Ty p e : O n lin e
S u rveySpree 

S i ze : 1,500,000  Ty p e : O n lin e

DMS produces two di st in ct online sample pro d-
u ct s . Our premi er offering , O p inion Place, u ses a
u nique riv er methodology to supply our onlin e
r e s p o n dent portal with a tru ly fresh, s ci e n t i fi c a l-
ly-managed sampling fra m e .This RDD-li ke
r e c ruitment technique results in unpara l l el e d
p u rity for your most critical pro j e ct s . M o r e
r e c e n t ly, we’ve de v eloped a ro b u st online panel
( S u rveySpree) using conv e n t ional recru i t m e n t
methods with preci s ion targeting capabili t i e s .
(See advert i sement on p. 6 3 )
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DoctorDirectory.com, Inc.

One Page Avenue, Suite 280
Asheville, NC 28801
Ph. 828-255-0012 or 888-796-4491
research@doctordirectory.com
http://clients.doctordirectory.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
DoctorDirectory.com Consumer Panel

Size: 800,000  Type: Online
DoctorDirectory.com Physician Panel

Size: 545,000  Type: Mail, Online

DrugVoice LLC

5602 Richmond Ave.
Dallas,TX 75206
Ph. 214-803-6036
melissa.krauth@drugvoice.com
www.drugvoice.com/services
Proprietary Panel Mgmt.:Yes
Panel Titles:
PatientVoice Panel

Type: Online

E-Poll

16133 Ventura Blvd., Suite 905
Encino, CA 91436
Ph. 818-995-4960
mwaxman@epoll.com
www.epoll.com
Michele Waxman
Proprietary Panel Mgmt.:Yes
Panel Titles:
E-Poll Consumer Panel

Size: 250,000  Type: Online

e-research-global.com

1527 Kalaniwai Place
Honolulu, HI 96821
Ph. 808-377-9746
drjohn@e-research-global.com
www.e-research-global.com
Panel Titles:
e-Research-Global.com Panel

Type: Mail, Online

e-Rewards Inc./ERI Research

8401 N. Central Expwy., Suite 900, LB38
Dallas,TX 75225
Ph. 214-743-5429
info@e-rewards.com
www.e-rewards.com/researchers
Kurt Knapton, Executive Vice President
Proprietary Panel Mgmt.:Yes
Panel Titles:
e-Rewards B2B Panel

Size: 1,000,000  Type: Online
e-Rewards Consumer Panel

Size: 2,000,000  Type: Online

e-Rewards Research, Inc. (ERI), the online
sample quality leader, provides the highest
level of service through its 2,000,000+ mem-
ber Consumer Panel and 1,000,000+ member
Business Panel, while maintaining over 300
profiling segments. ERI response rates are
among the highest in the industry, 15-35%
depending on sample target.The “by invitation
only” enrollment methodology reduces self-
selection bias and blocks “professional survey
takers.”
(See advertisement Insert)

Esearch.com, Inc.

32 S. Middleridge Lane
Rolling Hills, CA 90274
Ph. 310-265-4608
esearch@esearch.com
www.esearch.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Esearch Business/IT Panel

Size: 25,000  Type: Online
Esearch Children/Teens Panel

Size: 150,000  Type: Online
Esearch Consumer Panel (U.S.) 

Size: 800,000  Type: Online

Since 1995, Esearch.com Inc. has provided
online sample for Internet research. Our exten-
sive consumer panel is profiled to enable tar-
geting of early adopters, people with medical
conditions, home owners, pet owners, sports
(and other) enthusiasts and much, much more.
(See advertisement on this page)

FGI Research

400 Meadowmont Village Circle, Suite 431
Chapel Hill, NC 27517
Ph. 919-929-7759
info@fgiresearch.com
www.fgiresearch.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Beckett Sports Collector Panel

Type: Online
SmartPanel for Businesses 

Type: Online
SmartPanel for Growing Families 

Type: Online
SmartPanel of Consumers

Type: Online
SmartPanel of Hispanics 

Type: Online

Gang & Gang, Inc.

Resonance Research
16 Front St.
Salem, MA 01970
Ph. 978-740-4474
sgang@gang.net
www.gang.net
Steve Gang, President/CEO
Panel Titles:
Resonance Survey Panel

To search for panels by industry or audience,

please use the cross-index section on page 106.

Size: Number of members in the panel
Type: How members are surveyed 

(mail, telephone, online)

Codes
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GENESYS Sampling Systems

565 Virginia Dr.
Fort Washington, PA 19034-2706
Ph. 800-336-7674 or 215-653-7100
info@m-s-g.com
www.genesys-sampling.com
Gregg Kennedy,Vice President
Proprietary Panel Mgmt.:Yes
Panel Titles:
Your2Cents Ailments & Care Givers

Size: 475,000+  Type: Online
Your2Cents Business-2-Business 

Size: 2,500,000  Type: Online
Your2Cents Cellphone Survey Panel

Size: 165,000+ 
Your2Cents IT Prof./Tech. Users/Decision
Makers

Size: 25,000+  Type: Online
Your2Cents Online Opinion Panel

Size: 3,750,000  Type: Online
Your2Cents Physicians/Health Care
Professionals 

Size: 500,000+  Type: Online
Your2Cents Small Business Owners

Size: 150,000+  Type: Online
Your2Cents VideoGamers

Size: 120,000+  Type: Online
Your2Cents4Teens 

Size: 60,000+  Type: Online

GENESYS Sampling Systems offers the
Your2Cents® Online Opinion Panel which pro-
vides access to millions of active, highly pro-
filed, Internet-connected households including
adults, teens, and children, plus specialty pan-
els of health care professionals, ailment suffer-
ers, automotive, IT professionals, and other
B2B respondents. Over 500 target selects,
unique invitations/reminders, multi-mode sam-
pling approaches and hosting options insure
high-quality sample and results.
(See advertisement on p. 65)

GfK Panel Services Consumer Research 

Nordwestring 101
90319 Nurenberg  
Germany
Ph. 49-911-395-2207
wolfgang.twardawa@gfk.de
www.gfk.de
Wolfgang Twardawa
Panel Titles:
ConsumerScan 

Size: 70,000 

GfK-NOP Consumer

75 Ninth Ave., 5th Floor
New York, NY 10011
Ph. 212-240-5300
info@nopworld.com
www.nopworld.com
Panel Titles:
NOP Consumer Online Panel

Type: Online

GMI (Global Market Insite, Inc.)

2835 82nd Ave. S.E., Suite S100
Mercer Island, WA 98040
Ph. 206-315-9300
infoq@gmi-mr.com
www.gmi-mr.com
Sean Case, Managing Director, Sales
Proprietary Panel Mgmt.:Yes
Panel Titles:
GMI African American Panel

Size: 112,000  Type: Online
GMI Business Panel

Size: 278,000  Type: Online
GMI Child Panel

Size: 214,000  Type: Online
GMI Consumer Panel

Size: 5,500,000  Type: Online
GMI Hispanic Panel

Size: 78,000  Type: Online
GMI IT Panel

Size: 587,000  Type: Online
GMI Medical Panel

Size: 1,000,000  Type: Online
GMI Patient Panel

Size: 259,000  Type: Online
GMI Teen Panel

Size: 205,000  Type: Online
GMI Travel Panel

Size: 220,000  Type: Online
GMI Vehicle Panel

Size: 227,000  Type: Online

Drawing from one of the world’s largest
actively managed consumer panels, GMI
Global Panels offer unparalleled panel integri-
ty. Highly profiled, double opt-in panel recruit-
ment, superior incentives, and 24/7 customer
service in 35 languages, result in the highest
response rates and among the lowest attrition
rates.With GMI Global Panels, you can access
sample with confidence.
(See advertisement on pp. 7, 91)

goZing

16501 Ventura Blvd., Suite 250
Encino, CA 91436
Ph. 818-385-3414
matt@gozing.com
www.gozing.com
Panel Titles:
GoZing Cash Survey 

Type: Online

Grace Market Research, Inc.

3864 Clayton Ave.
Los Angeles, CA 90027
Ph. 213-660-2483
gmrnet1@gmrnet.com
www.gmrnet.com
George Grace, President
Panel Titles:
GMR Panel

Size: 65,000  Type: Online

Greenfield Online

21 River Rd.
Wilton, CT 06897
Ph. 203-834-8585
solutions@greenfield.com
www.greenfield.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Greenfield Online Ailment Sufferers Panel

Type: Online
Greenfield Online Auto Panel

Size: 150,000  Type: Online
Greenfield Online B2B/IT Panel

Size: 21,000  Type: Online
Greenfield Online Global Panel

Size: 3.6 Mil. North Amer./1.8 Mil Europe
Type: Online
Greenfield Online Leisure Activities Panel

Size: 202,000  Type: Online
Greenfield Online Moms & Babies Panel

Size: 112,000  Type: Online
Greenfield Online Physicians Panel

Size: 36,000+  Type: Online
Greenfield Online Teen Panel

Size: 250,000+  Type: Online

Since 1994, Greenfield Online has been
enabling the industry’s top marketing research
companies to conduct surveys via the Internet.
We’ve built and actively manage the
Greenfield Online panel, one of the largest,
most robust and demographically diverse pan-
els in the world. This unsurpassed access to
respondents is coupled with advanced research
technologies and survey designs.
(See advertisement on opposite page)

Harris Interactive®

Corporate Headquarters
135 Corporate Woods
Rochester, NY 14623
Ph. 877-919-4765
info@harrisinteractive.com
www.harrisinteractive.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Harris Interactive Gay, Lesbian & Bisexual 

Type: Online
Harris Interactive Pet Companion Panel

Type: Online
Harris Interactive Physician Panel

Type: Online
Harris Interactive Poll 

Type: Online
Harris Interactive Poll Affluent Poll 

Type: Online
Harris Interactive Technology Decision Makers

Type: Online

To search for panels by industry or audience,

please use the cross-index section on page 106.
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i.think inc.

2811 McKinney Ave., Suite 218
Dallas,TX 75204
Ph. 214-855-3777
bmack@ithinkinc.com
www.ithinkinc.com
Beth Mack, President
Panel Titles:
i.thinker Panel

Size: 1,500,000+  Type: Online

The i.thinker panel of nearly 1.5 million house-
hold members is available either as part of an
i.think inc. study, or separately as sample-only.
Our participants are primarily United States
residents. However, we also have excellent rep-
resentation in Canada, several English speak-
ing European countries, and Australia.
(See advertisement on p. 57)

Informa Research Services, Inc.

26565 Agoura Rd., Suite 300
Calabasas, CA 91302
Ph. 800-848-0218
inquiries@informars.com
www.informars.com
Jackie Weise, Dir. Nat’l/Int’l. Field & Tab
Proprietary Panel Mgmt.:Yes
Panel Titles:
Informa Rsch. Svcs. Shopper/Consumer Panel

Size: 75,000+  Type: Mail,Telephone, Online

InsightExpress,LLC

1351 Washington Blvd.
Stamford, CT 06902
Ph. 877-329-1552 or 203-359-4174
fschapiro@insightexpress.com
www.insightexpress.com
Panel Titles:
Insight Panel

Inter@ctive Market Research srl

Via Scarlatti 150
80127 Naples  
Italy
Ph. 39-081-22-92-473
info@imrgroup.com
www.imrgroup.com
Panel Titles:
Inter@ctive Panel Online 

Size: 40,000  Type: Online

Ipsos North America

Headquarters
1700 Broadway, 15th Floor
New York, NY 10019
Ph. 212-265-3200
info@ipsos-na.com
www.ipsos-na.com
Panel Titles:
Asia Access Panel

Size: 380,000  Type: Online
European Access Panel

Size: 400,000  Type: Mail,Telephone, Online
Ipsos U.S. Hispanic Panel

Size: 10,000  Type:Telephone, Online
Ipsos U.S. Household Panel

Size: 400,000  Type: Mail,Telephone, Online
Ipsos U.S. Online Panel

Size: 950,000  Type: Online

Ipsos-Insight Ltd.

Kings House, Kymberley Road
Harrow, Middlesex  HA1 1PT
United Kingdom
Ph. 44-20-8861-8000
ianne.ward@ipsos.com
www.ipsos-uk.com
Panel Titles:
Ipsos Online Panel

Type: Online

JRA: Global Healthcare Research Services

J. Reckner Associates, Inc.
587 Bethlehem Pike, Suite 800
Montgomeryville, PA 18936-9742
Ph. 215-822-6220
GHRS03@reckner.com
www.reckner.com
Susan Phillippe
Panel Titles:
JRA Healthcare Professionals Panel

Size: 175,000  Type:Telephone, Online
JRA Physicians Panel

Size: 315,000  Type:Telephone, Online

JRA’s proprietary database of 315,000 coop-
erating physicians includes 70,000 e-mail
addresses, 130,000 fax numbers. Our data-
base of 175,000 health care professionals
includes pharmacists, dentists, and nurses.
Global field management and data processing.
Recruiting by phone, fax or Web. Web exper-
tise includes programming, hosting, data pro-
cessing. 24/7 reporting via JRA PartnerNet.
(See advertisement on p. 97)

KL Communications, Inc.

46 English Plaza, Suite 6
Red Bank, NJ 07701
Ph. 732-224-9991
klc@klcom.com
www.klcom.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Consumer Directions 

Size: 10,000  Type: Online

Knowledge Networks

1350 Willow Road, Suite 102
Menlo Park, CA 94025
Ph. 650-289-2000
info@knowledgenetworks.com
www.knowledgenetworks.com
David Stanton,V.P., Marketing Comm.
Panel Titles:
Knowledge Networks Panel

Size: 40,000  Type: Online

Knowledge Networks delivers quality you can
use—superior methodologies, design, and
analysis that gives you an edge when it comes
to making smart, safe business decisions. KN’s
unmatched consumer research resources
include the only projectable Web-based con-
sumer panel; its superior reliability has been
affirmed by university and other studies.
(See advertisement on opposite page)

Korea Panel Research (KPR)

4th Floor Hwashin Building
31-12 Chamwon-dong, Seocho-Ku
Seoul  137-030
South Korea
Ph. 82-2-3444-4000
webmaster@panel.co.kr
www.panel.co.kr

Lieberman Research Worldwide

1900 Avenue of the Stars, 15th Floor
Los Angeles, CA 90067
Ph. 310-553-0550
dsackman@lrwonline.com
www.lrwonline.com
Panel Titles:
Opinionsite.com Panel

Size: 150,000+  Type: Online

Opinionsite.com is a full-service Internet
research company, offering an extensive panel
and online data collection services in conjunc-
tion with Lieberman Research Worldwide’s
sophisticated study design, analysis and deep
insight into marketing solutions.While
Lieberman already has broad experience in
Internet research,Opinionsite.com provides
access to superior technology and an out-
standing panel.
(See advertisement on p. 36)

Lightspeed Research

180 Mt. Airy Rd., Suite 100
Basking Ridge, NJ 07920
Ph. 908-630-0542
us@lightspeedresearch.com
www.lightspeedresearch.com
Panel Titles:
Lightspeed Consumer Panel

Type: Online

To search for panels by industry or audience,

please use the cross-index section on page 106.
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Luth Research

1365 Fourth Ave.
San Diego, CA 92101
Ph. 619-234-5884
info@luthresearch.com
www.luthresearch.com
Josh Epstein
Panel Titles:
SurveySavvy 

Size: 3,000,000+  Type: Online

Positioned at the forefront of market research
for over 25 years, Luth understands the
nuances of the industry and completes any
project, traditional or groundbreaking, suc-
cessfully. Built on experience, Luth offers all
methodologies of data collection to sample-
only solutions from a global panel of over 3
million.
(See advertisement on Inside Back Cover)

Market Equity

Perth Office
Level 1, 1292 Hay Street
West Perth,WA 6005
Australia
Ph. 61-8-9321-5415
field@marketequity.com.au
www.marketequity.com.au
Panel Titles:
The Buzz 

Market Insight, Inc.

112 W. Foster Ave., Suite 202-C
State College, PA 16801
Ph. 800-297-7710 or 814-231-2140
frankf@mkt-insight.com
www.mkt-insight.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Health Insights™

Size: 160,000  Type: Mail,Telephone, Online

Market Reader Pro

5741 Memorial Rd.
Germansville, PA 18053
Ph. 610-760-2697
cdahlin@marketreaderpro.com
www.marketreaderpro.com
Proprietary Panel Mgmt.:Yes

Marketing Leverage, Inc.

180 Glastonbury Blvd.
Glastonbury, CT 06033
Ph. 800-633-1422
lkelly@marketingleverage.com
www.marketingleverage.com
Proprietary Panel Mgmt.:Yes

Marketing Solutions Corporation

2 Ridgedale Ave., Suite 216
Cedar Knolls, NJ 07927
Ph. 973-540-9133 or 800-326-3565
MarketingSolutions@attglobal.net
www.marketingsolutionscorp.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Health & Beauty Aids Panel

MarketTools, Inc.

One Belvedere Place
Mill Valley, CA 94941
Ph. 415-462-2200
info@markettools.com
www.markettools.com
Panel Titles:
Zoom Panel

Size: 2,000,000  Type: Mail, Online

MarketVision Research®

10300 Alliance Rd.
Cincinnati, OH 45242
Ph. 513-791-3100
info@mv-research.com
www.mv-research.com
Panel Titles:
Viewpoint Forum 

Type: Online

Mars Research

6365 N.W. 6th Way, Suite 150
Fort Lauderdale, FL 33309
Ph. 954-771-7725
joyceg@marsresearch.com
www.marsresearch.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Mars General Consumer Panel

Size: 250,000  Type: Online

MediaTransfer AG Netresearch &

Consulting

Rothenbaumchaussee 38
20148 Hamburg  
Germany
Ph. 49-40-6696-250
info@mediatransfer.de
www.b2b.mediatransfer.com
D r.Thomas Rode n h a u se n , M e m b er of the Board
Proprietary Panel Mgmt.:Yes
Panel Titles:
IDOP (Interactive Dynamic Online Panel) 

Size: 250,000  Type: Online

MI3 Market Intelligence Services

Glow Teknologies
6021 S. Syracuse St., Suite 309
Greenwood Village, CO 80111
Ph. 303-221-3540 ext. 382
ted.kendall@mi3intel.com
www.mi3intel.com
Proprietary Panel Mgmt.:Yes

Mindfield Online Internet Panels

( A McMillion Company)
1012 Kanawha Blvd. E., Suite 301
Charleston,WV 25301-2809
Ph. 304-343-9650
jmace@mcmillionresearch.com
www.mindfieldonline.com
Jay Mace,Vice President
Proprietary Panel Mgmt.:Yes
Panel Titles:
M in d fi eld Elect ro nics and Entert a inment Pa n el 

Type: Online
Mindfield General Consumer Panel

Type: Online
Mindfield Grocery Brands Panel

Type: Online
M in d fi eld Health and Beauty Aids Brand Pa n el 

Type: Online
Mindfield Homeowner and Lawncare Panel

Type: Online
Mindfield Mothers - Children and Teen Panel

Type: Online
Mindfield Pet Owner Panel

Type: Online
Mindfield Physician Panel

Type:Telephone, Online
Mindfield Travel and Leisure Panel

Type: Online
Mindfield Vision Care Panel

Type: Online

Mindfield is your high-quality source for online
research with no minimum panel fees. Using
the most sophisticated combination of soft-
ware and hardware and the latest in fiber
technology, put the power of  Mindfield behind
your projects. We provide 24-7 project man-
agement and monitoring, online reporting, and
our programmers are dedicated to your needs
throughout all phases of your research.
(See advertisement on Inside Front Cover)

Mobile Memoir, LLC

16200 Dallas Pkwy., Suite 140
Dallas,TX 75248-2684
Ph. 512-342-2330
info@mobilememior.com
www.mobilememoir.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Your2Cents Cellphone Survey Panel

NAHB Research Center

400 Prince George’s Blvd.
Upper Marlboro, MD 20774
Ph. 800-638-8556 or 301-430-6297
kflament@nahbrc.org
www.nahbrc.org
Panel Titles:
NAHB Builder Panel

Size: 2,500  Type: Mail,Telephone, Online
NAHB Consumer Panel

Size: 40,000  Type: Online

National Market Measures, Inc.

25109 Detroit Rd., Suite 330
Cleveland, OH 44145
Ph. 440-892-8555
www.nmminc.com
Panel Titles:
Online eVAL 

Type: Online

To search for panels by industry or audience,

please use the cross-index section on page 106.
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New Jersey Institute for Successful 
Aging Research Call Center

University of Medicine & Dentistry of NJ
42 E. Laurel Rd.
Stratford, NJ 08084
Ph. 877-NJ-AGING or 877-652-4464
BrillJe@umdnj.edu
Pa n el Ti t l e s :
ORANJ BOWL (Ongoing Rsch. on Aging in NJ) 

Size: 2,000+   Type:Telephone

Nima Hunter Inc.

250 E. 40th St., 26D
New York, NY 10016
Ph. 212-922-9899
info@nimahunter.com
www.nimahunter.com
Donald Carl, President
Panel Titles:
Opinion Leader Panels 

NJW Research

42 Catherine St.
Poughkeepsie, NY 12601
Ph. 845-471-7445
answers@njwresearch.com
www.njwresearch.com
Gerry West, President
Proprietary Panel Mgmt.:Yes
Panel Titles:
Insights Panels 

Size: Client Specific  Type: Online

Full-service Web surveys. Insights Panels fea-
tures Account Manager. Account Manager
keeps you in control of your panel.We do
questionnaire setup, data collection, tabula-
tions and panel management.We offer annual
subscription, or components. SPSS standard
on all components - Web survey software,
online coding, data mining and tabulations.
SPSS data and labels are in the same file - an
advantage for cost, turnaround time and
optional advanced analysis. Ability to do your
own additional analysis from your crosstabs.
(See advertisement on this page)

NovaTest
104, rue Amelot
75011 Paris  
France
Ph. 33-1-43-55-29-29
vterradot@novatest.fr
www.novatest.fr
Panel Titles:
Global Test Market 

Size: 1,400,000  Type: Online
Postal Pharmacare 

Size: 2,000

The NPD Group, Inc.

900 West Shore Rd.
Port Washington, NY 11050
Ph. 516-625-0700
info@npd.com
www.npd.com
Panel Titles:
NPD Online Research Panel

Size: 2,500,000  Type: Online

The Olson Research Group, Inc.

Princeton Crossroads Corporate Center
300 Phillips Blvd., Suite 100
Ewing, NJ 08618
Ph. 609-882-9888
LWelsh@olsonresearchgroup.com
www.olsonresearchgroup.com
Lynn Welsh
Proprietary Panel Mgmt.:Yes

Opinion Search Inc.

160 Elgin Street, Suite 1800
Ottawa, ON K2P 2P7
Canada
Ph. 800-363-4229 or 613-230-9109
info@opinionsearch.com
www.opinionsearch.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
eVox

Size: 80,000  Type: Online
Small & Medium Business 

Size: 40,000  Type: Online

Opinion Search Inc. offers two online panels
complete with online survey programming,
hosting, coding and crosstabulation. Our
Consumer Panel has over 80,000 profiled par-
ticipants from across Canada.The Small and

Medium Canadian Business Panel is growing
from a base of 4,000 entrepreneurs and exec-
utives. Using our proprietary dataCAP, clients
can access their online survey data 24/7 any-
where with Internet access.
(See advertisement on Back Cover)

Osterman Research, Inc.

P.O. Box 1058
Black Diamond,WA 98010-1058
Ph. 253-630-5839
info@ostermanresearch.com
www.ostermanresearch.com
Michael Osterman
Panel Titles:
Osterman Research Panel

Type: Online

Pearson, S.A. de C.V.

Homero 223-4to. Piso
Col. Polanco
Mexico, DF 11560
Mexico
Ph. 52-55-5531-5560 or 52-55-5531-5324
pearson@pearson-research.com
www.pearson-research.com
Manuel Barberena, CEO
Panel Titles:
Pearson Mexican Consumer Panel

Size: 3,000+  Type: Online

Pearson was the first Mexican company to
offer Web surveys.Today Pearson has its own
panel of more than 3,000 Web surfers.What
do Internet panels do? Although Internet use
in Mexico is low (roughly 3% of the total pop-
ulation and 15% of the population in larger
cities), Internet panels allow us to carry out a
wide variety of studies under much more com-
petitive time and cost conditions than any
other medium.The panel is ideal for learning
about the characteristics of Internet users,
market potential, advertising impact as well as
any Web-related subject such as the potential
of new products and services, online advertis-
ing or brand research.
(See advertisement on p. 32)

To search for panels by industry or audience,

please use the cross-index section on page 106.
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The People Panel

( D iv.of Marke t ing Eva l u a t io n s ,The Q Scores Co.)
1615 Northern Blvd.
Manhasset, NY 11030
Ph. 516-365-7979
www.qscores.com
Steve Levitt, President
Proprietary Panel Mgmt.:Yes
Panel Titles:
The People Panel - Consumer Panel

Size: 100,000  Type: Mail,Telephone

The People Panel was built in 1980 in order
to provide Marketing Evaluations, the Q
Scores Company, with a higher-quality and
more responsive source of panel data collec-
tion.With its 100,000 respondents,The
People Panel achieves 60-70% response rates
on every study, including concept tests, track-
ing studies and product tests.This panel is an
excellent source for matching samples when
testing multiple concept and product alterna-
tives.
(See advertisement on this page)

Persuadable Research Corporation

Corporate Woods 6
8900 Indian Creek Parkway, Suite 220
Overland Park, KS 66210
P h .913-385-1700 ex t .302 or 913-385-1700 Ext.3 3 1
cmiller@persuadables.com
www.persuadables.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Persuadable Research Panel

Size: 1,000,000  Type: Online

Pulse Group

Level 20,Tower 2 Darling Park
201 Sussex Street
Sydney, NSW 2009
Australia
Ph. 612-9006-1695
bob.chua@pulse-group.com
www.pulse-group.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
www.planet-pulse.com 

Size: 1,000,000  Type: Online

QFACT Marketing Research, LLC.

9908 Carver Rd.
Cincinnati, OH 45242
Ph. 513-891-2271
info@qfact.com
www.qfact.com
Panel Titles:
OfftheCufflink.com 

Quickwise AB

18 Soho Square
London  W1D 3QL
United Kingdom
Ph. 46-8-4100-58-10
www.quickwise.com
http://quickwise.uk.com
Panel Titles:
Quickwise Panel UK 

Type: Online
Quickwise Scandinavia 

Type: Online
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ReRez

18333 Preston Rd., Suite 425 MB #7
Dallas,TX 75252
Ph. 214-239-3939
debbiep@rerez.com
www.rerez.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
ReRez B2B Panel

Type:Telephone, Online
ReRez Consumer Panel

Type:Telephone, Online
ReRez Hispanics Panel

Type:Telephone, Online
ReRez Physicians Panel

Type:Telephone, Online

Service-based market research firm. Sample
and methodology consultants offering a multi-
panel partner solution. 14+ million online pan-
elists worldwide  including consumer, B2B.
Low-incidence, decision makers, IT, physicians
and Hispanics. 400+ segmentation variables.
Specialize in Internet surveys, online panel,
virtual focus groups, and IVR. Programming
and online real-time reporting. Fast turn-

around, flexible pricing, and accountable to get
the job done.
(See advertisement on this page)

Research Now

66 South Lambeth Rd.
London  SW8 1RL
United Kingdom
Ph. 44-20-7091-7800
andrew@researchnow.co.uk
www.researchnow.co.uk
Panel Titles:
Alta Opinione - Online Italian Panel

Size: 80,000  Type: Online
Irish Opinions - Online Irish Panel

Size: 20,000  Type: Online
Meinungs Studie - Online German Panel

Size: 110,000  Type: Online
Meinungs Studie - Online Austrian Panel

Size: 8,000  Type: Online
Mums Opinion - Online Mother Panel

Size: 20,000  Type: Online
Opiney Gane - Online Spanish Panel

Size: 110,000  Type: Online
Opinion8d - Online Teen Panel

Size: 20,000  Type: Online
Valued Opinions - Online Australian Panel

Size: 60,000  Type: Online
Valued Opinions - Online UK Panel

Size: 270,000  Type: Online
Votre Panel - Online French Panel

Size: 110,000  Type: Online

Research Now are Europe’s leading indepen-

dent online data collection and panel special-
ists, with high-quality research-only panels
across Europe and Australia with access to
over 700,000 members. Research Now offers
experience and expertise in all aspects of
online data collection techniques and panels,
including multi-country/multi-lingual projects,
full-service online data collection, high-quality
sample provision, and a dedicated client ser-
vice team on hand to help and advise.
(See advertisement on opposite page)

Resource Systems Group, Inc.

55 Railroad Row
White River Junction,VT 05001
Ph. 802-295-4999
cadams@rsginc.com
www.rsginc.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Fortunecouncil.com 

Size: 7,500  Type: Online
Momconnection.com 

Size: 8,000  Type: Online
Surveycafe.com 

Size: 100,000  Type: Online

To search for panels by industry or audience,

please use the cross-index section on page 106.

Size: Number of members in the panel
Type: How members are surveyed 

(mail, telephone, online)

Codes
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RestaurantInsights.com

111 Stonemark Lane, Suite 109
Columbia, SC 29210
Ph. 803-798-6373
fred@restaurantinsights.com
www.restaurantinsights.com
Fred Efird
Panel Titles:
RestaurantInsights.com Consumer Panel

Size: 3,000,000

RONIN Focus

43 Palace Street
London  SW1E 5ZN
United Kingdom
Ph. 44-20-7903-7000
azr@ronin.com
www.ronin.com
Anron Richter, Bus. Dev. Manager
Proprietary Panel Mgmt.:Yes
Panel Titles:
RONIN IT Panel

Size: 8,000  Type: Online
RONIN Pharma Panel

Size: 6,000  Type: Online

Sample Czar, Inc.

940 N. Orange Dr., Suite 204
Hollywood, CA 90038
Ph. 323-337-1155
dlowell@sampleczar.com
www.sampleczar.com
Douglas Lowell, President
Proprietary Panel Mgmt.:Yes

Sample Czar is a premium Internet sample
provider that provides sample in all targets:
consumer, B2B, international, teens, technolo-
gy, physicians, Hispanics, etc.We have great
international capability in all markets where
major market research is currently being con-
ducted.
(See advertisement on opposite page)

Shifrin-Hayworth

20300 Civic Center Dr., Suite 207
Southfield, MI 48076
Ph. 248-223-0020 or 800-559-5954
research@shifrin-hayworth.com
www.shifrin-hayworth.com
Mark Shifrin, President
Proprietary Panel Mgmt.:Yes
Panel Titles:
National Database - USA 

Size: 300,000  Type: Mail,Telephone, Online

Signet Research, Inc.

613 Anderson Ave.
Cliffside Park, NJ 07010
Ph. 201-945-6903 or 201-945-6904
sales@signetresearch.com
www.signetresearch.com
Joanna Zanopoulo, President
Proprietary Panel Mgmt.:Yes
Panel Titles:
Readers Panels - Publication Specific-
Customised 

Specpan

6640 Intech Blvd., Suite 100
Indianapolis, IN 46278
Ph. 866-SPECPAN
sales@specpan.com
www.specpan.com
Panel Titles:
Building & Construction Industry
Professionals 

Size: 11,000  Type: Online

SpectraCom, Inc.

131 W. Seeboth St.
Milwaukee,WI 53204-1445
Ph. 414-272-7742
sally.schmidt@spectracom.com
www.spectracomresearch.com
Sally Schmidt, Research Manager
Proprietary Panel Mgmt.:Yes
Panel Titles:
SpectraCom Research Panel

Size: 25,000  Type: Online

Sports Marketing Surveys Ltd.

The Courtyard
Wisley, Surrey  GU23 6QL
United Kingdom
Ph. 44-1932-350600
info@sportsmarketingsurveys.com
www.sportsmarketingsurveys.com
Panel Titles:
Sporting Insights 

Size: 40,000  Type: Online

Strategic Directions Group, Inc.

(Boomers & Their Elders a div. of Strategic
Directions Group, Inc.)
66 E. Ninth St., Suite 1407
St. Paul, MN 55101
Ph. 651-228-7250
cmorgan@strategicdirectionsgroup.com
www.boomersandtheirelders.com
Panel Titles:
Boomers & Their Elders

Size: 25,000  Type: Mail

Survey Sampling International

One Post Rd.
Fairfield, CT 06824
Ph. 203-255-4200
info@surveysampling.com
www.surveysampling.com
Terrence Coen or Christopher, DeAngelis
Proprietary Panel Mgmt.:Yes
Panel Titles:
Surveyspot.com (USA) 

Size: 3,800,000  Type: Online
www.Asiktstorget.com (Sweden) 

Type: Online
www.Meinungswelt.at (Austria) 

Type: Online
www.Meinungswelt.com (Germany) 

Type: Online
www.Meinungswelt.com (Switzerland) 

Type: Online
www.Meningstorget.no (Norway) 

Type: Online
www.Mielipidemaailma.com (Finland) 

Type: Online
www.Mondodiopnione.it (Italy) 

Type: Online
www.Opinieland.be (Belgium) 

Type: Online
www.Opinieland.nl (Netherlands) 

Type: Online
www.Opinionsland.com (Denmark) 

Type: Online
www.Opinionworld.co.uk (UK) 

Type: Online
www.Opiolandia.com (Spain) 

Type: Online
www.Placedesopinions.com (France) 

Type: Online
www.Swiatopinii.pl (Poland) 

Type: Online

Survey Sampling International (SSI) has cul-
tivated the most dependable, diverse line of
Internet and telephone sampling solutions in
the industry because sampling is our only
focus - and has been for nearly 30 years. As a
result, SSI’s retention rate for its top clients
has been at 100% for the past two years. SSI
supports - never competes with - over 1,200
research agencies worldwide including 43 of
the top 50 U.S. research firms. SSI - sample
you can trust from the company you can trust.
(See advertisement on p. 61)

Survey.com

1245 S. Winchester Blvd., Suite 200
San Jose, CA 95128
Ph. 408-850-1227
sales@survey.com
www.survey.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Business ePanel

Size: 250,000+  Type: Online
C-Level Executive ePanel

Size: 50,000+ 
Consumer ePanel

Type: Online
IT Decision Maker ePanel

Size: 50,000+  Type: Online
Youth ePanel

Size: 20,000,000+  Type: Online

To search for panels by industry or audience,

please use the cross-index section on page 106.

Size: Number of members in the panel
Type: How members are surveyed 

(mail, telephone, online)

Codes
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Synovate

222 South Riverside Plaza
Chicago, IL 60606
Ph. 312-526-4000
viewsnet@synovate.com
www.synovate.com
Peter Bonavia, Manager ViewsNet Analytics
Proprietary Panel Mgmt.:Yes
Panel Titles:
Synovate Automotive Panel

S i ze :400,000+  Ty p e :M a il ,Tel e p h o n e,O n lin e
S y n ovate Fin a n cial Pa n el 

S i ze :200,000+  Ty p e :M a il ,Tel e p h o n e,O n lin e
S y n ovate Global Opinion Pa n els - Asia Pa ci fic 

S i ze :25,000+  Ty p e :M a il ,Tel e p h o n e, O n lin e
S y n ovate Global Opinion Pa n els - We st ern Europe 

S i ze :120,000+  Ty p e :M a il ,Tel e p h o n e,O n lin e
S y n ovate Global Opinion Pa n el s - N o rth America 

S i ze :1,800,000+  Ty p e :M a il ,Tel e p h o n e,O n lin e
S y n ovate Health Condi t ions Pa n el 

S i ze :250,000+  Ty p e :M a il ,Tel e p h o n e,O n lin e
S y n ovate Te c h n o l o gy Pa n el 

S i ze :250,000+  Ty p e :M a il ,Tel e p h o n e,O n lin e
S y n ovate Tra v el & Leisure Pa n el 

S i ze :250,000+  Ty p e :M a il ,Tel e p h o n e,O n lin e
Synovate Voice of the Hispanic Family

Size: 15,000+  Type: Mail,Telephone

Taylor Nelson SOFRES Hong Kong SAR

3F Sun Hung Kay Centre
30 Harbour Rd
Hong Kong
Hong Kong
Ph. 852-2891-1175
office.hk@tns-global.com
www.tns-global.com
Linda Sau
Panel Titles:
6th Dimension Asian Panel

Size: 10,000  Type: Online

Taylor Nelson SOFRES plc.

Westgate
London  W5 1UA
United Kingdom
Ph. 44-20-8967-0007
enquiries@tnsofres.com
www.tnsofres.com
Judith Passingham
Panel Titles:
6th Dimension Consumer Panel
TNS Worldpanel

Team Vier b.v.

Veenplaats 19
1182 JW Amstelveen  
Netherlands
Ph. 31-20-645-53-55
info@teamvier.nl
www.teamvier.nl
Hans Van Gool
Proprietary Panel Mgmt.:Yes
Panel Titles:
Team Vier CATI Panel

Size: 12,000  Type:Telephone
Team Vier WAPI Panel

Size: 8,000  Type: Online

TechTarget, Inc.

117 Kendrick St., Suite 800
Needham, MA 02494
Ph. 781-657-1000
tcogan@techtarget.com
www.techtarget.com
Toby Cogan, Market Research Manager
Proprietary Panel Mgmt.:Yes
Panel Titles:
TechTarget IT Research Panel

Size: 500,000  Type: Online

Think Virtual Fieldwork

50 Washington St., 7th Floor
Norwalk, CT 06854
Ph. 203-354-4544
ray@thinkvirtualfieldwork.com
www.thinkvirtualfieldwork.com
Proprietary Panel Mgmt.:Yes

Untiedt Research GmbH

Denkmalstrabe 2
45529 Hattigen  
Germany
Ph. 02324-98-33-91
info@untiedt.de
www.untiedt.de
Panel Titles:
ArchitekenTrend: Architect Panel

Size: 300  Type: Online
HandwerkerTrend: Plumber Panel

Size: 400  Type: Online
MediTrend: Physician Panel

Size: 400  Type: Online
WebPanel

Type: Online
WebPanel Global 

Type: Online

Virtual Surveys Ltd.

Virtual House, 3 Seton Drive
Hook, Hampshire  RG27 9QS
United Kingdom
Ph. 44-125-676-7576
info@virtualsurveys.com
www.virtualsurveys.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
UK Opinion Panel

Size: 30,000  Type: Online

Vision Critical

1111 W. Georgia St., Suite 1750
Vancouver, BC V6E 4M3
Canada
Ph. 604-647-1980
info@visioncritical.com
www.visioncritical.com
Jason Smith, Sr.V.P. Sales & Marketing
Proprietary Panel Mgmt.:Yes

Vision Critical provides companies with tools
that simplify, empower and enrich online mar-
ket research. Panel+ is a robust, flexible and
cost-effective panel management system that
will take care of everything, from profiling to
surveys to reporting. Find out what organiza-
tions like Nestle, Virgin Mobile and Reebok
already know about Panel+. For more infor-
mation, to www.visioncritical.com.
(See advertisement on p. 58-59)

WorldOne Research

Unit 2 & 3, Unity Wharf
13 Mill Street
London  SE1 2BH
United Kingdom
Ph. 44-20-7252-1118
info@w1-research.com
www.w1-research.com
Panel Titles:
WorldOne’s Global Physician Panel

Size: 65,000  Type: Online

Your2Cents Online Opinion Panel

16200 Dallas Pkwy., Suite 140
Dallas,TX 75248-6897
Ph. 866-249-4295 or 800-710-9147
getinfo@your2cents.com
www.your2cents.com/info
Steve Lavine, President
Proprietary Panel Mgmt.:Yes
Panel Titles:
Your2Cents Ailments & Care Givers

Size: 475,000+  Type: Online
Your2Cents Business-2-Business 

Size: 2,500,000  Type: Online
Your2Cents Cellphone Survey Panel

Size: 165,000+ 
Your2Cents IT Prof./Tech. Users/Dec. Makers

Size: 25,000+  Type: Online
Your2Cents Online Opinion Panel

Size: 3,750,000  Type: Online
Your2Cents Physicians/Health Care Pro f e s s ionals 

Size: 500,000+  Type: Online
Your2Cents Small Business Owners

Size: 150,000+  Type: Online
Your2Cents VideoGamers

Size: 120,000+  Type: Online
Your2Cents4Teens 

Size: 60,000+  Type: Online

Your2Cents®, Common Knowledge Research
Services’ online opinion panel, provides access
to millions of active, highly profiled, Internet-
connected households, including adults, teens,
and children, plus specialty panels of healt
care professionals, ailment sufferers, automo-
tive, IT professionals, and other B2B respon-
dents. Profiling includes over 500 target
selects, including household demographics and
major usage and purchase categories. Strict
limits on study participation help prevent pan-
elists from becoming overly conditioned to the
survey process. Respondents can be delivered
to your programming or ours. Call the experts
at Your2Cents today and see why we’ve been a
trusted source of high-quality sample for the
marketing research industry since 1995!
(See advertisement on opposite page)

Zapera.com A/S

Ryesgade 3
2200 Copenhagen N  
Denmark
Ph. 45-70-27-22-24
info@zapera.com
Proprietary Panel Mgmt.:Yes
Panel Titles:
Country Panel Denmark
Country Panel Estonia 
Country Panel Finland 
Country Panel Norway 
Country Panel Sweden 

To search for panels by industry or audience,

please use the cross-index section on page 106.

Size: Number of members in the panel
Type: How members are surveyed 

(mail, telephone, online)

Codes
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A f r i c a n - A m e r i c a n
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p.8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Cust o m er Satisfact io n , C o n s u m er Link p. 8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s ,C o n s u m er Link p.8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p.8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p .8 8
Dataintelligence ONLINE,Datatelligence Online p.8 8
e - R ewards B2B Panel, e - R ewards Inc./ERI Research p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c . p .9 0
GMI African American Panel,GMI (Global Market Insite,Inc.) p.9 2
GMI Consumer Panel,GMI (Global Market Insite, Inc.) p.9 2
I n fo rma Rsch.S v c s . S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
M a rs General Consumer Pa n el , M a rs Rese a rch p. 9 6
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aides Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A , S hi f rin - H a y w o rth p.1 0 2
Opinion Place,DMS Research p.8 9
ORANJ BOWL, New Jersey Inst i t ute for Successful Aging Rese a rch p. 9 8
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
ReRez Consumer Panel,ReRez p.1 0 0
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p. 1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a ,S y n ovate p.1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
The Afri c a n - A m erican Consumer, A C N i el sen - The Americas p. 8 6
The People Panel - Consumer Panel,The People Panel p.9 9
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

A s i a n s
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p.8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Cust o m er Satisfact io n , C o n s u m er Link p. 8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s ,C o n s u m er Link p.8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p.8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p .8 8
C r o s s - Tab Indian Consumer Panel,C r o s s - Tab Marketing Services Pvt.L t d .p .8 8
C r o s s - Tab Panel of IT Professionals,C r o s s - Tab Marketing Services Pvt.L t d .p .8 8
e - R ewards B2B Panel, e - R ewards Inc./ERI Research p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c . p .9 0
GMI Consumer Panel,GMI (Global Market Insite, Inc.) p.9 2
I n fo rma Rsch.S v c s . S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aides Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A , S hi f rin - H a y w o rth p.1 0 2
Opinion Place,DMS Research p.8 9
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
ReRez Consumer Panel,ReRez p.1 0 0
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p. 1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a ,S y n ovate p.1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
w w w. p l a n e t - p u l se . c o m , P u l se Group p. 9 9
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

C h i l d r e n
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6
C a n a dian Consumer Pa n el , C o n s u m er Contact p.8 8
C hild r e se a rch.com Pa n el , C hild R e se a rch.com p.8 6
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p. 8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Link Cust o m er Satisfact io n ,C o n s u m er Link p.8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s , C o n s u m er Link p. 8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p. 8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p . 8 8
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Fin l a n d ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Norway,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Swede n , Z a p era.com A/S p. 1 0 4
DRI Consumer Pa n el , D igital Rese a rc h , I n c . p . 8 9
E - Poll Consumer Pa n el , E - Poll p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c .p . 9 0
GMI Child Panel,GMI (Global Market Insite, Inc.) p.9 2
I n fo rma Rsch. S v c s .S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
K idscom Club,C i rcle 1 Network p.8 8
K id z E ye s . c o m , C&R Rese a rch Servi c e s , I n c . p . 8 6
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aides Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
Opinion Place,DMS Research p.8 9
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
ReRez Consumer Panel,ReRez p.1 0 0
S u rv e y c a f e . c o m , R e s o u rce Systems Gro u p, I n c . p . 1 0 0
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
S y n ovate Voice of the Hispanic Fa mily,S y n ovate p.1 0 4
The People Panel - Consumer Panel,The People Panel p.9 9
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4
Yo uth ePa n el , S u rv e y.com p. 1 0 2

College Students
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p. 8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Link Cust o m er Satisfact io n ,C o n s u m er Link p.8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s , C o n s u m er Link p. 8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p. 8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p . 8 8
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Fin l a n d ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Norway,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Swede n , Z a p era.com A/S p. 1 0 4
E - Poll Consumer Pa n el , E - Poll p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c .p . 9 0
e Vox ,Opinion Search Inc.p .9 8
GMI Consumer Panel,GMI (Global Market Insite, Inc.) p.9 2
I n fo rma Rsch. S v c s .S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aides Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
Opinion Place,DMS Research p.8 9
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
ReRez Consumer Panel,ReRez p.1 0 0
S u rv e y c a f e . c o m , R e s o u rce Systems Gro u p, I n c . p . 1 0 0
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
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S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
Teen Insight™,Decision Insight, I n c .p . 8 9
w w w. p l a n e t - p u l se . c o m , P u l se Group p. 9 9
Your2Cents Cellphone Survey Panel,GENESYS Sampling Systems p.9 2
Your2Cents Cellphone Survey Pa n el , M o b ile Memoi r, LLC p.9 6
Your2Cents Cellphone Survey Panel,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

C o n s u m e r s
6th Dim e n s ion Asian Pa n el ,Taylor Nelson SOFRES Hong Ko ng SAR p.1 0 4
6th Dim e n s ion Consumer Pa n el ,Taylor Nelson SOFRES plc. p .1 0 4
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6
Alta Opinione - Online Italian Panel,Research Now p.1 0 0
AMR Intera ct ive Consumer Pa n el , AMR Intera ct ive p.8 6
Asia Access Pa n el , Ipsos North America p. 9 4
B erenhaus Consumer Pa n el s , B erenhaus Rese a rch Solut io n s , LLC p.8 6
B o o m ers & Their Elders , S t ra t e gic Direct ions Gro u p, I n c . p . 1 0 2
C a n a dian Consumer Pa n el , C o n s u m er Contact p. 8 8
C l a rian Rese a rch Web Pa n el , C l a rion Rese a rch p.8 8
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er ePa n el , S u rv e y.com p. 1 0 2
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p.8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Cust o m er Satisfact io n , C o n s u m er Link p. 8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s ,C o n s u m er Link p.8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p.8 8
C o n s u m er Link Myst ery Shopping ,C o n s u m er Link p.8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p .8 8
C o n s u m er S c a n , GfK Pa n el Services Consumer Rese a rch GmbH p. 9 2
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Fin l a n d , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Norway, Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Swede n , Z a p era.com A/S p.1 0 4
C r o s s - Tab Indian Consumer Panel,C r o s s - Tab Marketing Services Pvt.L t d .p .8 8
Dataintelligence ONLINE,Datatelligence Online p.8 8
D o ct o r D i r e ct o ry.com Consumer Pa n el , D o ct o r D i r e ct o ry. c o m , I n c . p . 9 0
DRI Consumer Pa n el , D igital Rese a rc h , I n c . p . 8 9
E - Poll Consumer Pa n el , E - Poll p. 9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c . p .9 0
E u ropean Access Pa n el , Ipsos North America p.9 4
e Vox ,Opinion Search Inc.p . 9 8
Global Te st Marke t , N ova Te st p. 9 8
GMI Consumer Panel,GMI (Global Market Insite, Inc.) p.9 2
GMR Pa n el , G race Market Rese a rc h , I n c . p . 9 2
G r e e n field Online Global Panel,G r e e n field Online p.9 2
H o m e s c a n , A C N i el sen - The Americas p. 8 6
Homescan Pa n el Views Surv e y,A C N i el sen - The Americas p.8 6
i.thinker Panel, i.think inc.p . 9 4
I n fo rma Rsch.S v c s . S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
I n t e n ded Users ,A C N i el sen - The Americas p.8 6
Ipsos U.S.H i s p a nic Pa n el , Ipsos North America p.9 4
Ipsos U.S.H o u se h o ld Pa n el , Ipsos North America p.9 4
Ipsos U.S.O n line Pa n el , Ipsos North America p.9 4
Irish Opinions - Online Irish Panel,Research Now p.1 0 0
K n owledge Networks Panel,K n owledge Networks p.9 4
L ightspeed Consumer Pa n el , L ightspeed Rese a rch p.9 4
M a rs General Consumer Pa n el , M a rs Rese a rch p. 9 6
Meinungs Studie - Online German Panel,Research Now p.1 0 0
Meinungs Studie - Online Austrian Panel,Research Now p.1 0 0
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aides Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
NAHB Consumer Pa n el , NAHB Rese a rch Center p.9 6
N a t ional Database - US A , S hi f rin - H a y w o rth p.1 0 2
NOP Consumer Online Pa n el , GfK-NOP Consumer p. 9 2
NPD Online Rese a rch Pa n el ,The NPD Gro u p, I n c . p . 9 8
O n line eVA L , N a t ional Market Measures, I n c . p . 9 6
O p i n ey Gane - Online Spanish Panel,Research Now p.1 0 0
Opinion Place,DMS Research p.8 9
Opinionsite.com Panel,Lieberman Research Wo r l dwide p.9 4
ORANJ BOWL, New Jersey Inst i t ute for Successful Aging Rese a rch p. 9 8
Pearson Mexican Consumer Panel,Pe a r s o n ,S . A . de C.V.p .9 8
Pers u a d a ble Rese a rch Pa n el , Pers u a d a ble Rese a rch Corp o ra t ion p. 9 9
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
ReRez Consumer Panel,ReRez p.1 0 0
Resonance Survey Pa n el , G a ng & Gang , I n c . p . 9 0
R e st a u ra n t I n s ights.com Consumer Pa n el , R e st a u ra n t I n s ights.com p. 1 0 2
S m a rt Pa n el of Consumers , FGI Rese a rch p.9 0

S p e ct raCom Rese a rch Pa n el , S p e ct ra C o m , I n c . p . 1 0 2
S u rv e y c a f e . c o m , R e s o u rce Systems Gro u p, I n c . p . 1 0 0
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n els - Asia Pa ci fi c ,S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n els - We st ern Euro p e, S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
S y n ovate Voice of the Hispanic Fa mily,S y n ovate p.1 0 4
Team Vi er CATI Pa n el ,Team Vi er b. v. p . 1 0 4
Team Vi er WAPI Pa n el ,Team Vi er b. v. p . 1 0 4
The Afri c a n - A m erican Consumer,A C N i el sen - The Americas p.8 6
The Buzz,M a rket Equity p.9 6
The Consumer Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p .8 8
The People Panel - Consumer Panel,The People Panel p.9 9
Valued Opinions - Online Australian Panel,Research Now p.1 0 0
Valued Opinions - Online UK Panel,Research Now p.1 0 0
Votre Panel - Online French Panel,Research Now p.1 0 0
w w w. p l a n e t - p u l se . c o m , P u l se Group p.9 9
Your2Cents Cellphone Survey Panel,GENESYS Sampling Systems p.9 2
Your2Cents Cellphone Survey Pa n el , M o b ile Memoi r,LLC p.9 6
Your2Cents Cellphone Survey Panel,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

C PA ’s / Fi nancial Mana g e m e n t
A f fo r d a ble Samples Online Business Panel,A f fo r d a ble Samples, I n c . p .8 6
AMR Intera ct ive Small/Medium Business Pa n el , AMR Intera ct ive p. 8 6
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
e - R ewards B2B Panel,e - R ewards Inc./ERI Research p.9 0
E x e c u t i ve A dvisory Board,Decision A n a l y s t , I n c .p . 8 9
GMI Business Panel,GMI (Global Market Insite, Inc.) p.9 2
I nv e stor Rel a t ions Benchmark , C l a rion Rese a rch p. 8 8
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
w w w. p l a n e t - p u l se . c o m , P u l se Group p.9 9
Your2Cents Business-2-Business,GENESYS Sampling Systems p.9 2
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4

D e n t i s t s
All Global Onlin e, all global p.8 6
B erenhaus B2B Pa n el s ,B erenhaus Rese a rch Solut io n s ,LLC p. 8 6
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
Dental Consulting Network , Caduceus Marke t ing Rese a rch p.8 6
GMI Medical Panel,GMI (Global Market Insite, Inc.) p.9 2
G r e e n field Online Physicians Panel,G r e e n field Online p.9 2
JRA Healthcare Professionals Panel,J R A :Global Healthcare Rsch.S v c e s .( B r.) p.9 4
Medical A dvisory Board,Decision A n a l y s t , I n c . p .8 9
M i n d field Physician Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S u r vey S av v y,Luth Research p.9 6
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n els - We st ern Euro p e, S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
w w w. p l a n e t - p u l se . c o m , P u l se Group p.9 9
Your2Cents Business-2-Business,GENESYS Sampling Systems p.9 2
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Physicians/Health Care Prof. ,GENESYS Sampling Systems p.9 2
Your2Cents Physicians/Health Care Prof. ,Your2Cents Online Opinion Panel p.1 0 4

E d u c a t o r s
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
e - R ewards B2B Panel,e - R ewards Inc./ERI Research p.9 0
GMI Business Panel,GMI (Global Market Insite, Inc.) p.9 2
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
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S y n ovate Global Opinion Pa n els - We st ern Euro p e,S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a ,S y n ovate p.1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
w w w. p l a n e t - p u l se . c o m , P u l se Group p. 9 9
Your2Cents Business-2-Business,GENESYS Sampling Systems p.9 2
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4

E m p l o ye e s
A f fo r d a ble Samples Online Business Panel,A f fo r d a ble Samples, I n c .p . 8 6
AMR Intera ct ive Consumer Pa n el , AMR Intera ct ive p.8 6
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er Link Employee Satisfact io n , C o n s u m er Link p.8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Fin l a n d , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Norway, Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Swede n , Z a p era.com A/S p.1 0 4
e - R ewards B2B Panel, e - R ewards Inc./ERI Research p.9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c . p .9 0
e Vox ,Opinion Search Inc.p . 9 8
GMI Business Panel,GMI (Global Market Insite, Inc.) p.9 2
I n fo rma Rsch.S v c s . S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
N a t ional Database - US A , S hi f rin - H a y w o rth p.1 0 2
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S p e ct raCom Rese a rch Pa n el , S p e ct ra C o m , I n c . p . 1 0 2
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p. 1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n els - We st ern Euro p e,S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a ,S y n ovate p.1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
S y n ovate Voice of the Hispanic Fa mily, S y n ovate p. 1 0 4
The Buzz, M a rket Equity p. 9 6
w w w. p l a n e t - p u l se . c o m , P u l se Group p. 9 9
Your2Cents Business-2-Business,GENESYS Sampling Systems p.9 2
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Cellphone Survey Panel,GENESYS Sampling Systems p.9 2
Your2Cents Cellphone Survey Pa n el , M o b ile Memoi r, LLC p.9 6
Your2Cents Cellphone Survey Panel,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

E n t r e p r e ne u r s / S mall Busine s s
A f fo r d a ble Samples Online Business Panel,A f fo r d a ble Samples, I n c .p . 8 6

B u s iness ePa n el , S u rv e y.com p. 1 0 2
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er Link Employee Satisfact io n , C o n s u m er Link p.8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p .8 8
e - R ewards B2B Panel, e - R ewards Inc./ERI Research p.9 0

Esearch Business/IT Panel,E s e a r c h . c o m , I n c . p .9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c . p .9 0
E x e c u t i ve A dvisory Board,Decision A n a l y s t , I n c . p .8 9

GMI Business Panel,GMI (Global Market Insite, Inc.) p.9 2
N a t ional Database - US A , S hi f rin - H a y w o rth p.1 0 2
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
Small & Medium Business,Opinion Search Inc.p . 9 8
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9

S y n ovate Aut o m o t ive Pa n el , S y n ovate p. 1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a ,S y n ovate p.1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
w w w. p l a n e t - p u l se . c o m , P u l se Group p. 9 9
Your2Cents Business-2-Business,GENESYS Sampling Systems p.9 2
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4

Your2Cents Cellphone Survey Panel,GENESYS Sampling Systems p.9 2
Your2Cents Cellphone Survey Pa n el , M o b ile Memoi r, LLC p.9 6
Your2Cents Cellphone Survey Panel,Your2Cents Online Opinion Panel p.1 0 4

Your2Cents Small Business Owners,GENESYS Sampling Systems p.9 2
Your2Cents Small Business Owners,Your2Cents Online Opinion Panel p.1 0 4

E xe c u t i ve s / M a na g e m e n t
A f fo r d a ble Samples Online Business Panel,A f fo r d a ble Samples, I n c .p . 8 6
AMR Intera ct ive Small/Medium Business Pa n el , AMR Intera ct ive p.8 6
B erenhaus B2B Pa n el s , B erenhaus Rese a rch Solut io n s , LLC p.8 6
B u s iness ePa n el , S u rv e y.com p. 1 0 2
C - L e v el Exe c ut ive ePa n el , S u rv e y.com p.1 0 2
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4

C o n s u m er Link Employee Satisfact io n , C o n s u m er Link p. 8 8
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Fin l a n d ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Norway,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Swede n , Z a p era.com A/S p. 1 0 4
C r o s s - Tab Panel of IT Professionals,C r o s s - Tab Marketing Services Pvt.L t d .p .8 8
e - R ewards B2B Panel,e - R ewards Inc./ERI Research p.9 0
Esearch Business/IT Panel,E s e a r c h . c o m , I n c . p . 9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c .p . 9 0
e Vox ,Opinion Search Inc.p .9 8
E x e c u t i ve A dvisory Board,Decision A n a l y s t , I n c .p . 8 9
Fo rt u n e c o u n cil . c o m , R e s o u rce Systems Gro u p, I n c . p . 1 0 0
GMI Business Panel,GMI (Global Market Insite, Inc.) p.9 2
G r e e n field Online B2B/IT Panel,G r e e n field Online p.9 2
I n fo rma Rsch. S v c s .S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
IT Deci s ion Maker ePa n el , S u rv e y.com p. 1 0 2
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
O n line eVA L , N a t ional Market Measures, I n c .p . 9 6
Pers u a d a ble Rese a rch Pa n el , Pers u a d a ble Rese a rch Corp o ra t ion p.9 9
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
Small & Medium Business,Opinion Search Inc.p .9 8
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
Te c h n o l o gy A dvisory Board,Decision A n a l y s t , I n c .p . 8 9
The Buzz,M a rket Equity p.9 6
US Fin a n cial Deci s ion Makers ,C o n s u m er Contact p. 8 8
w w w. p l a n e t - p u l se . c o m , P u l se Group p.9 9
Your2Cents Business-2-Business,GENESYS Sampling Systems p.9 2
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4

Gay & Lesbian
American Consumer Opinion ®,Decision A n a l y s t , I n c . p .8 9
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p . 8 8
GMI Consumer Panel,GMI (Global Market Insite, Inc.) p.9 2
H a rris Intera ct ive Gay,Lesbian & Bisex u a l , H a rris Intera ct iv e® p .9 2
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aides Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2

H i s p a n i c
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6
American Consumer Opinion ®,Decision A n a l y s t , I n c . p .8 9
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p. 8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Link Cust o m er Satisfact io n ,C o n s u m er Link p.8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s , C o n s u m er Link p. 8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p. 8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p . 8 8
Dataintelligence ONLINE,Datatelligence Online p.8 8
e - R ewards B2B Panel,e - R ewards Inc./ERI Research p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c .p . 9 0
GMI Consumer Panel,GMI (Global Market Insite, Inc.) p.9 2
GMI Hispanic Panel,GMI (Global Market Insite,Inc.) p.9 2
I n fo rma Rsch. S v c s .S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
Ipsos U.S. H i s p a nic Pa n el , Ipsos North America p. 9 4
L a t in o E ye s . c o m , C&R Rese a rch Servi c e s , I n c . p . 8 6
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aides Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
Opinion Place,DMS Research p.8 9
ORANJ BOWL, New Jersey Inst i t ute for Successful Aging Rese a rch p.9 8
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
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ReRez Hispanics Panel,ReRez p.1 0 0
S m a rt Pa n el of Hispani c s ,FGI Rese a rch p.9 0
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p. 1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a ,S y n ovate p.1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
S y n ovate Voice of the Hispanic Fa mily, S y n ovate p. 1 0 4
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

IT Profe s s i o na l s
A m p li t u de Rese a rch Te c h n o l o gy Pa n el , A m p li t u de Rese a rc h , I n c . p . 8 6
C r o s s - Tab Panel of IT Professionals,C r o s s - Tab Marketing Services Pvt.L t d .p .8 8
Esearch Business/IT Panel,E s e a r c h . c o m , I n c . p .9 0
GMI IT Panel,GMI (Global Market Insite, Inc.) p.9 2
H a rris Intera ct ive Te c h n o l o gy Deci s ion Makers , H a rris Intera ct iv e® p .9 2
IT Deci s ion Maker ePa n el , S u rv e y.com p.1 0 2
O st erman Rese a rch Pa n el , O st erman Rese a rc h , I n c .p . 9 8
ReRez B2B Panel,ReRez p.1 0 0
RONIN IT Pa n el , RONIN Focus p.1 0 2
Te c h n o l o gy A dvisory Board,Decision A n a l y s t , I n c .p . 8 9
Te c h Target IT Rese a rch Pa n el ,Te c h Ta r g e t , I n c . p . 1 0 4
Your2Cents IT Prof. / Te c h .Users/Dec.n Makers,GENESYS Sampling Systems p.9 2
Your2Cents IT Prof. / Te c h .U s e r s / D e c .M a k e r s ,Your2Cents Online Opinion Panel p.1 0 4

L aw ye r s
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
e - R ewards B2B Panel, e - R ewards Inc./ERI Research p.9 0
GMI Business Panel,GMI (Global Market Insite, Inc.) p.9 2
N a t ional Database - US A , S hi f rin - H a y w o rth p.1 0 2
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S y n ovate Aut o m o t ive Pa n el , S y n ovate p. 1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n els - We st ern Euro p e,S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a ,S y n ovate p.1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
Your2Cents Business-2-Business,GENESYS Sampling Systems p.9 2
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4

M i d d l e - E a s t e r n
American Consumer Opinion ®,Decision A n a l y s t , I n c .p . 8 9
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
e - R ewards B2B Panel, e - R ewards Inc./ERI Research p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aids Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A , S hi f rin - H a y w o rth p.1 0 2
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S y n ovate Aut o m o t ive Pa n el , S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a ,S y n ovate p.1 0 4
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

M o t h e r s
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6
American Consumer Opinion ®,Decision A n a l y s t , I n c .p . 8 9
AMR Intera ct ive Consumer Pa n el , AMR Intera ct ive p.8 6
B erenhaus Consumer Pa n el s , B erenhaus Rese a rch Solut io n s , LLC p.8 6
C a n a dian Consumer Pa n el , C o n s u m er Contact p. 8 8
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p.8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Cust o m er Satisfact io n , C o n s u m er Link p. 8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s ,C o n s u m er Link p.8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p.8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p .8 8
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Fin l a n d , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Norway, Z a p era.com A/S p.1 0 4

C o u n t ry Pa n el Swede n , Z a p era.com A/S p. 1 0 4
Dataintelligence ONLINE,Datatelligence Online p.8 8
DRI Consumer Pa n el , D igital Rese a rc h , I n c . p . 8 9
E - Poll Consumer Pa n el , E - Poll p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
Esearch Children/Teens Panel,E s e a r c h . c o m , I n c .p . 9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c .p . 9 0
e Vox ,Opinion Search Inc.p .9 8
GMI Consumer Panel,GMI (Global Market Insite, Inc.) p.9 2
G r e e n field Online Moms & Babies Panel,G r e e n field Online p.9 2
I n fo rma Rsch. S v c s .S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
K id z E ye s . c o m , C&R Rese a rch Servi c e s , I n c . p . 8 6
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aids Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
M o m c o n n e ct io n . c o m , R e s o u rce Systems Gro u p, I n c .p . 1 0 0
M o m ni b u s , C&R Rese a rch Servi c e s , I n c . p . 8 6
Mums Opinion - Online Mother Panel,Research Now p.1 0 0
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
Opinion Place,DMS Research p.8 9
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
ReRez Consumer Panel,ReRez p.1 0 0
S m a rt Pa n el for Grow ing Fa mili e s ,FGI Rese a rch p. 9 0
S p e ct raCom Rese a rch Pa n el , S p e ct ra C o m , I n c . p . 1 0 2
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
S y n ovate Voice of the Hispanic Fa mily,S y n ovate p.1 0 4
Te e n s E ye s . c o m , C&R Rese a rch Servi c e s , I n c .p . 8 6
The Buzz,M a rket Equity p.9 6
w w w. p l a n e t - p u l se . c o m , P u l se Group p.9 9
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

M o t h e r s - E x p e c ta n t
American Consumer Opinion ®,Decision A n a l y s t , I n c . p .8 9
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p. 8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Link Cust o m er Satisfact io n ,C o n s u m er Link p.8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s , C o n s u m er Link p. 8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p. 8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p . 8 8
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Fin l a n d ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Norway,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Swede n , Z a p era.com A/S p. 1 0 4
Dataintelligence ONLINE,Datatelligence Online p.8 8
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
G r e e n field Online Moms & Babies Panel,G r e e n field Online p.9 2
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aids Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
Mums Opinion - Online Mother Panel,Research Now p.1 0 0
Opinion Place,DMS Research p.8 9
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S m a rt Pa n el for Grow ing Fa mili e s ,FGI Rese a rch p. 9 0
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
S y n ovate Voice of the Hispanic Fa mily,S y n ovate p.1 0 4
The Buzz,M a rket Equity p.9 6
w w w. p l a n e t - p u l se . c o m , P u l se Group p.9 9
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4
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N a t i ve A m e r i c a n
American Consumer Opinion ®,Decision A n a l y s t , I n c .p . 8 9
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p .8 8
e - R ewards B2B Panel, e - R ewards Inc./ERI Research p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c . p .9 0
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aids Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A , S hi f rin - H a y w o rth p.1 0 2
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

N u r s e s
All Global Onlin e, all global p. 8 6
A n a e st h e t i sts & Critical Care Nurses Pa n el , C r e a t ive Marke t ing & Rese a rch p. 8 8
B erenhaus B2B Pa n el s , B erenhaus Rese a rch Solut io n s , LLC p.8 6
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er Rese a rch RX,C o n s u m er Rese a rch Centre Ltd. p .8 8
Diabetes Nurse Educators/CDE’s Pa n el , C r e a t ive Marke t ing & Rese a rch p.8 8
e - R ewards B2B Panel, e - R ewards Inc./ERI Research p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
GMI Medical Panel,GMI (Global Market Insite, Inc.) p.9 2
G r e e n field Online Physicians Panel,G r e e n field Online p.9 2
I n fo rma Rsch.S v c s . S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
JRA Healthcare Professionals Panel,J R A :Global Healthcare Rsch.Svces (Br.) p.9 4
Medical A dvisory Board,Decision A n a l y s t , I n c .p . 8 9
M i n d field Physician Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A , S hi f rin - H a y w o rth p.1 0 2
N u rses Consulting Network ,Caduceus Marke t ing Rese a rch p. 8 6
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
RONIN Pharma Pa n el , RONIN Focus p. 1 0 2
S p e ci a li st Respira t o ry Nurses Pa n el , C r e a t ive Marke t ing & Rese a rch p.8 8
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S y n ovate Aut o m o t ive Pa n el , S y n ovate p. 1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a ,S y n ovate p.1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Physicians/Health Care Prof. s ,GENESYS Sampling Systems p.9 2
Your2Cents Physicians/Health Care Prof. ,Your2Cents Online Opinion Panel p.1 0 4

P a r e n t s
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6
American Consumer Opinion ®,Decision A n a l y s t , I n c .p . 8 9
AMR Intera ct ive Consumer Pa n el , AMR Intera ct ive p.8 6
B erenhaus Consumer Pa n el s , B erenhaus Rese a rch Solut io n s , LLC p.8 6
C a n a dian Consumer Pa n el , C o n s u m er Contact p. 8 8
C hild r e se a rch.com Pa n el , C hild R e se a rch.com p. 8 6
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p.8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Cust o m er Satisfact io n , C o n s u m er Link p. 8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s ,C o n s u m er Link p.8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p.8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Fin l a n d , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Norway, Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Swede n , Z a p era.com A/S p.1 0 4
Dataintelligence ONLINE,Datatelligence Online p.8 8
DRI Consumer Pa n el , D igital Rese a rc h , I n c . p . 8 9
E - Poll Consumer Pa n el , E - Poll p. 9 0
Esearch Children/Teens Panel,E s e a r c h . c o m , I n c .p . 9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c . p .9 0
e Vox ,Opinion Search Inc.p . 9 8
GMI Consumer Panel,GMI (Global Market Insite, Inc.) p.9 2
I n fo rma Rsch.S v c s . S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
K id z E ye s . c o m , C&R Rese a rch Servi c e s , I n c . p . 8 6
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aids Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6

M i n d field Mothers - Children & Teen Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
Opinion Place,DMS Research p.8 9
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
S m a rt Pa n el for Grow ing Fa mili e s ,FGI Rese a rch p. 9 0
S p e ct raCom Rese a rch Pa n el , S p e ct ra C o m , I n c . p . 1 0 2
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
Te e n s E ye s . c o m , C&R Rese a rch Servi c e s , I n c .p . 8 6
w w w. p l a n e t - p u l se . c o m , P u l se Group p.9 9
Your2Cents Cellphone Survey Panel,GENESYS Sampling Systems p.9 2
Your2Cents Cellphone Survey Pa n el , M o b ile Memoi r,LLC p.9 6
Your2Cents Cellphone Survey Panel,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2
Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

P h a r ma c i s t s
All Global Onlin e, all global p.8 6
B erenhaus B2B Pa n el s ,B erenhaus Rese a rch Solut io n s ,LLC p. 8 6
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
C o n s u m er Rese a rch RX, C o n s u m er Rese a rch Centre Ltd. p . 8 8
GMI Medical Panel,GMI (Global Market Insite, Inc.) p.9 2
G r e e n field Online Physicians Panel,G r e e n field Online p.9 2
JRA Healthcare Professionals Panel,J R A :Global Healthcare Rsch.S v c e s . ( B r.) p.9 4
Medical A dvisory Board,Decision A n a l y s t , I n c . p .8 9
M i n d field Physician Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
P h a rm a ci sts Consulting Network ,Caduceus Marke t ing Rese a rch p. 8 6
P h a rm a ci sts Pa n el , C r e a t ive Marke t ing & Rese a rch p. 8 8
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
RONIN Pharma Pa n el , RONIN Focus p.1 0 2
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n els - We st ern Euro p e, S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
Your2Cents Business-2-Business,GENESYS Sampling Systems p.9 2
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Physicians/Health Care Prof. ,GENESYS Sampling Systems p.9 2
Your2Cents Physicians/Health Care Prof. ,Your2Cents Online Opinion Panel p.1 0 4

P h y s i c i a n s
All Global Onlin e, all global p.8 6
B erenhaus B2B Pa n el s ,B erenhaus Rese a rch Solut io n s ,LLC p. 8 6
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
C o n s u m er Rese a rch RX, C o n s u m er Rese a rch Centre Ltd. p . 8 8
D o ct o r D i r e ct o ry.com Physician Pa n el , D o ct o r D i r e ct o ry. c o m , I n c .p . 9 0
e - R ewards B2B Panel,e - R ewards Inc./ERI Research p.9 0
e - R ewards Consumer Panel, e - R ewards Inc./ERI Research p.9 0
GMI Medical Panel,GMI (Global Market Insite, Inc.) p.9 2
G r e e n field Online Physicians Panel,G r e e n field Online p.9 2
H a rris Intera ct ive Physician Pa n el , H a rris Intera ct iv e® p .9 2
Health Insig h t s ™ , M a rket Insig h t , I n c . p . 9 6
I n fo rma Rsch. S v c s .S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
JRA Physicians Panel, J R A :Global Healthcare Research Services (Br.) p.9 4
M e di Tr e n d : P h y s i cian Pa n el , Untiedt Rese a rch GmbH p. 1 0 4
M i n d field Physician Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
P hy s i c i a n ’s A dvisory Council,Decision A n a l y s t , I n c . p .8 9
P h y s i cians Consulting Network ,Caduceus Marke t ing Rese a rch p.8 6
Po stal Pharm a c a r e, N ova Te st p. 9 8
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
ReRez Physicians Panel,ReRez p.1 0 0
RONIN Pharma Pa n el , RONIN Focus p.1 0 2
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n els - We st ern Euro p e, S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
Wo rldOne’s Global Physician Pa n el ,Wo rldOne Rese a rch p.1 0 4
Your2Cents Business-2-Business,GENESYS Sampling Systems p.9 2
Your2Cents Business-2-Business,Your2Cents Online Opinion Panel p.1 0 4
Your2Cents Physicians/Health Care Prof. ,GENESYS Sampling Systems p.9 2
Your2Cents Physicians/Health Care Prof. ,Your2Cents Online Opinion Panel p.1 0 4
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P r o p r i e ta ry Panel Management Services
( C lient speci fic panel s )
A m p li t u de Rese a rc h , I n c . , p . 8 6
AMR Intera ct iv e, p . 8 6
A R C S® IVR Systems,p . 8 6
Caduceus Marke t ing Rese a rc h , p . 8 6
Ciao GmbH,p . 8 8
C i rcle 1 Network , p . 8 8
C o n s u m er Contact , p . 8 8
C o n s u m er Lin k , p . 8 8
C o n s u m er Rese a rch Centre Ltd., p . 8 8
C r o s s - Tab Marketing Services Pvt.L t d . ,p . 8 8

Decision A n a l y s t , I n c . , p .8 9
Decision Insight, I n c . ,p .8 9
D igital Rese a rc h , I n c . , p . 8 9
D o ct o r D i r e ct o ry. c o m , I n c . , p . 9 0
D ru g Voice LL C , p . 9 0
E - Po l l , p . 9 0
e - R ewards Inc./ERI Research,p .9 0
E s e a r c h . c o m , I n c . ,p . 9 0
FGI Rese a rc h , p . 9 0
GENESYS Sampling Systems,p . 9 2
GMI (Global Market Insite, I n c . ) , p . 9 2
G r e e n field Online,p . 9 2

H a rris Intera ct iv e®, p .9 2
I n fo rma Rese a rch Servi c e s , I n c . , p . 9 4
KL Communi c a t io n s , I n c . , p . 9 4
M a rket Insig h t , I n c . , p . 9 6
M a rket Reader Pro, p . 9 6
M a rke t ing Levera g e, I n c . , p . 9 6
M a rke t ing Solut ions Corp o ra t io n , p . 9 6
M a rs Rese a rc h , p . 9 6
M e di a Tra n s f er AG Netrese a rch & Consulting , p . 9 6
MI3 Market Intel ligence Servi c e s , p . 9 6
M i n d field Online Internet Panels,p . 9 6
M o b ile Memoi r, LL C , p .9 6
NJW Research,p .9 8
The Olson Rese a rch Gro u p, I n c . , p . 9 8
Opinion Search Inc., p . 9 8

The People Panel,p .9 9
Pers u a d a ble Rese a rch Corp o ra t io n , p . 9 9
P u l se Gro u p, p .9 9
R e R e z ,p .1 0 0
R e s o u rce Systems Gro u p, I n c . , p . 1 0 0
RONIN Fo c u s , p . 1 0 2
Sample Czar, I n c . , p . 1 0 2
S hi f rin - H a y w o rt h , p . 1 0 2
S ignet Rese a rc h , I n c . , p . 1 0 2
S p e ct ra C o m , I n c . , p . 1 0 2
S u r vey Sampling International,p .1 0 2
S u rv e y. c o m , p . 1 0 2
S y n ova t e, p . 1 0 4
Team Vi er b. v. , p . 1 0 4
Te c h Ta r g e t , I n c . , p . 1 0 4
Think Vi rtual Fi eldw o rk ,p . 1 0 4
Vi rtual Surveys Ltd., p . 1 0 4
Vision Critical,p .1 0 4

Your2Cents Online Opinion Panel,p .1 0 4
Z a p era.com A/S, p . 1 0 4

S e n i o r s / M a t u r e / E l d e rl y
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6

American Consumer Opinion ®,Decision A n a l y s t , I n c .p . 8 9
AMR Intera ct ive Consumer Pa n el , AMR Intera ct ive p.8 6
B erenhaus Consumer Pa n el s , B erenhaus Rese a rch Solut io n s , LLC p.8 6
B o o m ers & Their Elders , S t ra t e gic Direct ions Gro u p, I n c . p . 1 0 2
C a n a dian Consumer Pa n el , C o n s u m er Contact p. 8 8
C o n s u m er Direct io n s ,KL Communi c a t io n s , I n c .p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p.8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Cust o m er Satisfact io n , C o n s u m er Link p. 8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s ,C o n s u m er Link p.8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p.8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p .8 8
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Fin l a n d , Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Norway, Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Swede n , Z a p era.com A/S p.1 0 4
Dataintelligence ONLINE,Datatelligence Online p.8 8
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c . p .9 0

e Vox ,Opinion Search Inc.p . 9 8
I n fo rma Rsch.S v c s . S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6

M i n d field General Consumer Panel,M i n d field Online Panels p.9 6

M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6
M i n d field Health & Beauty Aids Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6

M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6
M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6

N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
Opinion Place,DMS Research p.8 9
ORANJ BOWL, New Jersey Inst i t ute for Successful Aging Rese a rch p.9 8
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
ReRez Consumer Panel,ReRez p.1 0 0
S u r vey S av v y,Luth Research p.9 6

S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2
S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n els - We st ern Euro p e, S y n ovate p. 1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el , S y n ovate p. 1 0 4
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
S y n ovate Voice of the Hispanic Fa mily,S y n ovate p.1 0 4
The Buzz,M a rket Equity p.9 6
w w w. p l a n e t - p u l se . c o m , P u l se Group p.9 9
Your2Cents Online Opinion Panel,GENESYS Sampling Systems p.9 2

Your2Cents Online Opinion Panel,Your2Cents Online Opinion Panel p.1 0 4

Te e n s
A f fo r d a ble Samples Online Consumer Panel,A f fo r d a ble Samples, I n c .p . 8 6

American Consumer Opinion ®,Decision A n a l y s t , I n c . p .8 9
AMR Intera ct ive Consumer Pa n el , AMR Intera ct ive p. 8 6
B erenhaus Consumer Pa n el s , B erenhaus Rese a rch Solut io n s , LLC p.8 6
C a n a dian Consumer Pa n el , C o n s u m er Contact p.8 8
C hild r e se a rch.com Pa n el , C hild R e se a rch.com p.8 6
C o n s u m er Direct io n s , KL Communi c a t io n s , I n c . p . 9 4
C o n s u m er Link Concept Devel o p m e n t , C o n s u m er Link p. 8 8
C o n s u m er Link Consumer Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Link Cust o m er Satisfact io n ,C o n s u m er Link p.8 8
C o n s u m er Link Ethnogra p hic Rese a rc h , C o n s u m er Link p.8 8
C o n s u m er Link Focus Gro u p s , C o n s u m er Link p. 8 8
C o n s u m er Link Home Use Te st s , C o n s u m er Link p. 8 8
C o n s u m er Link Myst ery Shopping , C o n s u m er Link p.8 8
C o n s u m er Link Pro d u ct Te st ing Rese a rc h , C o n s u m er Link p. 8 8
C o n s u m er Rese a rch Pa n el , C o n s u m er Rese a rch Centre Ltd. p . 8 8
C o u n t ry Pa n el Denmark ,Z a p era.com A/S p.1 0 4
C o u n t ry Pa n el Est o ni a , Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Fin l a n d ,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Norway,Z a p era.com A/S p. 1 0 4
C o u n t ry Pa n el Swede n , Z a p era.com A/S p. 1 0 4
Dataintelligence ONLINE,Datatelligence Online p.8 8

E - Poll Consumer Pa n el , E - Poll p.9 0
Esearch Children/Teens Panel,E s e a r c h . c o m , I n c .p . 9 0
Esearch Consumer Panel (U. S . ) ,E s e a r c h . c o m , I n c .p . 9 0

GMI Consumer Panel,GMI (Global Market Insite, Inc.) p.9 2
GMI Teen Panel,GMI (Global Market Insite, Inc.) p.9 2
G r e e n field Online Teen Panel,G r e e n field Online p.9 2

I n fo rma Rsch. S v c s .S h o p p er / C o n s u m er Pa n el , I n fo rma Rese a rch Servi c e s , I n c . p . 9 4
K idscom Club,C i rcle 1 Network p.8 8
K id z E ye s . c o m , C&R Rese a rch Servi c e s , I n c . p . 8 6
M i n d field Electronics & Entertainment Panel,M i n d field Online Panels p.9 6
M i n d field General Consumer Panel,M i n d field Online Panels p.9 6
M i n d field Grocery Brands Panel,M i n d field Online Panels p.9 6

M i n d field Health & Beauty Aids Brand Panel,M i n d field Online Panels p.9 6
M i n d field Homeowner & Lawncare Panel,M i n d field Online Panels p.9 6
M i n d field Pet Owner Panel,M i n d field Online Panels p.9 6

M i n d field Tr avel & Leisure Panel,M i n d field Online Panels p.9 6
M i n d field Vision Care Panel,M i n d field Online Panels p.9 6
N a t ional Database - US A ,S hi f rin - H a y w o rth p. 1 0 2
Opinion Place,DMS Research p.8 9
Opinion8d - Online Teen Panel,Research Now p.1 0 0
R e a ders Pa n el s , S ignet Rese a rc h , I n c . p . 1 0 2
ReRez Consumer Panel,ReRez p.1 0 0
S u r vey S av v y,Luth Research p.9 6
S u r vey s pot.com (USA),S u r vey Sampling International p.1 0 2

S u r vey S p r e e ,DMS Research p.8 9
S y n ovate Aut o m o t ive Pa n el , S y n ovate p.1 0 4
S y n ovate Fin a n cial Pa n el , S y n ovate p.1 0 4
S y n ovate Global Opinion Pa n el s - N o rth Ameri c a , S y n ovate p. 1 0 4
S y n ovate Health Condi t ions Pa n el
S y n ovate Te c h n o l o gy Pa n el , S y n ovate p.1 0 4
S y n ovate Tra v el & Leisure Pa n el , S y n ovate p.1 0 4
S y n ovate Voice of the Hispanic Fa mily,S y n ovate p.1 0 4
Teen Insight™,Decision Insight, I n c . p .8 9

Te e n s E ye s . c o m , C&R Rese a rch Servi c e s , I n c .p . 8 6
The People Panel - Consumer Panel,The People Panel p.9 9
w w w. p l a n e t - p u l se . c o m , P u l se Group p.9 9
Yo u r 2 C e n t s 4 Te e n s ,GENESYS Sampling Systems p.9 2
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classified ads awa rds for completing survey s .T h ey are younger and do a
lot of survey s .

G iven that respondents have so many reasons for com-
pleting survey s , C o m l ey suggested that panel firms think
about some kind of targeted incentive appro a c h , w h i c h
would give respondents micro - p ayments for each survey
and other “ s o f t e r ” benefits tailored to their pre f e re n c e s . H e
said that using swe e p s t a kes as the main motivator should
be avo i d e d , as re s e a rch showed that many re s p o n d e n t s
doubt the prizes are ever awa rded since they themselve s
h ave never won one of the larger pri z e s .The scre e n i n g
p rocess should also be improved so that respondents who
d o n ’t qualify learn their fate early and don’t have to wa s t e
time answe ring several questions only to find out they
d o n ’t meet survey guidelines.

The most interesting portion of Comley ’s pre s e n t a t i o n
was his proposal for a common incentive scheme, u n d e r
which panel firms would work together on a system that
would monitor respondents (and perhaps reduce the nu m-
ber of surveys completed by the “ p ro f e s s i o n a l ” re s p o n-
dents) and also serve as a national re gister of those willing
to take part in online survey s .This approach would re d u c e
respondent acquisition costs (panel firms are pay i n g
repeatedly to re c ruit the same individuals on multiple pan-
els) and also make it harder for people to join the same
panel more than once.

T h o u g h t - p rovoking 
De Jong and the rest of the conference organizers should
be congratulated for assembling such a substantive and
t h o u g h t - p rovoking confere n c e.After two days of listening
to bri g h t , i n q u i s i t ive re s e a rc h e rs explain and explore way s
to make a part of their profession better, i t ’s hard not to
come away impressed and energi z e d . If the rest of the
i n d u s t ry puts the same care and commitment towa rd panel
re s e a rch as I witnessed in Budapest, the methodolog y
should have a bright future indeed. |Q

Trade Talk
continued from page 114
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By Joseph Rydholm, Quirk’s editor

ESOMAR panel research
conference shines

trade talk

In one of the more enjoya ble wo r k -
related trips I’ve taken re c e n t l y, I
t r aveled to Budapest this past A p ri l

to attend an ESOMAR conference on
panel re s e a rc h . Late last year we decid-
ed to add a dire c t o ry of panel re s e a rc h
p rov i d e rs and an accompanying edito-
rial emphasis to our 2005 publ i c a t i o n
s c h e d u l e. So I was happy to see that
ESOMAR had added a panel re s e a rc h
event to its always-solid confere n c e
lineup and doubly happy that it was in
B u d a p e s t !

The chilly, r a i ny weather was perfect
for conference-going but what I heard
and saw over the two - d ay event wa s
a nything but gloomy. (The rain lifted
later in the week and allowed my wife
and I a few rewa rding days of sightsee-
ing in a fascinating city. If yo u ’ve neve r
b e e n , you must go. F riendly people, a
rich history, great public transport a t i o n
and memorable food and drink - what
m o re could you ask for?)

At over 200 people, attendance wa s
about double what organizers had
expected - testament no doubt to the
eve r - growing role of panels in the
re s e a rch pro c e s s .With response rates to
telephone re s e a rch falling and Intern e t
adoption rates climbing, panel re s e a rc h
and other online approaches re p re s e n t
a golden opportunity for the industry.
P re s e n t e rs and attendees in Budapest
repeatedly acknowledged this fact and
t h e re seemed to be a strong drive to
get things right at the outset, e s t a bl i s h-
ing panel re c ruitment and manage-
ment best practices to ensure the long-

t e rm health of the methodolog y.
Kees de Jo n g , the eve n t ’s progr a m

c h a i rp e rson and CEO of Bloomerc e
Access Pa n e l s , set the tone with his
opening re m a r k s , raising a number of
i m p o rtant points. Perhaps the most
i m p o rtant was this: panels are people.
While panel-building and mainte-
nance re q u i re the delicate balancing of
t h ree fa c t o rs - money, quality and
re s o u rces (the respondents) - eve ry-
thing the industry does should take the
respondents into consideration.D a t a
quality is key, as is an efficient cost
s t ru c t u re, but without respondents to
t a ke the survey s , nothing else matters .

The conference had good case his-
t o ry examples of companies using pan-
e l s , including Hew l e t t - Pa c k a rd , D H L ,
B ritish Sky Broadcasting and General
M i l l s . Jeff Hunter, d i rector of consumer
insights for General Mills, s p o ke fro m
the client’s pers p e c t ive on the evo l u-
tion of panel re s e a rc h .The food-pro d-
ucts maker has long used mail panels
but has gradually moved to the point
w h e re 80 to 85 percent of its panels
a re now online, Hunter said.Pe r h a p s
because of the speed and flexibility of
online panels, Hunter said the firm
does more strategic re s e a rch now.T h e
mix used to be one-third strategic and
t wo - t h i rds tactical and now it’s two -
t h i rds strategic and one-third tactical.

Some lessons General Mills has
l e a rn e d : despite the We b ’s visual capa-
b i l i t i e s , p a c k a ging re s e a rch is some-
thing best done in a store setting or at
least offline; in an online panel, re s p o n-

dent tenu re matters - re s e a rch on
re s e a rch has shown that re s p o n s e s
change over time; targeted pro p ri e t a ry
panels - which function like online
c o m munities - show pro m i s e ;m a ny
online panel members are members of
multiple panels and more work needs
to be done to gauge the impact of this
fa c t , both on biases that may be intro-
duced and on respondent fa t i g u e.

C o n f e rence tracks included papers
on the effects of new technologi e s ,
d eveloping and keeping panelists, a n d
panel management and quality issues.
Pete Comley, c h a i rman of U. K . - b a s e d
V i rtual Survey s , p resented a re s e a rc h -
o n - re s e a rch paper that examined find-
ings from va rious studies on why peo-
ple participate in re s e a rch panels. H e
identified four respondent segments:
h e l p e rs , o p i n i o n a t e d s , p rofessionals and
the incentiv i z e d . H e l p e rs , as the name
s u g g e s t s , e n j oy doing surveys and will
do them in many cases without pay-
m e n t .T h ey skew older and enjoy
being part of an online commu n i t y.
Opinionateds want their views to be
h e a rd and enjoy expressing their view s .
T h ey will sometimes do surveys with-
out compensation.The pro f e s s i o n a l s
a re the most motivated by financial or
other tangi ble rewa rd s .T h ey don’t care
as much about the survey topic.T h ey
s kew male and tend to do the most
s u rveys and work with multiple survey
f i rm s .The incentivized group is the
most motivated by prizes and other

continued on page 113
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